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ABSTRACT

Increasing number of Internet visitors understand that the Internet is about choice and
they will prefer visiting Web sites that are reliable and trustworthy. To live up to the
expectations the online businesses need to deliver the Web sites as brands. Therefore an
increasingly number of advertisements contain a domain name referring to the brand. The
purpose of this thesis is to investigate Web sites as brands. This is a qualitative multiple-
case study of four Swedish online companies with the brand names; boo.com, etrade.se,
jobline.se, and spray.se. The findings of the investigations showed that the main reason
to have a Web site as a brand is to increase the traffic to the Web site. The Web site as a
brand serves as an invitation and gives the audience a reason to visit the Web site. The
content and interface of the Web site describe the brand and the findings show that it is
extremely important to continuously update and upgrade the Web site and give the
visitor a pleasant time since it will give a good impression of the brand. It is the content
and interface that finally result in a relationship with the visitor and return of visit.
Furthermore it has shown that the use of both offline and online media tools increase the
traffic, gives more credibility and trust for the brand, but also create curiosity for the
Web site. However some differences where found between the companies, concerning
the choice of brand name and advertising tools. From the findings the authors have also
constructed an own model explaining the Web site as a brand.



SAMMANFATTNING

Det stora utbudet och valfriheten på Internet har gjort att allt fler besökare på Internet i
första hand väljer de webbsidor som de har förtroende för. För att leva upp till detta
måste nu Internet företagen leverera webbsidan som ett varumärke. Det är också därför
ett ökat antal annonseringar innefattar domän namnet som ett varumärke. Syftet med den
här uppsatsen är att undersöka webbsidor som varumärken. Detta är kvalitativ fallstudie
av fyra Internet företag med varumärken som: boo.com, etrade.se, jobline.se och
spray.se. Resultatet från undersökningen påvisar att den största anledningen till att ha
Webbsidan som ett varumärke är att öka trafiken till webbsidan. Webbsidan som ett
varumärke tjänar som en inbjudan och ger målgruppen en anledning till att besöka
Webbsidan. Innehållet och designen på Web sidan beskriver varumärket och våra resultat
påvisar att det är oerhört viktigt att kontinuerligt uppdatera och uppgradera Webbsidan
och att ge besökaren en trevlig vistelse. Eftersom detta ger ett gott intryck på
varumärket. Det är också innehållet och designen som i slutändan resulterar i en relation
med besökaren och leder till återbesök. Vidare har det visat sig att användandet av
traditionella marknadsföringsverktyg och verktygen på Internet ökar trafiken, ger
förtroende för varumärket men också skapar nyfikenhet på Webbsidan. Det har dock
påvisats skillnader både vad gäller val av varumärket och marknadsföringsverktyg mellan
företagen. Utifrån resultatet från undersökningen har författarna även konstruerat en
egen modell som beskriver Webbsidan som ett varumärke.
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1 INTRODUCTION

This introducing chapter will provide the reader an insight to the research area. We will
begin by briefly discussing the relevant concepts followed by the problem discussion
and overall purpose of the thesis. The overall purpose is more specifically defined with
three outlined research questions. Finally, the demarcations and the disposition of the
thesis are presented.

1.1 Brands in general

“A brand can be defined as a name, term, sign, symbol, or design, or a combination of
these intended to identify the goods or services of a seller or group and to differentiate
them from those of competitors” (Kotler & Armstrong, 1994, p.285)

Branding is the art of making an impression (Sterne, 1997b). It is concerned with
assembling together and maintaining a mix of values, both tangibles and intangible, which
are relevant to the consumers (Hart & Murphy, 1998). A powerful brand, besides
meeting the basic functional requirements of consumers, also fulfils the customer
psychological needs by providing added values. These values and the personality they
project are believed to be the most lasting and sustainable meanings a brand can deliver,
because they constitute its essence. (Kotler & Armstrong, 1994) Brands are so
fundamentally important for the survival and success of many firms that it is important to
understand them in all their subtleties and complexities so that the company can manage
them correctly (Randall, 1997). Aaker (1996); Randall (1997) and Upshaw (1995) and
explain that as brands and branding have commanded more attention, marketing
research, academicians have created a complete vocabulary to describe various aspects
of a brand. These are described in table 1.

TABLE 1 Description of branding

Brand equity

A set of assets and liabilities linked to a brand’s name that adds or subtracts from
the value provided by a product or service to a firm and/or that firm’s customers.
The major assets are brand name awareness, other proprietary brand assets,
loyalty, perceived quality, and brand associations. (Aaker, 1996)

Brand identity
Part of the brand’s overall equity, the total perception of a brand in the market, is
driven mostly by its positioning and personality (Upshaw, 1995).

Brand positioning
What a brand stands for in the minds of customers and prospects, relative to its
competition, in terms of benefits and promises. The part of brand identity that is
to be actively communicating to the target audience. (ibid.)

Brand
personality

The outward ”face” of a brand; its characteristics mostly closely associated with
human traits (ibid.).

Brand character Having to do with the internal constitution of the brand, how it is seen in terms of
its integrity, honesty, and trustworthiness (ibid.).

Brand image

Generally synonymous with either the brand’s strategic personality or its
reputation as a whole (ibid.). Referring to Randall (1997) brand image is the total
of all the information the customer have received about the brand, from
experience, word of mouth, advertising, packaging, service and so on.

Source: Adapted from Aaker (1996); Randall (1997) and Upshaw (1995)
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Every brand must have some means of communicating with the customers. It can help to
build brands by communicating value and adding image and it is essential to build
consumers perceptions of brand values in most markets. (Randall, 1997) Branding must
be continuously adapted so that it is both effective and efficient. Strong and successful
brands clearly generate higher returns on sales and on investments, and could also help
companies to maintain market share in the face of a changing environment. (Doyle,
Medahl & Abbott, 1997) The term used for expressing the power of a brand is brand
equity (Kotler & Armstrong, 1994). Marketers need to manage their brands carefully in
order to preserve brand equity. It is augmented when more consumers are aware of a
brand, their associations with the brand become stronger and more positive, their
perceptions of brand quality become more favourable, and they grow more brand loyal.
(Shimp, 1997) As can be seen in table 1 Aaker (1996) states that brand equity has a set
of assets and liabilities linked to the brand, its name and symbol, that add value or
subtract value provided by the brand to a firm and /or to that firm’s customers.  These
assets and liabilities can be grouped under the five categories; name awareness, brand
associations, other proprietary brand assets, perceived quality, and brand loyalty as
shown in figure 1 below.

Figure 1 Brand equity
Source: Adapted from Aaker (1996), p. 9

Figure 1 provides a compact overview of how brand equity generates value. Each brand
equity asset creates value in a variety of very different ways. In order to manage brand
equity effectively and to make informed decisions about brand-building activities, it is
important to be sensitive to the ways in which strong brand create value. Brand equity
creates value for the customer as well as for the firm. Also, for assets and liabilities to
underlie brand equity, they must be linked to the name of the brand. If the brand’s name
should change, some of the assets or liabilities could be affected or even be lost, although
some might be shifted to the new name.  (Aaker, 1996)

Other proprietary brand assets

Perceived qualityBrand associations

Brand loyaltyName awareness

Provides value to customer
§ Interpretation
§ Trust/confidence
§ Use satisfaction

Provides value to the firm
§ Efficiency/Effectiveness
§ Brand loyalty
§ Competitive advantage

Brand Equity
name/ symbol
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Furthermore, branding can be applied at different levels of the firm, as described in the
text below. There can be overlap between these categories, or changes over time in the
way a brand is used. (Randall, 1997)

§ Product brands / stand alone brands. In its basic form, the brand is identical with a
single product or service.

§ Line brands. Here a group of products are given name. All the products in the line
will be in a similar field, and will be positioned at the same quality/value level.

§ Range brands. A slightly wider grouping may be called a range, though it must be
said that this is a subjective decision.

§ Umbrella or pillar brands. An umbrella, as the name suggests, gives protection to
several sub-brands.

§ Corporate, endorsing companies or banners brand. Here the company name
appears, but less prominently than the main brand; it acts as an endorsement or
guarantee.  The level of identification and endorsement varies from prominent to
understated. (Randall,  1997)

§ Company, family or source brands. This level is when a company name identifies the
brand (ibid.). Company branding is the mark of a company, a declaration of what it is
and what it believes. In a sense, it is the promise of the company’s quality, trust and
value. (Knapp, 1999) According to Randall (1997) consumers’ choice of what they
buy will depend more on their assessment of the people in the company behind it,
their skills, attitudes, behaviour, design, style, language, altruism, modes of
communication, speed of respond, and so on - the whole company culture.

1.2 The Internet and the World Wide Web

The Internet is a global network of thousands of interconnected computer networks. The
Internet can also conceptually be characterised as an extremely efficient medium for
accessing, organising and communicating information. As an information medium, the
Internet offers different Internet information services that has been developed over time.
The services are for example electronic mail (e-mail), File Transport Protocol (FTP), and
the World Wide Web. (Hoffman & Novak 1996a) Since the birth of the World Wide
Web (WWW or the Web) in 1993, the Internet has experienced impressive growth
among businesses and commercial organisations that has begun to see the potential for
the online market. The graphical user interface of the Web offers opportunities,
unimaginable during the text-based era of the Internet, which exploded overnight in 1995
into a major advertising medium. (Pitt, Berthon & Watson, 1996)   The Web is an
invisible network within the largest network of the Internet. It is the collection of the
millions of Web sites and Web pages that together form the Web. A Web site is the
collection of Web pages of a person or a company that are linked together with hypertext
links that a user can visit. (Collins, 1998)
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Web pages are interactive documents that have an own address and can be on any
computer on the Internet. With help from a computer language called HTML (hypertext
markup language) it is possible to refer from one page to another. Hypertext links, or
hyperlinks, works in the way that every underlined word, phrase or picture is a link to
more information on that subject. (Jakobsson, 1995) The individual pages combine text,
graphics, sound, video or animation, as well as hypertext links, to other Web pages on
the Internet (Hoffman & Novak, 1996b). All the Web sites on the Internet has a unique
address and it is also the name the visitor use when they navigate on the WWW
(Jakobsson, 1995). To be able to navigate through the WWW pages it is necessary to use
a Web browser (software needed to view web pages) for example Netscape Navigator or
Internet Explorer (Collins, 1998).

The Internet has no central owner, but the connected networks are owned and
administrated by different universities, companies, authorities and other organisations
(Jakobsson, 1998). The growth in usership of the Internet has been explosive. The
Internet offers an extremely attractive demographic mix that will only get better.
Already, the online world is losing its status as male dominant; women now make up to
thirty-eight percent of Web visitors. The most compelling of all is the current generations
of children that are the largest since baby boom, and they are growing up with the
Internet as a given. As they mature into the next consumer generation, no marketer will
be able to ignore the use of the Internet. (Neuborne, 1998)

The Internet was in the beginning not designed for business use, and some of its features
are still in their infancy, but it now offers both information access and a fast and
inexpensive means of communication to anybody with a computer, a modem and a
connection to the Internet (Borchers, 1998). The Internet unlike traditional media, i.e.
offline media, is characterised by interaction and it facilitates a two-way communication
between actors. Since the Internet is a global network, accessible at all times, it is also
not bound by any geographic location or time. (Pitt, Berthon & Watson, 1996)

1.3 Problem Discussion

More than one million businesses can now be found on the World Wide Web and online
businesses are revolutionary models that challenge traditional business logic (Breen,
1999). Increasingly, consumers understand that the Internet is about choice, and they
want to compare trusted brands from multiple companies (Keegan & Ticehurst, 1999).
To live up to the expectations of the markets, online businesses will need to be more than
elegant, efficient or providing revenue generating concepts, they will need to become
world-class brands (Breen, 1999).

An increasing number of advertisements now contain a domain name, i.e. www.domain
top-level-domain, referring as a brand (Randall, 1997; Bayne, 1997). The reason is that
the companies want the customers to find them easily, to promote the company's
presence, and make a statement that the company is serious about the Internet presence
(Bayne, 1997). Brand names can also comfort searchers, and give them confidence that
the persons or institutions providing the data are reliable, authoritative, thorough,
objective, and informative (Quint, 1999).
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There are many objectives for having a Web site as a brand and more specifically some
are that a brand cuts through the enormous amount of clutter on the Web and
encourages a relationship based on trust of the brand values (Mazur, 1999).

With the Internet, consumers have access to a lot more information than before and the
customer can not tell whether the information is good and bad. A brand therefore also
represents an assurance of trust, a promise that the customer will receive the highest
quality and service. (Lewis, 1999) Web site as a brand is also the key to generate traffic
to the site. Another important issue is to gain visibility fast to position the Web site as a
brand. As the competition escalates, Web sites brands are now aggressively trying to
secure their positions and lock in new users with television, radio, print and outdoor
campaigns. (Riedman, 1998) The company will also have to attract attention online to
pull in visitors to the Web site (Sterne, 1997a).

Successful Web sites will integrate their online promotion with appropriates offline
promotion (Bayne, 1997). Different research organisations show that online users
consume a cross-section of traditional media such as television, radio and print.
Interestingly, online consumers often use other media while navigating on the Internet. A
recent study done of online users found that 34.4% of those surveyed sometimes
watched television while surfing, while 19.2% often watched television. Radio also has a
symbiotic relationship with the Web. The advertising material used by companies are
however often developed in isolation or with limited reference to an overall branding
strategy, and shows a lack of understanding of the target audience and the interplay of
media in their lives. (Breen, 1999) Different groups, or segments, have different needs.
No company can successfully market to every single person. Therefore, the company
needs to define its target audience to better communicate the brand. (Brown, 1997)

For a Web site to succeed it therefore includes for the company to understand the
importance of, promotion, follow-up with target audience, but also maintenance and
evaluation of content, and quality of the Web site (Janal, 1997). The company have to
keep in mind that branding is only half the work of having a successful online business-
the other half is creating a site that is informative, engaging, and makes the visitors want
to return or tell their friends (Jobst, 1999).  For people who search the online business,
the Web site provides them with the image of the company. On the Web, the business
looks good if its Web site does. (Ellsworth & Ellsworth, 1995) Therefore it is important
that the company design a Web site that people want to visit. The company should also
update the content frequently, let customers interact, organise information on the site,
and use graphics cautiously. (Clark, 1997) Further, the content of the Web site has to
provide adequate navigational tools, create sufficient interactivity, and successfully solicit
feedback from the visitors (Sterne, 1997a).

The extensive amount of online companies on the Internet has created a fierce
competitive environment. It has become more and more difficult to get noticed in the
clutter of online companies fighting for attention. We have noticed that online companies
are now not only fighting for attention in the virtual world but also in the real world to
increase traffic to the Web sites. This is new phenomenon and due to this we believe that
there is high demand for research in this area. We will look thoroughly at the different
aspects discussed in this section and hopefully get a better understanding within this field
of research.
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1.4 Overall Purpose and Research Questions

The introduction and problem discussion given in chapter one will now lead us to the
overall purpose is the following:

“Gain a better understanding for how Web sites as brands are used and developed”

The research questions are specifically formulated as:

§ How can the objectives for a Web site as a brand be described?
§ How can the Web site as a brand be described?
§ How can the Web site as a brand be advertised?

1.5 Demarcation

There are many aspects within this research problem and we will only focus on some of
them and a complete picture of the subject will therefore not be provided. When looking
at the promotional mix we will only focus on advertising which will be examined as a
media and not as a content. Furthermore, this thesis will be based from the company
perspective, and no attention will be given from the customer perspective.

1.6 Disposition of the thesis

This thesis is divided into seven chapters.  This first chapter is where the reader
receives an insight to the field of this study followed by the problem discussion, the
overall purpose, research questions, and the demarcations of the study. The second
chapter provides the reader with the literature reviewed on previous research within
our research area. In chapter three we present the conceptualisation and the frame of
reference. Chapter four describes and motivates the methodology used in this thesis.
In chapter five we present the data collected for this study. In chapter six the
empirical data will be analysed. In the final chapter we will draw some conclusions
about the findings from the analysis and also present some implications. For the reader
to receive an overview of the disposition of this thesis the layout it is visualised in
figure 2.

1
Introduction

2
Literature Review

3
Methodology

4
Conceptualisation

&

Frame of Reference

5
Data Presentation

6
Data Analysis

7
Conclusions

&

Implications

Figure 2 Disposition of the thesis
Source: Author’s own construction (1999)
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2 LITERATURE REVIEW

This chapter will present the literature reviewed for each research question. The focus
of the research are within these areas; the objectives to have Web sites as brands, how
the Web sites can be described as a brand, and how Web sites are advertised as brands.
The theories will be presented corresponding to the research questions.

2.1 Objectives to have Web sites as Brands

Brands play an especially powerful role in markets characterised by a high degree of
uncertainty or mystery. In such markets, sheer belief or trust on the part of consumers
can outweigh nearly all considerations. Presently an area of uncertainty is the Internet
and most consumers and many businesses are bewildered by this burgeoning new
medium. The objective of having Web sites as brands is now valued more when the
purpose is to create a brand that is trustworthy to be able to increase the traffic to the
Web site. (Docters, 1999) This section of the chapter will present theories related to
research question one. The theories that we will present consider the following issues as
important objectives: target audience, be early, be memorable, create personality, build
top-of-mind awareness, and build long-term relationships with customers.

Target Audience

According to Lewis (1999) the first priority of an online organisation is the Web
presence. The second priority is brand reach, which define the target audience in broad
terms and where they are in mass quantities on the Internet. The final priority is
narrowing and targeting. This priority is the most difficult because it requires an in-depth
understanding of all the various lifestyle, life-stage, and psychographic elements of each
narrowly defined target. Furthermore, in order to receive a specific knowledge the
company needs a defined target audience. The better the company can understand their
target audience needs, the more favourable perception the audience will have of the
online brand. (ibid.)

Referring to Buchanan & Lukaszewski (1997) possible audiences who may visit the site
include: customers and clients, competitors, dealers and distributors, students,
journalists, employees and vendors, regulatory agencies, consumer advocacy groups, and
shareholders. (ibid.) According to Janal (1998) trying to be all things to all people will
not make a Web site successful. The company will fail if it does not understand how the
services differ and how they attract different audiences. This is especially relevant in the
evolving field of online promotion. One of the great benefits of online advertising is the
ability to target a specific audience. Each visitor signs up for an account directly with a
provider, they then able to maintain accurate account records and demographics based
on internal surveys or studies of members’ zip codes. Each commercial online service has
therefore the possibility to collect the demographics on its average for evaluation of their
services. The company’s job is to find the audience so it can convince them to spend time
at the Web site, create word-of-mouth, and returns. (ibid.)
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There are two predominant perspectives of most Internet users according to Buchanan &
Lukaszewski (1997) and the traditional Internet users, either surfers or visitors, will
probably not be the central focus audience of most business or service-oriented sites. The
new type of Internet visitor, either drawn through promotional efforts, or in search of
solutions, will probably be the more typical target audience. (ibid.)

Be Early

If the company is creating a new business on the Internet, it is vitally important to
consider the objective of creating a brand image early in the game, before the real world
competitors join the Internet and steal the customers because they have a better-known
name. Branding will therefore become increasingly important online, where many
companies are recently established and have no identity. A new company can look
credible in cyberspace without having a storefront if it has great-looking content online
but as more companies are establishing online, the probability of people buying from a
company they have never heard of will decrease. The audience will more probably
gravitate toward companies they know and trust. (Janal, 1998) The Web history shows
that it is imperative to secure Web leadership early. The company has an edge over the
competitors on the market if being first. Whether they are the actual leaders is not the
issue. What is important is that their Web brand is the first in mind of the customers, i.e.
top-of-mind. (McHenry, 1999) All indications show that a greater market share and
better operating results will accrue to those companies who seize the opportunity. Online
organisations also need to recognise that the opportunity is closing rapidly and that delay
could prove to be costly. (Keegan & Ticehurst, 1999)

Be Memorable

To promote Web sites as brands the online advertiser should have as an objective to
obtain a memorable domain name by which the Internet user is able to easily find the
Web site. The purpose is that visitors will come to the Web site more easily if they
remember the company’s address on the WWW. The domain name is the identity of the
company on the Internet, the foundation for communicating its image (Flanders & Willis,
1996). It is a fact that that users will come to the site more easily if they remember the
domain name (Clark, 1997). According to Janal (2000) the prospects will type in the
URL directly if they know that the company exists. The prospects probably saw the
address on a business card, in an ad, or simply typed in the company name and added
“dot.com” to it. (ibid.) The structure of the domain names are now so commonly known
that quite often Internet users, when not knowing or remembering the Web site address
instead make guesses at possible site names (Jobst, 1999). However, if the prospects do
not know the company URL they probably use a search engine to find it. (Janal, 2000).

In addition to the big top-level domains like ”dot.com”, ”dot.org”, ”dot.gov”, ”dot.edu”,
and ”dot.net”, every country in the world has its own two-character top-level domain.
There are also some new top-level domains coming up that include ”dot.web”,
”dot.shop”, ”dot.firm”, ”dot.info”, and ”dot.nom.” These new domains will open up
even more naming possibilities, for companies, organisations and individuals with the
same or similar names. (Ott, 1999)

Many large companies have registered as many variations on the company name as
possible. By doing so, they shut out all other companies who may have a legitimate claim
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to a variation. Domain registrations are not free anymore and multiple registration is an
option that is feasible only for the large companies. (Bayne, 1997) According to
Chiranjeev & Hemnes (1995) a brand should not only appeal to the customers, it should
have other desirable properties depending on the nature of the market. These may
include connotations associated with the brand, relevance to the product or company,
memorable, and the ability of the brand to offer a distinctive image over competing
brands.

Referring to Chiranjeev & Hemnes (19995) there are three qualities that constitute a
successful brand: brevity, distinctiveness, and longevity.  First, the brand name should be
short; a name that is longer than four syllables should be avoided since long names are
cumbersome. Long names will not be used in their entirety, and will be shortened and
distorted in ways over which the company may have no control. Eventually all employees
and just about everyone else will resort to a shorter form of the name. Although
employees may know the firm to which they are referring, many customers may not. The
key is to shorten the name in such a manner that equity in the earlier name is retained.
Second, a name gains brand equity with the passage of time, and it is desirable to own a
name for which the company can have strong legal rights. Third, it should not become
outdated as the years pass. The key is to look to the future and create a name that will be
applicable when the firm diversifies or changes the focus of its services. A name that is
chosen carefully should last forever. (ibid.) Additionally, Strauss & Frost (1999) states
that on the Internet, a brand name also have to be memorable, easy to spell, and should
translate well into other languages. (ibid.)

A coined name is a name that is unspecific. This means that the name many times do not
have a significance. Stronger identity, better legal protection, and unrestricted expansion
opportunities can result from a coined name. But companies need time and money to
build up recognition for example, “yahoo”. The use of coined names can also mean a loss
in goodwill and sales. Coined names are usually not very well received initially, because
investors and customers are uncomfortable with a name that does not mean or stand for
anything. (Chiranjeev & Hemnes, 1995)

The opposite from coined names is brand names that say something about the
products/company, conveying the intended positioning and establishing the
differentiation i.e. self-descriptive names. However, companies should avoid including
products in the name, or trying to connect the company’s identity on just the domain
name. For example if amazon.com would have named the company Amazonbooks.com,
they would have narrowed it down too much and it would make it difficult for the
company to sell other products. Corporations expanding their business to related
products, or diversify into unrelated products, making names that include precise
descriptions of products misleading. Including product names can constrain a company's
image. This is a very common mistake many online companies commit and the outcome
can be that they are forced to change the brand name in mid-course and as a result, the
brand can become hollow. (ibid.) On the other hand, Zimmerman & Mathiesen (1998)
argue that the domain name should be self-descriptive for easy searching.

Create a Personality
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Another important objective is to define a clear and consistent personality for the brand
and then maintain it both online and offline. When looking at common traits among the
top Web brands, there can be seen that their sites are creative and fun - two aspects that
help them achieve their business goals. (McHenry, 1999) Consistency is important an
Internet company may go through a variety of business models, but its brand personality
should remain intact. Strong Internet brands will put the consumer first, their advertising
seeks to strike an emotional chord with consumers, and the Web site should work to aim
to relentlessly fulfil that expectation. (Williamson, 1999) A brand that over the years
acquires a distinctive, well-known personality becomes like an ”old friend”. Consumers
feel similar and comfortable with it, offering a sense of security and reassurance and most
consumers rather pick it up than a newer brand from which they feel more
psychologically distant. (Aaker et al 1992)

Build Top-of-Mind Awareness

Furthermore, the objective for having Web sites as brands should be to impart positive
recognition and image enhancement when increasing the awareness for the sponsor. A
key strategy is to generate return visits to a Web site, which, if accomplished, would be
evidence of high effectiveness and interest. (Janal, 1998) Online companies build top-of-
mind awareness for trial and repeat visit with offline and/or online media. For this the
companies should consider the use of offline media to establish the Web site brand
personality and drive traffic to the site: magazine, television, radio, direct mail,
packaging, and so on. For online promotion efforts, the organisation may want to
consider supplementing its online banner campaign with online games/promotions and
Web site sponsorships. (Kania, 1999) The promotion seeks to strike an emotional chord
with a consumer, and then the site works relentlessly to fulfil that expectation
(Williamson, 1999). In an environment still beset by privacy and security concerns,
people wants to do business with Web sites well-known brands (Moran, 1999). A
research conducted by PC Data Online in 1999 shows the factors that influenced the
reasons for visiting a Web site.  As can be seen in table 2, brand awareness is represented
as the major reason for visiting a particular Web site.

TABLE 2 Factor influencing visits to the Web sites

Factors influencing visits to the Web sites

Familiarity with brand (brand awareness) 15%
Prior shopping experience (return visits) 13%
Historically low price 9%
Recommendation from friends (word-of-mouth) 6%
Online ads 6%
Offline ads: radio/television commercials, print and billboard ads 6%

Source: PC Data Online (1999)
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Long-term Relationship

Other objectives for branding the Web site focuses heavily upon developing and
sustaining a valuable relationship with consumers (Breen 1999). This can be recalled as
maximising the total customer experience, and it requires that the entire company
organisation, from Web site development to promotion, work as an integrated unit with
this goal in mind. (Williamson, 1999). It requires more time than money, but the
investment can pay off in goodwill and credibility (Zimmerman & Mathiesen, 1998).

According to Breen (1999) a way to effectively manage consumer relationships with
Web sites as brands are by observing the following principles; (1) it is important to have
an overall communications strategy; one which enables the company to learn more about
the consumers, (2) consumer relationships cannot be established in a single action, a
successful Web site brand should create a personalised pathway for continued dialogue
and benefits, (3) it is vital to keep track of consumers’ changing interests and needs, (4)
Web site brands need to be trustmarks and not trademarks,  the brand relationship cannot
simply be a thinly-veiled hard sell. The Web site brand must be valued for its relative
objectivity. The consumer is very powerful and hard sell will not work in an information-
rich environment. (5) Lastly, integrate relationship-building activities into the real world.
(ibid.) Marketers can also create individual sales messages, remember each person’s likes
and dislikes, buying patterns, and what kind of persuasion work best for a particular
customer to build relations with customers who approve of that interaction. (Janal, 1998)
Like all relationships, this relationship is based on trust. Trust is earned by
communicating openly and honestly with the customers and prospects. (Bishop, 1998)
Trust leads to a loyal customer base that also will lead to word-of-mouth advertising
which has been estimated to represent around 30 percent of new Web site traffic (Kania,
1999). Word-of-mouth is therefore one of the best and most powerful methods to sell a
brand (Janal, 1998).

In addition to increase sales from satisfied customers, customers will make
recommendations about Web sites brands to their friends (Strauss & Frost, 1999). The
message travels fastest and best by word-of-mouth (Janal, 1998). The Internet is
especially well suited for word-of-mouth communication since visitors can easily forward
e-mails to other individuals or to groups of people on distribution lists (Strauss & Frost,
1999). Getting a good word out on the street can really boost membership and sales but
the disadvantages could be negative word-of-mouth from unsatisfied customers (Janal,
1998). Especially since negative messages generally spread twice as fast as good ones
(Gilpatrik, 1999).

Online companies are now working hard to spread the word via their existing customer
network. How can the company motivate the visitors to do the marketing for them?
Some activities are to reward them for talking and reward visitors for bringing new
visitors to the site but it is also important to be interesting enough to create word-of-
mouth by offering compelling design, products, and content. (Williamson, 1999)
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2.2 Web sites Described as Brands

The Web site itself is the crucial building for the brand. The feelings that the people have
about the brand are from the experience that they have online when being at the Web
site. Much of the brand building should therefore focus on improving the site on a
continuing basis. (Shannon, 1999) Referring to Janal (1998) a well-designed Web site is
essential to increase and maintain customers and guiding them to intelligent buying
decisions and there are two areas according to Janal (1998), the first is content: What the
company wants to say and activities for getting customers to return. Secondly, the
interface: How the company presents the information visually (layout/design) and how
the customer interacts with it. (ibid.) We have chosen to follow this division made by
Janal (1998) in order to describe the Web site as a brand.

2.2.1 Content

According to Janal (1997) building a brand identity is an investment and takes a long
time to develop. Banner ads can help, but a more extensive and expensive strategy is to
build brand identity by creating a rich Web site full of information that relates to the
company’s services or products or creates a community. Content will get the site listed in
search engines, directories, and magazines faster than any other promotion technique.
There is nothing more important than the content. (ibid.) When creating the content of
the Web site the company has to think about the type of content, the homepage, target
audience, user hardware and software, feedback & evaluation, update & upgrade, and
long-term relationship according to the different studies that we are presenting in this
section.

Type of Content

Overall the content on a Web site must always be compelling.  Basically, there are two
types of content the company can add to the Web site; content that the company creates
and content the company buy or license.  Content that the company creates can contain
frequently updated information, contests and sweepstakes, frequently asked questions
(FAQ) and answers, history, free offers, outside links, coupons and tie-ins. However,
sometimes it is easier to just buy someone else’s content or license its use on the Web
site, for example a survey. (Flanders & Willis, 1996)

The problem with outside links is that they invite customers to leave the site and never
return if the firm does not have a link back to the company. (ibid.) An idea could be to
place the linkages to the other sites further into the company Web site so the viewer has
to see at least some of the company sites before leaving (Janal, 1998).  Further, Flanders
& Willis (1996) explain that a tie-in is similar to a link except that the company gets paid
for putting in links to outside pages. Therefore, besides getting paid the company is
adding content to the site. (ibid.) Contests are a great way to generate interest in the site
and if the company does it well, a history of the company page can be enlightening. If the
company come up with a free offer that is legal it will also attract visitors to the site. The
company should also update the site as often as they can afford the time and/or money.
(ibid.)
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The Homepage

According to Flanders & Willis (1996) the company’s homepage is the most important
Web page on the Web site because it is generally the visitors’ first impression of the
company. It is the gateway to the company’s Web site.  The roadmap, the index, the
table of contents tells the visitors where to find the important information they need to
make their stay at the Web site enjoyable and profitable. If the homepage looks
professional, ethical, artistic, appears to have interesting content, and does not have any
elements that would chase a customer away, then there is a good chance that the visitors
will stay. If the homepage fails to entice because the images are too large, the Web page
takes forever to download, there is offensive material, or the text can not be read, and so
on – then the visitors will leave the site immediately. (ibid.)

Flander & Willis (1996) state that there are three things a homepage should convey to
the visitor (1) the site’s purpose (who, what, when, where, and why) (2) what kind of
contents is contained in the site (3) and finally how to find that content. Furthermore,
Janal (1998) gives a guideline that suggests that the homepage should include:

§ General information about the company (e.g. welcome letter, history of the company,
key personnel, list sites, maps, addresses, and company logo)

§ Services (e.g. list of services and products)
§ Company highlights (e.g. press releases, awards, clients)
§ Contact possibilities (e.g. suggestions, chat rooms, comments)
§ Investor information (e.g. annual reports)
§ Job opportunities in the company (e.g. now hiring)

Also a company should ask their customers to bookmark the Web site (a software tool
that automatically loads the page it refers to) or mark the site as a starting page on the
Web site. ibid.) It is important to remember that not everyone will purchase something or
inquire about the services the first time they visit. The company needs to get visitors to
come back by asking them to bookmark their Web site and it is free and easy. (Flanders
& Willis, 1996)

Target Audiences

To position the brand it is necessary to target a specific audience with the content for
active communication. The company must understand who realistically will visit the Web
site in order to select the content that is valuable and appropriate to their needs. The
site’s theme is often critical to properly positioning the company and the visual aspects of
the Web site is often the key to communicate the message. It is impossible to design for
an unknown person whose needs the company do not understand. Testing the design and
getting feedback from a variety of customers is the best way to see whether the designed
ideas are giving them what they want from the site. Making research on the needs and
demographics of the target audience is therefore crucial. (Lynch & Horton, 1999)

To make the Web site easy-to-use, navigation through the site must be consistent with
the level of knowledge and experience of the audience (Buchanan & Lukaszewski,
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1997). If the Web site is a business or non-profit site, the company needs to make sure
that the visitor has every opportunity to spend money at the site.  This means that the
company has to take extra care in designing the site content to make it look professional,
easy to navigate, but also marketed properly. Every element of the Web site’s content
should also inform the customers why they should buy the product or service. Customers
want to do business with people they believe to be professional. (Flanders & Willis,
1996)

Regardless if the Web site is an informational or an opinion site, the company needs to
follow some graphics and text guidelines. An opinion site has more leeway because the
expectation is that it will not follow  ”the rules” as closely as a business site. An
informational site, however, has to focus on content delivery as much as possible. It is
critical that these types of sites are organised so they are easy to navigate and are not too
long. The key feature of any Web site should be restraint, the company should only use
the necessary elements. Rather than focusing on the technology, the Web page designer
has to focus on the target audience, who should drive virtually every aspect of the site.
(ibid.)

User Hardware and Software

A common complaint about online commerce transactions is that they are too slow.
Much of the transaction speed is governed by the way users connect to the Internet,
customers may be connected at different speeds. But the problem is compounded by the
fact that the Internet itself may experience traffic jams during which information travels
more slowly, regardless of the user's connection speed. To cope, conscientious designers
assume slower connection speeds and transmission rates, and use smaller images in their
web applications. (Hager, Kibler & Zack, 1999) Jakobsson (1998) state it should be
possible to go further, from one page to another in the Web site while still downloading
and that the whole site should be downloaded within twenty to thirty second since users
do not tolerate long delays. Research has shown that for most computing tasks the
threshold of frustration is about ten seconds. Referring to Schmitt & Simonson (1997)
companies should therefore consider offering a fast text-heavy version coupled with a
slower graphics-heavy version.

It is also important to consider what the company’s Web site looks like to those readers
who do not have the best equipment, current software and good Internet connections.
Each brand or version of the Web browser interprets a little differently influencing tables,
forms, and graphic positioning. (Lynch & Horton, 1999) A conscientious designer is
therefore forced to design for the least common denominator, using only the features that
all browsers support. Even in this limiting case, it is important to actually test the
application in both environments since the browsers do not always support very simple
features in the same way. For example, the borders of a table may be displayed in one
browser, but not in the other. (Hager et al 1999)

According to Schmitt & Simonson (1997) even fonts and colours as well as the
correspondence between icons and text are processed and appears differently depending
on the browser used. In unfortunate cases, the wrong text may appear under an icon,
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diluting the value of the page and giving a sloppy impression of the identity. Further,
Lynch & Horton (1999) state that the ability to build in alternate messages exists so that
the users without graphics capabilities can still understand the function of graphics on the
pages. This is especially important when using graphic menu systems for navigation.
(ibid.)

Feedback and Evaluation

The understanding of what the customer needs to do with an application and how they
want to do it are fundamental to produce a good content. The best content guidelines
will not produce a usable content unless the are applied to an application built around a
clear understanding of customers’ tasks. The only certain way to gain this understanding
is to watch how customers currently perform the tasks and to ask them what they like
and dislike about this process. (Hager et al 1999)

The Web is effective because it allow for personal addressing and feedback (De
Chernatony, 1996). Customers expect to be able to send comments, questions, and
suggestions on the Web. Companies should therefor always provide at least one link to
an e-mail address in a prominent location of the site. (Lynch & Horton, 1999) When
receiving customer feedback or question, organisations need to respond in a timely and
effective manner. The company should offer e-mail updates or newsletters to customers
who volunteer their e-mail addresses. The company should also update and redesign the
Web site based on customer feedback. Customers should also be able to send the
company e-mail directly from its Web site. (Clark, 1997) Well-designed Web sites also
provide links to the Web site’s editor or ”Webmaster” responsible for running it (Lynch
& Horton, 1999). When it comes to the time it takes for a company to make the visitors
give feedback it will pay off (Hager et al 1999).

The company can also track how customers visit the Web site, see which pages are
popular, which pages should be linked to other Web pages (Clark, 1997). An abundance
of information about the visitors to the Web site can be recorded with Web server
software. Sites logs track how many people saw the site over a given period of time,
how many pages were requested for viewing and many other variables. The logs will tell
what pages were the most popular and what brands and versions of Web browsers’
people used to view the site. Detailed logs are the keys to quantifying the success of a
Web site. If the ”hits” on the graphics files used on the homepage are significantly lower
than the hits on the page, it is a good indication that many visitors are choosing not to
download the page graphics. This could be a warning of too many graphics on the page.
Hits on a table of contents also indicate if the readers find it attractive or useful. (Lynch
& Horton, 1999)

Update and Upgrade
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Launching a Web site is only the first step, the challenge is to maintain a Web site by
updating and upgrading it (Schmitt & Simonson, 1997). An online company should
update its Web site constantly to make people come back again (Janal, 1998). Users will
only bookmark a Web site if it provides value on an ongoing basis (Schmitt & Simonson,
1997). The company will therefore need to check that the links are still working properly
and that the content they supply remains relevant. Every corporate Web site should also
carry a revision date that is changed each time the page is updated so that user can be
sure they have the latest version. (Lynch & Horton, 1999)

Long-term Relationship

The company needs to build a relationship with their visitor. A question the company has
to answer is if the Web site has the kind of content that people are willing to return for?
(Flanders & Willis, 1996) It is crucial for the company to frequently ask what they can
do to bring customers to the Web site and how can they get them to return again
(Ellsworth & Ellsworth, 1995).

People use the Internet because they can give and get information and services. A
successful Web site will allow the visitor for some interactivity. Currently, there are three
levels of interactivity for Web sites (1) Get people to visit the page. The Web user
navigates to the page and just views and reads it. This is the level of simple presentation
of information and data: getting foot traffic. (2) Activity, the potential customer visits the
page, and can click on buttons, search for information, and follow threads of interest.
This is the level of nurturing more interest in the product, company, or service: getting
them to linger awhile. (3) Interactivity, the page visitor can leave feedback, send e-mail,
leave comments, order, and in general feel some personal engagement with the page.
This is the level where the company can actually close sales/or form some kind of
relationship with the potential customer: repeat business. (Ellsworth & Ellsworth, 1995)

A communicator has to cater to people’s basic needs when they come across a new
space: the need to explore; to exercise curiosity, and have some freedom of movement;
the need for sociability; to interact with others; and the need to have privacy and
anonymity. Communicators on the Web must cater to these needs by creating interactive
Web sites that stimulate and excite people. (Schmitt & Simonson, 1997) People like to
be entertained, regardless of the industry (Janal, 1998).  According to Janal (1998);
Ellsworth & Ellsworth (1995) and Bayne (1997) there are some issues a company should
consider regarding the contents, which can encourage a visitor to return to the site.
These are the following:

§ To encourage repeat visits the company can send out notifications by e-mail (Janal,
1998).

§ People like to see what other people are thinking and therefore, companies should
consider operating surveys.

§ Contests create word-of-mouth and repeat visits. The more the contest relates to the
company products/services and mission, the more effective the overall result will be
in reinforcing the marketing mission. People will come back to the site when they
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know the company is offering coupons, discounts, rebates, or other money-saving
incentives. By eliminating the risk of buying the company can generate repeat visits.
The company can guarantee the products and offering no-question asked policy on
returns.

§ Be interesting.  If the company have new information, lively discussions, contests,
and promotions, user will come back regularly.

§ Promote discussions.  Users like to chat online, they like to interact with people from
around the world.

§ Creating interesting files. Libraries are collections of files of documents, sounds, and
photographs.

§ Offer free-samples.  Software is a great give-away online.
§ Conduct conferences with famous people.
§ Host conferences and educational seminars with leaders in the industry or people

who can provide value to the members.
§ Build interesting forums with contests.
§ Build online time with surveys. (ibid.)
§ Curiosity.  If it is a large Web site, and there is too much to see in one session,

customers will come back since they feel it’s worth return to for more exploration
(Ellsworth & Ellsworth 1995).

§ Item turnover.  The company should provide at least one item that changes
frequently or even every time someone visits. For instance daily aphorism, random
domain name or new audio files. (ibid.) A neat new tip updated every day that
enhances the users personal or professional life will make visitors come back for
more information every day (Janal, 1998).

§ Indispensable too or resource.  Having a high collection of complete quality links to
databases, Webguides, images, files makes the site more likely to bring people back.
(Ellsworth & Ellsworth 1995)

§ Unique event or resource.  There are many possibilities for making the site unique an
worth returning to regularly for example contests, give-aways, ”ask the expert”
feature. (ibid.) According to Bayne (1997) a company should create a reason for
customers to visit the site. With thousands of network already connected and
commercial use of the Internet growing at unparalleled rates every month, the
company must stand out to get noticed. If the company can find something that does
not exist anywhere else online or add a unique and original spin to the basic offers
which will provide extra value and attracting more visitors. If the company can
continue to offer something extra on regular basis, the will continue to attract return
visitors and new ones. (ibid.)

Above this the issue of trust is important for building a long-term relationship. In
traditional branding, trust means that the company and its services deliver what they
promise. The online companies have the added dimensions of user privacy and security,
which are required for the level of trust demanded by online customers. (Kania, 1999)

Successful online marketers know that businesses are built on one customer at a time and
companies can create warm relationships with prospects by using personalised e-mail,
welcome messages on Web pages, and keeping track of their interests, previous orders,
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and passwords. The purpose of creating an insider’s only area i.e. passwords, that
requires registration is to create a sense of exclusivity. It also gives the possibility to
gather demographic information. (Janal, 1998)

2.2.2 Interface

On the Web site the user’s perception of the brand is not based entirely on content, it is
on the overall impression. That means the ease of navigation, meeting expectations and
customer service among other factors. (Hensley, 1999)

Janal (1998) states that the Web site’s interface is the visual display (layout/design) of
digital information. If the interface is fun, exciting, pretty, and if it leads the consumer to
a highly interactive experience, the interface is a success. If consumers are confused, the
interface is a failure. A badly designed interface reminds people that they are dealing with
a machine while a well designed Web site is essential to attract customers and return of
visits and is so unobtrusive that people can concentrate on the information instead of the
computer. (ibid.)

Without the visual impact of shape, colour, and contrast, pages are graphically boring
and will not motivate the visitors. Visual and functional continuity in the Web site
organisation, graphic design, and typography are essential to convince the audience that
the Web site offers them timely, accurate, and useful information. Clear, consistent icons,
graphic identity schemes, and graphic or text based overview and summary screens can
give the customer confidence that they can find what they are looking for without
wasting time. Customers should also always be able to return easily to the homepage and
to other major navigation points in the site. For maximum functionality and legibility, the
page and Web site design should be consistent. A consistent approach to the layout and
navigation allows visitors to adapt quickly to the design. Therefore, the goal is to be
consistent and predictable. (Lynch & Horton, 1999)

There are many opinions of how the interface of the Web site should be and what it
should contain. However, there are some key components for the Web site’s interface
that we will present from different theories. These are: logotypes, buttons, table of
content, search engines within the Web site, navigational links and hypertext links,
graphics, and colours.

Logotype

A logotype can make sure that the corporate identity is clear on the homepage. There
should be no mystery about who is sponsoring the Web page. Some companies place the
logotype or company name on the top of each page on the Web site. Not only does this
help users to navigate through the Web site more easily but also it gives numerous
impressions of the company to the visitor. Another unintended benefit of printing the
logo at the top of each page is that it reminds readers that they are still at the company
site after clicking on different links. (Janal, 1998)

A logo that is incorporated into the Web page design can help distinguish the site from
many others. When the company consider the size of the logo on the Web site it has to
make sure to decide the maximum amount of graphics on a page. A good rule is to keep
the logo small since small logos take less time to download. Small logos will not detract
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from what the user is trying to do on the rest of the page and it will also prevent that the
user hit the stop button and skip to another Web site. (Bayne, 1997; Janal, 1998)

Buttons

There are two categories of navigational graphics; buttons and image-maps. A button is
any graphic that is a link. Any time a user clicks on a button, they should be taken to
another page. An image-map is an image that is treated by the browser as a navigational
tool. When visitors click the image-map, they are taken to a new page.  (Flanders &
Willis, 1996) Graphic buttons will provide basic navigation links and create a graphic
identity that informs the users they are within the Web site domain. It provides a
consistent graphic identity throughout the site. (Lynch & Horton, 1999) The company
needs to be consistent in the design of the navigational tools. For example, the size and
colour of the buttons should be consistent since the use of different colours and sizes
looks unprofessional. When placing the navigational buttons on the page, the company
should make sure that if they place them for instance at the top of the homepage they
should also be placed at the top of each page in the Web site. (Flanders & Willis, 1996)

Table of Contents

Regarding the interface the company should also consider how the different sections on
the Web site relate to one another, and create a table of contents. Table of contents fills
an important function on the Web sites, showing the most common/used functions and it
should be implemented in all pages of the Web site. (Jakobsson, 1998) An well-organised
table of contents can be a major navigation tool in the Web site. Tables of contents in the
Web site are an easy way to give users a clear sense of the extent, organisation, and
context of the site content. (Flanders & Willis, 1996) Further, Janal (1998) states that as
Web sites become more extensive and contains more information about products and
services, it is important to create navigation tools in order to find information fast. (ibid.)
Computer screens offer limited space and this means that the company must design an
efficient hierarchy of information to minimise steps through table of contents (Lynch &
Horton, 1999).

Search Engines within the Web Sites

Another way to find information on really large sites, besides site maps, is to use a search
engine on the site. The user type the term he/she wants to find and the search tool finds
all references on the site. (Janal, 1998) According to Lynch & Horton (1999) search
facilities are a necessity for large sites and are convenient even for smaller sites that
contain long documents. But search engines are no substitute for a carefully organised
browsing structure of the tables of contents. Tables of contents are great for broad
overviews, but if the users are looking for a specific piece of information, not mentioned
in the contents, they may miss offerings if the company do not provide a search engine
within the Web site. (ibid.)

Navigational Links and Hypertext Links

One of the most obvious characteristics of Web writing is hypertext links. Web authors
use hypertext links to create or supplement concepts. There are two basic types of links
used in Web sites: navigational links that connect pages within a Web site and the classic
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hypertext links offer parenthetical material, footnotes, digressions, or parallel themes that
the author believes will enrich the main content of the page. Text links also make
excellent navigational tools. They are very important and even more important on pages
that use graphics as links. The first reasons are that the text will show up before the
images and the customer can click before the image loads. The second reason is that if
the page has an image-map and the visitor hits the “stop button” before the image-map
has been downloaded they will not know where they are going without text links.
(Flanders & Willis, 1996)

Lynch & Horton (1999) state that links also can distract and that companies should only
put the most outstanding links when used in the text body, and these links should open
new browser windows. Companies should also group all minors, illustrative, parenthetic,
or footnote links at the bottom of the document where they are available but not
distracting. Additional Web sites should never have sentences around a link phrase, such
as ”click here for information”. The suggestion is to place the link anchor on the most
relevant word in the sentence instead. (ibid.)

Graphics

The user should always know where they are and how to go back to the homepage.
Visitors frequently get lost on Web sites when navigating on the Web site in a short
amount of time therefore it is important to give the customer a well-designed graphical
environment. Graphical materials can include photography and other illustrations
(Jakobsson, 1998; Bayne, 1997). Referring to Lynch & Horton (1999) strong graphics
can be effective to receive a browser’s attention but large graphical table of contents
impose long downloading times for pages. (Lynch & Horton, 1999) According to
Jakobsson (1998) twinkling, moving objects always draw attention to a Web site,
however, the company should aim to communicate with the customer rather than attract
attention since too much animation also will disturbs the visitor from reading the
information.

Colours

The colours of a Web site should be used with caution and should also be functional.
Light colours have the best effect, while dark colours should only be used when bringing
up important elements since dark backgrounds make it difficult to read. Red, white, and
black together should be avoided, especially red text on a black background. When
companies decide for the colours of the Web site, the most important thing is to look at
how sharp the contrast is between the text and background. The key word to remember
when dealing with colour is contrast. Companies should therefore not use dark text
colours on dark backgrounds. (Jakobsson, 1998) Lynch & Horton (1999) state that
subtle pastel shades of colours typically found in nature make the best choice for
background or minor elements.

Companies should avoid bold, highly saturated primary colours except in regions of
maximum emphasis, and even there they should be used cautiously. (ibid.) It is also
important to remember that browsers can display most colours, but variations in
browsers and software on the user’s computer will cause colour shifts (Bayne, 1997).

2.3 Advertising Web sites as Brands
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In this section we will present the theories related to research question three. We will
begin by presenting why it has become important for online companies to advertise in
both online and offline media. Thereafter we will present the most commonly used online
and offline tools.

2.3.1 Online and Offline Advertising

According to Doyle et al (1997) advertising can be used either to build brand or to elicit
a direct response in the form of a transaction or some other behaviour. (ibid.) It is also,
used to get the brand more prominent in people’s minds and another task which
advertising is well suited for is to communicate facts about the brand, in particular about
its attributes. Brand building is crucial to the survival of online companies (Aaker et al.
1992; Gilbert, 1999).

A Web site advertising plan should identify a set of specific action that will inform a
majority of the target audience that the Web site exists and is worth the users time to
visit. Typically, the plan will include both online and offline advertising activities that
cover both the existing customer base and potential new customers. (Buchanan &
Lukaszewski, 1997) The challenge of branding a Web site to break through the pack is
even more critical, and exponentially more difficult, than it has ever been. The are many
reasons for this for example Internet users do not simply inhabit the virtual world and
there are thousands of Web sites that are fighting for attention. If the company does not
have a concerted advertising effort to promote the Web site it could resemble invisible.
(Strauss & Frost, 1999) If the companies advertising activities do not create attention, no
interest will be raised and the potential buyer will diverge from taking action e.g. visit the
Web site. If the Web site is not presented in an interesting and attractive way, no desire
will rise and the visitors will not act. (Jakobsson, 1995) This can be applied to the four
steps of create attention, hold interest, create desire, and obtain action, referred to the
AIDA-model (Kotler & Armstrong, 1994), see figure 3.
         

Figure 3 The Classical AIDA-model
Source: Kotler & Armstrong (1994)

No matter how great a Web site is, it is difficult to categorise it as a success if it does not
receive any attention (Breen 1999). When advertising with offline and online media it is
important that the information required from the visitors is easy to access, and that the
Web site is easy to find (Jakobsson, 1995). For online companies to be able to build
brand awareness they will also have to consider the use of online and offline media for
trial, repeat visit, to establish the Web site brand personality, and drive traffic to the site.
(Kania, 1999)

A
D Action

I Desire
A Interest
Attention
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More and more companies display their domain name on newspapers and magazine ads,
and even television commercials. This is called invitational advertising, and in the
interactive age, invitational advertising will be the principle type of commercial message
that reaches the consumers. (Peppers & Rogers, 1997) Web marketers have to promote
a Web site where not only the Internet users can see it but also where the rest of the
market (the unwired), to help convince them that there is a reason to visit the Web site
(Klein, 1999). Those that do it effectively will gain visitor returns and customer loyalty.
Another issue is that in an environment still beset by privacy and security concerns,
people want to do business with Web sites brands they know (Moran, 1999). The
integration of offline and online advertising gives consumers the comforting feeling that
there are people behind the Web site (Breen 1999). According to Sayiner (1999) Web
site branding is more than catchy promotion; it is about keeping promises. This
encompasses a ”built to last” view that enriches the corporation. A strong brand will help
differentiate the company from the competition. Although, what is true in the traditional
brand advertising is not necessarily true online. Those able to develop brand recognition
both online and offline are at a significant advantage. (ibid.)

Advertising in offline media is an important vehicle for generating initial awareness of a
Web site. Because it is intrusive, advertising in newspapers, magazines, on television, and
on billboards will make people aware of the company. (Bishop, 1998; Lynch & Horton,
1999) Companies use television, newspapers or magazines because when people are not
online, they are probably involved with some other media choice (Freeman, 1999).
Traditional advertising is also used by the online companies in order to create traffic on
the Web site, since it is there where consumers learn more about the company, and make
a buying decision (Janal, 1998). Another reason for using offline advertising is to
establish credibility and trust with the consumers (Gilbert, 1999; Bishop, 1998).

As a branding medium, the Internet suffers, as a result is a relatively small audience. On
the other hand, the Internets strength is direct-response which leverages the Internet’s
unique opportunity for two-way communication with consumers. (Strauss & Frost,
1999) Interactivity is the key difference that separates online advertising models from
traditional models. Interactive advertising is the ability to interact with the source of the
message the company is receiving to either stop the playing of the message, to divert it to
another are within the message for additional information, or to have the source of the
message respond to the company’s desires. (Janal, 1998) Online advertising can also be
crucial for brand development, especially if the ads are presented in the appropriate
context to support its electronic commerce initiatives (Gilbert, 1999). Online advertising
also offers a great opportunity to build a relationship with the customer being a
continuous process, where the marketer can maintain contact.

It has a high level of effectiveness, from interest, desire and action. As mention before,
branding will become more important on the Web as people need to trust the merchants
they deal with, because the brand is a symbol of trust. (Janal, 1997) It is important to
invest in online advertising since it is there where branding, product evaluation and
purchasing take place. The Internet gives the company previously unheard possibilities
for communicating and interacting with existing and potential’ members. The Internet
makes word-of-mouth even more effective. It also allows the company to provide and
measure responses immediately. (Brooks, 1998) There is no other medium that can
collect, provide and process so much information at once, so quickly. No newsletter will
ever tell exactly how many people read it and which pages they saw but the Web site
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will. (Aaron 1997) The Web’s interactive nature also enables the online marketer to react
immediately if the advertising is not responding as projected.

An entire direct advertising campaign can be launched, refined based on its level of
success, an re-launched in a period of hours or days, as opposed to months as typically
experienced with print, catalogue, direct mail, or broadcast media. (Rowsom, 1998)
Janal (1998) comments that another advantage of online advertising over other media is
that users select the sites they visit, that means that advertisers are almost guaranteed
highly qualified prospects. Instead of sending a message to a target audience that acts or
dismisses the call to action, online consumers seek out for information and advertising.
They, not the advertiser, are the initiators of communication. This means that advertisers
need to deliver and create messages in entirely new ways. (ibid.)

2.3.2 Online Advertising Tools

The major online advertising take the form of e-mail, banners and buttons, mailing lists
and newsletters, interstitials or pop-ups, search engines and keywords, sponsorships, and
partnership (Gilbert, 1999). According to Dietz (1999) the three most effective
advertising methods of generating sales and traffic are search engines solicited e-mail
advertising, and offline advertising and the three most frequently used promotional
methods are search engines, offline promotion, and banner advertising. However, banner
advertising is though suffering of poor effectiveness ratings by users. (ibid.) The Internet
is often compared with offline media, exploring the strengths and limitations of the major
advertising forms in the medium helps to shed light on the Internet as a medium (Strauss
& Frost, 1999). In the following sections we will explain the most common online tools
more thoroughly.

E-mail

E-mail is a terrific way for online marketers to interact with consumers and is the
common denominator for reaching people in a cost-effective manner. After all, it is the
one tool that everyone has, and it is easy to use (Janal, 2000). E-mail is the most
common application on the Internet. The company can send and receive messages from
anyone in the world who has an e-mail address. (Bishop, 1998) E-mail advertising is the
online equivalent of direct mail advertising and e-mail ads often direct visitors to Web
sites using hyperlinks (Strauss & Frost, 1999). The potential for maintaining contact
through regular mailing to the Web site members is an excellent way to brand.

Signature Line (sig.file) is a canned message that the company tags at the end of
outgoing e-mail sent. It basically says who the company is, and how the customers can
contact the firm including name, address, phone number, and a short advertising
message. This is a subtle way to let people know about the company and its business.
(Jobst, 1999)

Mailing lists and Newsletters

To save time, the company can create a mailing list, which is a file that stores a group of
names and associated e-mail addresses with a common interest in a particular topic.
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(Janal, 1998) Once a mailing list is started, any Internet user can add his or her name and
e-mail address to the list  (called subscribing to the list). By doing so, they ask to be
included in the distribution of any information related to the mailing list’s subject area.
(Mathiesen, 1995) Newsletters are available internally and/or externally in the Web site.
Internally, they become employee communication tools. Externally, they can be for
promotion and in support of other normal business communication. Newsletters make it
possible to send newsletters to the customers with product/company information. (Bock
& Senné, 1996)

Newsgroups

A newsgroup is an area where visitors can post messages on selected topics for other
visitors to read (Strauss & Frost, 1999). Usenet newsgroups are like mailing lists in
usage and appearance. The only way to tell them apart is the way they are accessed.
Newsgroups are found by using a newsgroup reader program provided by the Internet
service of choice. (Mathiesen, 1995) There are Usenet newsgroups specifically for
announcing new Web sites and these are another way to make Internet users aware of
the brand (Jobst, 1999). By monitoring conversation the company can find out what
people are saying about the company and solve the problem if there are one. Also when
the company answers to the visitor’s questions they can solve the visitor’s problems and
provide them with information that will enrich their experiences. (Janal, 1998)

Banners and Buttons

A banner is the most common type of advertising online. Banners and buttons occupy
designated space for rent on Web pages. Banners are rectangular and buttons are square
or round graphics (Flanders & Willis, 1996; Ward, 1998). A banner ad is an
advertisement that is places on the top or at the end of a Web page, and that uses
animation, and other enticements to get the viewer to click the ad and go the sponsor’s
site (Flanders & Willis, 1996). Banners help to build brand awareness and brand images
with just exposure. However, there are so many banner ads that people filter them out
mentally and, hence, do not drive much traffic. (Janal, 1998; Strauss & Frost, 1999)
Encouraging interactivity becomes the key factor, since it is up to the customer’s own
will whether to click on an ad. With the Internet the company knows exactly how many
people see and responds by clicking on the banner and this degree of measurability is not
available in any other medium. (Pieper, 1997) Buttons are small and can be seen in many
places where a full-size banner ad would not fit or be appropriate. They can be placed in
so many locations on a Web site, while most full-size banners are only placed at the top
or end of the Web page. (Ward, 1998)

Interstitials or Pop-Ups

Interstitials or pop-ups are message ads and there are two different types of message ads.
The first one is included between two pages of a Web site. This message ad pop-ups on
the Web page while the page is downloading, without slowing down the user’s Web
experience and thereafter it disappears when the new page is downloaded. (Janal, 1998)
The other message ad is a new browser window that appears the moment a link is
clicked by the user, so that two-browser window is open on the user's screen (Ward,
1998). Interstitials are hard to execute properly, and they give the impression of
lengthening user-waiting time (Strauss & Frost, 1999).
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Search Engines and Key Words

Another way to advertise online is to register the Web site with search engines and get
the site listed on industry-specific sites. Registration with search engines gives free links.
(Janal, 1998) Advertisers can also buy keywords on search engines to increase their
exposure. If a company register their brand names in search engines, users who did not
know about the company become aware about its existence and, hence, drive traffic to
the Web site (Clark, 1997). Additionally, advertisers can buy keywords on search
engines to increase their exposure. When a visitor types in a keyword, for instance
computers, they will see a banner ad paid for by a company that sells computers. This is
a great concept because users are identifying themselves as being in the market for those
products at that time. There are two parts to this advertising strategy. The first part is
that the consumer sees the banner advertisement. The second part occurs when the
consumer clicks on the banner. (Janal, 2000)

Sponsorships and Partnerships

Sponsorship integrates editorial content and advertising. It is flourishing on the Web as
banners clutter rise and as more firms build synergistic partnerships to provide useful
content. Sponsorships are particularly well suited for the Web because in many ways the
commercial side of the Web is simply a series of firms that are aiming after similar target
audiences. (Strauss & Frost, 1999) Partnership plays an important role in a smart Web
site brand building as well (Williamson, 1999; Janal, 1998). Instead of setting up a
separate Web site, companies should present their pages through Internet access
providers that have groups of businesses at one Web site (Ellsworth & Ellsworth, 1995).

Sponsorship and partnerships is an effective way of exposing the Web site to people who
are already interested in the topics related to the site (Jobst, 1999). However, online
companies have to try to align themselves with partners that will help. This can be done
by negotiating links with Web sites with target visitors similar to the company.
(Williamson, 1999; Janal, 1998) The company should try to find other successful sites
that are related in subject to the firm, and thereafter propose a trade of links with the
webmaster of that Web site. (Jobst, 1999) To give the reader a better overall view the
advantages and disadvantages, of the major advertising tools online, are summarised and
presented in table 3.
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TABLE. 3 Advantages and Disadvantages of major online advertising tools

Major
Online tools

Advantages Disadvantages

E-mail
§ More selective  targeting, can be

personalised, gives good message
and timing flexibility, can easily
carry sales promotions (Strauss &
Frost, 1999)

§ Spamming is the act of sending out
mountains of unsolicited junk mail
to people’s e-mail boxes (Janal,
1998)

Mailing lists &
Newsletters

§ Maintain close relationships with
customers, retailers, and editors by
engaging them in dialogs (Strauss &
Frost, 1999)

§ Highly targeted audiences that gather
to discuss specific issues (Janal,
1998)

§ Overflowing with mailing lists and
newsletter (Janal, 1998)

Newsgroups
§ Good way to create an opinion about

the changes and trends in customers
attitudes (Jakobsson, 1995)

§ Security; difficult to restrict access
to newsgroups so that only selected
users can participate (Janal, 1998)

§ Not all newsgroup servers are
updated simultaneously,
inconsistencies in the message
structures among different
newsgroup servers (Janal, 1998)

Banner and
buttons

§ The ability to transport to the
advertiser’s Web site is the primary
advantage of ad banners over other
forms of advertising (Bayne, 1997)

§ Build brand awareness and brand
image with just being exposed
(Strauss & Frost, 1999)

§ Buttons can be placed in many
locations in the site (Ward, 1998)

§ The space on the banner is limited
(Janal, 1998)

§ There are so many banner ads that
people filter them out mentally or
on the computer screen (Janal,
1998)

§ Do not drive much traffic (Strauss
& Frost, 1999)

Interstitial or
Pop-Ups

§ Full-screen ads (Ward, 1998)
§ Include sound and motion (Strauss &

Frost, 1999)

§ Hard to execute properly, and they
give the impression of lengthening
user waiting time (Strauss & Frost,
1999)

Search engines
& keywords

§ Search engines give free links (Janal,
1998)

§ Increase exposure (Janal, 1998)
§ Drive traffic to site (Clark, 1997)

§ Keywords cost (Clark, 1997)

Sponsorships
and Partnership

§ Effective way of exposing the site to
people who are already interested in
the topics related to the site (Jobst,
1999)

§ Draw the right target audience for
the company (Zimmerman &
Mathiensen, 1998)

§ Generates traffic  (Janal, 1998)
§ Gain considerable visibility

(Ellsworth & Ellsworth, 1995)

§ Sponsor many not promote the site
properly or give bad image for the
company, the Web site will suffer
(Janal, 1998)

Source: Strauss & Frost (1999); Bayne (1997; Janal (1998); Zimmerman & Mathiensen (1998);
Jakobsson (1995); Ellsworth & Ellsworth (1995); Clark (1997)
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2.3.3 Offline Advertising Tools

Companies must inform consumers about their benefits and carefully position themselves
in consumer’s minds. To do this, they must skilfully use the mass-promotion tools of
advertising. (Hoffman & Novak, 1996b) The domain name should be advertised offline
i.e. all print adverting (newspaper, magazines, and outdoor), radio and television,
business cards, bills and statements, product packaging, posters and billboards (Lynch &
Horton, 1999).  This also means promoting the company’s domain name to all outgoing
correspondence, promotional material and advertisements (Hall, 1998). The best media
to advertising the Web sites are television and magazines followed by radio and
newspapers (Strauss & Frost, 1999). Radio and television are highly effective methods to
advertise the site although this is a pricier option, it is likely to create awareness among a
larger audience, and drive significant traffic to the Web site by providing the company’s
domain name. In other words, the offline advertising acts as a portal to the company's
Web site. (Dietz, 1999) When selecting media, the company also has to consider the
desired media impact and the advantages and disadvantages of each media tool, see table
4 (Kotler & Armstrong, 1996; Strauss & Frost, 1999).

TABLE 4 Advantages and Disadvantages of  major offline media

Major Advertising
tools

Advantages Disadvantages

Newspapers
§ Flexibility, timeliness, good local

market coverage, broad acceptance,
high believability

§ Short life, poor re-production
quality, and small pass-along
audience

Magazine
§ Good psychographic targeting,

good quality of reproduction, good
audience statistics (Strauss & Frost,
1999)

§ High cost, low flexibility of
timing (e.g. once a month), and
low circulation numbers (Strauss
& Frost, 1999)

Television
§ Combines sight, sound, and

motion, appealing to the sense,
high attention, high reach

§ High absolute cost, high clutter,
fleeting exposure, less audience
selectivity

Direct Mail
§ Audience selectivity, flexibility, no

ad competition within the same
medium, personalisation

§ Relatively high cost, low image
(junk mail), and high cost for
production and postage (Strauss
& Frost, 1999)

Radio
§ Excellent local market   coverage,

has good merchandising tie-ins
(e.g. contests tying to retail
advertising buys)

§ Audio presentation is only
considers as a ”background
friend” that does not command
consumer attention (Strauss &
Frost, 1999)

Outdoor:
Billboard,
Signs,  Posters

§ Flexibility, high repeat exposure,
low competition

§ No audience selectivity, creative
limitations

Source: Revised from Kotler & Armstrong  (1996); Strauss & Frost (1999)

After reviewed the theories related to our research questions we will now choose the
most suitable theories that will serve as a base when collecting the empirical data.
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3 CONCEPTUALISATION AND FRAME OF REFERENCE

In chapter two we provided the reader with relevant literature related to the research
problem and research questions. In this chapter we present the conceptualisation and
the frame of reference. The frame of reference will serve as a foundation for the
analysis of the empirical data and the conclusions.

3.1 Conceptualisation

According to Miles and Huberman (1994) a conceptualisation is to explain the main
dimensions to be studied, the factors or variables, and the presumed relationship among
them. After reviewed a number of literature studies within our research area we will now
turn our research questions into something that data can be collected on.

3.1.1 Objectives to have Web sites as Brands

There are many different objectives to have Web sites as brands for online companies.
However, we will exclude two of the objectives presented in chapter two, which are
“create a personality” and “build top-of-mind awareness”. We have chosen to exclude
these objectives because we find them quite difficult to investigate and measure. Some of
the issues within these objectives are also discussed under research question two and
three. Based on the previous studies we are now able to conceptualise our first research
question in the following manner.

Target Audience

In order to answer research question one, the empirical data will be analysed by
comparing it to the theory presented by Lewis (1999).We have chosen to look at Lewis
(1999) theory because it is relevant and related to the brand. We will not study what kind
of target audience the company is looking for and therefore we have chosen to exclude
the other theories discussing that issue.

Be Early

We have chosen Janal (1998) and McHenry (1999) theories in this issue since we are
going to investigate if the online companies consider being early as an important
objective for having the Web site as a brand but also what other reflections they might
have in this matter.

Be Memorable

We have chosen to use theories by Ott (1999), Chiranjeev & Hemnes (1995), Bayne
(1997) and Zimmerman & Mathiesen (1998) to investigate if the companies consider
being memorable as an objective but the theories will also give us the possibility to
observe if and how the brand names fulfil the different requirements for a brand name.
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Long-term Relationship

Regarding the relationship and trust we will use Breen (1999) and Bishop (1998). We
will investigate if this is an objective for the online companies and what reflections they
might have concerning this objective.

3.1.2 Web sites Described as Brands

In order to investigate the second research question we will follow the study by Janal
(1998) that divides the Web site into two different areas: content and interface.

§ Content

Within this section of describing the content of the Web site we have decided to use all
the issues, except for “type of content”. The reason for excluding this issue is because
we will not investigate what sources the companies use when developing the Web site.
Instead we focus on how the companies can deliver the brand through the Web site
content.

The Homepage

The homepage is the first impression of the brand and we are therefore going to observe
if our empirical data with the suggestions of Janal (1998).

Target Audience

The empirical data will be analysed by comparing it with Flanders & Willis (1996) theory
concerning whether or not the target audience was considered when constructing the
Web site.

User Hardware and Software

Referring to Jakobsson (1998) and Lynch & Horton (1999) we will investigate if the
companies consider user hardware and software and the theories above make it possible
for us to make observations directly on the Web site.

Feedback and Evaluation

We will observe if the online companies that are having the Web site as a brand provides
what Lynch & Horton (1999) suggest concerning feedback and evaluation.

Update and Upgrade

An important issue when considering the content of the Web sites is to update it
constantly in order to get people coming back again. We will investigate if the companies
consider important issues mention by Janal (1998) and Lynch & Horton (1999) and by
visiting the Web sites we will also observe if the companies use revision dates.
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Long-term Relationship

According to Ellsworth & Ellsworth (1995), there are some issues that can encourage a
visitor to return to the Web According to Janal (1998) promote discussions, and conduct
conferences with famous people, create an insiders only area i.e. password, and
compelling content will increase the return of visits. We will use these theories and
Kania's (1999) theory concerning trust and security covers the relevant issues related to
how Web sites as brands can build long-term relationship with the content.

§ Interface

We will observe all the key components of a Web site’s interface, which are mentioned in
chapter two. The theories chosen within each component are in our opinion relevant for
our research question and are also possible to observe directly on the Web site.  We
consider that studies made by Janal (1998), Flanders & Willis (1996), Lynch & Horton
(1999), Jakobsson (1998) are interesting to research by observation to investigate how
the interface of the Web site is delivering the brand.

3.1.3 Advertising Web sites as Brands

There are many reasons to use both offline and online advertising to advertise the Web
site as a brand. In order to answer research question three we will use the following:
theories explaining the reasons; build awareness, trial and repeat visits, brand personality,
drive traffic to the Web site (Kania, 1999), give reasons to visit the Web site (Klein,
1999), establish credibility and trust (Gilbert, 1999), build relationship (Janal, 1998), and
direct response (Strauss & Frost, 1999). We will first examine why it is considered
important for the online companies to use both online and offline advertising when
advertising the brand.

The major online and offline advertising and their effectiveness are discussed by (Gilbert,
1999), Strauss & Frost (1999) and Dietz (1999) Online companies should also buy
keywords on search engines to increase their exposure among Internet users (Clark,
1997). These theories will help us to investigate what online and offline tools that are
being used by the online companies when promoting the Web site as a brand.
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3.2 Frame of Reference

The conceptualised theories in the previous section will provide us with a base when
investigating and finally answering the research problem and research questions of this
thesis. Figure 4 illustrates the areas that are subjects to this study and how they are
related to each other. The areas are the following: objectives to have Web sites as
brands, how Web sites are described as brands, and advertising Web sites as brands.

Figure 4 Visualisation of the frame of reference
Source: Author's own construction

The objectives to have the Web sites as brands are related to how the content and
interface of the brands are developed. If online companies decide to have their Web site
as the brand then it will also influence the development of the whole Web site. In order
to achieve the objectives that are set for having a Web site as a brand the online company
will have to communicate its brand with different advertising tools to reach the right
target audience for the brand. Notice, that we will not look at the relationship between
research question two and three (marked with a dotted arrow) because we are focusing
on advertising as a media and not as a content. Meaning that we will not look in what
way or how the Web site is advertised but rather the tools that are chosen to advertise
the brand. As already mentioned the frame of reference will serve as a guide to the data
collection within this field of study.

Next chapter is the methodology chapter, in which we will discuss the methods used
when approaching the research problem and the research questions of this study.

RQ1
Objectives to have Web sites as brands

RQ2
Web sites described as

brands
§ Content
§ Interface

                   RQ3
Advertising Web sites as

brands
§ Online
§ Offline
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4 METHODOLOGY

In chapter four we will discuss and justify our methodological choices concerning our
research. The methodological choices reported in this study gave us guidelines for how
we should gather needed information for our research and work with the it. This
increased the possibility to receive appropriate answers on our research questions and
make valuable conclusions.

4.1 Research Purpose

According to Reynolds (1971) research can be distinctive as exploratory, descriptive or
explanatory studies.

Exploratory research
Here, research is designed to allow an investigator to just ”look around” with respect to
some phenomenon, with the aim being to develop suggestive ideas. The research should
be as flexible as possible and conducted in such a way as to provide guidance for
procedures to be employed during the next stage. (ibid.)

Descriptive research
The objective of this stage is to develop careful descriptions of patterns that were
suspected in the exploratory research. The purpose may be to develop inter-subjective
descriptions (i.e. empirical generalisations). Once such generalisation begins to emerge,
they are thus worth explaining, which of course leads to theory development. (ibid.)

Explanatory research
The goal here is to develop explicit theory that can be used to explain the empirical
generalisations that evolved from the second stage. This provides a cycle then of theory
construction, theory testing, and theory reformulation (back to step one). (ibid.)

The research problem and research question indicates that this study is mostly
exploratory, but also descriptive, and explanatory. There are still much to explore about
the Internet and especially the new phenomenon Web site as brands. By looking closer to
previous research done about branding a Web site, and thereafter comparing it with our
own findings will make it possible to analyse the given result and to finally answer our
research questions. Furthermore, we were beginning to explain when looking closer to
variables found and analysing their qualities and differences comparing to existing
theories. However, we must remember that we are walking on new grounds and it can be
difficult to implement traditional theories used in the real world to the virtual world
without adjustments. (ibid.)

4.2 Research Approach

The choice of methodology approach is based on the problem definition, and on the type
of data that is collected during the research process. A distinction between inductive and
deductive research can be made. The research approach is generally classified as either
quantitative or qualitative. (Holme & Solvang, 1991)
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4.2.1 Inductive and Deductive Approach

The are two ways of conducting research, the inductive and the deduction approach.
Induction is an approach, in which the researcher from empirical studies creates a model,
which he then confirms through theoretical studies. Inductive methods give more or less
probability but never complete certainty. It means looking at individual cases and
drawing conclusions that can be used to explain a phenomenon. In the deductive
approach the researchers, through theory, creates a framework to a process and then
study an empirical situation to see if the theory is valid. It is not necessary that a
deduction must be true in the sense that it is comparable to reality, as long as the
premises are valid for the situation. (Thurén, 1993)

A deductive approach was the most suitable in our study since we would be able to reach
our purpose by using already existing theories, which also were possible to test in reality.
The deductive approach also made it easier to narrow down the study and helped us to
gain some insight and knowledge within the field of our study. However, we are
contributing to the theory, thus contributing to this area of research.

4.2.2 Qualitative and Quantitative Approach

Whether to use a quantitative or qualitative method is a question of what method is most
suitable for the problem area of the research. (Holme & Solvang, 1997) A qualitative
research emphasis is given to description and discovery based on data in the form of
words, rather than numbers. The data can not easily be transformed into numerical
values. (Yin, 1994) The method is used when trying to create an in-depth analysis of a
particular process of a single case study or limit number of companies. (Gummesson,
1998) A quantitative method is signified by that all variables are measured by statistical
methods, since the information mostly is transformed into numerical data. The method is
used when trying to create an overview and, on the basis of that, come up with general
conclusions. The goal is to describe and explain, not to understand the problem. (Holme
& Solvang, 1997)

A qualitative approach was the most suitable for this study due to the nature of the
research problem, since we were not conducting a numerical research. The research
questions are not constructed or applicable for quantified answers. To fulfil the purpose
of our study, we were interested to investigate the phenomenon in-depth. A qualitative
approach also made it possible to obtain a deeper understanding of the research
questions.

4.3 Research Strategy

With the focus at qualitative research as a general approach the focus now turns to the
research strategies available to collect the data. According to Yin (1994) there are five
primary research strategies, in the social sciences, that can be used to reach the research
purpose. These strategies include experiments, surveys, archival analysis, histories, and
case studies.
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TABLE 5 Relevant situations for different research strategies

Strategy Form of
Research question

Requires  control over
behavioural events

Focuses on
contemporary events

Experiment how, why yes yes
Survey who, what, where, how

many, how much
no yes

Archival analysis who, what, where, how
many, how much

no yes/no

History how, why no no
Case study how, why no yes

Source: Adapted from Yin (1994), p. 6

Table 5 displays all three of these conditions that need to be addressed when deciding on
a strategy. Each of these strategies has its advantages and drawbacks depending on these
three conditions:

§ The type of research question posed: this study has research questions that primarily
ask how and why.

§ The extent of control an investigator has over actual behavioural events: the
researcher has no control, his job is to observe and interview.

§ The degree of focus on contemporary versus historical events: this study focuses on
the how and why of a contemporary event. (ibid.)

A case study is an empirical inquiry that investigates a contemporary phenomenon within
its real-life context, especially when the boundaries between phenomenon and context
are not clearly evident. It means to study few objects in a deeper and more thorough
way. A case study helps to refine the data collection plans with respect to both the
contents of the data and the procedures to be followed. (Yin, 1994) Since we are
restricted by time we are not able to conduct surveys on larger samples. Given this
information, we found case studies to be more appropriate for our study. This study aims
to obtain a broader explanation/description of a contemporary phenomenon within its
context, which is a relevant strategy to use, in order to solve the research questions.
(Yin, 1994)

4.4 Case Study Design

After deciding upon the case study approach the researcher need to design the case
study. A researcher can choose to conduct research on a single-case study or on multiple
case studies. The single case study is appropriate when the single case represent (1) an
extreme or unique case, (2) a critical case, meeting all the conditions for testing a
formulated theory, or (3) a revelatory case, when the researcher has the opportunity to
observe and analyse a phenomenon previously inaccessible to scientific investigation. On
the other hand, a multiple case studies contain more than a single case. (Yin, 1994) We
will conduct multiple-case studies because our research is not dependent on a single,
critical, extreme, unique or revelatory case. Due to the restrained time frame we have
decided to conduct case studies on four companies.
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4.5 Data Collection Methods

According to Yin (1994) data for case studies can be collected via six different sources
of data: documentation, archival records, interviews, direct observation, participant-
observation, and physical artifacts. (Table 6) A case study benefits from the prior
development of theoretical propositions to guide data collection and analysis. Yin states
that ”a major strength of case study data collection is the opportunity to use many
different sources of evidence”. Further, this use of multiple sources of evidence is named
”triangulation”, which means that the researcher has the opportunity to obtain multiple
measures of the same phenomenon, which in turn adds to the validity of any scientific
study. (ibid.)

TABLE 6 Sources of evidence: strength and weaknesses

Source of evidence Strengths Weaknesses
Documentation § Stable: can be reviewed repeatedly

§ Unobtrusive: not created as a result
of the case

§ Exact: contains exact names,
references, and details of an event

§ Broad coverage: long span of time,
many events, and many settings

§ Retrievability: can be low
§ Biased selectivity: if collection

is incomplete
§ Reporting bias: reflects

(unknown) bias of author.
§ Access may be deliberately

blocked.

Archival records § (Same as above for documentation)
§ Precise and quantitative

§ (Same as above for
documentation)

Accessibility due to privacy
reasons

Interviews § Targeted: focuses directly on case
study topic

§ Insightful: provides perceived casual
inferences

§ Bias due to poorly constructed
questionnaires

§ Response bias
§ Inaccuracies due to poor recall
§ Reflexivity: interviewee gives

what interviewer want to hear

Direct Observations § Reality: covers events in real time
§ Contextual: covers context of event

§ Time consuming
§ Selectivity: unless broad

coverage
§ Reflexivity: event may

proceed differently because it
is being observed

§ Cost: hours needed by human
observers

Participants
Observations

§ (Same as for direct observations)
§ Insightful into interpersonal

behaviour and motives

§ (Same as for direct
observations)

§ Bias due to investigator’s
manipulation of events

Physical Artifacts § Insightful into cultural features
§ Insightful into technical operations

§ Selectivity
§ Availability

Source: Adapted from Yin (1994), p. 80

Furthermore, there are two distinctive methods of use when collecting data. The first
method is collection of secondary data. Secondary data is collected by other
organisations for other purposes or it may be collected by the organisation itself for
another purpose.
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Information can be obtained from various kinds of documents, for example, books,
articles, research reports, annual reports, letters, and diaries. The second method is
collection of primary data. Primary data is collected by the organisation itself for a
particular purpose. The information needed is collected through interviews,
questionnaires, or observations. (Holme & Solvang, 1997)

For this case study we will use both secondary and primary data. In our case studies the
information is primarily obtained through primary data such as interviews and
information and visiting the companies Web sites. We have also conducted direct
observation by visiting the Web sites during several occasions. This will serve as a source
to obtain a deeper knowledge of the cases in the study. However, the drawbacks with
visiting the Web sites were that it was time consuming. On the other hand, the
documentation gathered, such as, reports and company brochures must be considered as
secondary data. The interview is chosen because it makes it possible to target specific
individuals within the field of our research problem.

According to Yin (1994) there are three forms of interviews, these are the following:

§ Open-ended interview, the respondent is not framed to any structure questions.
§ Focused interviews, the respondent is interviewed for a short period of time.
§ Here, the interview is kept within boundaries of a certain topic.
§ Structured interview takes a form of a survey, which gives more structured

questions.

The type of interview used in this study is focused interviews, by designing an interview
guide that contains the main issues that will be discussed and followed during the
interviews. The interviews were conducted under restrictive time and take for of personal
interviews in four companies. The interviews were conducted the 10th of December by
visiting the companies where the responders’ worked at that are located in Stockholm.
The duration of each interview was between forty minutes and one hour.

4.6 Sample Selection

We have limited our sample to online companies established in Sweden that advertise
their Web site addresses as brands to be able to contact them. Within the online business
we contacted the companies that met our requirements and that we were interested in
investigate, and that become subject to our case studies, which are, boo.com, etrade.se,
jobline.se, and spray.se. Besides the sample requirements, we reviewed articles about
these companies that influenced our choice.

Finally, when contacting the companies, and present our subject to each company they
were able to refer us to the most knowledgeable and suitable person in the company who
could answer our research questions. Based on this, we have chosen the persons that we
will conduct personal interviews with. The person interviewed in boo.com was Therese
Agerberth, marketing director, who is in charge of the marketing activities in
Scandinavia. At etrade.se we conducted a personal interview with Patricia Lillo Gil, the
Project Manager of etrade.se. Lars Jungerth was the Marketing Director of the company
jobline.se. Finally, we interviewed Joakim Popps, who is the Marketing Co-ordinator of
the company.
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4.7 General Analytical Strategy

All the necessary data was collected guided by our interview guide and the constructed
checklist when observing the Web sites, we proceeded by analysing the findings. Yin
(1994) states that every case should start with a general analytical strategy, which will
provide priorities for what to analyse and why. The researchers that conduct a case study
have two general analytical strategies to chose from. (1) Relying on theoretical
propositions and follow the selected frame of reference, or (2) developing a case
description, that is, use a descriptive way to present data. (ibid)

The way in which the data will be analysed is very important for any research study. For
this study, it will involve the analysis of personal focused interviews, direct observations,
as well as the review of the companies’ information.

In their extensive writing on quality data analysis, Miles and Huberman (1994) define
data analysis as, ”consisting of three concurrent flows of activity: data reduction, data
display, and conclusion drawing/verification” After collected the data Miles and
Huberman explain the three stages of qualitative data analysis as follows:

§ Data reduction – should not be considered to be separate from analysis, but as a part
of it. This reduction of data is analysis that helps to sharpen, sort, focus, discard, and
organise the data in a way that allows for ”final” conclusions to be drawn and verified.
They add that data can be reduced and transformed through such means as selection,
summary, paraphrasing, or through being subsumed in a larger pattern.
§ Data display – is the second major activity which the researcher should go through,
and this means taking the reduced data and displaying it in an organised compressed way
so that conclusions can be more easily drawn.
§ Conclusion drawing and verification – is the final analytical activity for the
qualitative researchers. It is here that the researcher begins to decide what things mean.
They do this by noting regularities, patterns, explanations, possible configurations, causal
flows, and propositions. However, Miles and Huberman (1994) also add that the
competent researcher should hold such conclusion lightly, while maintaining both
openness and a degree of scepticism.

By having these three steps regarded when analysing the data, we will present the data
(chapter five) from each one of four case studies and analyse the findings (chapter six)
with a within-case analysis and a cross-case analysis. The within-case analysis will allow
us to take all the collected data for each case and then make comparison with the
available theories. In this analysis we will identify similarities and differences with the
previous research mentioned in chapter two and present the result for each case. We will
also use a cross-case analysis, which will compare the findings of the company with each
other in order to find similarities and/or differences. We will analyse if there are
similarities or differences between the four cases.  In the conclusions and implications
(chapter seven) we have answered the research questions stated in chapter one and also
suggested some implications for management, theory and future research.
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4.8 Reliability and Validity

When deciding for a method it is important to be able to be critical. Four tests are
relevant to case study research; trustworthiness, credibility, ability to confirm, and data
dependability. When conducting research measurement mistakes usually occur because
of the incompleteness in the operational measurement. The incompleteness in the
operational measurements can be divided into two categories: reliability, and validity.
Reliability demonstrates the operation of a study, such as the data collection procedures
can be repeated with the same results. The role of reliability is to minimise the errors and
biases in a study. Constructing Validity is about establishing correct operational
measures for the concepts being studied. (Yin, 1994) The validity of what a researcher
finds, largely rest on how it was found, and in synonymous with accuracy or correctness
(Kumar, 1999).

According to Yin (1994) the quality of a research design is important because any design
is supposed to represent a logical set of statements. We have chosen a multiple-case
design (more than one case). According to Yin (1994) the validity increases with the
number of cases selected. (ibid.) We have used multiple sources of evidence in forms of
several theories within our area.  We have also let our supervisor read the interview
guide to see if it is understandable and that relevant issues are brought up.  For the
validity of the research we contacted the most knowledgeable person, within our
research area, to interview in each case study. We organised and stored the collected
data from our observations and analysis in such a manner that other persons can retrieve
them efficiently at some later. We also conducted the personal interview with the use of a
tape recorder to reduce the risk of misinterpretations and to be able to go back and
double-check.

After we had written the empirical data, each of the respondents were asked to take part
in double-checking the obtained information to see if we had misunderstood something.
Furthermore, we contacted them several times by telephone and e-mail to solve unclear
issues in the obtained information this was also done to gain a better understanding. The
literature reviewed made it possible for us to construct a checklist (Appendix B) that was
needed to collect the findings when doing the direct observations. The checklist used for
this observation was developed under the guidance and feedback from supervisors and
colleagues, in order to make sure that the checklist was clearly stated and
understandable. Thus, the checklist was well structured and consistent with the research
questions.

Furthermore, both of us visit the companies Web sites during several occasions. For the
measurements of the downloading time for each Web site, we used two different
connection possibilities to get a better picture of the responding time. As observers, we
both did the measurements separately and during different occasions, and the procedure
was repeated several times. Additionally we have asked other researchers and students to
read through our research report and provide comments during the research process and
also after the report were ready and completed. For the reliability of this study we sent
the respondents the interview guide in advance so that they could prepare themselves
before the interview took place.
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The use of the checklist, when conducting observations on the Web sites make it possible
for another researcher to repeat the data collection procedures and receive the same
results. Furthermore, we have tried to maintain a chain of evidence with the information
of our case studies, which allows an external observer to follow the derivation of any
evidence from the initial research question to the final conclusions. However, we have
not developed a case protocol or a case study database as suggested by Yin (1994).
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5 DATA PRESENTATION

In this chapter we will present the empirical data collected from the personal interviews
and from direct observations that we have conducted by visiting the companies Web
sites. We will present each case and thereafter the relevant data obtained from the
interviews and direct observation. At boo.com we interviewed Therese Agerberth and at
etrade.se we interviewed Patricia Lillo Gil. We also conducted interviews with Lars
Jungerth at jobline.se and Joakim Pops at spray.se.

5.1 Case Study One: www.boo.com

Three Swedish entrepreneurs Ernst Malmsten, Kajsa Leander, and Patrik Hedelin
founded the Swedish online company boo.com in 1999. Boo.com is a complete global
Internet retailer in fashion and sportswear and their vision is to become the world’s
leading online retailer in fashion and sportswear. To reach their vision they aim to have a
remarkable Web site and a team of dynamic individuals. The goal of boo.com is to create
an impressive and compelling virtual shopping experience for the customer. The
company headquarters is based in London, with subsidiaries all around the world like
New York, Munich, Paris, and Stockholm. The total estimated number of employees is
450 and forty-five of them are employed in the Scandinavian countries. According to
Agerberth (1999) the company total advertising budget for the brand www.boo.com, is
divided with ninety per cent in traditional media, and ten per cent online.

5.1.1 Objectives to have Web sites as Brands

Target Audience

An objective for the company when launching the Web site as a brand was to target a
specific audience and this can be done more efficiently when having the Web site as a
brand. The target audience is in between sixteen and forty years with an interest in
fashion clothes or sportswear. However, they also intend to reach those who have been
looking for something different and/or unique since the clothes offered by the company
are only accessible at boo.com or in the country where they are imported.

Be Early

The company was first on the Internet with their kind of offerings, industry, and
products, but within less than one year there are already four competitors in the same
segment. They believe that it is important to be early when establishing the Web site as a
brand. They company also intend to be first with technical features on their Web site
because the company believes that it is very important to be seen and remembered when
considering the highly competitive business environment. The benefit of being first
according to the company is the knowledge and experiences they have gained.
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Be Memorable

To be memorable is important to the company and by using a “dot.com” name they want
to clarify and explain their existence on the Internet. It should be clear for the customer
that they can only visit the store virtually and not in the real world. The company
believes that the message should not have been communicated properly if the brand name
did not have “dot.com” at the end of the brand name. The brand name is a coined name
and this is seen by the company as an advantage since the name is functional in all
countries, easy to remember, easy to spell and do not limit the product types or the
possible product extension in the future. Boo.com believe that it is more important to be
remembered than to state what kind of business they are in. But the company still
believes that it is also a disadvantage since it is difficult to get the brand recognised for
what kind of business they are in. However, the brand name has strong legal rights after
registration, especially since boo.com was the first company in Sweden to be registered
at Patent och Registreringsverket (PRV) with a domain name. The developers used in
the beginning only the name “boo” as a working name. It was a similar to bokus.com
another company they had developed. Boo.com is a short brand name and contains only
two syllabuses. In addition, boo.com could consider registering nearby addresses such as
for instance “boo.se”, so that they will receive visits from the Swedish people that try to
type in “boo.se” in their Web browser when searching for boo.com. The result would be
the visitor would end up at boo.com even if typing in the wrong address. This could also
be away to avoid competition.

Long-term Relationship

The company does not believe that an objective when building a Web site is only
indirectly to build a relationship and create trust. However, they believe that the
relationship with the customer is very important to create trust, but not directly when
having the Web site as a brand. Their objective for branding is more to become
memorable and to connect the brand name to the company and business they are
operating in.

5.1.2 Web sites Described as Brands

§ Content  - The Homepage

As we can see in figure 5 we can observe that the table of contents in the homepage
contains the option “about boo” where the general information about the company is
provided. The company also provides the visitors with a list of their product offerings
and trade marks available. There is however no information about company highlights
such as clients or rewards, or investor information. A customer service function is
provided with many e-mail addresses depending on the question and they will soon
provide a chat function within the site. For visitors who are interested in applying for a
job at boo.com there is an e-mail address provided under the option “about us”.
Boo.com do not have a special function or information on the homepage that could make
it easier for the visitor to bookmark the site or make it as a starting page. However, they
imply the visitor to bookmark the Web site on the first page while still downloading the
whole Web site.
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Figure 5 The homepage of boo.com
Source: http://www.boo.com

Target Audience

When establishing the Web site the company had to exclude some visitors, and only
target to the visitors having the right equipment and knowledge since the content of the
Web site is heavily emphasised the technical interference such as three-dimensional
techniques, zooms, and an avatar called Miss boo. The company is also providing a
dressing room within the Web site. This function makes it possible for the customer to
try the chosen outfit on a virtual mannequin and turn around the mannequin for a perfect
view from all different angles. All these technical functions mostly draw younger people
with a high level of Internet experience.  According to boo.com the target audience is
narrowed down by providing this kind of content in their Web site. The content or
features may be considered too advanced or complicated for the non-experienced surfers
on the Internet. They believe that soon there will be a larger amount of Internet users
that will have the required experience for their functions. This will also lead to that the
middle age of the target audience will increase. Additionally the company prefers to
satisfy the needs of a target audience instead of turning to a wide target audience.

User Hardware and Software

The company believes that by offering graphical features they are now able to be in front
and creates a strong brand personality also to maximise the visitor experience, that
hopefully will lead to return of visits. The computer software should not affect the surfer
according to boo.com, but the user is obliged to use 56,6kB modem, the latest Web
browser, accept cookies, and to have a flash software. Since the technical interference of
the Web site demand at least a 56,6kB modem it is not possible for all Internet surfers to
visit their Web site. However, the company believes that because of the technical
development few surfers will continue to use a 28,8Kb speed modem and the target
audience with the right equipment will increase soon. Due to the special functions the
company is not considering the downloading time of the Web site but the downloading
will not be too time-consuming if the visitor have the required equipment.
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The several observations made on the Web site showed that the downloading time with
the recommended 56kB modem and Internet Explorer version 4.0 was between sixty-
nine and seventy-six seconds. Furthermore, the company is not providing the visitor with
an alternate message and the possibility of going further within the Web site while still
downloading.

Feedback and Evaluation

The company receives a huge amount of response from the visitors, both over the
telephone and e-mail. The company is providing several e-mail addresses within the site
depending on the type of question the visitor might have. For the company it is valuable
with comments when building a positive image of the brand, and therefore they have also
designed a computer system especially for all the comments received. The gathered
comment is analysed in London where the technical team and the company's Web site
team continuously improve the Web site.

Update and Upgrade

Boo.com believe that it is of great importance to offer extensive, updated content on the
Web site for the return of visit and loyalty to the brand. The company also believe that
the interest for the Web site is maintained if the site is continuously developed. Boo.com
updates the site constantly with new product offerings and new issues of their magazine
Boom. The avatars Miss Boo is also something they continuously improve with technical
features. This increases the interest for the avatar, creates word-of-mouth, and return of
visits to the Web site. However, we have observed that the company does not have the
latest revision date on the Web site.

Long-term Relationship

To make the audience come back the company is trying to build a relationship by giving
the audience a pleasant and exiting user experience at the Web site with compelling
content, consisting of amusing features and content presented in an informal context. The
company is also building relationships when offering reliable, available, and accurate
product offerings. Along with products offered the company has the Boom magazine,
which increases customer value but also gives the visitor a reason to come back on a
regular basis. To increase customer loyalty the company is also providing the visitors
with Cluboo, which provides the members with different product offerings. In the future
the company plans to offer newsletters and loyalty programs such as collecting points,
rebates, free offerings, other offerings, and contests. The relationship is also maintained
through the customer service function, which is considered of high importance by
boo.com.

Above this the company is frequently offering new products, trademarks, and collections
from their distributors. The brand is exposed through Miss boo and the avatar has
increased the effect of the word- of-mouth and attracts both new visitors but also
returning visits since the avatar creates interest and curiosity.

The brand personality is consistently defined through this avatar that appears everywhere
within the site but also in the marketing activities. However, the company does not offer
discussion groups or chats. That is nothing they plan to do either but they believe that it
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could be a good idea.
The company has not tried to use free samples either but they believe that it could be a
good idea if the customer is obliged to accomplish something before receiving the
sample. Further the company believes that they create curiosity, loyalty, and customer
returns through Miss boo, new issues of boom, new trademark, and clothes. Unique
offerings will create word-of-mouth so the company believes that it is important to do
something that people have not seen before. The company is also using written material
from famous people considered popular in the clothing industry.

The customer privacy and security issues are also important when developing the brand
boo.com. It is handled through safe server software that codes the information provided
from the customer. This follows the strict regulations that European law demand
concerning storage, and leaving of information. Previous customers or members of
Cluboo have an insider’s only area where the login requires the visitors username and
password. For the company it is very important to build a relationship with security so
that the customer can feel that they trust the brand boo.com. For the company it is
important that the customer feel secure and trust the buying procedure and if they feel
insecure the customer service is available twenty-four hours per day

§ Interface

We observed that the logotype is provided at the top of each page within the Web site.
These have a reasonable size and are shaped like a super circle, which is a mixture
between a circle and a square. The company is also providing a table of contents at the
top of each page making the visitor experience more pleasant. The Web site is very
focused on graphics and the company has many moving objects that draw attention and
create interest. This also encourages the word-of mouth and creates traffic.  Miss boo is
a unique feature but there are also moving buttons and texture that attracts the attention
of the visitor. The magazine boom is also greatly dependent on graphical features. The
dress room function that is provided in the site gives the user the possibility of zooming
and rotates a mannequin. Another graphical feature, provided is a guided tour through
the whole Web site to give the visitor a good overview of the site.

We observed that the colours used for the brand (orange, red, lime green and yellow) are
consistent within the site. The text is also mainly written in black except for the orange
coloured links. The Boom magazine is however emphasising more on blue, grey and
brown colours, which differ from the brand colours. Boo.com’s buttons are consistent
both in colour and shape and their functions are to provide linkages within the site, and
to remember the visitor that they are still within the Web site. The main table of contents
is constantly on the top of each page and presents options such as Home, Help,
Customer service, Cluboo, Boom magazine, About boo, and Miss boo. The company is
also providing the visitors with a search engine within the Web to minimise the number
of clicking when searching for products. The search engine offers simple or advanced
searches for company products. In additional to the main table of content there is also a
table of contents that gives the customer the possibility of visiting and see the different
product offerings.

The company believes that the tables of contents will give the customer a first impression
of the Web site but they also want to show the customer an insight to boo.com. They
also provide the user with navigational links.
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5.1.3 Advertising Web sites as Brands

Boo.com believes that they create awareness when advertising the Web site as a brand.
They also believe that if they get awareness from their target audience it the traffic will
increase to their Web site. Their reason for advertising in both online and in offline media
is that it is easier to create awareness and build brand. Boo.com also wants to reach all
people interested in sports and fashion, even people still not connected to the Internet.
This is a long-term investment because it can take a while until these people become
connected to the Internet and be used to their advanced features.

The company’s purpose of integrating online and offline promotion is thereby to extend
the target audience but also to build brand. However, the company does not believe that
the use of online and online advertising directly leads to relationship building, trust or a
brand personality. Further the company state that advertising on the Internet is more
sales driven and it is a shorter step to get the target audience to visit the Web site since
the audience is already in the buying stage and most likely used in buying over the
Internet. The visitor only needs to click on a banner and in a second they will be within
the site. The advantage with the Internet also that it is quicker, it is interactive, and the
target audience is already familiar with the Internet. Once the visitors see the brand name
on television they first needs to remember the address then find a computer and type in
the address.

Furthermore boo.com agrees that it is cheaper to promote on the Internet compare to
television and movie. The company believes that an advantage with offline advertising is
that it is good for brand building and brand image, which include creating brand
awareness and credibility. The kind of advertising they use offline is thereby mainly to
communicate the brand image. Offline advertising also has high reach and increases their
knowledge but on the other hand it is very expensive and takes time before the audience
actually visits the site. However, the company still believes that it is necessary with a high
frequency in both television and print to encourage people to visit the site.

Online and Offline Advertising Tools

The most effective online advertising tools consider by the company are the also the ones
they use. The banners the company uses for advertising are designed especially for their
target audience and the colours are supposed to attract attention (green, yellow, and
red). The company also uses banners with the avatar Miss boo since they want to
connect the avatar as much as possible to the brand. The banner advertisements are
placed at Edge, Darling, Sylvester, Nyhetsguiden, Netbaby World, Rival, Kritik,
Passagen, Spray, Missil, and Extreme.  Other advertising tools online that the company
uses is full registration in the entire different search engines for reaching all the potential
and current customers. However, the company does not use bought keywords in the
search engines. The company does not use solicited e-mail advertising due to the
reluctance towards that kind of advertising.

People perceive it as spamming and this could create a bad brand image instead of
creating awareness and attracting new visitors. However, in a more indirect way the
company uses their brand in e-mail when answering customer requests or other e-mail



DATA PRESENTATION

46

messages since their address is always at the end of each message. Newsletters are being
used as an advertising tool such as Cluboo and boom.
The members of Cluboo receive information frequently about new trademarks, fashion
novelties, and special offers. The membership is also beneficial since the customer can
shop quicker, purchase against invoice, track the delivery, and keep track of previous
orders.

The companies have not joined in any kind of partnership or sponsorship. However, they
are considering using sponsorship by next year but the decision will be made at the
headquarters in London. It is very important to find a few right partners that will attract
the aimed target audience. Furthermore, they plan to by keyword in search engines for a
better ranking. Mailing lists are not used now by boo.com but they plan to do it in the
future. They do not use interstitial or pop-ups when advertising the brand, however their
beliefs that it can be entertaining if done properly otherwise they do not consider this
advertising form effective since it is considered by the many visitors to be annoying.

The company uses their domain name as a brand in all their advertising efforts, basically
to make the customer aware of the company and to emphasis that they only exist on the
Internet. This is also in a way to make the visitor return to the site. To advertise of the
brand they use commercials on two television channels, TV3 and ZTV, magazines within
fashion, sport, lifestyle. These are Café, Elle, Bibel, Slitz, Edge, Åka skidor, Snowboard,
Sport, and Vecko Revyn. This is done to create awareness and curiosity before the
launch of the company. They use posters to advertise the brand in universities. On the
other hand, they do not use radio and newspapers from the major advertising tools.
Besides the major advertising tools they use commercial in the movie theatres. Along
with the advertising tools they also print their brand on all marketing communication
material.

5.2 Case Study Two: www.etrade.se

Etrade.se began to offer online investing services in 1992 but it was with the launch of
www.etrade.com in 1996. Today, their customers can be found in 119 countries from
Aruba to Zambia. The company vision is to build up the first global financial network.
The company offer a rich suite of products and services that can be customised to reflect
a customer's unique needs and interests, including portfolio tracking, free real-time
quotes, market news, and research available 24 hours a day, seven days a week.
Customers can access their accounts virtually any time anywhere around the world.
Today, there is a local Etrade service in USA, Canada, Australia, France, England,
Japan, and Sweden. Etrade Sverige is a wholly owned subsidiary within Etrade Group
Inc. The domain name address here in Sweden is www.etrade.se and they offer a wide
range of financial services such as for instance stocks and options. The strength of
etrade.se is the continuing access to the latest development within electronic investments
from Etrade Group Inc.  In Sweden etrade.se have many partners for instance EPOS
Capital, Reuters, Delphi, Stockholms Fondbörs, Optionsmarknaden, and Stockholms
Börsinformation. The amount of advertising used is according to Lillo Gil (1999) eighty-
five per cent in traditional media and fifteen per cent online.
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5.2.1 Objectives to have Web sites as Brands

Target Audience

The target audience of etrade.se is people who are looking for financial information on
the Internet and that today is buying stocks in banks or stockbrokers in the real world. It
is a severe competition, both online and offline, in the branch etrade.se is operating in
and therefore they need to make the brand top-of-mind for the target audience. Today
about 600 000 people own stocks and is searching for information on the Internet.
Etrade.se would like the target audience to think of etrade.se when they want to buy
stocks.

Be Early

Unfortunately etrade.se was not first on the market but the company believes that would
have been beneficial for them. However, their belief is that it is important to be largest
when not being the first. A way to achieve this is either to communicate with the market
or always be in front so that people recognise the brand, etrade.se does a combination of
both. To be able to live up to the brand image and to become a market leader the
company needs to continually present new products and services. The competition is
severe and etrade.se was the twelfth company within this branch when joining the
Swedish market.

Be Memorable

Etrade.se also believe that the brand name is extremely important to increase the number
of visitors to the Web site. Etrade.se has been launched in every country, the name has
also been followed by the country name, for instance Etrade Sverige. The company
explains that it is difficult to establish their brand name because there is a domain name
but also o logotype that they want to deliver to the audience. When delivering a message
to the audience in a new market etrade.se must therefore switch between delivering the
address and the logotype. It is two messages to the receiver but the company believes
that it is very important to have the logotype together with the address. The brand
Etrade is so established in USA the company does not use www.etrade.com when
advertising there instead they only use the already established brand name Etrade.

We have observed that etrade.se is a domain name that is quite short and contains three
syllables and it is a memorable brand name. However, it is not applicable in other
languages. The brand name does not risk getting out of date because it is not already
spectacular. The company believes the advantage with a self-descriptive name like
etrade.se is that the customer should put the name in relation to what kind of business
the company is in. The name does not limit the types of financial products provided since
they do not mention words like stock-trade or something similar. Etrade.se believes that
it is important to be able to add other financial services such as stocks, options, funds
and insurance’s to the company without any brand name limitations. However, the legal
right of the brand name etrade.se is hard to protect from competitors since the name is so
general. Etrade.se have not registered similar domain names to protect themselves from
their competitors.
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Long-term Relationship

To build a relationship with the customer is an essential issue to establish a brand
according to etrade.se. They believe that it is extremely important to provide the visitor
with all kinds of information to be trustworthy especially when only conducting business
in cyberspace and not having a shop or sales office in the real world. To assure that their
information is reliable they have well-know information distributors. Further they believe
that a good relationship with a customer will lead to a positive word-of-mouth, as the
customers will share their experiences with others.

5.2.2 Web sites Described as Brands

§ Content - The Homepage

Regarding the homepage the company believes that the homepage is the first impression
of the company and it is therefore important to deliver the brand in a best possible
manner. We observed by visiting the Web site that the visitor is exposed to the brand
name everywhere within the site. We find that the general information about etrade.se
and the services provided by the company are presented under the option “about etrade”
(see figure 6). When the visitor enters to the page “about Etrade” there is a table with a
link to “about the company” where you can find “contact us”. Here is they provide the
visitor with several different e-mail addresses but also the company address. The press
releases and job opportunities are mentioned here but investor information is not
available on the Web site.

They believe that it is important that the visitor’s bookmarks the Web site or make it a
starting page, to facilitate the return.  However, we observed that they do not provide
information to remind the visitor to do so nor offer a special feature to make it easier.
Etrade.se explains that the customers will return because they invest money and will
evaluate their investments made.
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Figure 6 The homepage of etrade.se
Source: http://www.etrade.se

Target Audience

The target audience of etrade.se is looking for extensive, recently updated information
from reliable well-known financial resources. Therefore, it is very important that the
brand deliver what the customers expect. The emphasis of etrade.se is to provide
different features and technical facilities to help customers make better buying decisions
but also to help them watch over their interests. This is a way for them to provide their
visitors with unique functions, which will also make the brand more recognised.

User Hardware and Software

Etrade.se believes that it is not possible to exposure the brand if it is not available for the
entire target audience. We observed that they do not have any heavy graphical features
that could be troublesome or time consuming to download. Most users will therefore not
experience any problems concerning the software or hardware. However etrade.se
recommend that the visitors use a browser with version 4.0 or later. If the customer has
problems in placing an order they can always call customer service for help or to place an
order. It is very important for etrade.se that the customers experience the Web site in the
best possible manner and even when having problems. Etrade.se have chosen not to have
Java (computer language) applications even if many customers do request it the reason
for that is that Java is not secure enough. Java functions could give features such as
stock exchange lists in real time but today the visitors must use refresh button constantly
for the latest information. The company uses their own wire connections to the USA so
they should not experience any problems with delays. We have observed that a
completely downloading of the Web site takes twelve to sixteen seconds if the visitor
uses a 56kB modem and the Web browser Internet Explorer version 4.0. It is also
possible to go further while still downloading and when switching off the image display
of the browser the alternate messages can be seen instead of the images most of the time.

Feedback and Evaluation

The company believes that it is important to evaluate the customer comments and
continuously make adjustments and improvements when establishing a new brand. The
communication between etrade.se and its visitors and customers are valued highly by the
company. We observed that the company provides the visitors with several different e-
mails addresses to contact them depending on the issue.

Update and Upgrade

The brand is dependent on the delivery of the best information available, to be able to
compete with the competitors. The company is frequently updating the homepage, user
interface, and content. Etrade.se is consistently considering the offerings by their
competitors and is therefore soon launching a new version and adding new features to
the Web site. There are also other improvements and adjustments that are necessary if
they want to achieve the goal of being the market leader with content and services. The
company is for instance frequently delivering news and information that is up-to-date.
There is however no special notification on the site containing information about the
latest revision on the Web site. The reason is that they make frequent adjustments all the



DATA PRESENTATION

50

time for instance stock changes so that practically everything is the latest information
available, with at maximum one-minute delay.
Long- term Relationship

Regarding to trust etrade.se believes that it is extremely important when delivering the
brand especially as a distributor of important and information. Etrade.se do not only
want to deliver rich information to their frequent customers that have access to the sites
restrict area. The company believes that by giving information they also build trust.

Keeping visitors coming back to the Web site the company constantly improves the
content and the different functions on their Web site. The company believes that it is
extremely important for the relationship to always deliver what the brand promise and
their target audience demand high quality products and services. The registered customer
has access to all information that is available in the site when they join with a password
to the restricted area. Etrade.se offers some unique features such as the portfolio that can
create up to 50 imaginary portfolios. They also offer real time information from Reuters,
and a special diagram analysis. The company also believes that the customer service
function is providing the customer with extra value.

To attract visitors and increase the awareness of the brand the company has attractions
such as contests and free offerings now and then. The company is also providing external
links to the visitor but they are trying to give as much information as possibly integrated
within the Web site instead. The company also want to create curiosity and an interest
for the Web site but they are also considering that they need to be clear and straight
when communication with the visitors. There are no discussions group or chat within the
Web site but the company are considering a sort of celebrity challenge with famous
people involved. Etrade.se believes that this could attract visitors to the Web site and
create awareness for the brand. Keeping registered customers coming back they receive a
notification by e-mail if the company has introduced new functions or made important
changes within the Web site.

The company wants the brand to be associated with security and privacy. These are
important issues to keep customers coming back to the Web site and therefore the
company offers a password-restricted area, which is obliged for the visitors that want to
use the services offered by etrade.se. For the security reason the users receive the login
information, username and password, by regular mail. The login procedure gives the
customer possibility of viewing their deposits and previous orders. For maximum
security the user is always advised to log out before leaving the deposit.

§ Interface

Concerning the sites interface etrade.se believes that consistency is important between
their Web sites in different countries. The company also wants to display the brand name
as much as possible without disturbing the visitor. The brand identity is therefore
delivered all through the Web site.

The colours (black, purple, blue, and white) are consistent and the background is white
with text in black and links in blue, which gives a good contrast for the reader. We have
observed that the logotype is of a reasonable size and it is placed at the top of each page.
There are no moving objects on the Web site at least not in the part of the site that is
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available for all visitors and not restricted by a password. The company wants the Web
site to be serious and reliable and they believe that moving objects could disturb the
feeling of a reliable financial company.
The buttons are functional and consistent within the site and they also provide the visitor
with a link to other pages within the Web site. Clear navigational tools are considered
important to the company because it simplifies for the visitor and gives a structure to the
Web site. The table of contents is constantly at the top of each page and it contains the
following options; a price of shares, map, help, my profile, home, and login function.
There is also another table providing the visitor with the following options; about etrade,
market news, rates and company information, my portfolio, and shop. Further options
are also available within these options. The company is not providing a search engine
within the site making it possible to search for services within the site.

5.2.3 Advertising Web sites as Brands

Etrade.se advertise in the media types that they believe that they are ready to be in and
where their brand can be exposed the most. For the company it is important to be
creative and constantly find new methods to increase the awareness and the exposure of
the brand. The reason for using offline and online advertising is to get a greater brand
impact and reach the target audience. To reach the target audience is important even if it
is the same target audience that is online because the company wants to create top-of-
mind awareness. The company tries to give the customer a reason for visiting the Web
site by making the customer think about etrade.se when considering financial and
investment service. The company believes that a pleased customer will create word-of-
mouth and this will also increase the traffic to the site. However, the company does not
use online and offline advertising to create brand personality, increase direct response by
the users online or increase credibility.

Online and Offline Advertising Tools

To increase the brand awareness etrade.se use at the moment online advertising tools
such as e-mail, mailing list, newsletters, banners, buttons, search engines, keywords and
sponsorships. On the other hand, they do not use interstitials or pop-ups. Etrade.se has
bought mailing lists from a company called Bonusmail and it was very successful.
Etrade.se uses at the moment banners to advertise the brand and the company believes
that it is very important that the visitor recognises the banner and knows that it is from
etrade.se. At the same time the banner must be amusing and make the visitor curious,
and of course deliver the right message. Consistency is the keyword for banner
advertising for etrade.se. They have bought keywords to increase the possibility that the
visitors find the Web site this increase their ranking on the search engines. The company
believes that it is extremely important to have partners and they continually try to find the
most suitable for their brand. The company work very much with strategic alliances for
instance with Telenordia, Gula Sidorna, Svenska Dagbladet, Dagens Nyheter, and
Veckans Affärer.

A disadvantage with online advertising is that the prices are quite high if considering the
impact. The company in USA uses all advertising tools possible but here in Sweden they
have chosen to use the tools that they believe are the most effective such as newspapers,
magazines, and direct mail.
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Direct mail is something that works well when having a complex message to deliver
together with an offering and sending to a target audience that is already interested in the
subject makes it a very effective method. The frequency is however quite low but can be
improved and that is also why etrade.se use it in combination with telemarketing.

At the company uses offline advertising in the financial press such as Veckans Affärer,
Privata Affärer, and Aktiespararna moreover daily newspapers as Dagens Nyheter and
Svenska Dagbladet. The advantage of press advertising is that etrade.se knows the
exactly the target audience and it is very effective. Etrade.se have not tried the
advertising tools outdoor commercial, television, or radio yet. Etrade.se believes that
television is the strongest tool and drives most of the traffic to the Web sites and offers a
great reach, but at the same time the “waste” is larger. Radio is something they see
possibilities with but it can be hard to know which channel to use when considering the
image. Along with the advertising tools they also use other forms of promotional
activities such as telemarketing, trade shows, and special stock meetings. They also print
the address on all marketing communication material so people are exposed to their
brand and can find the Web site easily.

5.3 Case Study Three: www.jobline.se

Jobline AB is a Swedish online company that was founded 1997 and that is within the
business of recruitment. They have two kinds of customers the recruiters (the companies)
and the candidates (job seekers). Besides the firm’s main activities the company offers
services such as a candidate database, a CV database and vacancy advertisements on the
Internet. Jobline.se has about eighty-five employees. The company has expanded into
different parts in Europe and the Web site is available in seven languages beside the
Swedish, these are Danish, Finish, Norwegian, Italian, Spanish, German, and French.
Jobline.se aims to be more focused to be able to attract the best candidates in the labour
market and improve this by matching the right person with the right company. 4.000
Nordic companies use jobline.se and the numbers of registered users are 128.000 in
Scandinavia. In Sweden there are about 100.000 registered users with CV’s (curriculum
vitae) and 3000 customers buying their services. The number of the key accounts is
among two hundred and three hundred. The services offered by the company have been
adapted for the language barriers in a unique way to facilitate the expansion of the
company. The advertising budget for the Web site jobline.se uses sixty- per cent in
offline media and forty per cent in offline media.

5.3.1 Objectives to have a Web sites as Brands

Target Audience

When jobline.se considered having a Web site as a brand their target audience was an
important objective for them. Jobline.se states that since they only exist on the Internet
they believe that the opinion of the recruiters and candidates are of significance.
Therefore, a target audience is used as an objective to attract the right target audience.
The Web site is the first thing the visitor will get in contact with, therefore it is of
importance for the company to attract the right audience to deliver a higher experience
for the visitor. With the target audience the brand can in a better way satisfy the
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customers, and maintains them loyal. The target audience of jobline.se is divided into two
categories. Jobline.se aims to attract two different kinds of target audience.
The first category is the people searching for job, mostly students that are registering the
details and CV’s in their database. The second category is the customers or recruiters
that are looking for suitable candidates for vacancies. The candidates have through
jobline.se a good opportunity to place their CV in a database without charge and without
any other work than updating the information on a continuing basis. The recruiters on
the other hand also have the opportunity to specify the variables and thereafter hopefully
receive candidates suitable for the positions.

Be Early

It is very important to be first in the business, especially if the company only exist on the
Internet. The number of new Web site’s establishment is increasing more and more and
therefore it will be even more fierce competition within the online recruitment. Jobline.se
was the first in the Swedish Internet market with the kind of services they offer which
gave them a competitive advantage at the start. There is, however, a small time margin
between jobline.se and their first competitors. Today there are many companies within
the same kind of services and it has still attracted more since the Internet calls for fewer
resources when starting to up compare to the real world business environment. Many
companies see this opportunity and can quite fast and easy start up a new service this in
turn increases the competition, thus it is important to have a well-known brand.

Be Memorable

To be memorable is an important purpose that can be achieved by branding the Web site.
This also help jobline.se to generates traffic to the site. If Jobline.se removed ”dot.se”,
the specific country letters, from the brand they would disappear. The company directly
receives belongings with ”dot.se” that their Swedish audience can relate to. Having the
Web site address as a brand do not only generates traffic to the site but is also describing
the branch they belong to. Since Sweden is in the forefront of many other countries the
advertising of the brand name is often without including the “www”, thus it feels
unnecessary. However, in other countries the company has chosen to include “www” in
the domain name. The company changes their country letters to each country they built a
market. The brand name, jobline.se has more two syllabuses. It is easy to remember and
it specifies in what business the company is within.

We observed that the brand name is easy to spell and it is very descriptive, however the
name narrow downs the services of jobline.se. They are not only a recruitment firm since
they offer other services. The name is also not so easy to translate to other languages
since it is an English word. The benefits from having a self-descriptive name are that it
describes the business the company is in.  They did, however, consider changing the
name to a coined name due to the legal rights. Jobline.se believes that it is easier to
register a domain that has a coined name than a self-descriptive name since it is
descriptive.

According to jobline.se the drawbacks with a coined name are that is a longer
explanation process to describe the business belonging of the company and what services
they offer.  Additionally, it is only market-leading companies that can have self-
descriptive names. If not these will find it very hard to manage such a name.
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Since the companies that are market-leaders and have self-descriptive names are “top-of-
mind” for the consumer and will therefore, receive the majority of the associations to
their brand, even when it is the non market-leading companies that advertise the brand.
To receive more traffic, even from those that are unaware of the company the company
have registered a close address to jobline.se, which is job.se.  Above this, Jobline.se want
to create the relationship with the user, are remembered as the best in the business, the
safest, and that they have the best possibilities of giving their members a better career.To
do this they believe that the brand name first has to be memorable.

Long-term Relationship

This is the most important objective for having a Web site’s as a brand, without the
relationship the site will not survive in the long run even if the site content is good. By
having a brand the customer can become easier loyal. The brand is also good to initiate a
relationship. Jobline.se has a loyal department that is an activity to encourage the return
of visits from the members. It is very important to loyal candidates and recruiters.
Therefore, it is important that the people using the services are pleased in the long run
because the relationship between jobline.se and the candidates should last during the
whole carrier. It is hard to create relations with the candidates and that is something
jobline.se has worked a lot with. Besides having large sales force the company works a
lot sending out information and keeping a dialogue with the candidates. Jobline.se
believes that relationship building with the brand is easier online since the distance
between the business and the buyer is so short. The visitors can open an account and
communicate with us since the Internet makes it possible to keep a dialogue with very
many people on a one-to-one basis.

5.3.2 Web sites Described as Brands

§ Content - The Homepage

Jobline.se agrees with the statement that the primary contact of the visitor is through the
Web site, which gives the first impression. We have observed that the homepage of
jobline.se (see figure 7) have two tables of contents one on the top of the page, which
provides the visitor with general information about the company, contact possibilities,
and a help function. The other one is on the left side of each page that offers available
jobs (not within the company), log in, new user registration, jobline education, career
centre below the table of contents that is not always constant. These two tables of
contents appear on each page within the site, to decrease the possibility for the visitor to
be lost in the site. On the homepage there is also information, for the candidates, of how
many jobs that are available on the site, and what kind of jobs those are. There are
services available for the recruiters. However, they do not have job available within the
company, as mention earlier. Neither do they have specific links to press releases about
the company in the homepage. On the site there is no sort of activity that encourages or
asks the visitor to bookmark the site or mark the site as a starting page.
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Figure 7 The homepage of jobline.se
Source: http://www.jobline.se

Target Audience

The Web site has two contents, you addressed to the candidates and the other one
towards the recruiters. Since the recruiters are less online than the candidates and
demand another language and contents than the candidates do. The recruiters are not
also accustomed using the Internet in the same extension as the candidates. On the other
hand, the candidate is a more demanding group, expect more on both content and logic.
The candidate receives advises about how to write a CV’s while the recruiters might
receive other kind of advises as interview guides and tests that are useful when
recruiting. Jobline.se often have a dialogue with the recruiters before they visit the site
but it would be impossible to have a dialogue with all candidates.

User Hardware and Software

It is very important to consider the customers need and requirement to build a long-term
relationship. Therefore, the visitors’ equipment such as the size of their screen, portable
computer screens and other kind of equipment is considered. However, the company
does not have an alternative text version to the graphical site. On the other hand, the
Web site is very reserved with animation, and large graphics on the site. Even though
they consider the user’s equipment they recommend them use a Web browser with
version 4.0 or later to have the best experience. It is possible to go further while the Web
site is downloading, however the company do not provide an alternate message for the
user. The downloading time with a 56kB modem and Internet Explorer version 4.0 was
ten to fourteen seconds.
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Feedback and Evaluation

Jobline.se offers several ways to contact the company. They have two non-tolls free
phone numbers, and two e-mail addresses, one is a “information e-mail”, and the other
one is a candidate e-mail. They also provide a non-toll to a free phone number for
companies that what to advertise in the company site. Above this jobline.se also have
own focus groups and perform their own investigations concerning the visitors.

Update and Upgrade

The update and upgrade do Jobline.se consider as an important issue when building the
brand, to be able to satisfy the customers and have the experience on the site even more
pleasant. For the credibility and return of visits it is very important to update and
upgrade. The loyalty department constantly works with the candidates referred the
updating of their CV’s.  The available jobs at the site always have the date when they
were published in the site. However, there is no revision date on the Web pages.

Long-term Relationship

Again since the company only exist on the Internet the content is very important. The
aim with the content is to attract attention, make the visitors feel motivated to spend time
and become interested in the site. Since the members leave out sensitive information to
the company jobline.se believes that it is very important that their Web site gives the
impression of being credible and reliable. Jobline.se tries to do this mainly with the
content and the construction of the site, for example passwords, and other security
functions. The personal details of the user are assured by jobline.se to be totally
confidential and are not given to anyone without having authorisation from the user.
When a visitor becomes a member he/she receives a username and a password that they
always use to have access to her/his personal page.

The company’s activities concerning the Web site content are to aim to increase traffic
but also to build the word of mouth. The word of mouth is highly credible and it creates
loyal relationships. The activities performed are special services, for example career
news, match mail directly with the candidates’ e-mail address, and career news.
Jobline.se also try to give added value by solving the problems for the members well. It is
also important to relate all these services offered in the site by having the brand name on
every page to build top-mind-awareness.

Jobline.se always offers up to date information, discussions, contents & offers, and tries
to be interesting and have a compelling content. Celebrities are something jobline.se has
worked with whenever they have had the opportunity and it is often in connection with
seminars. Jobline.se offers links to foreign recruitment sites. There are also banners that
go to different companies that have advertised job opportunities in the site. Jobline.se
creates curiosity to the site by offering creative banners, overall creative advertisement.
Jobline.se claims to have the most creative advertisement of all the recruitment sites.
However they do not provide a chatting function on the Web site.
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§ Interface

Apart from the content, the interface is another important matter to make the visitor feel
secure and confident to the brand. Therefore, a simple layout of the site is suitable. The
more authoritative it looks the more confident the visitor will feel. In these countries the
sites are for example expected to look more colourful. The colours of the brand and of
the site are very discrete, blue, grey and purple. The brand personality should
communicate security and be seen as serious. Therefore, they focus rather on the logic of
the site, and how to surf within the site, than on the look and feeling of the site. It is
more important to be consistent and to differentiate from the competitors rather than
constantly change image and follow every trend in the business.

The important part of the interface is the logotype. To increase the awareness of the
company, the brand has to be exposure everywhere in the site even if it is repetitive and
feels tedious. It is consistent in the appearance and it is on the top of each page including
the homepage. It is displayed often, however it should not disturb the user.  Jobline.se do
not spend much time with the buttons in the site, however they do spend a great deal of
time with the external buttons that are available in other sites.  Those buttons have to
interest the visitor and make them click on it. They want to be recognised as jobline.se’s
therefore they are carefully with being consistent to the brand. They find the buttons very
effective and work a lot with permanent buttons on different places in the Internet that
generates traffic to the site and brand awareness. The buttons within the site are few and
very discrete, small and have a consistent appearance.

We observed that the tables of contents are constant, and are on the top of each page
and the other one is on the left of each page both of them serve as guidance for the
customer and the feeling of being lost in the site is minimised. In the site there is always a
home button, the logotype, and sometimes it is also available in the table of contents and
there is always a title for each page depending on the subject. Furthermore, the company
does not offer any search engine within the site with free text because the business is
international this would not work, considering the different languages. Jobline.se mostly
uses hypertext links within the site and links to other companies job advertisements.
However, it is only possible to go to that page of those companies. When the user has
navigated further into the site there are links to sponsored companies and it is possible to
navigate on those companies Web sites.

The company believes that their visitors might experience their Web site’s graphics and
colours slightly boring. However, jobline.se considers the business and that most
members will probably visit the site frequently which makes their choices of graphics and
colours suitably. Jobline.se has chosen to have the same layout and design in every
country. There are small changes like the placement of the banners. Jobline.se are very
reserved with animation, and large graphics on the site.

5.3.3 Advertising Web sites as Brands

The combination of the total advertising is very important to jobline.se. They integrate
offline and online advertising specially that wants to reach two very different target
audiences, the candidates and the recruiters. It is very difficult to reach their entire
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potential and current visitors by the only use the Internet as an advertising tool.

Another reasons for using both media is that Jobline.se are in an anxious to grow in size.
Campaigns can be done only online but campaigns can not be conducted only offline,
which is always integrated with the Internet. Additionally, jobline.se believes that the
integration will lead to better relationship building, and therefore it is important to give
the user’s reasons to visit the site. On the other hand, the company does not believe that
integrated advertising leads to higher credibility, trust or direct response. Jobline.se has a
permanent presence on other sites. Jobline.se will exist dominated on the Internet.
However, since the Internet is a relative inexpensive advertising media Jobline.se believes
that they have a predominant money investment in a traditional medium of their total
advertising budget. Jobline.se still considers they are dominant on the Internet. Another
part of the advertising activities is the partners they work with. Jobline.se hosts the job -
and career of the site on a number of different partners’ portal. To get good partners in
an early stage, good brands that can be associated with Jobline.se.

Online and Offline Advertising Tools

Online the company uses at the moment solicited e-mail, which is one of the most
effective tools online if it is use in a good and serious manner. They also work a lot with
mailing lists, and newsletters such as jobline.se news. Search engines is an important part
of their advertising effort. They aim to have a full covering registration. As mentioned
earlier in the section of buttons, the company put much emphasis on external buttons.
The Internet campaign buttons are placed on strategically places to increase the
awareness. Jobline.se provides many links within the site but also with the company’s
partners. Partnership is an important part in their online advertising for jobline.se. It is
important to find partners early in the game and the partners should have solid brands
that can be associated with jobline.se.  They are very selective when choosing the right
partner. Additional, jobline.se also works much with banners. On the other hand they do
not use interstitial or pop-ups.

According to jobline.se there are the possibilities with online advertising good since the
Internet has a low level of noise and direct advertising is more effective online.
Jobline.se has a permanent presence on other sites. They work a lot with permanent
buttons on different places in the Internet that generates traffic to the site and brand
awareness. Jobline.se will exist dominated online. Since the Internet is a relative
inexpensive advertising medium jobline.se will always have a predominant money
investment in the traditional medium of the total advertising budget. Jobline.se still
considers that they are dominant on the Internet. Another part of the promoting activities
is the partners they work with. Jobline.se hosts the job - and career of the site on a
number of different partners’ portal.  They have recently started with an affiliate program
where reward other sites to create traffic for jobline.se and in that way encourage them
to have jobline.se as a link.

Furthermore, the possibilities with the traditional advertising are great. Jobline.se is using
at the moment newspapers, magazines, and outdoors to advertise the brand. The
magazines that they use are flight catalogues weekly magazines, Veckans Affärer, and
business–to-business magazines. Posters are the kind of outdoor advertising that is uses
in universities. Jobline.se do not consider themselves or their customers ready for what
that television impact can mean for the company. A part from this it is also very
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expensive. Radio has not been tried yet, but they are considering it. Radio is a great
combination with the Internet. Since they feel that it is one of the most effective tools
offline.
5.4 Case Study Four: www.spray.se

Spray AB is a Swedish company that develops and provides different kinds of Internet
services in the portal that is the market space. Spray.se was founded in 1995 and has
today 170 employees. Their ambition is to make the life easier and more fun for the
Internet users by having a collection of the best and most fun contents for the Internet
users and they aim to create the Swedish digital “folkhem”. In other words it is a service
that collects most required information and functions that visitor demands when surfing
on the Internet. Some services provided by spray.se are for example Spray start, Spray
mail, Spray Internet, and Spray search, which is a full cover search tool for the Swedish
Internet. Spray also carries through editorial services that give the visitor content and
experience in whatever the visitor is interesting in. Spray aim to offer something of
interest in their Web site for all visitors.  The amount of visitor to the Web sites is about
one million per month. The investment on traditional advertising is 40 million per year
and on the Internet eight million per year.

5.4.1 Objectives to have Web sites as Brands

Target Audience

One of the reasons for spray.se to have a Web site as a brand is to reach a larger
audience. By having the brand the company aim to communicate that spray.se is the
Swedish digital “folkhemmet”, having the best information collected in one place.
Spray.se is aiming to a very broad target audience and the brand is aimed to everyone
surfing on the Internet.

Be Early

Another issue considered importantly by spray.se is that for the brand to be early and for
those companies having the possibility of being first it is worth striving for. However
spray.se was not first on the market but believe that it would have been beneficial for the
brand. Instead spray.se is now aiming to deliver customer requirements and demands
soon, rather than be early with new offers or technical solutions.

Be Memorable

One of the many reasons for having a Web site as a brand for spray.se is to be legible,
show that the whole company operation is on the Internet. The reason behind having the
Web site as a brand is to drive traffic to the site, increase sales, and to be memorable. It
is important that the customer remembers the brand name because spray.se wants the
visitors to think of portal when they think about spray.se, and vice versa. The reason for
visiting the site, for the customer should be everything in one place, easy to find, only the
best, and a meeting point on the Internet. A reason for choosing a coined name as the
brand name is because it is simple. We observed that the name spray.se is easy to
remember and spell. The brand name is short and it contains two syllables. However,
spray.se do not believe that if the name is specified or not matter in the long run, if the
company creates awareness for the brand name. The name will not get out of date and is
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easy to protect. Additionally, the brand name can be used in other languages without
facing major problems.

Long-term Relationship

Build a relationship is obvious to spray.se and important to their brand. The company
wants to build a good relationship not only with the end consumer, but also with the
content suppliers in the portals, advertisers, and partners. A recognition factor is to build
trust for the customers and therefore it is important to be explicit. The issue of creating a
corporate image is not as important as to be legibility. Create trust by being the friend on
the Internet, easy to understand and flexible. It is more likely that the visitor will tell
friends and others to visit the site by gaining the trust of the customer.

5.4.2 Web sites Described as Brands

§ Content - The Homepage

Spray.se agrees on the statement that the homepage is the first thing the visitors see
when they arrive at the Web site and give a first impression of the brand. It is important
that visitors find the Web site attractive and that they find something that interests them
and appeal to them. Nobody will come back to the Web site if it is bad. Spray.se believe
that it is possible to get visitor attention and create a feeling about a brand through the
content. If the customer finds the information easy it is more likely that the visitor will
return. We observed that the general information about spray.se is provided as a link at
the bottom of the homepage and the option “about spray” also explain the services they
provide within the Web site under the option advertisement read more. Company
highlights or investor information could however not be seen on the homepage or under
the option “about spray”. Job opportunities at spray.se are provided at the bottom of the
homepage and contact possibilities are available at the homepage. There is also an option
that the visitor can choose so they can receive instructions on how to make spray.se as a
starting page. Since spray.se also is providing some of their customers with browser
software they make it a starting page automatically through the software.
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Figure 8 The homepage of spray.se
Source: http://www.spray.se

Target Audience

The activities performed regarding content are to create a demand to visit their Web site.
The Web site has to be exposed in several ways. Spray.se describe their Web site as a
horizontal portal with vertical portals. In other words they aim to attract all kinds of
visitors and once they are on the site they offer different subject depending on the
different needs. Spray.se believe that the target audience is looking for one place where
they can go and find all the information and functions they need. A place they are familiar
with and they should recognise the colours, names, and learn how to navigate in the site.

User Hardware and Software

Spray.se aiming to have their Web site at least as good as or better than their
competitors. Their activities to accomplish these are to take consideration of the visitor’s
equipment and to be as user-friendly as possible. We observed that spray.se is a fast site,
and they continually develop functions to increase the simplicity, flexibility, speed, and
quality for all visitors. The downloading of the Web site took nineteen to twenty-seven
seconds with a 56kB modem and Internet Explorer 4.0. The company is very limited
with the number of graphics but the most of them have an alternate message. It is
possible for the user to go further while the site is downloading.

Feedback and Evaluation

Spray.se provide the visitors with e-mail addresses for comments different addresses for
complaints, praise, and proposals. It is important for spray.se to evaluate the comments
to be able to strengthen the brand. The company also provide a customer service
function that the customer can reach at the bottom of the homepage.

The company also has different measurement systems to see how the visitors’ click and
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are also makes it possible for them to follow the visitor through the portal. This is
important since it gives the possibility of changing the information or move to another
part of the Web site to better satisfies the user.

Update and Upgrade

The site is continually updated with new features, ads, and information and it are
extremely important to their brand.  It is important to deliver information better than the
competitors and updating are a way to achieve this, however there is no revision date on
the Web site. We observed that the news has a notification about the time is announced
at the site and it is therefore easy to see how accurate the information is.

Long-term Relationship

The content is extremely important to the brand because if the content is poor the visitor
will not want to return. In other words, it is essential for creating the return of visits and
to attract new customers to the Web site. The content is one of the major ways for an
online company to create trust for the visitor and trust is important to the brand. Spray.se
believes that content can also attract attention and create a feeling around the brand. The
aim of spray.se is to create a good content to tie it to the brand. It is also important that
the Web site is easy to navigate to make visitors come back. The efforts are directed to
create a demand to be on the Web site. The Web site has to be something the brand can
be identified with in one or another way.

Spray.se creates more traffic to the site by offering a better, more exiting service or offer
in their content. The brand has though not been exposed within the site to a great extent
since some of the sites within the site is to other companies. Spray.se might not offer
unique services but they have destinations within the site that can be seen as the ones that
are better when comparing with other portals offering the same kind of services. Spray.se
is providing discussion groups, chatting, and dating functions for their customers. The
dating function is something new and quite unique that has increased the curiosity for the
Web site but also contents and offerings.  The company also works with celebrity’s in
relation to contents to increase the interest for the visitors. The traffic is everything to a
portal and therefore it is extremely important to get visitors to come back.  They have
two activities to increase the traffic to the Web site.  One of the activities is their own
content, for example a new dating service. The other one is to co-operate with other
companies so that they join the Web site.

Spray.se states that to get visitor coming back it is important to create trust. Security is
important to a brand and especially for a mailing service. We observed that the spray
mail and all e-mail sent or received through spray mail is password protected. The visitor
needs a user name and password to log in to their account. They do not however offer
coded e-mail messages for the moment. The portal does not provide an insider’s only
area and previous orders are not possible to get since spray.se is a portal with other
companies selling the products.
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§ Interface

Important parts in the creation of the design and layout of the Web site have been and
are the buttons and icons. The interface issue is important to the brand and spray.se has a
colour manual for the colours the company should use. They also have a brand book that
is guidance in how the company should use the buttons, icons, combinations, etc.

Spray.se has four animals’ zebra, giraffe, lion, and camel and four colours (light green,
pink, yellow, and blue) throughout the Web site, the company is very careful with the
consistent throughout the Web site. The brand name should be delivered all through the
Web site. The buttons are consistent and as already mentioned they have a brand book
that guide them in how they should look like within the Web site to deliver the brand in
all aspects. Spray.se is delivering their brand identity at the top of the page by their
logotype. It is text that says spray and contains a red glob. However, the logotype does
not contain the “dot.se” after the name. The logotype is visible at the top at most of the
Web sites except for when the visitors leave the Web site when joining their partners.
Spray.se believes that the structure of information and ease of navigation is important to
the brand experience the visitor gets. We have observed that the tables of contents of
spray.se have the following options: spray, spray mail, spray search, spray answer, and
vehicles, chat, economy, gay, health, IT and computer, job, women, food, news,
amusements, travel, sex, shopping, games, sport and television. There is also a table of
contents at the bottom of the page containing information about how to get in contact
with spray.se together with their partners and spray in Europe. The table of content
follows the visitor around in some pages but not all. There are also many sub-tables of
contents within the site.

Furthermore we observed that there are no internal search engines within the site but
they provide an external search engine called the spray search that searches for the entire
Internet. There are also plenty of links within the site and these give easy navigation for
the visitor. Spray.se also offers external links but has not developed this further yet.  The
graphics are very limited on the Web site and it is because spray.se want to deliver the
brand as a user- friendly environment and not disturbed by heavy graphics. The graphics
used are mostly commercial ads. The ambition with the brand is to be the friend on the
Internet, so their soft colours such as pink, yellow, and light green. The contrast is very
good because they use dark colours on light backgrounds.

5.4.3 Advertising Web sites as Brands

The reason for Spray.se to use both online and offline advertising are many. One of them
is because of the great reach of the target audience. They argue that their (potential)
visitors also watch television, reads the newspapers are when they are not online and vice
versa. The use of both online and offline media is an excellent way to follow the target
audience through the whole day according to spray.se. The company’s objectives for
having the Web site, as a brand is to drive more traffic to the site, increase sales, and to
be memorable. The opportunity with offline advertising is the reach of people that are
not on the Internet. With this medium Spray.se are able to reach the potential visitors
that just started to use the Internet or the potential visitors that are thinking of starting to
use the Internet. Spray.se is also able to create different results with this different
medium.
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With traditional advertising Spray.se affirm that it can strengthen the corporate image
and increase the customers trust to the company. At the same time it increases the sales,
by receiving more visitors, which leads to better prices and the company is able to run
more advertisement.  Furthermore, spray.se do not think that the credibility of the
company will increase by using integrated online and offline advertising.

The online advertising is important to increase the awareness of the brand and to create
the return of visits to spray.se’s Web site. According to spray.se the opportunities to
integrate offline with online advertising are very good, meaning that the direct response
of the users online can increase and the trust for the brand increases since the company is
visible. This is also a great opportunity to build the brand personality. Spray.se believes
that since they are an online company they want to advertise online to appear and be
visible for the potential customers online. The brand will have an enormous value for
success, now and in the future it strengthens the reasons given by the company, for the
user to visit the site. That is what spray.se is aiming and investing money in to
communicate that spray.se is easy to use, pleasant, easy to find and a good Web site
(portal). It is something the company has to continually work with different advertising
tools they deliver their brand.

Online and Offline Advertising Tools

There are several tools and methods’ spray.se has chosen to use at the moment. They use
banners, solicited e-mail, interstitial, links, and paid for links. They send newsletters to
their registered users every week but also a bigger one every month. They feel that
banners are difficult to use because it is hard to predict what the visitor will click on.
Mailing lists are not used since they have their own mailing function within the site.
Spray.se believe that e-mail is the best branding tool. They have their own mailing
service where millions of mailing messages are sent and received each day. On each one
of these messages they expose their brand name, spray.se. E-mail advertising can
however result in loss of goodwill for the company according to spray.se. They do not
buy keywords in search engines because they believe that can ruin the trust for the brand.
They use search engines as an advertising tool and provides partnerships and has for
other companies.

Spray.se uses at this state offline advertising such as newspaper, evening press and
sometimes morning press. They also use magazines for example, consumer computer
magazines, Computer Sweden, IDG, Internet World, and PC. The company also has
advertised campaigns on television (TV3, Kanal 5, Z-TV, TV4). Furthermore, spray.se
advertise in commercial channels on the radio, and use outdoor advertising only at
events, or exhibitions. The company believes that television is a very effective tool it feels
authentic, stable, trustworthy, and real. It is a strong media, however it is very expensive
and broad and the company only has an idea of those who are watching the ads. The ads
in the magazines' are chosen by spray.se because it is directed to a narrow audience and
the magazine readers often read it. Radio is considered effective, especially in Sweden
since many people listen to the radio at work. Spray.se states that the liability is the
difficulty in knowing the audience listening. The audience is not reached with the same
precision with radio as with the Internet or print. Advertisement on the Internet often
leads to more traffic to their site and it is considered by the company to be very cheap.
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6 DATA ANALYSIS

In this chapter we will conduct within-case analysis compare the empirical data of
boo.com, etrade.se, jobline.se, and spray.se with the conceptualised theories and frame
of reference in chapter three thereafter we will do a cross-case analysis where we will
compare the findings between the four different companies.

6.1 Within Case Analysis

In the first section we will analyse the empirical data, collected from interviews and
observations, for each case study. The empirical data will be compared to the theories
presented in the frame of reference, in order to discover similarities or differences.  Each
research question will be analysed separately comparing with the four companies.

6.1.1 Objectives to have Web sites as Brands

Target Audience

Boo.com believes that it is more efficiently to reach the target audience by having the
Web site as a brand. Their target audience is people with an interest in fashion clothes or
sportswear, but also those who are looking for something different and/or unique. The
company has thereby defines their target audience and it verifies what Lewis (1999) state
about defining target audience. Additionally, the company states that the target audience
can be reach more efficiently when having the Web site as a brand. Etrade.se states that
it is a severe competition in the branch that etrade.se is operating in, both online and
offline, and therefore they need to make the brand top-of-mind for the right target
audience. Furthermore they want the target audience to think etrade.se when they
consider buying stocks. Therefore defining the target audience is of great importance for
etrade.se and this verifies what the study by Lewis (1999) discusses about this issue. In
addition to the theory the company state that it is important to become top-of-mind for
the right target audience.

A reason for jobline.se for having the Web site as a brand is to attract the right target
audience. The company has two categories of audience. The first category is people
searching for job, mostly students that are registering their details and CV’s in the
database. The second category is customers or recruiters that are looking for suitable
candidates for their vacancies.  Also jobline.se has a defined a target audience for their
Web site and this verifies what Lewis (1999) state in his theory. Additionally the
company believes that by defining the target audience they will satisfy their customers
better but also maintain them loyal to the brand. Spray.se main reasons for having the
Web site as a brand is that they will reach a wider audience. The company is positioning
to a wide target audience and the brand is supposed to communicate to everyone surfing
on the Internet. The company has defined their audience and this verifies what Lewis
(1999) state about this issue.
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Be Early

Boo.com was first both with the kind of products they are offering but also the technical
features. They believe that it is important for the brand to be the first on the market and
the benefits are already gained knowledge and experience. It is also very important to be
seen and remembered when considering the highly competitive business environment.
The company was first on the market and this has also given them an edge and this
verifies what the theories by Janal (1998) and McHenry (1999) are discussing. In
addition to the theory the company also want to be first with technical features on their
Web site. Etrade.se was not first on the market with their brand but they still believe that
it is important to be first. Since they were not first they aim to be the largest and a way to
achieve they communicate the brand and make people recognise it. The competition is
severe and the company needs to present new products and services continuously to live
up their brand image and if they want to be a market leader they also need to be a
frontier. All this issues is in accordance with what Janal (1998) and McHenry (1999)
discuss about the importance of being early and first in order to get an edge. Additionally
the company tries to be the largest on the market when not being the first. The company
is also trying to be first with products and services provided on the Web site.

Jobline.se believes that it is very important to be first in the business due to the
competition, especially if the company only exists on the Internet.  Jobline.se was the
first company on the Swedish Internet market offering these kinds of services. And the
company believes that being first gave them a competitive advantage from the start. The
company was first and they believe that this gave them an edge and this verifies thereby
what the studies made by Janal (1998) and McHenry (1999) discusses about this issue.
According to spray.se an important issue for the brand is to be first and it is something
worth striving for if there still are possibilities. Spray.se was not first on the market but
however they believe that it would have been beneficial for the brand. Today spray.se is
trying to fulfil customer requirements and demands as soon as possible, rather than be
early with new offers or technical solutions. Spray.se believe that being first is important
and this is according to the theories by Janal (1998) and McHenry (1999). In addition to
the theory the company is trying to fulfil customer requirements and demands as soon as
possible rather than being early with new offers or technical solutions.

Be Memorable

Boo.com only use one top-level domain name and that is “dot.com” that is also one of
the suggestions made by Ott (1999). By using “dot.com” they want to clarify and explain
that they only exists on the Web and this could not be communicated properly if the
brand name did not “dot.com”. We have observed that the brand name “boo” is short
and has only one syllable, it also has strong legal rights after registration, and the name
will not be outdated and the company can change their products. This is completely in
accordance with the theory by Chiranjeev & Hemnes (1995) talking about some qualities
that constitute a successful brand name: brevity, distinctiveness, and longevity.  The
name is easy to remember and is also quite easy to spell, but there can be some confusion
if typing in one or two “o” if searching for the Web site. However the name is easy to
translate to other languages i.e. applicable.
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The name is easy to remember and applicable and this is according to the theory by
Strauss & Frost (1999) however it is not easy to spell which contradicts to the same
theory.  Boo.com is using a coined name and this is seen as an advantage by the company
since the name is functional in all countries, easy to remember, easy to spell and do not
limit the product types or the possible product extension in the future. The company
believes that it is more important to have a brand name that is easy to remember than to
explain what sort of business they are in and get the brand recognised for that even if that
aspect is an disadvantage.  Using a coined name is according to the theory by Chiranjeev
& Hemnes (1995) but by not using a product-self-descriptive name for an easy search
also contradicts to the theory by Zimmerman & Mathiesen (1998). To avoid competitors
the company could consider registering the nearby addresses such as “boo.se” however
the company is not doing so for the moment and this contradicts to the suggestion made
by Bayne (1997).

Etrade.se use the top-level domain name “dot.se” and that is also one of the suggestion
that Ott (1999) gives.  In addition to the theory the company use different top-level
domain names for each country, for instance “dot.se” in Sweden. Further the company
explains that it is difficult to establish their brand name because there is a domain name
but also o logotype that they want to deliver to the audience. When delivering a message
they need to switch between delivering the address and the logotype. It is two messages
to the receiver but the company believes that it is very important to have the logotype
together with the address. We have observed that the brand name “www.etrade” is quite
short and contains less than four syllables. But the brand name is hard to protect due to
the fact that it is a self-descripitve name and that is a disadvantage and this contradict
what Chiranjeev & Hemnes (1995) state about a successful brand name. However the
name does not risk becoming out of date and is also short and that is according to the
theory. Strauss & Frost (1999) state what a brand name on the Internet should have and
that is not applicable to etrade.se except that it is easy to remember. The name can be
troublesome to spell due to confusions that can arise about using a hyphen or not
between the letter “e” and trade, like for instance in the word e-mail. The name should
also be applicable in all countries, which is not the case since it is an English name and
that name is not working all over the world. Etrade.se is not using a coined name, which
contradicts to the theory by Chiranjeev & Hemnes (1995).

The company uses a self-descriptive name according to the theory by Zimmerman &
Mathiesen (1998) but according to the theory the name should thereby be good for an
easy search.  This is not the case since the name can get mixed up with for example e-
mail and e-commerce and visitors might include a hyphen and therefor this issue
contradicts to the theory by Zimmerman & Mathiesen (1998). However, what etrade.se
believe is an advantage with a self-descriptive name is that the customer should think
about a financial and investment service. The self-descriptive name the company use do
not either completely limit the products and this is not completely according to what
Chiranjeev & Hemnes (1995) state about disadvantages with self-descriptive names. The
company has not registered other addresses near the brand name to avoid competitors
and this contradicts to the theory by Bayne (1997).
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Jobline.se uses dot.se and in addition to the theory the company use different top-level
domain names in different countries. We have observed that the brand name is short and
contain less than four syllables. The brand name also got longevity in that sense that it
does not limit the financial services they can provide in the future if changing direction
and this is according to the theory by Chiranjeev and Hemnes (1995). However the name
is hard to protect which contradicts to the same theory.

Jobline.se has chosen to have a self-descriptive name describing their branch and easily
found in the search engines, as suggested by Zimmerman & Mathiesen (1998). This
contradicts to what Chiranjeev and Hemnes (1995) suggest about brand name. In
addition to the theories Jobline.se states that it is only market-leading companies that can
have self-descriptive names since they are “top-of-mind” for the consumer and will
generate the majority of associations for the brand even if it is not the market leading
company that is advertising the brand name. A not market leading company will find it
very hard to manage such a name. Jobline.se is also easy to remember and spell but not
so easy to translate and this final aspect contradicts to what Strauss & Frost (1999) state
about domain name. The company has registered one closely address, “jobb.se” and this
verifies what Bayne (1997) suggest to avoid competitors. In addition to the theory the
reason is also to increase traffic from the audience that try to type in an address without
knowing the correct Web site address.

Ott (1999) suggests some top-level domain name and spray.se has chosen one of them
and that is “dot.se”. From the observation made we have found out that the brand name
is short and it contains less than four syllables. The name will not risk getting out of date
or having to change if changing business. The name is also not hard to protect. All these
issues are in accordance to what Chiranjeev & Hemnes (1995) state about successful
brand name. The name is easy to remember, easy to spell, but also easy to translate in
other languages and this verifies what Strauss & Frost (1999) suggest about domain
name. The company has chosen a coined name as suggested by Chiranjeev & Hemnes
(1995) due to the simplicity. Not choosing a self-descriptive name contradict to the
suggestion made by Zimmerman & Mathiesen (1998). Additionally the company believes
that whatever the name is self-descriptive or not does not matter, as long as the company
creates awareness for the brand name. They company has not registered nearby domain
names in this contradicts to what Bayne (1997) suggests.

Long-term Relationship

Boo.com do not believe that the reason for having the Web site as a brand directly is for
building relationship and trust. However, of course customer relationship and trust affect
the business they are in but not directly. Branding for boo.com is more about that it
should be obvious what kind of business they are in. The company creates traffic
indirectly by building trust, loyalty, and relationships by customer recognition of the
business activity boo.com are in. This company is thereby not applicable to the theories
by Breen (1999) and Bishop (1998). E-trade.se believes that when being out in
cyberspace without a store or office that the customer can visit, it is extremely important
to introduce the visitor with company information to build trust. To build relationship
with the customer is a main thing for the brand etrade.se. This is according to the
theories by Breen (1999) and Bishop (1998).
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Relationship is the most important thing for jobline.se, without the relationship the site
will not survive in the long run even if the Web site content is good. It is hard to create a
relationship with the candidates and that is something jobline.se is working hard with.
The company is constantly sending out information and keeping a dialogue with the
candidates. The company believes that a brand make the customer become loyal easier.
This verifies what Breen (1999) and Bishop (1998) state about these different issues.
Additionally jobline.se even has a loyalty department within the company to encourage
return of visits. To build relationship with the visitors is obvious for spray.se.  They want
to build a good relationship not only with the end consumer, but also with the suppliers,
advertisers, and partners. Trust is a recognition factor for the company and therefore it is
important to build trust and to be explicit. The company wants to create trust by being
the friend on the Internet, easy to understand and flexible. The company believes that this
will also create word-of-mouth to other people. The theories by Breen (1999) and
Bishop (1998) are all applicable to spray.se.

6.1.2 Web sites Described as Brands

The Home page

On boo.com's homepage the main menu contains the option “about boo” where general
information about the company is available. Under this menu there is also a list of
product offerings and trade marks available i.e. services. There is however no
information about company highlights on the homepage. The contact possibilities are
provided by the customer service function and the company will soon also have a chat
function within the site. The company does not provide information for the investors. If
interested in applying for a job at boo.com the company provides an e-mail address under
the option “about us”.  Boo.com do not suggest the visitor to bookmark the Web site or
make it a starting page on the homepage. Either do they provide a function making it
easier, however they suggest the visitor to bookmark the Web site while downloading
and this is according to the theory by Janal (1998). The company does not provide the
visitor with investor information, company highlights, job opportunities, or suggestions
how to make the Web site a starting page directly on the homepage as suggested by
Janal (1998).

The general information about etrade.se is presented under the option “about etrade”.
The services provided by etrade.se are mentioned in the table of contents under the
option “about etrade” and are thereby not available directly from the homepage.
Company highlights is not either provided on the homepage. When entering the page
“about etrade” there is a submenu with the options  “about the company” where it is
possible to go further to “contact us” with different e-mail addresses but also the
company address. However this is not directly from the homepage. The press releases
and job opportunities are also mentioned here under the option “about the company”.
Investor information is not available on the Web site at all. The company does not
remind or have a special feature making it easier for the customer to bookmark the Web
site or making it a starting page. All the issues about company highlights, contact
possibilities, investor information, job opportunities and bookmark and starting page
information contradicts to what Janal (1998) suggest what the homepage should contain.
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The homepage of jobline.se contains a constant table of contents where they provide
general information about the company, contact possibilities, and help functions. They
also have a table of contents providing available jobs (not within the company), log in,
new user registration, jobline education, and a career centre. They have information
about their services on the homepage but not company highlights. Company highlights
are however provided within general information and also in ”career news”. They do not
have any sort of encouragement for the users to bookmark the site, or mark the site as a
starting page. Jobline.se have all the information available on the home page except for
company highlights, job opportunities within the company, investor information, and the
bookmark/starting page suggestion according to the theory by Janal (1998).

General information about spray.se is provided as a link at the bottom of the home page
under the option “advertise in spray ”. The services provide by spray.se is under the
option “spray reply”. The contact possibilities are provided at the bottom of the
homepage but also as an option under customer service. Company highlights and
investor information could however not be seen on the home page. Job opportunities at
spray.se are provided at the bottom of the home page. There is an option that the visitor
can choose so they can get instructions how to make spray.se as a starting page. But
since spray.se also is providing some of their customers with browser software they
make it a starting page automatically. They do not provide general information,
information about their services, company highlights, or investor information directly at
the homepage as suggested by Janal (1998). Further the company helps the visitor to
make the Web site a starting page but they do not suggest the visitor to bookmark the
Web site, which contradicts to the same theory.

Target Audience

Boo.com emphasise very much on the technical interference such as 3D technique,
zoom, and the avatar Miss boo which draws mostly younger people or people with a
high level of Internet experience. The company prefers to have a defined target audience
and satisfy their needs to have a wide audience.  Having a young target audience with an
interest in unique, technical features verifies moderately to what Flanders & Willis (1996)
state about the design should emphasise on the target audience.  The target audience of
etrade.se is searching for extensive and recently updated information from reliable well-
known financial sources. The emphasis of the Web site is also to provide features and
technical aids that can help the customers in their financial decisions. This theory by
Flanders & Willis (1996) is totally applicable to etrade.se.

Jobline.se has two kinds of contents for each target audience, candidates and recruiters.
The recruiters do not have the same experience of using the Internet as the candidates
have, on the other hand the candidates are a more demanding group and expect more
from the content and logic. The design of the Web site is considering the requirements of
the target audience and this verifies what Flanders & Willis (1996) discuss in the theory.
Spray.se defines itself as a horizontal portal with vertical portals. Which means that the
company aims to attract all kinds of visitors and provide them with all sorts of
information and functions depending on their requirements. The theory by Flanders &
Willis (1996) is thereby totally applicable to spray.se.
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User Hardware and Software

Boo.com does not consider the downloading time of the Web site due to the special
functions that are provided for their target audience. The downloading time with the
company recommended 56kB modem and Internet Explorer version 4.0 was in between
of 69-76 seconds. This contradicts to what Jakobsson (1998) discuss about downloading
the whole site within 20 to 30 seconds. It is also not possible to go further within the
Web site while still downloading which contradicts to the same theory.  Boo.com do not
provide alternate messages if the image display in the browser is turned off and it is
contradicting to what Lynch & Horton (1999) discuss in this matter. Etrade.se has no
heavy graphical features that are difficult to download so most users will not experience
any software or hardware problems. However the company recommends the visitors to
use a browser with version 4.0 or later. The downloading of the Web site took twelve to
sixteen seconds with a 56kB fast modem and using Internet Explorer version 4.0. It was
also possible to go further while still downloading. The fact that the downloading time
was less than 30 seconds and it was possible to go further while still downloading
verifies what the theory by Jakobsson (1998) suggest. When switching off the image
display on the browser alternate messages could be seen instead of the images most of
the time and this is according to the theory by Lynch & Horton (1999).

The use of animations and graphics on the Web site is very restricted but jobline.se is
still recommending a Web browser version 4.0 or later for best user experience. The
company does consider the visitors’ equipment such as the size of their screen, usage of
portable computer screens and other equipment. The downloading time for jobline.se
took ten to fourteen seconds with a 56kB modem and Internet Explorer version 4.0. It
was also possible to go further in the Web site while still downloading. All this is
according to the theory by Jakobsson (1998). Alternate messages are displayed most of
the time instead of images if switching of the display and this is also in accordance with
the theory by Lynch & Horton (1999). Spray.se believes that the Web site has to be at
least as good if not better than the competitors to deliver the brand in the best possible
way. A way to accomplish this is by considering the visitors’ equipment and trying to be
as user-friendly as possible. The company is therefore providing a fast site, and is
continuously developing the functions in order to increase the simplicity, flexibility,
speed, and quality of the Web site. The downloading of the Web site took nineteen to
twenty-seven seconds with 56kB modem and Internet Explorer 4.0. The graphics on the
Web site are quite few but most of them have had an alternate message when turning off
the image function. All this verifies what Jakobsson (1998) and Lynch & Horton (1999)
discuss in the theory about these issues.

Feedback and Evaluation

Boo.com receives a huge amount of feedback by their visitors and the main part is to the
customer service, through e-mail or phone. The company provides the visitor with many
e-mail addresses. They have special system that collects all the feedback from all the
different countries. The technical team in London is continuously improving the Web site
influenced by the feedback received. This verifies what Lynch & Horton (1999) state
about providing e-mail addresses for feedback. Above this, boo.com state that feedback
and evaluation is important when trying to build a positive image for the brand.
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Etrade.se considers the communication between them and the visitors very important
and they listen and make adjustments according to the feedback received. The company
is providing the visitor with several links to e-mail address under the option “contact us”.
This is according to the theory by Lynch & Horton (1999).

Jobline.se provides separate e-mail addresses for different information and feedback,
which is in accordance with the theory by Lynch & Horton (1999). In addition to the
theory they also provide the visitor with toll-free telephone numbers. The company also
uses focus groups and conducts own investigations on the Web site to receive feedback.
For spray.se it is important to evaluate the feedback in order to strengthening the brand.
Spray.se provides e-mail addresses for feedback from the customers for different areas
such as complaints, praise, and proposals. This verifies what the theory by Lynch &
Horton (1999) discuss about what companies should provide.

Update and Upgrade

For boo.com it is important to have a rich content that is frequently updated to avoid
disappointed customers. The company believes that a continuously development of the
Web site also will maintain the customers interest for the site.  The Web site is constantly
updated with new product offerings and a new issue of the magazine Boom. The
company will also continue to develop the avatar Miss Boo with even more advanced
technical interference to increase the interest and the number of visitors to the Web site.
This verifies what Janal (1998) state about the importance of updating constantly to get
people come back again. However boo.com does not have a revision date on the Web
site as suggested by Lynch & Horton (1999).   Etrade.se is frequently delivering up-to-
date information and news in different forms in order to live up to their brand.  The
company also believes that there are also other improvements and adjustments that are
necessary if they are going to achieve their goal of being on the edge in their business
category through content and services provided. The company does frequently update
the home page, interface, and content. Etrade.se is thereby providing updated
information and content and that is also in accordance with the theory by Janal (1999).
The company explains the reason for not providing a revision date on the Web site with
the statement that they provide frequent adjustments the whole time. More or less all
information on the Web site is the most accurate information available, with a maximum
delay of one minute. The issue about revision date contradicts thereby to what Lynch &
Horton (1999) discuss in the theory.

For jobline.se it is very important to update and upgrade the Web site both for the
credibility reason and return of visits. Within the company there is a loyalty department
making sure that the candidates are updating their CV’s on a regular basis. All other
information on the Web site is also updated on a frequent basis verifying what Janal
(1998) state about this issue.  However jobline.se does not provide the latest revision
date on the Web site as suggested by Lynch & Horton (1999). The Web site of spray.se
is continuously updated with new features, ads, and information. However there is no
notification on the Web site about the latest update except for their news service. The
issue about updating information frequently verifies what Janal (1998) state in that
matter, but the issue about revision date contradicts to what Lynch & Horton (1999)
suggest in their theory.
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Long-term Relationship

Boo.com creates curiosity for their Web site through the avatar Miss boo, but also
through new trademarks and the magazine Boom. The company is also offering a
customer club called Club Boo, which will result in return of visits. Boo.com has also
had unique events like contests and different offerings on the Web site. The company
believes that giving away free samples could be a good idea if the customer first had to
accomplish something. The company is providing unique features and creates curiosity as
suggested by Ellsworth & Ellsworth (1995). In addition to the theory the company
provides the customers with a customer service function and a high range of products on
a regular in order to get the customers come back.

The company wants to amuse the audience in an informal way and with user experience.
Miss boo creates word-of-mouth which affects return of visits but also the number of
new visitors. The company is not planning to have a discussion group or chat but they
believe that it could be a good idea. The company provides thereby not conferences with
famous people but they have famous writers on the site that affects the return of visits.
Previous customers or members of Cluboo have an insider’s only area in order to create
a relationship and trust towards the brand. The company offering compelling content and
an insiders only area as suggested by Janal (1998) but is not offering an ability to discuss
or talk with famous people on the Web site which contradicts to the theory by Janal
(1998). Boo.com believes that it is very important to provide the customers with all kind
of information regarding the purchase and payment. To eliminate the risk of buying
boo.com offers the customer free delivery and return without charge. To increase the
security and trust there is also a customer service available twenty-four hours per day.
For privacy and security reason the company uses a safe server software that codes the
information sent from the customer. This verifies what Kania (1999) state about
relationship and trust.

Etrade.se tries to create curiosity and keep an interest for the Web site with different
functions but for the company it is also of great importance to have a clear and straight
communication with the customers. Functions provided on the Web site that creates
curiosity are for example the model portfolio and real time information from Reuters.
The company also offers a unique diagram analysis with three different functions.
Etrad.se also provides the visitors with unique events now and then such as contests and
free offerings. This verifies what Ellsworth & Ellsworth (1995) discuss about
encouraging return of visits through curiosity and unique events. The frequently updated
financial information is content that is compelling to the visitors and will result in return
of visits. There is no chat or another form of discussion group available on the Web site
with or without famous people, and it contradicts to what Janal (1998) state about these
issues. However, the company is considering having some sort of a celebrity challenge on
the Web site.

The content on the Web site is not available for everyone and a new visitor can only view
some of the information available. Access to all information within the Web site requires
an username and password. This verifies to what Janal (1998) state about insiders’ only
area. For trust and security reason the customer first must receive username and
password by registered post to be able to log in.
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Thereafter the customer must log in every time they visit the Web site but also when
buying financial services at etrade.se. The log in procedure also gives the customer
possibility to examine their deposits and previous orders. All this issues verifies what
Kania (1999) discuss in the theory.

Jobline.se offers unique services to increase traffic to the site such as Match Mail and
Career News. These services also creates curiosity and make the visitor return
continuously for more information. The company also provides events such as contests
to create curiosity for the Web site. This verifies what Ellsworth & Ellsworth (1995)
state about these issues.  Jobline.se is always trying to be interesting and providing the
visitors with compelling content such as new information and offers. The compelling
content is also the number of new job opportunities and candidates available. The
company does not have a chatting function or providing a conference with famous
people and this contradicts to what Janal (1998) suggest in his theory.

The other issues are however according to the theory.  In addition to the theory
celebrities are something jobline.se has worked with during different seminars. Since the
members leave out sensitive information to the company it is very important that the
whole site feels confident and reliable. That is also the reason for the sophisticated layout
that the company uses on the Web site. The candidates only need to log in and thereafter
they can feel secure that jobline.se are taking care of their carrier in the best possible
way. The personal details are totally confidential and are not given to anyone without
permission. The password and username given to a registered user of the Web site gives
the user an access to a personal page containing previous job applications, CV, and other
information that the user has given. This is according to the theories by Janal (1998) and
Kania (1999).

The content is extremely important for spray.se because if the content is poor or not
compelling the visitor will not return. By offering better and funnier services or providing
contests the company creates more traffic to the Web site. Spray.se do not exactly offer
unique services but the company believes that they offer services with better quality if
comparing with other portals. However something unique spray.se has within the Web
site to create curiosity are the use of different animals such as a zebra, a giraffe, a lion,
and a camel. The company also provides different contests to create curiosity. The dating
function is something new and quite unique that has increased the curiosity for the Web
site. The theory by Ellsworth & Ellsworth (1995) is thereby totally applicable to spray.se.

Spray.se is offering compelling content as huge amount of information available and
plenty of services and products available within the Web site. The company is also
providing the visitors with a discussion group and a chat. The company is also working
with celebrities to increase the interest for the Web site.  The insiders’ only area provided
by spray.se is spray mail. The company is providing the visitors with compelling content,
a discussion group, chat, and conference with famous people which verifies what Janal
(1998) state about these issues however the insiders only area is not totally applicable to
the theory.  Spray.se believes that it is important with trust to get people coming back.
Security is important for their brand and especially as a provider of a mailing service. All
the e-mail messages sent or received through spray mail is password protected.
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User name and password is obliged when logging in to an account. Spray.se do not offer
coded e-mail messages at the moment. It seems that security and is taken seriously at
spray.se and Spray Mail and this is according to the theory by Kania (1999).

§ Interface

The logotype of boo.com has the shape of a super circle, which is a mixture between a
circle and a square. The logotype is provided on the top of each page within the Web site
and the size is small. This verifies what Janal (1998) discuss in the theory about the
logotype. However in addition to the theory the logotype of boo.com does not contain
“dot.com”, only boo.  Boo.com use the super circle shape consistently in their design of
the buttons. The buttons are also well placed within the Web site. The colours used are
consistent with orange background with white text. This is also according to the
suggestions about buttons that Flanders & Willis (1996) have. There is constant table of
contents on the top of each page containing the most important keywords. This is
according to what Lynch & Horton (1999) and Flanders & Willis (1996) suggests about
the tables of contents. Boo.com has a search engine within the site and it is placed in the
main menu where it is always available. This is also following the theory by Lynch &
Horton (1999).

Flanders & Willis (1996) discuss the importance of links as navigational tools and
hypertext links of boo.com are used within the site as a navigational tool and in for
instance the main table of contents, products, and when mentioning the e-mail addresses
and this is totally following the theory.  The theory by Jakobsson (1998) discusses that it
should not be too many graphics on the Web site. The company site is very graphical
focused containing many moving objects that draws attention such as Miss boo, buttons,
dress room function, the guided tour, and the magazine Boom. This contradicts to the
theory by Jakobsson (1998). Jakobsson (1998) also discuss the colour choice and that
the contrast between the text and background within the site should be considered. The
text is mainly written in black on a white background except for the links within the site
that are in orange. This gives a good contrast. The boom magazine is however quite
different emphasising more on blue, grey and brown colours. The choices of colours are
well considered and according to the theory by Jakobsson (1998).

The logotype is placed at the top of each page within the Web site of etrade.se and it is
of reasonable size. This verifies what Janal (1998) discuss about logotypes. In addition to
the theory the text on the logotype is E*TRADE Sverige and not etrade.se. The buttons
used in the menu are white on a purple background. Other buttons they company use are
black on a grey background. The log in button is black on an orange coloured
background. However, the buttons can consider being quite consistent. This verifies
what Lynch & Horton (1999) and Flanders & Willis (1996) state about buttons. The
table of contents is constantly at the top of each page and contains relevant keywords as
suggested by Lynch & Horton (1999) and Flanders & Willis (1996). Etrade.se is
providing the visitors with a search engine for quotes but not for a general search within
the site and this contradicts to the theory by Lynch & Horton (1999). The links within
the Web site makes it easier for the visitor to find information. This is also according to
the theory by Flanders & Willis (1996).
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The number of graphic used on the Web site is limited and this verifies what Jakobsson
(1998) discuss about graphics. Further Jakobsson (1998) talk about the importance of
contrast between background and text for an easy reading. The background etrade.se use
is white with text in black and links in blue. This verifies to the theory.

The logotype used by jobline.se is small, clear and consistent. The logotype is always
visible on the top of each page. The usage of the logotype by jobline.se is thereby
supporting the theory by Janal (1998). In addition to the theory the logotype includes the
country code “dot.se”. The number of buttons used by jobline.se is quite limited and they
are very discrete, small, and quite consistent. This verifies what Lynch & Horton (1999)
and Flanders & Willis (1996) discuss about buttons. The tables of contents that jobline.se
provide within the Web site gives the visitor the possibility to find required information
quickly and use relevant keywords. This verifies what Lynch & Horton (1999) state
about this table of contents. However, jobline.se does not provide a search engine within
the site as suggested by Lynch & Horton (1999).  The company believes that that it
would not work in their type of business and not internationally. The company is
however providing a selective search where the visitors type in a criterion and only the
matched items will be displayed. Jobline.se use hypertext links very frequently within the
site. This about links is following the suggestions made by Flanders & Willis (1996). The
use of animations and graphics is very limited within the Web site. Jobline.se aims more
to communicate and giving information then to attract attention. This is completely in
accordance to what Jakobsson (1998) suggests in his theory. The text used has contrast
to the background as suggested by Jakobsson (1998).

Spray.se use a well-sized logotype in red with their name and a globe. The name spray is
displayed most of the time at the top of the page. The theory by Janal (1998) is thereby
applicable to spray.se. In addition to the theory spray.se do not display the country code
“dot.se” in the logotype.  Spray.se is carefully designing the navigational tools used
within the Web site and consistency is of great importance. The buttons the company
uses are therefor consistent. This verifies what Flanders & Willis (1996) state about
buttons. The tables of contents used within the Web site gives the visitor quite an easy
way to find information however they do not use relevant keywords. This verifies in
some aspects to what Lynch & Horton (1999) and Flanders & Willis (1996) state about
tables of contents. Flanders & Willis (1996) talk about hypertext links and there are
plenty of links within the site of spray.se and they all provide the visitor with an easy way
to find the information. This implies to the theory about links.

There is however no search engine within the Web site and this contradicts to what
Lynch & Horton (1999) suggest for finding information easily on a Web site. In addition
to the theory the company provides an external search engine called Spray search within
the site that can search on the whole Internet. The company is also applicable to the
theory concerning graphics by Jakobsson (1998) since there is very limited number of
graphics used on the Web site. The theory discussing colours and contrast by Jakobsson
(1998) is also verified by spray.se since it is something spray.se have considered when
developing the Web site. There are no difficulties reading the text within the Web site.
In addition to the theories spray.se even has a colour manual for the colours the company
can use and a brand book that is a guidance in how they should use the buttons, icons,
and how to combine them.
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6.1.3 Advertising Web sites as Brands

According to boo.com offline advertising is good for brand building and brand image,
which include creating awareness and increasing credibility of the brand in the long run.
They consider that the integration can reach more people and increase the target
audience knowledge of the Web site. The company aims to extend their target audience
with offline and online advertising by increasing the return of visits, sales, new customer,
and this in turn help to build their brand. Boo.com gives their visitors a number of
reasons to visit their Web site by offering unique global clothes, free delivery,
possibilities for home delivery, and the ability to shop at anytime. They believe that it is
possible to catch the visitor and receive direct response once they are already online.
This means that the visitors only need to click on one of boo.com’s banners and will
directly land on boo.com’s Web site. Compared to if they see the brand name on
television they will have to first remember it, then find a computer, and lastly enter the
address.  This verifies to Kania’s (1999) theory except for brand personality; Strauss &
Frost (1999), Klein’s (1999), and partly Gilbert’s (1999) theory. However, Janal (1998)
theory of building relationship is not applicable for boo.com.

The major reason for etrade.se to integrate online and offline media is to receive more
traffic and to reach their target audience. They state that online and offline advertising
helps to build awareness among their audience, this can be verified to Kania’s (1999)
theory. All their customers should think about etrade.se when they consider buying
stocks or other financial services. According to etrade.se the traditional media gives them
the possibility to reach a broader target audience. Etrade.se want to give its customers a
reason to visit their Web site, this is applicable to Klein’s theory (1999). Etrade.se find
also the use of both media important to relationship building with the user, this is
accordingly to Janal’s (1998) theory. However, the part of Kania’s (1999) theory that
discusses return visits, and brand personality is not applicable for etrade.se. Neither is the
theory of Strauss & Frost’s (1999) that discuss direct respond.

Jobline.se integrates offline and online advertising because they want to reach two very
different target audiences, the candidates and the recruiters and to build traffic to their
Web site. They further state that it would not be possible for them to reach all their
potential and current visitors by only using online advertising. They try to encourage
their visitors to visit jobline.se by communicating that they are the largest recruitment
firm online. This verifies to Kania’s (1999) theory except for the brand personality and
Klein's (1999) theory. Jobline.se is not in accordance to Gilbert's (1999) and Janal's
(1998) theory of establish credibility, trust and build and maintaining a relationship.
Moreover jobline.se believes that the possibilities with traditional advertising are great
for market leading companies since they are top-of-mind in the business. The company
aims to evolve fast in the business and they believe this can be done by using online and
offline media.

Spray.se explain that they use offline and online media because of the great possibility to
receive visits from a broad audience, especially from the potential customers that are not
online. They believe that it is beneficial to use online and offline advertisement since they
experience that it obtains the awareness of potential and current users and lead to return
visits. Another important issue is that it is possible to build the personality of the brand
with the help of the integration.
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By using these advertising media spray.se can to reach its potential visitor that have
begin to use the Internet or the potential visitors that needs a reason for visiting spray.se.
Spray.se argues that the potential and current users that watch television read the
newspapers when they are not online and vice versa this is considered as an excellent
way to follow the user during the entire day and increase the media impact. With
traditional advertising spray.se affirms that it can strengthen the corporate image and
increase the customers trust to the company. At the same time it increases the sales, by
receiving more visitors, which leads to better prices and the company is able to run more
advertisements. Spray.se believes that the companies that invest in both online and offline
advertisement succeed with their brands. The company aims to attract its customers by
being the Internet friend, user-friendly, pleasant, and easy to find things, overall a good
Web site (portal). Spray.se can be fully applied to Kania’s (1999) theory, Klein’s (1999),
Gilbert (1999) except for credibility. Janal’s (1998) theory is not applicable for spray.se.

Online and Offline Advertising Tools

Boo.com believes that the most effective methods online to promote boo.com boo.com
are search engines, partnership/sponsorship with links to other sites banners. They do not
use newsgroup, mailing lists, or e-mail, interstitial or keyword that do not verify with
Gilbert (1999). They consider that e-mail can be effective as long as it is solicited. The
beliefs of which methods are the most effective according to boo.com do not verify to
the theory of Dietz (1999), which is mentioning search engines, solicited e-mail
advertising and offline advertising. The three most frequently used promotional methods
are search engines, offline promotion and banner advertising (Dietz, 1999). However the
other issue of which tools are the most frequently used is applicable for boo.com. Neither
is the theory by Clark (1997) applicable for boo.com.

According to Strauss & Frost (1999) the best media to advertising the Web site are
television and magazines, followed by radio and newspapers. The company advertise the
Web site as a brand in television, magazines, cinema and outdoor advertising in form of
posters, they also uses public relations and have seminars, to have the visitor come to the
Web site. They do not use newspapers, direct mail, or radio to advertise their brand.
This implies that boo.com is using two of the four most appropriate media to advertise
their Web site according to Strauss & Frost (1999). More specifically boo.com states
that television ads drives traffic to their Web site, however it is very expensive, this is in
accordance with Dietz (1999) theory.

Etrade.se pays for keywords uses buttons, e-mail, banners and mailinglists, and
newsletter to receive the best result from online and offline media, they believe these
tools to be the most effective. This is partly applicable to Dietz (1999) theory, besides
search engines and partly applicable to Gilbert (1999). Etrade.se do not use keywords,
which does not apply to the theory of Clark (1997). Additional to the theory, etrade.se
believes that partnerships/sponsorships is effective. It is important to find a few right
partners who will attract visitors and the right target audience and they are still trying to
find those of relevance to the company according to the branch and type of partnership,
to build partnership. Etrade.se also contribute to the theories by stating that the costs
online are high in relation to the media impact.

The company is at the present using newspapers, magazines, direct mail, telemarketing,
trade shows, and special stock meeting offline. They do not use, posters, outdoor
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commercial, television, or radio yet. The theory by Strauss & Frost (1999) that state that
television magazines, radio and newspapers are the best way to promote the brand which
implies that the theory is not fully applicable for etrade.se. Neither is it applicable to
Dietz (1999) theory about television and radio being the most effective advertising
methods to create awareness among a broad audience and generate traffic. Etrade.se
believes that television is the strongest and most expensive medium and drives the
greater part of the Web sites traffic, however as earlier mention they do not use it yet.
Etrade.se experienced that newspapers reach an extensive of audience. This can partly be
applicable to the theory by Dietz (1999), however etrade.se do not use or have the
experience with radio or television at the present.  Moreover etrade.se states that direct
mail is something that works well when the company have a complex message to deliver
together with an offering to their customer.

Jobline.se uses search engines, e-mail, mailing lists and newsletters, newsgroups,
buttons, and have partners. They work a lot with permanent buttons on different places
in the Internet that generates traffic to their Web site and increase the awareness of them
this verifies partly to Gilbert (1999). Partnership is an important part of jobline.se's
advertisement. They aim to have valuable partners in an early stage with brands that can
be associated with jobline.se. This verifies fully to the theory of Dietz (1999), except for
jobline.se also use solicited e-mail advertising. Above this jobline.se also uses keywords
as an advertising tool. This verifies to Clark’s (1997) theory. Further jobline.se
comments that their partnership is one of the most effective advertising methods used by
them online. Jobline.se uses the major advertising tools such as newspapers, magazines,
weekly press, and billboards, except for television or radio. This do not verifies to
Strauss & Frost (1999) theory or to Dietz (1999) theory. The limitations of the
newspapers and television, stated by jobline.se, are the cost, but on the other hand they
believe that these media drive the greater part of the traffic and create high awareness,
which is also discussed by Dietz (1999) and is thereby, applicable to jobline.se. Moreover
jobline.se comments that they think that radio is a great combination with the Internet
since it often used in combination by the users therefore it can increase the impact of the
brand.

The advertising methods online used by spray.se are at the present search engines,
banners, e-mail, interstitial, links, and sponsorships, newsletters, which concur with Dietz
(1999) theory and partly to the study of Gilbert (1999). Additional to the theory spray.se
uses e-mail. The company uses also keywords as an advertising tool that is applicable to
the theory of Clark (1997). According to spray.se advertisement on the Internet often
lead to more traffic and it is very cheap. Spray.se believes that since they are an online
company they should advertise online to be visible for their potential customers online.
They believe that their brand plays an extremely important role for their success now and
in the future. In all branches there are many equivalents Web sites but even though
people choose one of these and this is the Web site that have succeeded with its
branding. The study by Strauss & Frost (1999) is fully applicable to spray.se since the
offline advertisement used by spray.se is newspaper, magazines, television, radio, and
they also use outdoor advertising but only at events or exhibitions. Moreover the
company states that advantages of television are that it is a big medium, there is a broad
acceptance of the medium, and it is stable and trustworthy.
It is a strong medium but spray.se experience it also to be very expensive and broad. The
company has only an idea of who watches their television ads. Whereas they have a
selective audience with print advertising they think it is directed to a narrowed audience
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and often the people who buys the newspapers reads or see their ads. Further the
company comments that radio is good to combine with the Internet, especially in Sweden
since many people listen to it at work.

6.2 Cross Case Analysis

We will now summarise the findings of this analysis and make comparisons between the
four cases in order to find possible differences and/or similarities within each research
question. Each research question will be analysed and presented separately. In order to
clarify the comparison we will use the following symbols and explanations in the
following tables. 

+   In according to the theory
 -    Not in according to the theory

6.2.1 Objectives to have Web sites as Brands

As can be observed below in table 7 all the companies find that an important objective to
have a Web site as a brand is to reach the specific target audiences better. Boo.com
states that the target audience can be reach more efficiently when having the Web site as
a brand. Etrade.se state the importance of becoming top-of-mind for the right target
audience. Further jobline.se believes that it will lead to better satisfaction and loyalty to
the brand.
Spray.se is positioning to a wide target audience and one of the main reasons for having
the Web site as a brand is that they will reach a wider audience.

TABLE 7 Cross case analysis of research question one: Objectives

Objectives www.boo.com www.etrade.se www.jobline.se www.spray.se
Target audience + + + +
Be early + + + +
Be memorable:
Country specific top-level
domain name:

- + + +

Self-descriptive name - + + -
Coined name + - - +
Brevity + + + +
Distinctiveness + - - +
Longevity + + + +
Memorable + + + +
Easy to spell - - + +
Applicable to other countries + - - +
Registered nearby addresses - - + -
Long term relationship - + + +

The second objective, be early, is also considered important by all the companies but
only boo.com and jobline.se were actually first. Etrade.se comments that since they have
not the advantages of being first in the business they instead aim to be the largest



DATA ANALYSIS

81

company. Spray.se states that it would have been beneficial for their brand if they had
been first in the business. Further boo.com states that they it is not enough to be first
with the offerings they also want to be first with the technical features on the Web site.
Etrade.se is also aiming to be first with products and services provided on the Web site.
On the other hand spray.se is trying, rather than being early with new offers or technical
solutions, to fulfil customer requirements and demands as soon as possible.

However, the companies did not agree in the issue of being memorable. Etrade.se,
jobline.se and spray.se have chosen to have country-specific top-level domain names.
Whereas, boo.com has chosen to have “dot.com” in the end of the brand name referring
to a company instead of a country. Boo.com and spray.se believe that it is more
beneficial to have a coined name. Boo.com states that it is more important to have a
brand name that is easy to remember than that it is self-descriptive. Spray.se implies that
a coined name is more beneficial due to the simplicity. On the contrary, etrade.se and
jobline.se have chosen to have self-descriptive brand names. They explain the choice by
saying that it describes their business belonging and that they considered it beneficial for
them.

Another reason brought up by jobline.se is that the explanation process is shorter with a
self-descriptive name and they do not need to clarify what kind of business they are in.
However it is only market leading companies that can have self-descriptive names since
only the market leading companies will be associated with the business. Therefore
jobline.se believes that a self-descriptive name for a non-market leading company can be
a waste of time due to the fact that the brand name will instead be associated with the
market leading company. Further etrade.se use different top-level domain names for
different countries and etrade.se also explains the difficulty of establishing and delivering
the brand name when using both a domain name and a logotype. When delivering a
message etrad.se needs to switch between these and it is two messages to the receiver.
However the company still believes that it is very important to have the logotype
together with the address.

The qualities of a successful brand name considered by the companies are all in
accordance with the theory by Chiranjeev and Hemnes (1995) except for the term
distinctiveness. The brand names of jobline.se and etrade.se are difficult to legally protect
and are thereby not according to the theory by Chiranjeev and Hemnes (1995).
Additional there are other requirements for the online brands as discussed by Strauss &
Frost (1999) but it is only spray.se that fulfils all these requirements. We have observed
that confusion could occur concerning the spelling of boo.com and etrade.se due to
double “o” in boo.com and if to use a hyphen or not between the letter “e” and trade.

Further, etrade.se and jobline.se can be troublesome to apply in some countries because
it would be necessary to translate the names. The only company that does not contradict
to the theory about the necessity to have several registered addresses is jobline.se. They
have registered one nearby address, which is jobb.se. The reason is not only to avoid
competitors it is also to increase traffic from the audience that are not familiar with the
correct Web site address and are making guesses directly for a suitable address.

Moreover, all the companies are considering building a relationship with their customers
as an important objective to have Web sites as brands except for boo.com that believes
that relationship is an indirect outcome from having the Web site as a brand rather than
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an objective. Additionally jobline.se has a loyalty department within the company to
encourage relationship and return of visits.

6.2.2 Web site described as Brands

The requirements of what should be exposed directly at the home page as suggested by
Janal (1998) are not fulfilled by any of the companies. As can be seen in table 8 the
company that least fulfils these requirements is etrade.se. The encouragement for the
visitor to bookmark and/or make the site a starting page as mentioned by Janal (1998) is
not done completely by any of the companies. Etrade.se and jobline.se is not following
this suggestion at all and spray.se only encourages the visitors to make the site a starting
page and boo.com only suggests the visitors to bookmark the Web site. However all the
companies consider the target audience as an important factor when developing the
content of the Web site. Further spray.se comments that their site is a horizontal portal
with vertical portals, meaning that there are always contents suitable regardless kind of
visitor.
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TABLE 8 Cross case analyses of research question two: Content

Content www.boo.com www.etrade.se www.jobline.se www.spray.se
The home page:
General information + + + -
Services + - + -
Company highlights - - - -
Contact possibilities + - + +
Investor information - - - -

Job opportunities - - - +
Bookmark + - - -
Start page - - - +
Target audience + + + +
User hardware/software:
Further while downloading - + + +
Download (>30 seconds) - + + +
Consider user equipment - + + +
Alternate message - + + +
Feedback & evaluation + + + +
Update/upgrade:
Frequently + + + +
Revision date - - - -
Build relationships:
Create curiosity + + + +
Unique event/resource + + + +
Promote discussion - - - +
Famous people + - - +
Insiders only area + + + -
Security and trust + + + +

All the companies, except for boo.com, support the theories by Lynch & Horton (1999)
and Jakobsson (1998) discussing the consideration of the users’ hardware and software
in all aspects when developing the Web site. However, all the four companies value
feedback highly and are also evaluating it carefully, which is in accordance with the
theory by Janal (1998). Boo.com has even a company system that collects all the
received feedback from visitors and customers. Etrade.se consider the communication
with their visitors as very important. Jobline.se has own focus groups and conduct own
investigations within the site to collect feedback.

All the companies take care of the updating and upgrading within the Web site
continuously. However, neither one of the companies provide a revision date on the
pages as suggested in the theory by Lynch & Horton (1999).  Neither one of the
companies fulfil all the suggestions as mentioned by Ellsworth & Ellworth (1995) and
Janal (1998) in order to build a relationship with the target audience. Spray.se is the only
company that promotes discussions within the Web site but on the other hand the
company is the only company not having an insiders only area for the regular visitor i.e.
not member of Spray Mail. However all the companies fulfil the issues that Kania (1999)
state in the theory concerning security and trust.
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TABLE 9 Cross case analysis of research question two: Interface

Interface www.boo.com www.etrade.se www.jobline.se www.spray.se
Logotype:
On the  homepage + + + +
Top of each page + + + +
Small size + + + +
Consistent buttons + + + +
Table of contents + + + -
Search engine within site + - - -
Navigational links + + + +
Graphics - + + +
Colour contrast + + + +

We have observed that the requirement of the logotypes that are discussed by Janal
(1998) is applicable to all of the four companies. These companies have placed their
logotypes on each page including the homepage, and all the logos are of reasonable size.
The logotypes of the companies are presented on the homepage as; “jobline.se”, “boo”,
“E*TRADE Sverige”, and “spray” with a globe. However, we have noticed that the
logotype of spray.se and boo.com do not contain “dot.com” or “dot.se” after the name
and the logotype of etrade.se is E*TRADE Sverige. Jobline.se is thereby the only
company using the whole brand name as a logotype on the Web site. We observed that
the buttons of these companies are consistent within their Web sites and that all of the
companies provide the visitors with constant tables of contents on the top of each page.
However, spray.se do not use relevant keywords, which contradicts to the theory by
Flanders & Willis (1996). The other three companies however are all applicable to the
same theory.

Lynch & Horton (1999) state that it is necessary to provide the users with a search
engine within the Web site but this function is only provided by boo.com. However all
the companies provide the visitor with navigational links for an easy navigational
experience which is in accordance to the theory by Flanders & Willis (1996). Etrade.se,
jobline.se, and spray.se all have limited number of graphics and they are of reasonable
sizes making the Web sites user-friendly. Whereas the Web site of boo.com is more
focused on graphical features than being user-friendly. Furthermore the sizes of the
graphics used by boo.com are not always of moderate size. Boo.com contradicts thereby
to the theory by Jakobsson (1998). However, all the companies are offering the visitor a
good contrast between text and background.
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6.2.3 Advertising Web sites as Brands

TABLE 10 Cross case analysis of research question three: Online and Offline

Online/Offline advertising www.boo.com www.etrade.se www.jobline.se www.spray.se
Build awareness + + + +
Brand personality - - - +

Return of visits + + + +

Create traffic + + + +
Give reason to visit site + + + +
Credibility + - - -
Trust - - - +
Direct response + - - +
Relationship building - - + -

As displayed in table 10 the four companies all agree upon the importance of using
offline and online advertising to build awareness, create return of visits, create traffic,
and finally for giving the potential visitor a reason to visit the Web site. These issues are
considered to be very important for all of the four companies' brands. Spray.se is the only
company that believes that it is possible to create a brand personality and build trust with
the help of offline and online advertising.  Whereas boo.com is the only company that
believes that they can accomplish brand credibility with online and offline advertisement.
According to Strauss & Frost (1999) the usage of online and online advertising increases
the direct response online, but once again only spray.se can be applied in this theory.
Janal (1998) states that it is important to use both media to build relationship with the
customers this can be applied to all the companies except for jobline.se.

TABLE 11 Cross case analysis of research question three: Advertisement

Online/Offline tools: www.boo.com www.etrade.se www.jobline.se www.spray.se
E-mail - + + -
Mailing lists/Newsletters - + + +
Search engines + + + +
Keywords - + - -
Banners/Buttons + + + +
Interstitial or Pop-ups - - - +
Sponsorships/Partnerships + + + +
Television + - - +
Magazines + + + +
Radio - - - +
Newspaper - + + +

Television and magazines are the most effective advertising tools for the brand according
to Strauss & Frost (1999), however at the present only boo.com and spray.se is using
television as a medium. According to spray.se experience is television a medium with
broad acceptance, trustworthy, stable, and reaches to a broad audience. Whereas
boo.com comments that the television drives traffic to their Web site however it is very
expensive.
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Jobline.se on the other hand believes that television is as an effective tool but they do not
use it because it is a pricier option and their members are not ready for the impact of this
medium yet. Etrade.se believes that television is the most effective advertising tool and
that it should be the medium that drives most of the traffic to a Web site but they feel it is
also the most expensive. Therefore they do not use this medium at the present.
Magazines are used by all four companies and are considered by these companies to be
an effective tool to reach their target audience.

Other effective tools for the online brand are according to Strauss & Frost (1999) radio
and newspaper. Spray.se is the only company that uses radio and they believe it is a good
medium since many people in Sweden are listening to the radio at work. However, they
have experienced drawbacks such as the uncertainty of audience reach. Jobline.se states
that radio is a great combination with the Internet since it is often used in combination,
which leads to higher awareness. However, jobline.se have not considered using radio
for the moment.

All the companies except for boo.com use newspapers as an advertising tool. Spray.se
find that the major advantage with print is that they can reach their target audience easily,
knows which audience that buys the newspaper or magazine, as well as the high rate of
consumers that see the ads in the magazines.  Additionally, the companies also mention
that they use outdoor advertising to promote their brands except for boo.com. Moreover
etrade.se states that direct mail is something that works well when they have a complex
message to deliver to their customers.

One of the three most effective online tools for online brands is according to Dietz
(1999) solicited e-mail advertising. Table 11 points out that etrade.se and jobline.se use
e-mail as an advertising tool, however they are aware of the risk spamming with e-mail
advertising. Boo.com do not use e-mail advertising because of the same risk. Boo.com
believes that the usage of e-mail advertising should only be conducted if it is solicited.
Jobline.se on the other hand strongly believes that e-mail advertisement is a good
medium if used in a proper and serious manner. We can find the same outcome
considering the usage of mailing lists and newsletters, consequently all the companies use
it except for boo.com.  In addition, spray.se believes that if they would use e-mail
advertising it could be negative for their brand since it can be associated with spamming
and virus marketing.

However, they provide an e-mail service where they have the possibility to exposure
their brand on all the outgoing e-mail messages. The second most effective online tool
according to Dietz (1999) is search engine and keyword advertising, which is used by
etrade.se and jobline.se. We have observed that boo.com, etrade.se and spray.se are
listed in the search engines but they do not have keyword advertisement. Spray.se and
jobline.se state that their reason for not buying keywords to their Web site is because of
the risk of loosing the trust from their customers. Whereas, etrade.se buys keywords
associated with or related to the brand.  Jobline.se aims to have a fully cover registration
in search engines. According to Dietz (1999) one of the most common used promotional
method is banner advertising. The table shows that all of the four companies use this
method. Moreover etrade.se and jobline.se believes that partnership/sponsorship is an
effective tool if the company can find suitable partners. Finally spray.se is the only
company that uses interstitial as an advertising tool.
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7 CONCLUSIONS AND IMPLICATIONS

In the previous chapter we analysed the empirical data of the four companies. In this
chapter we are now able to draw some conclusions about the findings and also able to
answer our three research questions. In the end of the chapter we will also give
valuable implications for management and theory and finally some suggestions for
future research will be given.

7.1 How can the objectives for a Web site as a brand be described?

Concerning the empirical data received from the first research question we can draw the
conclusion that it very important to target a specific audience in order to build and
establish the brand. The target audience drives many aspects of the brand, from the
choice of the right products or services, content, message, to the decision of the type of
advertising tools. The brand should reflect the target audience and vice versa. We
conclude that this can be explained by stating that it is easier for a company to meet the
visitors’ requirements when aiming at a specific target audience. Furthermore, a brand
not only gives the ability to reach the right audience but also to increase return of visits
when providing the demanded products and/or services of the Web site visitors. Having
an established brand gives a greater possibility to reach the right target audience in a
more effectively and efficiently manner since it becomes easier to identify and hopefully
satisfy their needs. This will hopefully lead to the kind of content that users like and will
make them interested in visiting the Web site again. All the companies in our study
considered long-term relationship as an important objective and are thereby trying to
satisfy the needs of their target audience. This is an important aspect found in the
empirical data that is directly related to the return of visits. It is connected to the
experience during the visit but also the interest for the Web site after the visit. We can
conclude that the relationship with the customer is important to receive a loyal customer
base.

However, if a company aims to reach a broad target audience with their brand they must
consider to have a extensive knowledge about the audience that visits the Web site and
thereafter provide it in the best possible way. This can lead to a very extensive and mixed
Web site and can increase the risk of the customer getting lost in the site or are not able
to find what they are looking for. This can also make it difficult to update and upgrade
the Web site frequently. The advantages of aiming for a wide audience could however be
the total number of curious visitors and increased traffic, which in turn will make the
brand more well-known and hopefully more reliable through the impact from word-of-
mouth.

Due to the fierce competition among the Web sites on the Internet it is considered
relative important to be first on the market since the competitors are short behind in the
virtual world. However, the competitive advantage from being first on the market is not
as great online as offline. The time it takes for the competitors to establish business
online is much shorter than offline and therefore it is almost impossible to be alone with
products or service offerings for a long period of time. Being first is not as important as
being early. Due to the high number of new Web sites established everyday, online
companies not being early must put up a lot more effort in order to be seen. They also
constantly need to remind the audience of their existence.
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It is important to deliver the brand early to get recognised by the target audience. The
enormous amount of Web sites make the visitors confused and they will prefer the Web
site that they are familiar with and trust. The brand is therefore important when building
trust and relationship with the visitors. However, if the company is not early or not first
it needs to fulfil the customer requirements better but also offer something different or
extra comparing to the competitors online. Having the Web site address as a brand
facilitates for the audience to remember the address and this will increase traffic to the
Web site. The visitors are directly invited to the Web site. In other words, the audience is
directly shown to the door and only needs to open the door. However the choice of
brand name is something that the online companies need to consider.

An advantage of having a coined name, over a self-descriptive, is that it is not necessary
to translate the brand if the Web site is established in different countries. A translation of
a self-descriptive name is not possible since it would change the brand completely.
Another advantage is the possibility to legally protect the brand name from competitors.
Our findings also show that it is required to be a market leader to have a self-descriptive
name since all the advertising efforts from a non-market leading company (with a name
quite similar to the market leading company) will most certainly only benefit the
company being “top-of-mind” for the consumers. A self-descriptive name similar to the
name of the competitor can also risk the image since the risk is higher that self-
descriptive names are associated with each other. While a coined name is more unique
and there is a little risk of getting the brand name mixed-up with the competitors. We
conclude that it seems to be especially important to be early on the market for the
companies having a self-descriptive brand name. However, self-descriptive names are
beneficial if the company wants to reduce the explanation process of their products and
services.

The companies in our study are all active in different branches but it seems like the
companies that are providing the visitor with more serious content, and also make the
visitor leave sensitive information within the Web site have chosen a self-descriptive
name. The companies with coined names in our study are more commercial and are
perhaps more interested in using a brand name that is easy to remember. Furthermore it
seems to be a relations between the type of brand name and the advertising efforts. From
the analysis we found that the companies with coined names also used more offline
media in order to explain their product and services. We therefore conclude that a coined
name requires a higher advertising effort since the company has to explain what kind of
business they are in, and self-descriptive names are considered to be more reliable and
trustworthy and used by companies handling sensitive information.

Despite the use of self-descriptive or coined name the company must consider using a
memorable name. If the name is not memorable it can be difficult for the visitor to find
the company when being online. The brand name should be short and easy to spell so
that the visitors remember the address at once or at least after a short period of time after
being exposed to it. This is especially important when advertising the brand so that the
brand stays in the audience mind.
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The number of hits when searching for a company on a search engine is crucial. Not
finding the company can lead to loss of traffic or even damage the brand name.  We can
conclude that it is important to choose a brand name that is easy to find in the search
engines but also to register the brand name everywhere to increase the number of visits
to the Web site.

Continuing with the brand name with “dot.se” in the end of the brand name gives the
company recognition as being a Swedish company. This is an advantage if the company
only conduct business in Sweden. But if the company decides to have the Web site in
several languages the company will need to acquire a new top-level domain name such as
“dot.com” or having a Web site registration for each country. Our conclusion is that the
company would benefit from using a “dot.com” address since it does not limit future
establishments in other countries. Having Web sites for each country would be more
expensive both concerning the registration fees and advertising. The Internet is available
all over the world and the online companies should therefore consider themselves as
international companies with immediate access to foreign markets.

The final conclusion within research question one is that the overall objective for having
the Web site as a brand is to have the brand as an invitation and to make it easier to find
the Web site, which increases the traffic to the Web site. All the objectives about, the
right target audience, being early on the market, choosing the right name, and building a
long-term relationship with the visitors, aims to increase the traffic to the Web site.

7. 2 How can the Web site as a brand be described?

To handle this enormous number of established online companies the visitors rapidly
choose their favourite Web site. The number of visits to a certain Web site is dependent
on the visitors’ first impression and the user experience of the Web site. The homepage is
central for the first impression the visitor gets when entering a Web site for the first time.
The homepage is where the visitors decide if they should continue to view other pages
within the Web site or simply go to another Web site. The competitors are merely a click
away when the user is visiting an online company therefore it is of great importance that
the homepage is clear and interesting. Primarily the company needs to present company
information and products or services available, but also to make the visitor familiar with
the brand by exposing it. The homepage is a great opportunity for this however it is
important to take advantage of this opportunity in order to build trust and increase
traffic. Trust is extremely important to be able to maintain the visitor and receiving return
of visits. Our conclusion is that the companies should provide all information of
importance in the table of contents on the homepage. The visitor should not need to
search within the Web site in order to find the information needing. Providing all possible
information directly on the homepage increase the company reliability and the first
impression of the Web site is trustworthy.

The content of the Web site should also be emphasised on the target audience in order to
satisfy them in best possible way. Our conclusion is that the target audience should drive
every aspect of the Web site in order to deliver the brand efficiently.  Another important
issue to consider is the downloading time of the Web site and its pages. By reducing the
number and/or size of the graphics on the Web site the downloading time will be
reduced.
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If a company does not consider the users equipment there is a high risk of loosing both
potential and existing visitors unless the Web site is extremely unique, interesting or have
very attractive products or services. If the visitor constantly must wait while each page is
downloading the user experience and impression will be negative and the relationship
with the visitor will be damaged. The user equipment decides how the brand is perceived
and experienced so we can conclude that the equipment is closely related to how the
visitor perceive the brand. In order to deliver the brand properly the companies should
therefore consider visitor equipment.

Updating and upgrading a Web site increase the credibility of the brand but also make it
more worthwhile for the visitor to return to the Web site. This can also be connected to
the visitor decision to bookmark the Web site or have it as a starting page. If the Web
site is not continuously updated and upgraded the visitor will find it useless to visit the
Web site on a regular basis. Our conclusion is that online companies of having regular
visits to the Web site and is therefore updating it continuously. The content is a very
important factor when visitors decide whether or not to return to a Web site.  Our
conclusion about feedback and evaluation is that it is considered important by the online
companies and that they use different channels for the visitor to get in contact with the
company.

The security and trust issues concerning Internet shopping seems to be handled properly
by all of the companies. It is something of great importance to be able to build a
relationship with the customer. It is seems like the importance of having a loyal customer
is as important in the virtual world as in the real world. The companies aim to create
traffic, but also to create return of visits to the Web site. Having a unique content is
regarded as one of the most important competitive advantage to attract the target
audience. This is especially important online since the competition for attention is fierce
online. All the companies use unique events but are also trying to create curiosity with
different activities and functions on the Web site in order to create return of visits. Our
conclusion is that building long-term relationship through content is considered highly by
the online companies. The companies are continuously trying to find features and
activities, which will make the visitor curious. This will increase the traffic to the Web
site, both from new visitors and loyal visitors, and this is considered a competitive
advantage.

The interface is also something highly considered by the online companies. Our
conclusions about logotype is that exposure of the logotype frequently on the top of each
page is an easy way of delivering the brand identity, but it also reminds the visitor about
the brand, and that the visitor still are within the Web site. The use of the whole domain
name as a logotype is not frequently used even though the Web site address also is the
brand name. However, we believe that it is an opportunity to expose the whole brand
name on the Web pages and that it gives a consistent image of the brand. We also believe
that it is very practical to have the logotype designed as a link always leading to the
homepage. This increases the brand exposure when the visitor constantly is clicking on
the logotype when going back to the homepage. This means that the logotype gets more
exposed and being a helpful function also creates a positive feeling for the visitor.
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The use of buttons by the online companies was consistent. The companies have also
recognised the importance of navigational links for the user experience. Online
companies are also aware of the importance of the contrast between the text and
background so that the visitor will not have any difficulties reading the material
presented within the Web site. However our conclusions are that the buttons could be
more emphasised on the brand identity, for instance by the use of colours. A good idea
would be to have the brand name exposed on some of the buttons too so that the visitors
relate the whole Web site with the brand. Our conclusion concerning the tables of
contents is that they should contain relevant information under each option and that
better keywords in the tables of contents will help to find required information quicker.
Both navigational links and table of contents are excellent tools to promote and present
the content of a Web site and good navigational tools will probably increase the time a
visitor stays within the Web site. Search engines within the site is used moderately and
seems to be underestimated as a navigational tool.

7. 3 How can a Web site as a brand be advertised?

In order to build a Web site as a brand it is not enough to advertise on the Internet. Our
conclusion is that it is important to integrating online and offline media for brand
awareness and recognition of the brand. Traditional media is important when it comes to
exposing the brand and delivering the brand message, which we conclude to be an
invitation to the Web site. We conclude that the brand is best delivered through
traditional media because offline advertising reaches a broader audience, which make
Internet users thereby more available. Another issue is that the Internet visitors are
getting more demanding and have a more critical opinion towards the companies
conducting business online due to the security and safety issues. Therefore it has been
recognised that delivering the brand by the use of traditional tools also increase the
credibility of the company. Using traditional media tools give the audience the impression
that the company is serious when conducting business online and thereby trustworthy.
Our conclusion is that online companies integrate online and offline media to create
awareness, create return of visits but also for giving the visitor a reason to visit the Web
site. We can draw the conclusion that online and offline media reinforce each other by
following the audience through the whole day. However, it is also important that the
brand is consistent wherever it is exposed.

Our conclusion concerning television, as an advertising tool is that it is considered being
effective, trustworthy, and an authentic tool to advertise the Web site as a brand offline.
This tool is highly valued by the online companies however not all companies have the
financial resources demanded for this kind of advertising. Television reaches a broad
audience and drives traffic to the site rapidly. Magazines are also considered as an
effective tool to reach the target audience because it allows the company to reach their
target audience easily. Further, we conclude that companies with coined names use
television more extensively in order to expose the brand, compare to the online
companies with self-descriptive names. Radio is a tool that was not used in a great extent
even though it can be combined with Internet in a good way. Radio also has the
advantage of following the customer throughout a whole day. However, it is very
difficult to reach the right target audience.
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Solicited e-mail message is the most effective online tool and also the most used.
However that it also has a negative aspect, spamming. We conclude that companies are
therefore using this tool carefully because it could very easily damage the brand. Further,
taking advantage of full registration in search engines is considered more valuable than
buying keywords. Our conclusion is that through keywords the company could get a
better ranking among thousands of other Web sites fighting for attention. It is easy to
disappear therefore keywords can have a valuable role. This is an opportunity for the
online companies since they are exposed at the top once the visitor search for something
they need or are interested in.

Partnership is something used by all of the companies. We conclude that the advantage
of partnership is that it reduces the amount of time and money spent on advertising.
However, once the companies decides to have a partnership with another company they
should consider choosing strong and attractive brand names that will not risk to damage
their reputation. It also important to consider content on the Web site that is unique and
compelling, which will attract the right partners.  Finally, the companies seem to consider
it quite natural to use both offline and online media. The companies aim to get noticed,
create credibility and grow fast (number of visitors) with the brand and this is one of the
main reasons to use offline media. However, the requirements on the Web sites’ content
and interface is important if the combination of offline and online advertising will have a
long lasting effect.

7. 4 Implications

The conclusions we have drawn in the previous section finally lead us to some
implications within our area of research. Our findings may be a useful tool for companies
interested in how to establish their Web site as a brand but also for the companies that
for the moment are trying to establish their brand.

7.4.1 Implications for Management

The overall recommendation to the managers of online companies is to carefully examine
the Web site and analyse if they provide all the necessary activities as mentioned in the
literature of this study.

In the study we found that the company did not use registration of nearby addresses.
However, we believe that this is a rather effective way to increase traffic from potential
visitors since they often make guesses on possible names directly on the address field in
the browser. Having several nearby addresses will also reduce the risk of losing visitors
to competitors with similar names. The pages can be used for advertising campaigns or
simply provide a link to the correct Web site address. We believe that this is especially
important for the self-descriptive brands since the risk for getting competitors with
similar names is more likely. Further, the costs from registering other addresses will most
likely pay off.

We also recommend the companies to evaluate the homepage since it is the first
impression the visitor gets of the company. In order to maintain the visitor it is important
with tables of contents for navigation through the Web site but it is also very important
to use relevant keywords.
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The necessary information should not be included under other option so that the visitors
need to go through all the other options in order to find the required information. The
companies should also make sure that the homepage provide suggestions and perhaps
information about how to book mark the Web site or make it a starting page. This is an
easy way to increase return of visits.  When observing the Web sites we discovered that
most of the companies did not provide the top-level domain name in the logotype. Since
the companies advertise their domain name as a brand our suggestion is that they should
consider including the top-level domain name in the logotype, such as “dot.com” or
“dot.se”.

This will remind the visitor of the Web site address but will also increase the brand
exposure, which can create top-of-mind awareness. This is particular important if the
company use “dot.com” since many user often assume that the company will have the
country top-level-domain in the brand name. Another issue we observed considering the
logotype was that it could be used as a navigational tool. The logotype is provided on all
pages within the Web site and the company is therefore made a link back to the
homepage from the logotype. We believe that this is an excellent way to provide a link
back to the homepage and at the same time it is an opportunity to connect the brand with
the Web site.

Because of severe competition and the fact that the competitors are just one click away
the company also have to offer a unique, compelling, and interesting homepage. The
content should be emphasised on the needs of the target audience. The content should
also be frequently updated in order to maintain visitor interest for the site. The content
should also emphasise on security and safety issues since trust is important if the
company will convince the visitor to buy or use their services. The interface is also
important for how the customer will perceive the brand. Having well designed
navigational tools delivering the brand identity from use of colours to the use of buttons
will increase the brand image. We also recommend considering the user equipment when
designing the Web site. Having too many graphical functions will slowdown the
downloading and visitors will leave the Web site. Furthermore we recommend the usage
of search engines within the Web site, especially if the Web site is extensive. If the users
are looking for something special within the Web site and do not find it through the table
of contents they might miss offerings provided by the company and perhaps leave the
Web site.

Our recommendations concerning advertising is that the companies should use television
if they have financial possibilities to do it. Television an excellent tool for building trust
and creating awareness. The reach from television is unbeatable and a short commercial
will surely outweigh weeks of advertising in print. But it is also important to consider
what target audience the company is aiming for and combine television with other offline
tools such as magazines and newspapers.

When it comes to online tools we recommend the companies to use keywords, at least
now at the moment when it is not so frequently used. This is a great opportunity to get
visits from people searching for a specific product/service in the search engines. Further,
we recommend the companies to have partnership with other Web sites attracting the
right kind of audience. However, the company should carefully evaluate their partners to
avoid that the brand image could be damaged.
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7.4.2 Implications for Theory

Branding a Web site is a relatively new idea. Online companies spend correspondingly
large amounts of money establishing and supporting their brands. They do it because it
works. Users of their goods and services do so for a number of reasons that all correlate
to the establishment of the brand. Establishing a brand involves developing customer
recognition, preference, loyalty, and trust. We have find that the main objective for
having a Web site as a brand is to increase traffic to the Web site either through
attracting new customers or repeat visits from the loyal customers on a frequent basis.
Furthermore once the user visit a Web site is the content and the interface that decides
whether or not to visit the site again. The first step is to evaluate the objectives of the
company and if it is desirable to have the Web site as a brand. The company must also
decide their target audience. The second step is to create a memorable easy to remember
brand name and the Web site content and interface related to the target audience. The
third step is to decide how to advertise the Web site as a brand to reach and attract its
target audience. This will lead to brand awareness with the help of online and offline
advertising and a memorable brand name. The Web site as a brand is like an invitation to
the users. By advertising the Web site as a brand it gives the reached audience an
invitation and a reason to visit the Web site. It makes the visitors of the Web site to have
a pleasant time while visiting the Web site and a good impression after the visit. After
this the user decides whether or not to build a relationship with the company. With
content and interface the company maintain its customer within the Web site and create
return of visits, while the advertising of the brand creates awareness and gives an
invitation to the Web site. These efforts to have a Web site as a brand leads to the main
purpose increase traffic. The relationships can be shown in our own model, constructed
after we have reviewed previous studies and analysed the collected empirical data. See
figure 9.

Figure 9 The Web site as a brand
Source: Author’s own construction
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The following statements are the most important findings from our analysis of Web sites
as brands. These statements are visualised in figure 9.

§ It is important to develop the Web site from the ground with an attempt to provide
consistent quality. This is important because it helps a visitor develop favourable
expectations regarding areas of the site they have yet to visit.

§ The Web site as a brand has its own look and feel - its own personality. This is
important because it helps the site standout from the crowd - it is a distinct entity that
satisfies the visitors need for "landmarks" for lack of a better word.

§ We think that the Web site should make a good first impression. This is important
because it helps establish the visitors' expectations. Those expectations can then be
reinforced as the visitor browses deeper into the Web site.

§ The site attempts to deliver all that it promises. This is important because if a
company wants their visitors to put trust in the Web site it must also deliver what the
advertisement promises.

§ The Web site must attempt to exceed the visitor expectations. This is important
because it is a pleasant treat for the visitor and it makes a strong impression - building
visitor loyalty.

§ Since a Web site is content oriented, the company must attempt to provide enough
layers of pages to allow the visitor who dives in deep to continue to find useful and
interesting information. The idea is to reward the attention the visitors gives a site
with unique and compelling content. We believe this is important because it is those
visitors who are most likely to tell others about the Web site.

7.4.3 Implications for Future Research

This is a completely new area of research and therefore there are many interesting areas
that still are unexplored.

§ Our study has been focused on advertising as a media and not as a content. However,
it would be interesting to investigate how the companies advertise the brand when
looking at content and media messages. How is the curiosity to a online brand
created? By content we mean how the commercials on television and magazines
mediate the brand personality.

§ Entering online business is very easy the difficulty is to maintain a business online.
Once a company is online it is a global company. Logistics is therefore an important
issue especially for new and small companies. How can a company manage their
logistics efficiently. Do they manage to deliver their products on time? How does this
affect the brand image and the sales?

§ It would also be interesting to look more at the correlation’s between the use of
online and offline media when advertising. How can the companies combine these
tools in the best possible way?
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§ To investigate how to increase sales online? Are the users just visitors or are they
customers? What motivates the online users to spend money on a online company?
How can companies turn their visitors to regular buyers with the Web sites content?
Is branding online increasing the sales or are they just increasing the traffic?

§ Considering that the click rate on the banners are very low it is interesting to
investigate why companies still use banners and what can be done to increase the
attention to a banners. It would require to focus at the content (message) and design
of a banner ad. How are the banners designed in best possible way in order to drive
traffic to the Web site?
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INTERVIEW GUIDE

English Version

A. Company Presentation

§ Company name

§ Domain name

§ Industry

§ Date of establishment

§ Number of employees

§ Advertising costs offline (% of total)

§ Advertising costs online (% of total)

B. How can the objectives for a Web site as a brand be described?

§ Target audience

§ Be early

§ Be memorable

-    Top level domain name

- Brevity, distinctiveness, and longevity

- Memorable, easy to spell, and applicable

- Coined name/specific name

- Registration of several nearby addresses

§ Build long-term relationship

- Relationship

- Trust

C. How can the Web site as a brand be described?

§ Content:

§ Target audience

§ User hardware and software

- Consider equipment, software, Internet connection

§ Feedback and evaluation

-     E-mail address for comments, suggestions

§ Update and upgrade
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§ Build long-term relationship

- Curiosity, an unique event or resource

- Promote discussions

- Conduct conferences with famous people

- Create an insiders only area/password

- Compelling content

- Security and Privacy

D. How can the Web site as a brand be advertised?

Offline and online advertising:

§ Build awareness
§ Trial and repeat visits
§ Brand personality
§ Drive traffic to the site
§ Give reasons to visit the site
§ Establish credibility and trust
§ Build relationship
§ Direct response

Online and Offline advertising:

§ E-mail
§ Mailing lists & newsletters
§ Newsgroup
§ Banners & buttons
§ Interstitials or pop-ups
§ Search engines
§ Keywords
§ Sponsorships & Partnership

§ Television
§ Magazines
§ Radio
§ Newspapers
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INTERVJUGUIDE

Swedish Version

A. Företagsfakta

§ Företagsnamn

§ Domännamn

§ Bransch

§ Vilket år grundades företaget?

§ Antal anställda

§ Reklamkostnader i traditionell media (% of total)

§ Reklamkostnader på Internet (% of total)

B. Hur kan målsättningarna för att ha en Webbsidan som ett varumärke beskrivas?

§ Målgrupp

§ Vara tidig

§ Bli ihågkommen

-    Toppdomän

- Kort, går att skydda namnet, and varaktig

- Lätt att komma ihåg, lättstavad och lätt att översätta

- Ospecifik namn/specifik namn

- Registrering av närliggande adresser

§ Bygga kundrelationer

- Förtroende

C. Hur kan Webbsidan som ett varumärke beskrivas?

§ Innehåll:

§ Målgrupp

§ Användarens utrustning

- Tar hänsyn till utrustning osv.

§ Feedback, och utvärdering

-     Email adress for åsikter, förslag

§ Uppdatera och uppgradera



                                                            Appendix One - Interview Guide

§ Bygga kundrelationer

- Nyfikenhet, tävlingar

- Främja diskussioner

- Kända personer

- Skapa ”lösenordsskyddad” området

- Fängslande innehåll
- Säkerhet och privat

D. Hur kan en webbsida annonseras som ett varumärke?

Användandet av traditionell media samt Internet:

§ Skapa medvetande

§ Provbesök och återbesök

§ Varumärkespersonlighet

§ Skapa trafik till Webbsidan

§ Ge anledningar till att besöka Webbsidan

§ Skapa trovärdighet och förtroende

§ Skapa kundrelation

§ Direkt respons

Traditionella och Internet verktyg:

§ Email

§ Mailing listor & nyhetsbrev

§ Nyhetsgrupper (newsgroups)

§ Banderoller och knappar

§ Interstitials or Pop-Ups

§ Sökmotorer

§ Nyckelord

§ Sponsring och partnerskap

§ Television

§ Tidskrifter

§ Radio

§ Tidningar
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CHECKLIST FOR OBSERVATION

A. How can the objectives for a Web site as a brand be described?

§ Be memorable
- Top level domain name
___________________________________________________________________

- Brevity, distinctiveness, and longevity
___________________________________________________________________

- Memorable, easy to spell, and applicable
___________________________________________________________________

- Coined name/specific name
___________________________________________________________________

- Variations on the company domain name

B. How can the Web site as a brand be described?
 
     Content

§ Homepage:
- General information about the company
___________________________________________________________________

- Services
___________________________________________________________________

- Company highlights
___________________________________________________________________

- Contact possibilities /Investor information
___________________________________________________________________

- Job opportunities in the company
___________________________________________________________________

- Bookmark/starting page
___________________________________________________________________

§ User hardware and software:
- Go further while still downloading
___________________________________________________________________
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- Be downloaded within twenty to thirty seconds
___________________________________________________________________

- Alternate message
___________________________________________________________________

§ Feedback and evaluation:
- E-mail address for comments, suggestions
___________________________________________________________________

§ Update and upgrade:
- Revision date
___________________________________________________________________

§ Build long-term relationship:
- Security and Privacy
___________________________________________________________________

§ Interface

§ Logotype:
- Size/Top of each page
___________________________________________________________________

§ Colours
- Contrast
___________________________________________________________________

§ Graphics:
- Communicate rather than attract attention
___________________________________________________________________

§ Buttons:
- Consistent graphical identity, size, colour
___________________________________________________________________

§ Tables of contents

____________________________________________________________________

§ Search engine

  _________________________________________________________________




