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Abstract 
 
Supported by an ever-increasing body of literature, it is clear that the Internet has the 
potential to have a profound effect on marketing. While the opportunities afforded by this 
phenomenon seem readily apparent, there is still much debate and speculation on exactly 
what impact it will have on marketing.  
 
As the majority of studies of the Internet’s impact on marketing are think-pieces rather 
than empirical and they deal more with the potential than the reality of the Internet’s 
impact, there is a lack of empirical evidence in terms of what managers are actually 
thinking, and more importantly, doing in response. While we may speculate on the 
numerous advantages that Internet technologies can have on marketing functions, we 
need to know if and how companies are utilizing the Internet to improve marketing 
practice and performance. Also, while the Internet is having a profound effect on 
commerce in the economies of the developed world, there is less evidence of their impact 
on developing economies.  
 
To shed some light on this uncertainty, this study will examine managers’ perceptions of 
the impact of the Internet on key marketing activities in Iran. It employs a cross sectional 
research design involving self-administered, delivery and collection, surveys to Iranian 
marketing decision makers.  
 
Findings suggest that this new media will cause firms to redefine markets, marketing 
activity and value creation, although these changes are not dramatic.  The majority of 
firms still use the Internet for informational purposes but they are optimistic regarding the 
way in which products/services are marketed through the Internet in the future. A 
modified model for the World Wide Web Marketing that seems to be more realistic for 
developing countries is also presented. 
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Chapter I 

1 Introduction 
The purpose of this first chapter is to present a clear idea about the central issue of 
concern in this research and why we thought that this was worth studying. Initially, an 
introduction is provided in order to motivate the importance of the subject. At the 
beginning the definitions of Marketing and the Internet are described, followed by a brief 
introduction to the Internet technology. Next, the problem discussion and purpose of the 
research is included, which resulted in a formulation of the research questions and 
hypotheses. Finally, a disposition of this study is provided as “route map” to guide the 
reader through the rest of the report.  

1.1 Background 
Marketing is typically seen as the task of creating, promoting, and delivering goods and 
services to consumers and businesses (Kotler 2003). It is of interest to everyone, whether 
they are marketing goods, services, properties, persons, places, events, information, ideas, 
or organizations (Kotler 2003). The new economy is based on the Digital Revolution and 
the management of information (Kotler 2003).  
 
(Hoffman 2000) described the Internet as “the most important innovation since the 
development of the printing press”. The greatest invention of mankind is language; an 
invention in which all kinds of people have contributed over a long time and that enables 
them to communicate their feelings and thoughts. If that is the case, the second greatest 
invention is coming of age; that is the International communication network, whose last 
manifestation is the World Wide Web (WWW). Language gives human beings the 
possibility of communication and the Web is removing its biggest physical barrier, 
distance. This second invention which is the result of thousands of inventions and 
discoveries is a continuous growing and developing phenomenon, as language is (Kiani 
1998).  
 
According to (Barwise et al. 2002) the Internet has become one of the most discussed 
topics in business and academia. The speed of development of electronic marketing has 
been fast by any standards, and especially compared with the slow process of academic 
research and publication. Their overall assessment is that, despite the earlier hype, the 
Internet remains the most important development in B2C markets since the growth of 
television and supermarkets 50 years ago, and the most important in business-to-business 
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(B2B) markets since the railroad and telegraph 100-150 years ago. Companies have 
stopped thinking of the Internet as an information channel or a sales channel. The Internet 
requires a complete rethinking of a company’s marketing strategy and the models on 
which it builds its business (Kotler 2003) 
 
The potential impact of the Internet technologies on marketing is a common topic of 
discussion in the academic and professional marketing and management literature 
(Blattberg and Deighton 1991; Day and Montgomery 1999; Gates 1999; Hoffman and 
Novak 1996; McKenna 1995; Stewart and Ward 1994). Supported by an ever-increasing 
body of literature, it is clear that the Internet has the potential to have a profound effect 
on marketing (Joseph et al. 2001; Leong et al. 2003; Morris et al. 1997; Shanklin 2002; 
Stewart and Ward 1994). 
 
Few business theorists would argue with the idea that the word is in the midst of an 
economic revolution as profound as that which occurred during the rapid industrialization 
in the latter half of the eighteenth century. Then, as now, new scientific and technological 
capabilities were transforming economies and lifestyles. The industrial revolution shifted 
the bulk of the working population from an agricultural environment to an industrial 
environment. Today, we are in the midst of the information revolution, largely as a 
consequence of the rapid advance of information technology since the 1950s. There is 
little doubt that this revolution has changed and will change the way we live, work and 
consume as profoundly as the advent of the industrial age that preceded it (Morris et al. 
1997). 
 
Iran, along with the rest of the world, has experienced phenomenal growth in Internet 
usage rates in recent years, but what impact does it have on marketing in Iran? What are 
managers, working in Iran, actually thinking, and more importantly, doing in response? 
What makes this study unique is that this is the first time that marketing managers’ 
perceptions of the impact of the Internet on key marketing activities are gathered in Iran. 
 

1.2 The Internet and the marketing concept 
According to (Chaffey et al. 2003) the word marketing has two distinct meanings in 
modern management practice.  
It describes: 
 

1. The range of specialist marketing functions carried out within many 
organizations. Such functions include market research, brand/product 
management, public relations and customer service. 

2. An approach or concept that can be used as the guiding philosophy for all 
functions and activities of an organization. Such a philosophy encompasses all 
aspects of a business. Business strategy is guided by an organization’s market and 
competitor focus and everyone in an organization should be required to have a 
customer focus in their job. 

 



Introduction 
A Study of Marketing Managers’ Perceptions of the Internet’s Impact on Marketing in Iran 

 

 - 3 - 

The modern marketing concept (Houston 1986) unites these two meanings and stresses 
that marketing encompasses the range of organizational functions and processes that seek 
to determine the needs of target markets and deliver products and services to customers 
and other key stakeholders such as employees and financial institutions. Increasingly the 
importance of marketing is being recognized both as a vital function and as a guiding 
management philosophy within organizations. Marketing has to be seen as the essential 
focus of all activities within an organization (Valentin 1996). The marketing concept 
should lie at the heart of the organization, and the actions of directors, managers and 
employees should be guided by its philosophy. 
 
Modern marketing requires organizations to be committed to a market/customer 
orientation (Jaworski and Kohli 1993). All parts of the organization should co-ordinate 
activities to ensure that customer needs are met efficiently, effectively and profitably. 
Marketing encompasses activities traditionally seen as the sole domain of accountants, 
production, human resources management (HRM) and information technology (IT). 
Many of these functions had little regard for customer considerations. Increasingly such 
functions are being reoriented, evidenced by the importance of initiatives such as Total 
Quality Management (TQM), Business Process Reengineering, Just in Time (JIT) and 
supply chain management. Individuals’ functional roles are undergoing change, from 
being solely functional to having a greater emphasis on process. Individuals are therefore 
being encouraged to become part-time marketers. Processes have a significant impact on 
an organization’s ability to service its customers’ needs. 
 
(Chaffey et al. 2003) argue that the Internet can be applied by companies as an integral 
part of the modern marketing concept since: 
 

• It can be used to support the full range of organizational functions and processes 
that deliver products and services to customers and other key stakeholders. 

• It is a powerful communications medium that can act as ‘corporate glue’ that 
integrates the different functional parts of the organization. 

• It facilitates information management, which is now increasingly recognized as a 
critical marketing support tool to strategy formulation and implementation. 

• The future role of the Internet should form part of the vision of a company since 
its future impact will be significant to most businesses. 

 
Without adequate information, organizations are at a disadvantage with respect to 
competitors and the external environment. Up-to-date, timely and accessible information 
about the industry, markets, new technology, competitors and customers is a critical 
factor in an organization’s ability to plan and compete in an increasingly competitive 
marketplace. 
 
The definition of marketing by the Chartered Institute of Marketing (www.cim.co.uk) is: 
 
Marketing is the management process responsible for identifying, anticipating and 
satisfying customer requirements profitability. 
 

http://www.cim.co.uk
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This definition emphasizes the focus of marketing on the customer, while at the same 
time implying a need to link to other business operations to achieve this profitability.  
 
(Smith and Chaffey 2001) note that Internet technology can be used to support these aims 
as follows: 
 

• Identifying –the Internet be used for marketing research to find out customers 
needs and wants; 

• Anticipating – the Internet provides an additional channel by which customers can 
access information and make purchases – understanding this demand is key to 
governing resource allocation to e-marketing. 

• Satisfying – a key success factor in e-marketing is achieving customer satisfaction 
through the electronic channel, this raises issues such as is the site easy to use, 
does it perform adequately, what is the standard of associated customer service 
and how are physical products dispatched?  

 
A broader definition of marketing has been developed by (Dibb et al. 2001): 
 
Marketing consists of individual and organizational activities that facilitate and expedite 
satisfying exchange relationships in a dynamic environment through the creation, 
distribution, promotion and pricing of goods, services and ideas. 
 
This definition is useful since it highlights different marketing activities necessary to 
achieve the ‘exchange relationship’, namely product development, pricing, promotion 
and distribution. 
 
Finally, (Kotler 2003) argues that we can distinguish between a social and a managerial 
definition of marketing. As a social definition: 
 
Marketing is a societal process by which individuals and groups obtain what they need 
and want through creating, offering, and freely exchanging products and services of 
value with others.  
 
As a managerial point of view, the American Marketing Association offers the following 
definition:  
 
Marketing is the process of planning and executing the conception, pricing, promotion, 
and distribution of ideas, good, and services to create exchanges that satisfy individual 
and organizational goals. 
 
A short introduction to Internet technology 
We require a basic understanding of Internet technology in order to discuss the Impact of 
Internet on Marketing. Knowing some of the pitfalls is useful as well. (Chaffey et al. 
2003) claim that the Internet has existed since the late 1960s when a limited number of 
computers were connected in the United States to form the ARPAnet. This was mainly 
used to enable academics and military personnel to exchange defense information. 
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Why then has the Internet only recently been widely adopted for business purposes? The 
recent dramatic growth in the use of the Internet has occurred because of the development 
of the World Wide Web. This became a commercial proposition in 1993 after 
development of the original concept by Tim Berners-Lee, a British scientist working at 
CERN in Switzerland in 1989. The World Wide Web changed the Internet from a 
difficult-to-use tool for academics and technicians to an easy-to-use tool for finding 
information for businesses and consumers. The World Wide Web is an interlinked 
publishing medium for displaying graphic and text information. This information is 
stored on web server computers and then accessed by users who run web browser 
programs, which display the information and allow users to select links to access other 
web sites (this process is known as ‘surfing’). 
 
The technical name for web addresses is uniform or universal resource locators (URLs). 
URLs can be thought of as a standard method of addressing similar to postal or ZIP codes 
that make it straightforward to find the name of a site. Web addresses are structured in a 
standard way as follows: 
http://www.domain-name.extension/filename.html 
The domain name refers to the name of the web server and is usually selected to be the 
same as the name of the company and the extension will indicate its type. The extension 
is also commonly known as the global top level domain (gTLD). For example“.com” or 
“.org”. Note that gTLDs are currently under discussion and there are proposals for adding 
new types such as .store and .firm. “.ir” represents a company based in Iran. 
 
How does the Internet work? 
The Internet enables communication between millions of connected computers world-
wide. Information is transmitted from client PCs whose users request services to server 
computers that hold information and host business applications that deliver the services in 
response to requests. As such, the Internet is a large-scale client/server system.  
The client PCs within homes and businesses are connected to the Internet via local 
Internet Service Providers (ISPs) who, in turn, are linked to larger ISPs with connection 
to the major national and international infrastructure or backbones (Figure  1-1). In the 
UK, at the London Internet Exchange which is the Docklands area of East London, a 
facility exists to connect  multiple backbones of the major ISPs within the UK onto a 
single high-speed link out of the UK into Europe and through to the US. These high 
speed links can be thought of as the motorways on the ‘information superhighway’ while 
the links provided from ISPs to consumers are equivalent to slow country roads. 

http://www.domain-name.extension/filename.html
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Figure  1-1 Infrastructure components of the Internet 

 
Figure  1-2 shows the process by which web browsers communicate with web servers. A 
request from the client PC is executed when the user types in a web address, clicks on a 
hyperlink or fills in an online form such as a search. This request is then sent to the ISP 
and routed across the Internet to the destination server using the mechanism described in 
the section on protocols. The server then returns the requested web page if it is a static 
(fixed) web page, or if it requires reference to a database, such as a request for product 
information will pass the query on to a database server and will then return this to the 
customer as a dynamically created web page. Information on all page requests is stored in 
a transaction log file which records the page requested, time it was made and the source 
of the enquiry. This information can be analyzed using a log file analyzer along with 
different browser-based techniques to assess the success of the web site. 

 
Figure  1-2 Information exchange between a web browser and web server 
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1.3 Research Problem 
The Internet is playing an increasingly important role in the marketing activities of 
organizations across a wide range of industries. While the opportunities afforded by this 
phenomenon seem readily apparent, there is still much debate and speculation on exactly 
what impact it will have on marketing. Also, there is a lack of empirical evidence in 
terms of what managers are actually thinking, and more importantly, doing in response in 
Iran. While we may speculate on the numerous advantages that Internet technologies can 
have on marketing functions such as product development, and promotion, we need to 
know if and how companies are utilizing the Internet to improve marketing practice and 
performance. To shed some light on this uncertainty, this study will examine managers’ 
perceptions of the impact of the Internet on key marketing activities in Iran. 
  
According to (Morris et al. 1997) most of the trends, theories and opinions are expressed 
largely with the first world in mind. He continues with asking the questions of: what then 
of the fate of marketing in the emerging economies of the globe or those of the third 
world? Are these places likely to be even further alienated and left behind as the first 
world retreats behind the virtual curtain of a new kind of economic activity? Will it only 
be the first world that will be able to benefit from a sophisticated communications 
infrastructure, that only it has the wealth to enjoy? 
 
Clearly, questions like these have great relevance for Iran as a developing country. If the 
Web is to be a truly world-wide medium which transforms commerce, then this country 
may indeed be a testing ground for it. Lessons learned might be equally applicable to 
firms in both the first and third world. 
 

1.4 Research Questions 
The answer to the questions below will together provide us the possibility to reach the 
objectives of our research problem.  
 
Do Iranian enterprises themselves believe that the information age will change, also for 
them, the balance of marketing power away from the traditional market dominators? Do 
they also believe that their marketing activities are likely to change when they are directly 
connected to the world economy via the Web? And do they think that this exciting new 
information technology will change both the markets that they have traditionally served 
and the value that they will bring to old and new markets? 
 
Thus, the subsequent research questions have been formulated: 
 

• Does the Internet and related technologies have caused marketers to think            
differently about the conceptualization of marketing activities? 

• Does the Internet and related technologies have caused marketers to think 
differently about their markets and how they define them? 

• Do marketers perceived the Internet to afford opportunities for offering greater 
value to customers? 
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1.5 Hypotheses 
The research attempt to determine whether Iranian companies, or international companies 
that are doing marketing activities in Iran, who have a presence on the web are doing so 
simply because it is relatively inexpensive, because they have nothing to lose, or because 
it is a new fad; or, because they believe that it will significantly change the way in which 
they define their markets and how they conceptualize or approach their marketing 
activities. It attempt to determine whether these changes in market definition and 
conceptualization are leading to new ways in which value can be created by organizations 
with a web presence.  
 
The following hypotheses are therefore formulated: 
 

• H1: The Internet and related technologies have caused marketers to think            
differently about the conceptualization of marketing activities. 

• H2: The Internet and related technologies have caused marketers to think 
differently about their markets and how they define them. 

• H3: Marketers perceived the Internet to afford opportunities for offering greater 
value to customers. 

• H4: A significant correlation exists between those organizations that believe the 
Web will change their conceptualization of the marketing activity and those 
believe it will change their market definition. 

• H5: Companies that believe that the Web will change their conceptualization of 
the marketing activity are significantly correlated with those that believe it will 
enable new ways to create value. 

• H6: Companies that believe that the Web will change their market definition are 
significantly correlated with those that believe it will enable new ways to create 
value. 

 

1.6 Disposition of the Study 
In the first chapter a broader problem has been narrowed down to a research problem and 
three hypotheses. The literature review in chapter two, will give the reader an overall 
review of different theories connected to the hypotheses. Based on the literature review a 
frame of reference is presented where the theoretical framework is selected to assist the 
data collection. In chapter three the methodology of this study is presented. Chapter four 
presents the data analysis and results drawn from the study and finally chapter five 
indicated discussions, conclusions and further research. A visualization of the disposition 
of this study is showed in Figure  1-3. 
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Figure  1-3 Disposition of the study
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Chapter II 

2 Literature Review 
 
Knowledge doesn’t exist in a vacuum, and your work only has value in relation to other 
people’s. Your work and your findings will be significant only to the extent that they’re 

the same as, or different from, other people’s work and findings (Jankowicz 1995). 
 
This chapter details the literature and research that has been conducted on the Internet’s 
impact on Marketing. Two major reasons exist for reviewing the literature (Sharp and 
Howard 1996). The first, the preliminary search which helps you to generate and refine 
your research ideas and the second, often referred to as the critical review, will form the 
foundation on which your research is built (Saunders et al. 2000). 
  
(Morris et al. 1997) conceptual World Wide Web marketing model is presented in four 
main parts (Adoption of the World Wide Web, Changing Conceptualization of the 
Marketing Activity, Changes in Market Definition and Value Creation) as the structure of 
this research. The first part tries to focus on developing countries, as the field work is in 
Iran. To reach to a better understanding of the environment, Internet diffusion and 
Internet penetration and usage in this country are mentioned. In following three sections 
the detailed terms related to the model will be described and explored. This gives reader a 
broad outline of the concepts that will be used later. 

2.1 Marketing and the Internet 
 
Supported by an ever-increasing body of literature, it is clear that the Internet has the 
potential to have a profound effect on marketing (Joseph et al. 2001; Leong et al. 2003; 
Morris et al. 1997; Shanklin 2002; Stewart and Ward 1994). 
 
During the last decade of the twentieth century there has been a lot of optimism regarding 
the Internet (Samaddar et al. 2002). In a 1994 article, (Goodman et al. 1994) observed, “If 
the Internet were a stock it would be considered a market phenomenon, with sustained 
double-digit growth and no apparent end in sight to the upward spiral”. According to 
(Joseph et al. 2001) this decade will be remembered as a watershed for global 
communication and commerce. The Internet entered the lexicon of daily conversation 
and, almost overnight, became a dominating and ubiquitous presence on the business 
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landscape. Companies such as Amazon and eBay became household brand names. In its 
seemingly myriad manifestations, the Internet began to transform domestic and global 
markets by shaping and reshaping relationships in the supply chain and by creating 
systemic changes in the way consumers shop, organizations buy, prospects are reached, 
transactions are completed, customers are serviced, and business is conducted. 
 
(Rettie 2001) attempts to categorize some of the ways in which the Internet will 
transform marketing. She noted three sources of change are identified: Cultural change, 
marketing management change and marketing in the new medium - Internet marketing.  
 
(Morris et al. 1997) developed the conceptual World Wide Web marketing model 
illustrated in Figure  2-1. He argues that adoption of the web is an independent variable 
influencing two interrelated aspects of the marketing function: the organization’s 
conceptualization of the marketing activity, and the definition of the organization’s 
markets. Changing conceptualization of the marketing activity refers to the likely changes 
in the way in which the organization conduct its marketing, such as reduced use of 
intermediaries, greater use of on-line payment, more interactive relationships with 
customers, and so on. Changes in market definition imply new target markets and market 
segments, including global markets, better segmentation, and elimination of less 
profitable segments or customers. Additionally, both the changing conceptualization of 
the marketing activity and changes in market definition are implicated in the ability to 
create value in new ways. Such value creation is associated with new and better ways to 
identify unmet customer needs, develop products faster, serve customers more quickly, 
make buying easier, customize products or services, and other ways in witch customer 
value can be augmented. 
 

Adoption of the
World Wide Web

Changes in Market
Definition

Changing Conceptualization
Of the Marketing Activity

Changes in Market
Definition

Changing Conceptualization
Of the Marketing Activity

New Ways
To Create Value

 
Figure  2-1 The World Wide Web Marketing Model 
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2.1.1 Adoption of the World Wide Web 
Since the Internet is a “new product”, an analysis of the pattern of its spread worldwide 
and within a given country from the perspective of innovation diffusion and adoption 
literature could provide valuable insights into the factors driving the diffusion dynamics 
(Takacs and Freiden 1998). 

2.1.1.1 Internet Diffusion 
By definition, an innovation is an idea, practice, or object that is perceived to be new by 
an individual or other unit of adoption (Rogers 1995). The literature on IT adoption and 
diffusion has been encouraged by the tendency to predict the factors which lead to 
adoption and use. This area of study has received a lot of attention during the last twenty 
years (Naude et al. 2003). Two basic diffusion theories, diffusion of innovation theory 
and utility of network theory, are used.  
 
The first, diffusion of innovation theory, studies the diffusion as a process by which an 
innovation is communicated internally over time among social members (Samaddar et al. 
2002). 
 
Many studies have been made since the 1930's to assess how new innovations are 
diffused in a society. One of the most prolific writers was Everett Rogers. In his book, 
(Rogers 1995), he suggested that adoption was a social phenomenon, characterized by a 
normal distribution. See Figure  2-2. 
 

 
Figure  2-2 Adopter categories 

 
The Innovators comprise 2.5% of the total number of adopters and are usually 
venturesome, risk takers, technologically inclined, can cope with a high degree of 
uncertainty, internally motivated and may or may not be respected by peers. The second 
group is the early adopters who comprise the next 13.5% of the total number of adopters. 
They are normally respectable, more integrated into the local social system than the 
innovators, they are opinion leaders, they make judicious innovation decisions, and they 
are internally motivated. The next 34% to adopt the innovation is the early majority 
group. They are deliberate, adopt innovations just before the average, follow others in 
adopting innovations, but seldom lead and they are externally motivated. The last 50% 
consists of the late majority (34%) and the laggards (16%). The late majority is 
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characterized by being skeptical, they adopt slightly later than average, they adopt for 
economic or peer pressure reasons, not usefulness, they are unwilling to risk scarce 
resources and they are externally motivated. The laggards are traditional, the last group to 
adopt, they have almost no opinion leadership, their point of reference is the past, they 
have limited resources and they are unwilling to take risks (Parker 1996). 
 
Rogers claims that the ideal pattern of the rate of adoption of an innovation is represented 
as an S-shaped curve, with time on the x-axis and number of adopters on the y-axis as 
shown in Figure  2-3 (Surry and Farquhar 1997). 
 

 
Figure  2-3 S-curve representing rate of adoption of an innovation over time 

 
The diffusion pattern of an innovation such as the Internet is a function of economic, 
political, cultural, and geographical factors (Dholakia et al. 2003). According to (Rogers 
1983) diffusion and adoption patterns of an innovation are functions of several elements 
including characteristics of the innovation itself, the channel of communication, the 
nature of the social system, and time. He identified five attributes of innovations, that 
best clarify their rate of adoption were relative advantage, compatibility, complexity, 
trialability, and observability (Rogers 1995). 
 
The second, utility of network theory, suggests that potential return from adopting a 
network depends on the number of existing users. This dependence is especially strong 
for computer and telephone networks where the value of a network increases, as does its 
number of users. This is also sometime referred to as network externality. Once a critical 
mass of membership is reached it motivates further adoption of the innovation. The total 
numbers of adopters plotted over time is expected to be an S-shaped curve with the take-
off point representing the critical mass (Samaddar et al. 2002). As for any interactive 
innovations, the diffusion of the Internet within a country is achieved when a critical 
mass of organizations and individuals adopt the technology. In other words, for the 
Internet to become a tool for socio-economic development, it is necessary that enough 
organizations and individuals adopt the technology so that it's further rate of adoption 
becomes self-sustaining (Rogers 1995). 
 
According to (Bazar and Boalch 1997) the Internet can be seen at three levels: National, 
organizational, and individual. (Christie et al. 1995) suggest that although there are many 
different economic, political, and cultural factors, and different strategies and technical 
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solutions may be adopted by countries, the process of diffusion of the Internet within a 
country has a common pattern. (Bazar and Boalch 1997) proposes a model to represent 
the diffusion of Internet technology in developing countries, the sequential process of 
diffusion, the main players in the diffusion process and the factors affecting the diffusion 
process, all at a national level. The suggested model for diffusion of the Internet within a 
country is illustrated in Figure  2-4. This model shows that the diffusion of the Internet 
within a country is believed to follow a pattern consisting of four areas of application: 
Research, Education, Commercial, and Widespread use by individuals. The organizations 
that play important role in the diffusion of the Internet within a country are Government; 
Infrastructure Providers (carriers); Funding Institutions; ISP and IT Professional 
organizations/associations. The rate of diffusion of the Internet within a country is 
dependent on number factors that promote or hinder the technology. These factors 
include Infrastructure; Government Policies and Regulations; Economic development; 
Culture; Language; and IT penetration in the country. 
 

 
Figure  2-4 Preliminary Diffusion Model of Internet 

2.1.1.2 Web adoption Model 
Since early 1994, researchers have discussed various models of Internet adoption. Taking 
into account an organization’s Internet strategy and its Web site’s functional 
characteristics,  (Teo and Pian 2004) proposed a model of Web adoption according to the 
different business objectives of Web sites as illustrated in Figure  2-5. Web adoption 
levels are described as follows: 
 

• Level 0: no Web site, only e-mail account. A firm in the Web adoption level 0 has 
not actually adopted the Web.  

• Level 1: Web presence: The first level is Web presence, where firms have made 
the adoption decision but the implementation is still in process. The purpose may 
be to occupy a domain name or simply to have presence. Generally, Web sites at 
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this stage provide information and brochures and tend to be non-strategic in 
nature. 

• Level 2: prospecting: This involves limited use of the Internet. Usually, Web 
adoption initiatives at this stage are spearheaded by individual departments. Thus, 
they are not tied to business strategy. Most firms at this level establish Web sites 
to provide customers with product information, news, events, interactive content, 
personalized content, e-mail support, etc. This provides potential customers with 
access to the firm’s products with minimal distributing cost.  

• Level 3: business integration: Web adoption is incorporated into the business 
model and integration of business processes is taking place. There are cross 
functional links between customers and suppliers and Web strategy is integrated 
with the firm’s business strategy.  

• Level 4: business transformation: This is the highest level of Web adoption. It will 
transform the overall business model throughout the organization. The focus is on 
building relationships and seeking new business opportunities. 

 

 
Figure  2-5 Web adoption model 

 
It is well known that the Internet is growing rapidly, but measuring that growth with a 
degree of precision is difficult (Press 1997). 

There are direct Measures and indirect Measures to assess the size of the Internet. The 
most common direct measures of Internet diffusion are: Number of Hosts,  Number of 
Users and Number of Subscribers. Some of the most common indirect measures of 
Internet diffusion are: Tele-density, PC-Density and Mobile-density (Nanthikesan 2000). 

The most common means for comparing the status of the Internet in various countries has 
been to use number of users or number of hosts. With a jump in the user base from tens 
of thousands at the beginning of the 1990s to over 300 million at the end, the Internet has 
undoubtedly diffused faster than almost any other technical innovation in modern times 
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(Wolcott et al. 2001). Today the Internet continues to grow day by day making 
McLuhan's (1911-1980) Global Village a reality. Table  2-1 shows the incredibly fast 
evolution of the Internet from 1995 till the present time that the Internet users through the 
world reach to 888 million (IWS 2005).  
 
Table  2-1 Growth of the Internet in the world 

Date Number of 
Users 

% World 
Population Information Source 

December, 1995 16 millions 0.4 % IDC 
December, 1996 36 millions 0.9 % IDC 
December, 1997 70 millions 1.7 % IDC 
December, 1998 147 millions 3.6 % C.I. Almanac 
December, 1999 248 millions 4.1 % Nua Ltd. 

March, 2000 304 millions 5.0 % Nua Ltd. 
July, 2000 359 millions 5.9 % Nua Ltd. 

December, 2000 451 millions 7.4 % Nua Ltd. 
March, 2001 458 millions 7.6 % Nua Ltd. 
June, 2001 479 millions 7.9 % Nua Ltd. 

August, 2001 513 millions 8.6 % Nua Ltd. 
April, 2002 558 millions 8.6 % Internet World Stats 
July, 2002 569 millions 9.1 % Internet World Stats 

September, 2002 587 millions 9.4 % Internet World Stats 
March, 2003 608 millions 9.7 % Internet World Stats 

September, 2003 677 millions 10.6 % Internet World Stats 
October, 2003 682 millions 10.7 % Internet World Stats 

December, 2003 719 millions 11.1 % Internet World Stats 
February, 2004 745 millions 11.5 % Internet World Stats 

May, 2004 757 millions 11.7 % Internet World Stats 
October, 2004 812 millions 12.7 % Internet World Stats 

December, 2004 817 millions 12.7 % Internet World Stats 
March, 2005 888 millions 13.9 % Internet World Stats 

 

2.1.1.3 Internet Penetration and Usage in Iran 
Although the Internet has experienced booming growth, the diffusion of this powerful 
communications technology has not been even throughout the world. Some countries 
have achieved a high penetration of Internet host computers, while many others are in the 
early stages of adoption (Du 1999). Although only 6 per cent of the world’s Internet users 
live in developing countries, 84 per cent of the world’s population lives in such countries 
(Futurist 2000).  
According to (World-Bank 1996), the main criterion for classification of countries and 
distinguish different stages of economic development is Gross National Product (GNP) 
per capita. Countries are classified into three categories: low, middle, and high income 
countries. Low-income and middle-income countries are generally referred to as 
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developing countries. However, the term 'developing' does not imply that the other 
countries have reached a preferred or final stage of development. 
 
Internet development in Iran, as a developing country, in recent years has attracted 
interest and attention from the industry, academia and policy makers. Over the past few 
years, Internet usage in Iran has been phenomenal. 
 
In majority of the cases in both industrialized and developing countries, the Internet is 
introduced by research institutes (Bazar and Boalch 1997). The Internet was introduced 
in Iran in 1992 at the Institute for Studies in Theoretical Physics and Mathematics in 
Tehran. It remained an academic tool until 1997. 
 
A study by (Adibi et al. 1999) shows that there were only 900 Iranian hosts on the 
Internet (under the .ir top level domain). He argues that caution should be exercised in 
quoting or using this number however, for the following important reasons:  
 

1. Hundreds of hosts, such as those at the Ministry of foreign affairs, other 
governmental offices, or the Iranian radio and television, are hidden from view 
behind firewalls.  

2. Increasing use of .com, .net, and .org domains by Iranian entities means that such 
hosts are not queried in the survey, which searches for domains under the .ir top 
level domain.  

3. Many companies and entities in Iran have only a few hosts connected to the 
Internet, which in turn feed entire local area networks with no direct Internet 
access and with local IP addresses.  

 
Taking the above into account, one could speculate that the real number of machines 
capable of accessing the Internet in Iran (in June 1999) was more than 10 times the 900 
figure, standing at around 9,000-11,000. 
 
(Adibi et al. 1999) with extrapolating from its previous estimates using host growth rates 
suggests that 65,000-80,000 people had Internet accounts in Iran until the year 1999. The 
breakdown was estimated as roughly 45-50,000 academic users, 5-8,000 government 
users, 5-8,000 industry users, and 10-12,000 individual users. 
  
Another study by (Dholakia et al. 2003)  shows that in the year 1999 there were 250000 
Internet users and 293 Internet hosts in Iran, that means 1.5 Internet users per 1000 
people and 0.004 Internet hosts per 1000 people. 
 
Comparing these numbers with the latest Internet usage and population statistics for the 
Middle East (IWS 2005) shows a 1820.0 % growth within five years in Iran (Table  2-2). 
This rate of growth is attention-grabbing when comparing with other countries although 
the Internet Penetration Rate, that corresponds to the percentage of the total population of 
a given country or region that uses the Internet, is not very high. The Internet usage 
information in Iran (4,800,000 Internet users) in Table  2-2 is for the year 2003. It comes 
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from the data published by (ITU 2005), International Telecommunication Union, see 
Appendix II. 
 
According to non official statistics of Shargh, an Iranian newspaper (dated July 23rd 
2005), the number of Internet users in Iran is about 6.6 million. 
 
Table  2-2 Middle East Internet Usage and Population Statistics 

Middle East Internet Usage and Population Statistics 

Middle East Population 
( 2005 Est. ) 

Usage, in
Dec/2000 

Internet 
Usage, 

Latest Data 
Use Growth
(2000-2005)

Penetration 
(% 

Population) 
(%) of
M.E. 

Bahrain 707,357 40,000 195,700 389.3 % 27.7 % 1.1 % 
Iran 68,458,680 250,000 4,800,000 1,820.0 % 7.0 % 24.8 % 
Iraq 26,095,283 12,500 25,000 100.0 % 0.1 % 0.1 % 

Israel (O.P.) 6,986,639 1,270,000 3,040,000 139.4 % 43.5 % 15.7 % 
Jordan 5,788,340 127,300 457,000 259.0 % 7.9 % 2.4 % 
Kuwait 2,530,012 150,000 567,000 278.0 % 22.4 % 2.9 % 

Lebanon 4,461,995 300,000 500,000 66.7 % 11.2 % 2.6 % 
Oman 2,398,545 90,000 180,000 100.0 % 7.5 % 0.9 % 

Palestine 
(West Bk.) 3,997,861 35,000 145,000 314.3 % 3.6 % 0.7 % 

Qatar 768,464 30,000 140,800 369.3 % 18.3 % 0.7 % 
Saudi 
Arabia 21,771,609 200,000 1,500,000 650.0 % 6.9 % 7.7 % 

Syria 18,586,743 30,000 610,000 1,933.3 % 3.3 % 3.1 % 
Turkey 73,598,181 2,000,000 6,000,000 200.0 % 8.2 % 31.0 % 

United Arab 
Emirates 3,750,054 735,000 1,110,200 51.0 % 29.6 % 5.7 % 

Yemen 19,600,009 15,000 100,000 566.7 % 0.5 % 0.5 % 
TOTAL 

Middle East 259,499,772 5,284,800 19,370,700 266.5 % 7.5 % 100.0 %

NOTES: (1) The Middle East Statistics were updated on March 24, 2005. (2) The demographic 
(population) numbers are based on data contained in world-gazetteer.com. (3) The usage numbers come 
from various sources and are consolidated here, the most recent usage information comes mainly from the 
data published by Nielsen//NetRatings, ITU, and other reliable sources. (4) For growth comparison 
purposes, the usage data published by ITU for the year 2.000 is furnished. (5) Data may be cited, giving 
due credit and establishing an active link back to Internet World Stats. ©Copyright 2005, Miniwatts 
International, Ltd. All rights reserved. 
 
This is important, however, to consider that the research firms, analysts, consultancies 
and other sources disagree on the definition for an internet user. The ITU subscribes to 
the definition of an internet user as someone aged 2 years old and above, who went 
online in the past 30 days. The US Department of Commerce, in contrast, defines internet 
users as those 3 years or older who 'currently use' the internet. Other market researchers 
have there own definitions. (IWS 2005) believe that a definition must be as general and 
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as simple as possible. For analyzing and comparing Internet users on a global scale, IWS 
adopts as its benchmark a broad definition and defines an Internet User as anyone 
currently in capacity to use the Internet. In their opinion, there are only two requirements 
for a person to be considered an Internet User: 
 

1. The person must have access to an Internet connection point, and 
2. The person must have the basic knowledge required to use this technology. 

 
In many Third World countries one Internet connection may be shared by many 
individual users. Due to this reason, Internet users might outnumber the amount of 
Internet access subscribers and also outnumber the telephone lines available in each 
country. With this logic, Table  2-3 shows Internet users and population stats for the 
Middle East.  
 
Table  2-3 Internet Users and Population Statistics for the Middle East 

Internet Users and Population Stats for the Middle East 

Middle 
East 

Region 
Population 
( 2005 Est. ) 

Pop. %
of 

World 
Internet Users,

Latest Data 

Use 
Growth
(2000-
2005) 

Penetration 
(% Population) 

% Usage
of World 

Total 
for the 
Middle 
East 

259,499,772 4.0 % 19,370,700 266.5 % 7.5 % 2.2 % 

Rest of 
the 

World 
6,152,567,413 96.0 % 869,310,431 144.4 % 14.1 % 97.8 % 

WORLD 
TOTAL 6,412,067,185 100.0 % 888,681,131 146.2 % 13.9 % 100.0 % 

NOTES: (1) The Middle East Statistics were updated on March 24, 2005. (2) The demographic 
(population) numbers are based on data contained in world-gazetteer.com. (3) The usage numbers come 
from various sources and are consolidated here, the most recent usage information comes mainly from the 
data published by Nielsen//NetRatings, ITU, and other reliable sources. (4) For growth comparison 
purposes, the usage data published by ITU for the year 2.000 is furnished. (5) Data may be cited, giving 
due credit and establishing an active link back to InternetWorld Stats. ©Copyright 2005, Miniwatts 
International, Ltd. All rights reserved. 

 
Since 2000, the Economist Intelligence Unit has published an annual e-readiness ranking 
of the world’s largest economies. A country’s 'e-readiness' is a measure of its e-business 
environment, a collection of factors that indicate how amenable a market is to Internet-
based opportunities (EIU 2005). The Economist Intelligence Unit’s e-readiness ranking 
methodology is both multi-faceted and constantly updated, reflecting both the variety of 
social, economic and technological factors that influence ecommerce, and the rapid pace 
with which they can change. Again in 2005, the ranking model consists of nearly 100 
separate quantitative and qualitative criteria, which are scored by Economist Intelligence 
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Unit country analysts and organized into six primary categories. These are, in turn, 
weighted according to their assumed importance as influencing factors. The six 
categories (and their weight in the model) and criteria are as follows: Connectivity and 
technology infrastructure (25%), Business environment (20%), Consumer and business 
adoption (20%), Legal and policy environment (15%), Social and cultural environment 
(15%) and Supporting e-services (5%). 
 
In Table  2-4 Iran (59th) remains on the lower rungs of the e-readiness ladder with the 
score of 3.08 out of 10. For the complete EIU e-readiness 2005 rankings see Appendix 
III.  
 
Table  2-4 Economist Intelligence Unite e-readiness rankings, Middle East and Africa 2005 

 
 
A country’s overall progress in e-government, (e-government is defined as: utilizing the 
internet and the world-wide-web for delivering government information and services to 
citizens), closely correlates with its social, political or economic composition. In an effort 
to gain an appreciation of the global e-government landscape in 2001, the American 
Society for Public Administration (ASPA 2001) and the United Nations Division for 
Public Economics and Public Administration (UNDPEPA) undertook a research study 
analyzing the approach, progress and commitment on the part of the 190 UN Member 
States. In this research Iran’s e-government index measured 1.31 qualifying its e-
government Capacity as Minimal, the e-government index is a mean figure derived from 
the Web Presence, telecommunications infrastructure, and human capital measures. In 
Table  2-5  some indirect measures of Internet diffusion like Tele-density and PC-Density 
in Iran as well as the e-government Index is illustrated. See Appendix IV for comparing  
e-government Index of Iran with the rest of the world.  
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Table  2-5 Benchmarking E-government: Asia / Oceania 

 
  

2.1.2 Changing Conceptualization of the Marketing Activity 
As it was discussed before, changing conceptualization of the marketing activity refers to 
the likely changes in the way in which the organization conduct its marketing, such as 
reduced use of intermediaries, greater use of on-line payment, more interactive 
relationships with customers, and so on. 
 
According to (Morris et al. 1997) the evolution and changes in the ways in which the 
marketing activity is performed as a consequence of new information technologies have 
been well documented (Blattberg et al. 1994; Glazer 1991; Stewart and Ward 1994).  
Several authors have pointed out that the Internet, and the web in particular, have some 
unique characteristics that make them central to a perceived paradigm shift in the way in 
which goods and services are likely to be marketed in the future. (Hoffman and Novak 
1996) state: “Because the Web presents a fundamentally different environment for 
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marketing activities that traditional media, conventional marketing activities are 
becoming transformed, as they are often difficult to implement in their present form”. 
Publishing the bulk of their recent work directly on the Web, these authors believe that 
conventional marketing activities need to be reconstructed for the emerging electronic 
society. They have launched a research programme known as Project 2000, concentrating 
on what they call “hypermedia computer-mediated environments”, or CMEs (Hoffman 
and Novak 1994). These are defined as large-scale networked environments, such as the 
Web. In this particular environment, a new marketing paradigm is emerging which is 
characterized by a shift in activity from the traditional One-To-Many communication 
model, through the One-To-One model, to the Many-To-Many model. 
 
In the traditional mass media-dominated market, interaction with the customer is via the 
“broadcast” message, using (McKenna 1995)’s terminology. In this marketing 
environment, the consumer is a captive, poorly differentiated, passive participant. 
Communication with him or her can be thought of as being of the One-To-Many kind, in 
which a single organization attempts to capture the attention of the “many” via 
traditional, non-interactive mass media. The One-To-One model, on the other hand, sees 
the marketer using information technology, such as a database, to segment the market to 
the extent that something more is known (or can be inferred) about the individual 
consumer. Such a consumer has become “addressable” (Blattberg and Deighton 1991) 
and can be engaged in a one-to-one sense via direct mail, a telephone call, or whatever. 
Ultimately, with fast, cheap information resources, the vast mass market of previous 
years can in this way be segmented to its conclusion: the segment of one; in which the 
marketer knows the particular, unique preferences of each of its individual customers. 
 
Predictions about the increasing fragmentation of markets as a consequence of new 
information technologies normally end at this point. Hoffman and Novak make the 
conceptual leap that distinguishes the Web from other technologies: In the Many-To-
Many model, information is not simply transmitted from sender to receiver. Rather, 
mediated environments are created by participants, and then experienced. Therefore 
consumers and customers can interact with the communication medium and even 
contribute to commercial content. (McKenna 1995) has coined the descriptive phrase 
“electronic collegiality” for this kind of interaction. The marketing activity in the 
emerging many-to-many environment is typified best by the networked, hypermedia 
capabilities of the World Wide Web. Here for the first time, “consumers actively choose 
where or not to approach firms through their Websites, and exercise unprecedented 
control over the management of the content they interact with” (Hoffman and Novak 
1994). 
 
The virtual web environment ought to alter the marketing activity for organization that 
chooses to use it not only for the above reason, but also because of the process in which 
the consumer is immersed during interaction with the Web. It can be argued that the Web 
is not merely a simulation of a real-world environment, but an alternative to the real-
world environment. In this particular “commercial cyberspace”, experiential behavior of 
the consumer (e.g. netsurfing) competes with goal-directed behavior (e.g. online 
shopping). For such a radically participative commercial interaction, the concept of flow 
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(Csikszentmihalyi 1990) is introduced, being the “process of optimal experience achieved 
when a motivated consumer perceives a balance between their skills and the challenges 
of their interaction with the CME’. The successful marketers thus aim to stimulate goal 
seeking behavior and seek to optimize the flow experience of the potential customer as a 
prerequisite to the purchase decision. 
 
(Morris et al. 1997) point out that these new demands on the marketer are certainly not in 
the realm of the marketing activity so well documented in orthodox textbooks, covering 
as they do issue like the marketing concept, the marketing mix, promotional strategies 
such as producer push, and consumer pull. The emerging concepts discussed above begin 
to indicate the extent to which organizations that adopt the Web will need to change the 
way in which they have traditionally conceived of the marketing activity. He believes that 
they are already seeing producer pull, and there is evidence that consumer push is 
beginning to make its presence felt. 
 

2.1.2.1 Items on changes in the conceptualization of marketing activities 
 
Change the way in which products/services are marketed 
The marketing opportunities of using the Internet can be appreciated by applying the 
strategic marketing grid (Ansoff 1957) for exploring opportunities for new markets and 
products (Figure  2-6). (Chaffey et al. 2003) state that the Internet can potentially be used 
to achieve each of the four strategic directions as follows: 

 
1. Market penetration. The Internet can be used to sell more existing products into 

existing markets. This can be achieved by using the power of the Internet for 
advertising products to increase awareness of products and the profile of a 
company amongst potential customers in an existing market. This is a relatively 
conservative use of the Internet. 

 
2. Market development. Here the Internet is used to sell into new markets, taking 

advantage of the low cost of advertising internationally without the necessity for a 
supporting sales infrastructure in the customers’ country. This is a relatively 
conservative use of the Internet, but it does require the overcoming of the barriers 
to becoming an exporter or operating in a greater number of countries. 

 
3. Product development. New products or services are developed which can be 

delivered by the Internet. These are typically information products such as market 
reports which can be purchased using electronic commerce. This is innovative use 
of the Internet. 

 
4. Diversification. In this sector, new products are developed which are sold into 

new markets. 
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Companies can use the Internet to adopt new approaches to selling products which 
involve positioning in one part of the grid presented in Figure  2-6, or in multiple 
quadrants.  
 

 
Figure  2-6 Market and product strategic grid 

 
Permit online payment 
According to (Bounie and Gazé 2004) the question of payments on the Internet was for a 
long time limited to the problems of electronic money. But its use today on the Internet is 
null, the payments being completed by means of numerous other electronic payment 
systems. 
 
(Kiang and Chi 2001) noted the Internet has provided a rare opportunity especially for 
small to medium sized enterprises. The Internet can ease transaction processing, 
especially for handling complex orders (Andrews and Trites 1997), thereby reducing 
paperwork, increasing efficiency (Long 1997), replacing professionals tasks (Sandilands 
1997), hence reducing the transaction cost (McKim 1997). The online payment system 
minimizes the processing fee and allows for small-fee transactions for micro-services. 
This is especially advantageous for SMEs because most of their business is generated 
from low-volume orders, allowing them to better compete with large cap companies. 
(Humphrey et al. 2003) claimed that an electronic payment costs only from one-third to 
one-half as much as a paper-based payment. 
 
Enable two-way interactive relationships with customers 
(Deighton 1996) was one of the first authors to summarize the key characteristics of the 
Internet. He identifies the following characteristics inherent in a digital medium: 
 

• the customer initiates contact; 
• the customer is seeking information (pull); 
• it is a high intensity medium – the marketer will have 100 per cent of the 

individual’s attention when he or she is viewing a web site; 
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• a company can gather and store the response of the individual; 
• individual needs of the customer can be addressed and taken into account in 

future dialogues. 
 

Figure  2-7(a) shows how traditional media are predominantly push media where the 
marketing message is broadcast from company to customer and other stakeholders. 
During this process, there is limited interaction with the customer, although interaction is 
encouraged in some cases such as the direct response advert or mail-order campaign. On 
the Internet, it is usually a customer who initiates contact and is seeking information on a 
web site. In other words it is a ‘pull’ mechanism unless e-mail is used (this can be 
considered as a push technique). Figure  2-7(b) shows how the Internet should be used to 
encourage two-way communication; these may be extensions of the direct-response 
approach (Chaffey et al. 2003). 
 

 
Figure  2-7 Summary of communication models for (a) traditional media (b) new media 

 
(Hoffman and Novak 1996) believe that this change is significant enough to represent a 
new model for marketing or a new marketing paradigm. They suggest that the facilities of 
the Internet including the web represent a computer mediated environment in which the 
interactions are not between the sender and receiver of information, but with the medium 
itself. They say: 
 
Consumers can interact with the medium, firms can provide content to the medium, and 
in the most radical departure from traditional marketing environments, consumers can 
provide commercially-oriented content to the media. 
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The content customers can provide may be directly commercial such as auctioning of 
their possessions such as via eBay (www.ebay.com) or could include comments on 
companies and products submitted via a newsgroup. 
 
An effective channel for communicating product/service information 
According to (Chaffey et al. 2003) the Internet provides further scope for integrated 
marketing communications. Figure  2-8 shows how it is just one of many different media 
channels (these channels are also offered by intermediaries). When assessing the success 
of a web site, the role of the Internet in communicating with customers and other partners 
can best be considered from two perspectives. First organization to customer direction, 
how does the Internet complement other channels in communication of proposition for 
the company’ s products and services to new and existing customers with a view to 
generating new leads and retaining existing customers? Second customer to organization, 
how can the Internet complement other channels to deliver customer service to these 
customers? Many companies are now considering how they integrate e-mail response and 
web-site call-back into their existing call-centre or customer service operation. This may 
require a substantial investment in training and new software. Some practical examples of 
how the Internet can be used as an integrated communications tool are as follows: 
 

• The Internet can be used as a direct response tool enabling customers to respond 
to offers and promotions publicized in other media. 

• The web site can have a direct response or call-back facility built into it. The 
Automobile Association have a feature where a customer service representative 
will contact a customer by phone when the customer fills in their name, phone 
number and a suitable time to ring. 

• The Internet can be used to support the buying decision even if the purchase does 
not occur via the web site. For example, Dell has a prominent web-specific phone 
number on their web site that encourages customers to ring a representative in the 
call-centre to place their order. This has the benefits that Dell are less likely to 
lose the business of customers who are anxious about the security of online 
ordering and Dell can track sales that result partly from the web site according to 
the number of callers on this line. Considering how a customer changes from one 
channel to another during the buying process is referred to as mixed-mode 
buying. It is a key aspect of devising online marketing communications since the 
customer should be supported in changing from one channel to another. 

• Customer information delivered on the web site must be integrated with other 
databases of customer and order information such as those accessed via staff in 
the call-centre to provide what (Seybold 1999) calls a “360 degree view of the 
customer”. 

• The Internet can be used to support customer service. For example EasyJet 
(www.easyjet.com), who receive over half their orders electronically, encourage 
users to check a list of frequently asked questions (FAQ) compiled from previous 
customer enquiries before contacting customer support via phone. 

 

http://www.ebay.com
http://www.easyjet.com
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Figure  2-8 Channel requiring integration as part of integrated e-marketing strategy 

 
An effective vehicle for improved market segmentation 
Internet advertising offers advertisers an advantage not available from other mass media: 
the ability to track individual consumer responses. For example, Internet advertisers can 
tell exactly where responding readers saw their adverts. This helps advertisers to avoid 
wasting money advertising on websites that do not attract profitable users. Internet 
advertising also holds the promise of being able to provide user demographics. This helps 
advertisers understand to whom their ads appeal so that they can be modified 
accordingly, and for improved market segmentation (Blumberg 2005). 
 
Permit a reduced need for middlemen 
The distribution channel will consist of one or more intermediaries such as wholesalers 
and retailers. (Chaffey et al. 2003) noted that the relationship between a company and its 
channel partners can be dramatically altered by the opportunities afforded by the Internet. 
This occurs because the Internet offers a means of bypassing some of the channel 
partners. This process is known as disintermediation or, in plainer language, cutting out 
the middleman. Figure  2-9 illustrates disintermediation in a graphical form for a 
simplified retail channel. Further intermediaries such as additional distributors may occur 
in a business-to-business market. Figure  2-9(a) shows the former position where a 
company markets and sells it products by pushing them through a sales channel. Figure 
 2-9(b) and (c) show different types of disintermediation in which the wholesaler (b) or 
the wholesaler and retailer (c) are bypassed allowing the producer to sell and promote 
direct to the consumer. He also noted that the benefits of disintermediation to the 
producer are clear – it is able to remove the sales and infrastructure cost of selling 
through the channel. (Benjamin and Weigand 1995) calculate that it is possible to make 
cost savings of 28% in the case of (b) and 62% for case (c). 
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Figure  2-9 Disintermediation of a consumer distribution channel showing: a) the original situation b) 
disintermediation ommitting the wholesaler, and c) disintermediation omitting both wholesaler and 
retailer 

 
An enhanced capability to bring new products to the market 
According to (Fine 2002) there are opportunities out there that can help get new products 
to consumers quickly and inexpensively. By combining new technologies, with physical 
manufacturing and distribution done by others, we can act quickly in these changing 
times. We can both satisfy the consumer and the bottom line at the same time, wile still 
remaining flexible enough to change when the market demands it. 
 
Influence the way in which products are priced 
(Samiee 1998) suggests that the Internet creates a greater degree of “price transparency” 
in global markets. The rapid flow of information on the Internet enables both consumers 
and competitors to research and compare the prices of goods and services easily and at a 
low cost. (Peterson et al. 1997) suggest that in conjunction with the emergence of third 
party search agents, which collect information on prices for consumers, the global pricing 
strategies of firms are increasingly consistent and are displaying a reduction in 
discriminatory price policies. 
 
Influence promotional strategies 
The promotion element of the marketing mix refers to how marketing communications 
are used to inform customers and other stakeholders about an organization and its 
products (Chaffey et al. 2003). (Fill 2000) considered the main elements of the 
promotional or communications mix could be: 

• Advertising 
• Sales promotion 
• Personal selling 
• Public relations 
• Direct marketing 
 

(Chaffey et al. 2003) outlined three different approaches for looking at how the Internet 
can be used to vary the promotion element of the mix: 
 



Literature Review 
A Study of Marketing Managers’ Perceptions of the Internet’s Impact on Marketing in Iran 

 

 - 29 - 

1. Reviewing new ways of applying each of the elements of the communication mix 
such as advertising, sales promotions, PR and direct marketing. 

2. Assessing how the Internet can be used at different stages of the buying process. 
3. Using promotional tools to assist in different stages of customer relationship 

management from customer acquisition to retention.  
 
Permit involvement with customers earlier in the buying process 
(Chaffey et al. 2003) suggest that the role of the Internet in supporting customers at 
different stages of the buying process should also be considered. Figure  2-10 indicates 
how the Internet can be used to support the different stages in the buying process. The 
boxes on the left show the typical stages that a new prospect passes through, according to 
(Robinson et al. 1967). A similar analysis was performed by (Berthon et al. 1998) who 
speculated that the relative communication effectiveness of using a web site in this 
process gradually increased from 1 to 6. On the other hand (Wynne et al. 2001) believe 
that in the virtual realm, it is possible to customize the buying process to the needs of 
each customer. Refer to (Berthon et al. 1996) for better understanding on the buying and 
selling processes and the Web site as part of the marketing communication mix. 
  

 
Figure  2-10 A summary of how the Internet can Impact on the buying process for a new purchaser 
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Do a better job of selling 
This item is directly related to Salespeople. According to (Butler et al. 1997) by the 
internet, workers could do their jobs in less than half of the time they currently spend. 
This means that a salesman will be able to spend much more time with customers, for 
instance, while R&D staff will have to spend much less time collecting data and waiting 
for test results. But the first stage is salespeople's reaction to technology. According to 
(Eastman et al. 2002)  both opinion leaders and those with a higher level of subjective 
knowledge (typically younger salespeople) have a more positive attitude about the 
Internet. They also suggest that perceived knowledge and the willingness to discuss the 
Internet with others impact one's attitude toward it. They suggest that there may be a 
generational gap between users and non-users of the Internet among salespeople. On the 
other hand, (Rich 2002) finds that most salespeople embrace the changes and believe that 
the new tools result in closer relationships with clients and increased productivity. At the 
same time, he found a distinct minority segment of salespeople who feel threatened by 
the new technology. Again, like the previous paper, the implications are that technology 
may create users and non-users. According to (Sharmai and Tzokas 2002) another group 
of papers discusses the role of salespeople in B2C markets, specifically in the retailing 
environment. (Grewal et al. 2002) suggests that despite the proliferation of Internet usage 
both by retailers and by retail customers, little is known about the impact of the Internet 
on the retail salesperson's ability to add value to customer encounters. They identify 
internet-related factors such as access to information, accessibility, economies of scale 
and information collection that potentially enable salesperson's successful execution of 
the personal selling process. They regard access to price information, novelty and 
convenience, ability to maximize sales promotions and loss of retailer control in service 
recovery as possible inhibitors due to the Internet. 

2.1.3 Changes in Market Definition 
As it was described before, changes in market definition imply new target markets and 
market segments, including global markets, better segmentation, and elimination of less 
profitable segments or customers. 

2.1.3.1 Items on changes in market definition 
Target new customers in currently served market segments / Target new customers in 
totally new market segments 
According to (Adelaar et al. 2004) there are four basic market settings with six types of 
relations between customer type and geographical market reach that can be attributed to 
customer value generated by click-and-mortar e-commerce: 
 

• Status quo markets (existing areas and existing customers): These markets consist 
of urban and suburban areas with a relatively large number of retail outlets. Click-
and-mortar e-commerce can consolidate a firm's market share through 
differentiating the stores' offering from the competition and increasing the 
retention of existing customers. Secondly, firms can build on their existing 
customer base by branching out into complementary services offered on the Web. 
Thirdly, Internet technology can provide stores with cost-effective tools to offer 
made-to-order products. 
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• Over-served markets (existing areas and existing customers): Firms may have a 
number of physical outlets in market areas, which is at odds with the number of 
customers served. These stores may exist for historical, social or cultural reasons. 
A straightforward reduction of the number of stores can be avoided if outlets can 
lower their operating cost by replacing routine transactions, traditionally 
performed in the store, with Web-based applications. 

• Under-performing markets (existing areas and new customers): People with 
particular characteristics, such as a relatively high purchasing power or a busy 
time schedule, may prefer ordering from a store's Website since they value the 
convenience of home-delivery. Click-and-mortar e-commerce may help change a 
firm's value propositions to attract these types of new customers. 

• Lost markets (new areas and (pre-)existing customers): A store's Website can be 
used as a tool to keep serving or re-attract former customers who are beyond the 
reach of existing retail outlets, because they have moved or were lost to 
competing firms. Furthermore, sharing customer data across a retail chain makes 
it easier for firms to keep serving customers after they relocate. 

• Adjacent under-served markets (new areas and existing customers): Geographical 
markets adjacent to urban areas often lack the market size to reach the threshold 
of a retail outlet, particularly when it comes to specialty products. People living in 
such under-served areas face higher purchasing costs (e.g. higher prices or longer 
travel time) compared to adjacent urban areas. The higher costs may make for a 
lower or an infrequent demand on the part of these customers compared to people 
living close to a retail outlet (Dawson 1980) .Click-and-mortar e-commerce can 
be used to reach these infrequent customers. Furthermore, online product 
information can provide distant customers with pre-sales and after-sales services 
thereby reducing the customers' costs. 

• Unserved markets (new areas and new customers): Firms can also target unserved 
markets by establishing a physical presence. This can be a costly operation, due to 
costs associated with customer acquisition, fulfillment facilities and adaptation to 
local market characteristics. Instead, firms can target new customers in 
international markets by using a Website to establish a closer proximity to 
prospective customers. Localized products or Websites can increase of the 
attractiveness of the products or services on offer. A third option to enter unserved 
markets is to establish an alliance with local partners, based on the 
complementary resources and skills of the partnering firm.  

 
An overview of the relations discussed is shown in Figure  2-11, (Adelaar et al. 2004). 
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Figure  2-11 Click-and-mortar e-commerce synergies and the effects on customers and markets 

 
Target customers globally 
Electronic media also introduce the possibility to increase the reach of company 
communications to the global market. This gives opportunities to sell into international 
markets that may not have been previously possible. Scott Bader (www.scottbader.com), 
a business-to-business supplier of polymers and chemicals for the paints and coatings 
industry, can now target countries beyond the 40 or so it has traditionally sold to via a 
network of local agents and franchises. The Internet makes it possible to sell to a country 
without a local sales or customer service force (although this may still be necessary for 
some products). In such situations and with the restructuring in conjunction with 
disintermediation and reintermediation, strategists also need to carefully consider channel 
conflicts that may arise. If a customer is buying direct from a company in another country 
rather than via the agent, this will marginalize the business of the local agent who may 
want some recompense for sales efforts or may look to partner with competitors (Chaffey 
et al. 2003). 
 
Compete more effectively globally 
(Pallab 1996) urges that the Internet facilitates the ease by which organizations can 
conduct global marketing campaigns, with particular relevance to smaller organizations 
that previously have been unable to compete on a global scale. With the growth in its user 
base and its inability to be constrained by either time or location, the Internet has the 
potential for mass communication and advertising with negligible variable cost per 
customer (Deighton 1997). 
 
Define markets more precisely/Add new segments to targeted markets 
(Rayport and Sviokla 1994) suggested the term “marketspace” for the virtual word of 
information in which electronic commerce takes place for the first time. The work of 
these authors is informed be their overarching belief that emerging information 
technology profoundly affects the ways in which markets are defined. Thus, marketers 
who have seized the tools of the information revolution quickly realize that traditional 
ways of defining their markets are no longer relevant. (Armstrong and Hagel 1996), for 

http://www.scottbader.com


Literature Review 
A Study of Marketing Managers’ Perceptions of the Internet’s Impact on Marketing in Iran 

 

 - 33 - 

instance, have pointed out that business have not yet fully understood the marketing 
utility of the notion of the online community. Such electronic communities can usefully 
be categorized into four distinct types, each of which meets a discrete consumer need: 

 
• Communities of transaction facilitate the buying and selling of services and 

products. 
• Communities of interest share common hobbies and interests. 
• Communities of fantasy participate in the creation of new virtual environments, 

personalities or stories. 
• Communities of relationship share common life experience such as divorce, 

cancer, widowhood or infertility. 
 
Electronic communities will slowly emerge as a dominant paradigm in the near future 
(Kiani 1998). According to (Morris et al. 1997) in order for marketers to participate, 
ideally as community organizers or owners, they must first understand the full range of 
products and services that the community need. This, of necessity, requires of the 
marketer conceptually to define markets around the need of a new kind of (virtual) 
community, rather that around more traditional concepts like age, income, geographic 
location or single product use frequency. An effective participant in the virtual 
community must be able to offer a suite of goods and services that may have little in 
common on the basis of physical attributes, but which are a logical bundle of goods and 
services for the virtual community in question. For example, ice hockey fans who 
regularly visit the Web pages of the National Hockey League (NHL) are a community of 
interest who might be keen to buy not only NHL tickets but also T-shirts, artifacts, 
hockey equipment and even travel packages to a playoff game in a remote city, all from 
the same virtual location, serving the ice hockey fraternity, irrespective of where 
individual fans might happen to live or work. Manufacturers could develop such clubs as 
a way of getting closer to consumers, or sponsor existing clubs (Armstrong and Hagel 
1996). 
 
(Rayport and Sviokla 1994) also offer compelling ways in which markets may be 
redefined once marketers participate in the marketspace. If a conventional marketplace 
transaction consists of content (the product offering itself), context (the way in which the 
product is offered) and infrastructure (that which enables the transaction to occur), then 
these three elements must usually be aggregated into a single value proposition or 
product offering. The distinguishing feature of the marketspace, however, is the ability of 
marketers using it to disaggregate content, context and infrastructure. In the online 
universe, marketers may thus choose to define their market only in terms of their ability 
to supply just the content of the product (for example, “news”), just the context (for 
example, customize news regularly delivered to a computer screen), or just the 
infrastructure (the cabling, modems and telecommunications systems required to deliver 
the news to the computer screen). The easy separation of content, context and 
infrastructure in the information centered marketspace thus compels the marketing 
function to think about changing its market definition in terms of what it is most 
competent to offer: Is the organization best placed to target users of content, users of 
context or user of infrastructure. 
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Expand the size of a targeted market 
According (Jelassi and Enders 2005) first, as a result of lower marketing and distribution 
costs achieved through the Internet, supply has expanded because suppliers are willing to 
pass some of their cost savings on to their customers and offer their goods at a lower 
price. Second, due to customers’ lower transaction costs, demand has also expanded. That 
is, at any given price, customers request more goods. The overall effect of these two 
movements is an expansion of the market volume, which is shown in Figure  2-12 by the 
new intersection of the e-supply and the e-demand curves. 
 

 
Figure  2-12 The Internet shifts the traditional supply and demand curves outward, thereby 
expanding the market volume 

 
Eliminate less profitable customers or market segments 
Not all customers are equally valuable to the firm. In an industrial marketing context, 
managers often refer to the 801/20 rule of profitability. That is, 20percent of customers 
provide 80 percent of the profit. By implication, therefore, a large number of customers 
are unprofitable, or less profitable, or have high cost to serve. Firms should segment their 
most valuable and less valuable customers. The most valuable customers may be 
identified based on profit, revenue, and or strategic significance. The firm does not want 
this set of customers to terminate the relationship. Unprofitable, nonstrategic customers 
are a different matter. Often it is in the best interest of the firm to terminate the 
relationship or encourage this set of customers to disengage with the firm. But companies 
should first identify less profitable customers. Marketing departments in firms routinely 
spend vast sums of money on customer relationship management, identifying profitable 
and unprofitable customers, and figuring out how to fire bad customers (Bhargava and 
Feng 2005). Before taking any action, including pricing, with unprofitable customers, 
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companies should expand the customer profitability measurement to encompass all the 
relationships that each customer has with the company (Kaplan and Narayanan 2001). 
Internet-based methodologies are a good way for the customer profitability measurement.  

2.1.4 Value Creation 
As it was mentioned before, both the changing conceptualization of the marketing 
activity and changes in market definition are implicated in the ability to create value in 
new ways. Such value creation is associated with new and better ways to identify unmet 
customer needs, develop products faster, serve customers more quickly, make buying 
easier, customize products or services, and other ways in witch customer value can be 
augmented. 

2.1.4.1 The marketing activity and value creation 
But do such reconceptualized marketing activities actually provide the Web marketer the 
opportunity to add value to customers in new ways, or will the Web, like other fads, fail 
this ultimate marketing test? The recent literature suggests the former. According to 
(Blattberg and Deighton 1991) new information technologies (such as the Web), which 
enable marketers to interact with and individually address consumers, will alter the 
marketing activity and afford new ways in which to create value, because: 

• Customers will have a far greater say in the shape of companies that serve them, 
since they will be engaged, in an interactive sense, not only in the buying process, 
but also in product development and testing activities and in making suggestions 
about how they might be better served. 

• Marketing efficiency will become tied to the asset value of a company’s customer 
base. That is, loyal customers who repeat purchase (seen correctly as company 
assets) will remain loyal only to the extent that the marketing effort remains 
efficient and thus adds value for them. 

• Value chain intermediaries will be under threat as manufacturers are able to 
market to the end consumer much more directly. 

• Dramatically improve marketing efficiency begins to make previously 
unprofitable niches a viable target. 

 

2.1.4.2 New ways to define markets and new ways to create value 
According to (Rayport and Sviokla 1995), the value creating process is not the same in 
the virtual world and the physical world. The marketspace is the realm of the virtual 
value chain, while the marketplace deals with the physical value chain. Managers must be 
able to exploit both value chains.  
 
In the academic, virtual and practitioner literature it has been implied that changes in the 
conceptualization of the marketing activity as well as changes in market definition, in 
turn, drive new ways in which value can be created by strengthening relationships with 
customers, making information more easily available or speeding up the buying process 
(Blattberg and Deighton 1991; Gupta 1995; Wallace 1995). 
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2.1.4.3 Items on value creation 
Better identify unmet customer needs/ Serve customers more quickly 
Philip Kotler, the world's foremost marketing academic, says that the shortest definition 
of marketing is finding unmet needs and filling them. For sure better identifying unmet 
customer needs or serving customers more quickly will lead us to a higher customer 
satisfaction. There is general agreement that: Satisfaction is a person’s feelings of 
pleasure or disappointment resulting from comparing a product’s perceived performance 
(or outcome) in relation to his or her expectations (Kotler 2003). According to (Khalifa 
and Liu 2002) the underlying assumptions being that Internet-based services will enhance 
customer satisfaction and will hence improve customer retention. While the Internet acts 
as a faster and less costly platform for consumers and businesses it has inadvertently 
increased the importance of customer satisfaction. (Ziff-Davies 2000) maintains that the 
concept of the Internet has raised customers’ sensitivity to fast customer service. 
 
Develop new products faster 
According to a survey with new product managers covering a wide range of industries, 
(Griffin 1997) reports that firms on average spend between 8 and 42 months in 
developing their new products, depending on the type of new products. Although the 
same survey also indicates that the New Product Development (NPD) cycle times have 
been steadily decreasing, in the age of shorter product life cycles and keen competition, 
firms are still under intense pressures to develop their new products faster and introduce 
them to the marketplace earlier than their competitors (Ozer 2004). As (Ozer 2003a) 
argues, the Internet enhances firms’ abilities to understand and target their markets more 
effectively, to formulate new product strategies faster, and to implement the strategies 
more effectively. Empirical studies (Avlonitis and Karayanni 2000; Gessner et al. 1994) 
have also shown that the Internet had a positive impact on product development 
activities, including faster discovery of customer needs and greater product 
customization. Furthermore, because the Internet can help firms share the market and 
product-related information within the firm more effectively (Ozer 2000), they can 
formulate and implement more effective new product strategies that guide them to decide 
which new products to pursue and which old products to eliminate.  
 
The Internet can help firms increase the speed of their NPD activities and, at the same 
time, achieve the intended quality of their new products. Internet enhances product 
advantage through its ability to enable firms to understand their markets better and thus to 
develop superior products. In addition, the Internet increases the speed of numerous NPD 
activities. For instance, past research has identified that a wide range of factors increase 
the speed of NPD, including the use of cross-functional teams early in the NPD process 
(Carmel 1995), increasing the customer information available earlier in the process 
(Mabert et al. 1992), continually keeping all the relevant parties informed about the status 
and the anticipated future needs of the new products (Mabert et al. 1992), and using 
computerized tools to design new products (Mabert et al. 1992), among many others. 
Since the Internet increases the effectiveness and efficiency of the cross-functional 
activities (Ozer 2000), increases the collection and use of relevant market information 
(Teo and Chow 2001), disseminates all the relevant information to related parties (Teo 
and Chow 2001), and allows firms to use computerized design and manufacturing tools 
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(Waurzyniak 2001), it is expected that the use of the Internet will be positively related to 
the speed of NPD. Further more, because the speed of NPD is positively related to the 
success of new products, it is also expected that the Internet will enhance the success of 
new products (Ozer 2004). 
 
Enable customers to make more informed buying decisions 
According to (Watson et al. 2000) the search phase in the consumer decision making 
process, which can be costly and time consuming in the real world, is reduced in terms of 
both time and expense in the virtual. An abundance of choice leads to customer 
sophistication. Customers become smarter, and exercise this choice by shopping around, 
making price comparisons, and seeking greatest value in a more assertive way. 
(Chaffey et al. 2003) noted the Internet can be used to support the buying decision even if 
the purchase does not occur via the web site. For example, Dell has a prominent web-
specific phone number on their web site that encourages customers to ring a 
representative in the call-centre to place their order. This has the benefits that Dell are 
less likely to lose the business of customers who are anxious about the security of online 
ordering and Dell can track sales that result partly from the web site according to the 
number of callers on this line. 
 
Make it easier for customers to buy 
The Web dissolves perimeters of time, place, and culture. Boundaries between nations, 
home and work, intimate time and business time, between night and day, and between 
individuals and organizations. There is no sovereignty in a boundary less, electronic 
world (Watson et al. 2000).   
 
Better understand the customer’s buying process 
There are no reasonable limits on variety and quantity of information as long as the 
Website is easy to navigate for all steps of the buying process. As well, it is perhaps the 
lowest cost tool that can bring a buyer through all stages (Lichtenthal and Eliaz 2003). 
 
Lower marketing cost 
According to (Herbig and Hale 1997) advertising on the Internet is a much more cost-
effective way to do business than normal advertising through newspapers and magazines. 
“Last year, when Management Information Technologies developed its Readware 
product, the software company in Hauppage sent out 120 press releases and received 
back two replies” (Saslow 1995). The company then listed the same information on a 
Web site and within one month received 50 leads and sold ten Readware units. After this 
incident Management Information Technologies set up an electronic mailing list and 
within a four-week period built a list of over 800 names. From this list, 40 software sales 
were made. “‘What took seven months by traditional methods and got us nowhere, was 
instantaneous on the Internet, and gave us international exposure’, a vice president, 
Richard Hyams, said” (Saslow 1995). The Internet is proving to be a much greater 
resource than traditional means of advertising. 
 
According to (Chaffey et al. 2003) the Internet can be used as a relatively low cost 
method of collecting marketing research, particularly about customer perceptions of 
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products and services. The Internet can be used to create two-way feedback which does 
not usually occur in other media. Financial services provider Egg (www.egg.com) 
collects information about their online service levels through a questionnaire that is 
continuously available in the customer service part of their site. What is significant is that 
the company responds via the web site to the main concerns from customer; if the length 
of time it takes to reply to customer service e-mails is seen as a problem it will explain 
what the organization is trying to do to resolve this problem. 
 
Improve new product development 
According to (Ozer 2004) with the emergence of the Internet, we have witnessed a large 
number of studies investigating the use of the Internet in new product development 
(NPD). For example, it was shown that it can be used in collecting competitive 
intelligence (Teo and Chow 2001); testing new product prototypes (Dahan and Srinivasan 
2000); designing and manufacturing new products (Waurzyniak 2001); reducing NPD 
costs (Croom 2001); creating new product awareness (Bickart and Schindler 2001); and 
securing new product funds (Kettlehut 1991). Various studies also offered a large number 
of examples from the industry showing how firms have been using the Internet in their 
NPD activities (Ozer 2000; Ozer 2003b). Another theoretical study by him also outlined 
the Internet’s role in the different stages of the NPD process (Ozer 2003a). 
 
Improve the ability to keep customers informed 
(Press 1993) speculates that the Internet as a marketplace has the potential to make 
markets more efficient. This is particularly so for the Web because it offers not only the 
opportunity to provide full information to consumers about goods and services, but lends 
itself to rich detail and specificity regarding such information, especially compared to 
traditional media. There is also greater probability of a well informed consumer, since the 
consumer has greater control over the search process. Such control is likely to facilitate a 
highly developed form of, for example, price comparison shopping. Thus, compared to 
conventional markets, the cost of information should be lower and the information 
quality should be higher (and closer to "perfect"), leading to a higher degree of market 
efficiency (Stigler 1961). 
 
According to (Kiani 1998) the Web, for marketing, is much more flexible than the 
traditional mass media. A Web page can be considered as an electronic billboard, 
electronic advertisement, or electronic catalogue that provides information on products or 
services plus contact information for interested consumers. But a virtual advertisement or 
catalogue is much flexible than a physical advertisement or catalogue. It can gather fresh 
and updated information based on the direct feed-back received from consumers. 
 
On the other hand, (Morris et al. 1997) urges while value is created in the marketplace via 
exploitation of logistics, production and traditional marketing and sales activities, the 
virtual value chain uses information to create value: federal Express, for example have 
created new value for customers in the marketspace by making it possible for them to 
track their packages. By logging into FedEx’s website, customers can locate a package in 
transit by entering the air bill number. The website even carries information about the 
person who signed for the packaged (synthesized) and distributed. Thus, FedEx has 

http://www.egg.com
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created, at no extra charge, added value for its customers by exploiting the virtual value 
chain (see Figure  2-13, (Jelassi and Enders 2005)). 
 

 
Figure  2-13 The virtual value chain illustrates how information captured in the physical value chain 
can be used to enhance customer service 

 
Do a better job researching customer needs 
(Chaffey et al. 2003) noted that a wealth of marketing research information is also 
available from the web site itself, since every time a user clicks on a link this is recorded 
in a transaction log file summarizing what information on the site the customer is 
interested in. Since these log files quickly grow to be many thousands of lines long, 
analysis software tools are needed to summarize the information contained within them. 
Log file analyzers, of which Webtrends (www.webtrends.com) is the most widely used, 
will highlight which type of products or promotions customers are responding to and how 
patterns vary through time. This enables companies to respond in real-time to buyer 
behavior. UK e-tailer Jungle.com uses this technique to change the offers on its home 
page if customers are not responding to a special offer. 
 
Price more accurately 
Pricing has received growing interest during recent years in marketing literature related to 
the digital economy (Pitt et al. 2001; Varadarajan and Yadav 2001; Wind and Mahajan 
2001). 
 
An important stream of research predicts that the Internet will create a world of 
frictionless commerce” (Bakos 1997; Brynjolfsson and Smith 2000), in which prices 
decrease to a perfect competition level. This is not a favorable scenario for firms’ pricing 

http://www.webtrends.com
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strategies and this is why many managers worried about pricing in a world of increasing 
competition and transparency (Sinha 2000). Instead of being a world of frictionless 
commerce, another recent research stream has shown that the Internet is not driving 
prices down and may help firms to become smarter in their pricing strategies (Baker et al. 
2001; Kung et al. 2002). 
 
According to (Sotgiu and Ancarani 2004) the “information democracy” (Sawhney and 
Kotler 2001) created by the Internet presents two sides of the same coin. One side has 
been widely analyzed: customers empowered with information can compare more easily 
and effectively different offerings, increasing in this way price competition on the firm’s 
side. (Sotgiu and Ancarani 2004) want to focus our contribution on the other “dark” side 
of the “information democracy”. Not only are customers empowered with more 
information, but also firms and retailers can collect a great amount of data on their 
customers and improve their marketing and pricing performance. Thus, the Internet could 
result to be not only a threat, but also a great opportunity for firms’ pricing strategies. 
 
Better customization of products and services 
(Chaffey et al. 2003) urges another important feature of the interactive marketing 
communications referred to above is that they can be tailored to the individual (Figure 
 2-14(b)) unlike traditional media where the same message tends to be broadcast to 
everyone (Figure  2-14(a)).  
 

 
Figure  2-14  Summary of degree of individualization for (a) traditional media (same message) (b) 
new media (unique messages and more information exchange between customers) 
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The process of tailoring is also referred to as personalization and is an important aspect of 
achieving customer relationship management online. Personalization is often achieved 
through extranets which are set up with key accounts to manage the buying and after-
sales processes. Dell (www.dell.com/premierpages) has set up ‘Premier Pages’ for key 
accounts such as the Abbey National where special offers and bespoke customer support 
are delivered. Another example of personalization is that achieved by business-to-
business e-tailer RS Components (www.rswww.com). Every customer who accesses their 
system is profiled according to their area of product interest and information describing 
their role in the buying unit. When they next visit the site information will be displayed 
relevant to their product interest, for example office products and promotions if this is 
what was selected. This is an example of what is known as mass customization where 
generic customer information is supplied for particular segments i.e. the information is 
not unique to individuals, but to those with a common interest. The online booksellers 
such as Amazon (www.amazon.co.uk) use this approach to communicate new books to 
groups of customers. Gardeners for instance, who have previously purchased a gardening 
book, will receive a standard e-mail advertising the latest gardening tome. This is again 
mass customization. 

2.2 Frame of Reference 
Clear research questions based on the relevant literature will act as a focus for the 
research that follows. Research is theory dependent (Saunders et al. 2000). Therefore the 
(Morris et al. 1997) model is taken as the basis for forming this study. 
 
Based on (Morris et al. 1997)’s marketing model, internet may change the 
conceptualization of the marketing activities, market definition and may create greater 
value. Adoption of the web is an independent variable influencing two interrelated 
aspects of the marketing function: the organization’s conceptualization of the marketing 
activity, and the definition of the organization’s markets.  
 
Changing conceptualization of the marketing activity refers to the likely changes in the 
way in which the organization conduct its marketing, such as reduced use of 
intermediaries, greater use of on-line payment, more interactive relationships with 
customers, and so on. According to (Morris et al. 1997) the evolution and changes in the 
ways in which the marketing activity is performed as a consequence of new information 
technologies have been well documented (Blattberg et al. 1994; Glazer 1991; Stewart and 
Ward 1994).  Several authors have pointed out that the Internet, and the web in particular, 
have some unique characteristics that make them central to a perceived paradigm shift in 
the way in which goods and services are likely to be marketed in the future (Hoffman and 
Novak 1996). At its simplest, the new technologies would transform the marketing mix 
(Bailey and Bakos 1997; Downes and Mui 1998; Pine 1993). 
 
Changes in market definition imply new target markets and market segments, including 
global markets, better segmentation, and elimination of less profitable segments or 
customers. (Rayport and Sviokla 1994) offer compelling ways in which markets may be 
redefined once marketers participate in the marketspace. 

http://www.dell.com/premierpages
http://www.rswww.com
http://www.amazon.co.uk
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In the academic, virtual and practitioner literature, it has been implied that changes in the 
conceptualization of the marketing activity as well as changes in market definition, in 
turn, drive new ways in which value can be created by strengthening relationships with 
customers, making information more easily available or speeding up the buying process 
(Blattberg and Deighton 1991; Gupta 1995; Wallace 1995). 
 
For a guide to the literature review that was presented in this chapter see Table  2-6. 
Table  2-6 A Guide to the literature review 

Literature Review Marketing Activity Market Definition Value 
Creation 

Adelaar et al. 2004      
Armstrong and Hagel 1996      
Avlonitis and Karayanni 2000      
Bailey and Bakos 1997      
Baker et al. 2001      
Bakos 1997      
Barwise et al. 2002      
Berthon et al. 1996      
Berthon et al. 1998      
Bhargava and Feng 2005      
Bickart and Schindler 2001      
Blattberg and Deighton 1991     
Blattberg et al. 1994      
Blumberg 2005      
Bounie and Gazé 2004      
Brynjolfsson and Smith 2000      
Butler et al. 1997      
Carmel 1995      
Chaffey et al. 2003    
Croom 2001      
Day and Montgomery 1999      
Deighton 1996      
Deighton 1997      
Downes and Mui 1998      
Eastman et al. 2002      
Fill 2000      
Fine 2002      
Gates 1999     
Gessner et al. 1994      
Glazer 1991      
Grewal et al. 2002      
Griffin 1997      
Gupta 1995      
Herbig and Hale 1997      
Hoffman and Novak 1994      
Hoffman and Novak 1996      
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Literature Review Marketing Activity Market Definition Value 

Creation 
Humphrey et al. 2003      
Jelassi and Enders 2005    
Joseph et al. 2001    
Kaplan and Narayanan 2001      
Kettlehut 1991      
Khalifa and Liu 2002      
Kiang and Chi 2001      
Kiani 1998    
Kotler 2003     
Kung et al. 2002      
Leong et al. 2003    
Lichtenthal and Eliaz 2003      
Long 1997      
Mabert et al. 1992      
McKenna 1995      
McKim 1997      
Morris et al. 1997    
Ozer 2000      
Ozer 2003      
Ozer 2004      
Pallab 1996      
Peterson et al. 1997      
Pine 1993      
Pitt et al. 2001      
Press 1993      
Rayport and Sviokla 1994      
Rayport and Sviokla 1995    
Rich 2002      
Samiee 1998      
Sandilands 1997      
Saslow 1995      
Sawhney and Kotler 2001      
Seybold 1999      
Shanklin 2002    
Sharmai and Tzokas 2002      
Sinha 2000      
Sotgiu and Ancarani 2004      
Stewart and Ward 1994    
Teo and Chow 2001      
Varadarajan and Yadav 2001      
Wallace 1995     
Watson et al. 2000      
Waurzyniak 2001      
Wind and Mahajan 2001      
Wynne et al. 2001      
Ziff-Davies 2000      
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Chapter III 

3 Methodology 
If you wish to know the road up the mountain, you must ask the man who goes back and 

forth on it. 
    Japanese Proverb 
 

In this chapter, we outline the methodology that was used in our research and theoretical 
basis behind the approaches and their definitions for the understanding of the reader. 
After mentioning the research propose, according to (Saunders et al. 2000)'s research 
process "onion", See Figure  3-1, the first layer raises the question of the research 
philosophy. The second considers the subject of our research approach that flows from 
our research philosophy. Thirdly, we examine what we call the research strategy and the 
fourth layer refers to the time horizons we apply to our research. In the fifth layer we 
identify our data collection methods. A brief discussion about the validity and reliability 
of the study is included. 
 

 
Figure  3-1 The research process "onion" 
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3.1 Research purpose 
According to (Saunders et al. 2000) enquiries can be classified in terms of their purpose 
as well as by the research strategy which is used (Robson 1993).  
The classification which is most often used is the three-fold one of exploratory, 
descriptive and explanatory: 
 

• Exploratory studies: are a valuable means of finding out “what is happening; to 
seek new insights; to ask questions and to assess phenomena in a new light” 
(Robson 1993).  It is a particularly useful approach if you wish to clarify your 
understanding of a problem and is suitable when the researcher is uncertain which 
theories are relevant and when important characteristics and relations are difficult 
to determine. 

• Descriptive studies: The object of descriptive studies is “to portray an accurate 
profile of persons, events or situations” (Robson 1993). This may be an extension 
of an exploratory research. It is necessary to have a clear picture of the 
phenomena on which data will be collected prior to the collection of the data. 

• Explanatory studies: establish causal relationships between variables. In these 
studies the emphasis is on studying a situation or a problem in order to explain the 
relationships between variables. 

 
As we know what we want to investigate but we are not aware of the answers, we have 
chosen a descriptive research. This approach is appropriate as our problem is clearly 
structured and we know what to look for. 

3.2 Research Philosophy 
According to (Saunders et al. 2000) two views about the research process dominate the 
literature: positivism and phenomenology.   
 
Positivism approach was influenced by the scientific discoveries made during the 18th 
and 19th centuries. It seemed clear at that time that a body of knowledge existed 
independently of whether people knew it or not, and the scientific task was to discover 
(find) this knowledge. It was assumed that there are laws that govern the operation of the 
social world and that these can be discovered. Social behavior is seen as a result of 
external pressure acting on relatively passive people. It was assumed that there was such 
a thing as absolute truth and that it could be used (once obtained) to create a better 
society. This research tradition leads to the development of methods that concentrate on 
producing supposedly objective data, usually in the form of statistics. 
 
Phenomenologists deny what positivists assert, that humans can be studied using the 
same philosophical base as used in studying physical objects or other animals. 
Phenomenologists assert that there is a difference between the subject matter of sociology 
and natural science. Humans are active, conscious beings, they make choices.  
This line of argument is persuasive in the case of business and management research. The 
critical to the positivism tradition is that the social world of business and management is 
far too complex to lend itself to theorizing by definite laws. 
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In this research in order to examine managers’ perceptions of the impact of the Internet 
on key marketing activities in Iran the positivism philosophical position is approached. It 
must be considered that both quantitative and qualitative data are based on meanings but 
the distinction is that the former is derived from numbers but the latter expressed through 
words. As in our research a five-point Likert-type scale questionnaire was utilized to poll 
the opinion of marketers and a large number of statistical analyses have been employed, 
our research philosophy is considered positivism 

3.3 Research Approach  
In a deductive research approach a theory and hypothesis (or hypotheses) are developed 
and a research strategy is then designed to test the hypothesis (Saunders et al. 2000). But 
in an inductive approach the data is collected and theory is developed as a result of data 
analysis. The deductive approach owes more to positivism and inductive approach more 
to phenomenology. 
 
This research’s approach is deductive, as first the hypotheses is developed then the 
research strategy is designed.   

3.4 Research Strategy 
Research strategy is a general plan of how to answer the research questions that have 
been set (Saunders et al. 2000). He outlined the research strategies that may be employed 
as follow  
 

• Experiment: classical form of research that owes much to the natural sciences 
and also social sciences, particularly psychology. 

• Survey: usually associated with the deductive approach. It is a popular and 
common strategy in business research. They allow the collection of a large 
amount of data from a sizeable population in a highly economical way. Based 
most often on questionnaire, data are standardized and allow easy comparison. 

• Case study: is of particular interest when the purpose is to gain a rich 
understanding of the context of the research and the processes being enacted. 

• Grounded theory: data collection starts without the formation of an initial 
theoretical framework. Theory is developed from data generated by a series of 
observations. These data lead to generation of predictions that are then tested in 
further observations. 

• Ethnography: the purpose is to interpret the social world the research subjects 
inhabit in the way in which they interpret. This is obviously a research process 
that is very time consuming and take place over an extended time period. 

• Action research: the researcher is part of the organization within which the 
research and change process are taking place. 

 
This research is an example of  a survey strategy in which (Morris et al. 1997)’s 
questionnaire is replicated. The items in the questionnaire measured the marketing 
managers’ perceptions of the impact of the Internet on fundamental elements of 
marketing strategy – the marketing mix (product, price, place, and promotion); market 
definition; and value creation.    
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3.5 Time Horizon 
(Saunders et al. 2000) believes that most research projects undertaken for academic 
courses are necessarily time constrained. When planning for the research there are two 
options in the time perspective:  
 

• Cross-sectional: a study in which a group (or groups) of individuals are composed 
into one large sample and studied at only a single point in time 

• Longitudinal: a study in which an individual or a group of individuals is observed 
over a period of time (Saunders et al. 2000) 

We performed a cross-sectional study. Cross-sectional studies often employ the survey 
strategy (Easterby-smith et al. 1991; Robson 1993). 

3.6 Data Collection Method 
The gathering of data may range from a simple observation at one location to a grandiose 
survey of multinational corporations at sites in different parts of the word. The method 
selected will largely determine how the data are collected. Questionnaires, standardized 
tests, observational forms, laboratory notes, and instrument calibration logs are among 
the devices used to record raw data (Cooper and Schindler 2003). 

3.6.1 Sampling 
If we collect and analyze data from every possible case or group member this is termed a 
census (Saunders et al. 2000). However, for many research questions and objectives like 
this research it will be impossible to collect or analyze all the data available owing to 
restriction of time, money and often access. Sampling techniques provide a range of 
methods that enable to reduce the amount of data that is needed to collect by considering 
only data from a sub-group rather than all possible cases or elements. 

3.6.1.1 Population 
A population consists of all elements-individuals, items, or objects-whose characteristics 
are being studied. The population that is being studied is also called the target population 
(Mann 1995). The population in this research consists of all Iranian Marketing managers 
whose company has a presence on the World Wide Web. 

3.6.1.2 Sampling frame 
The sampling frame for any probability sample is a complete list of all the cases in the 
population from which your sample will be drawn (Saunders et al. 2000). 
As our research question is concerned with marketing managers whose company has a 
presence in the World Wide Web then sampling frame is a complete list of all Iranian 
marketing managers whose company has a presence in the World Wide Web. 

3.6.1.3 Suitable sample size  
According to (Saunders et al. 2000) researchers normally work to a 95 percent level of 
certainty. This means that if your sample was selected 100 times at least 95 of these 
samples would be certain to represent the characteristics of the population.  
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In this research we made use of a 95 percent level of certainty. 
 
The margin of error describes the precision of your estimates of the population. For most 
business and management researches, researchers are content to estimate the population’s 
characteristics to within plus or minus 3-5 percent of its true values, however in this 
research a 7 percent margin of error was applied in order to reduce the sample size. This 
means that if 45 percent of our sample is in a certain category then our estimate for the 
total population within the same category will be somewhere between 38 and 52 percent. 
 
According to (Cooper and Schindler 2003) we calculate the minimum sample size as 
below: 
 

0.07 = Desired interval range within which the population proportion is expected 
    (subjective decision). 
1.96  = 95 percent confidence level for estimating the interval within which to expect 

the population proportion (subjective decision). 
 = 0.0357 =Standard error of the proportion (0.07/1.96). 

pq = Measure of sample dispersion (used here as an estimate of the population 
dispersion). 

 

   
 
The ratio can never exceed 0.25. For example, if p = 0.5 then q = 0.5, and their product is 
0.25. If either p or q is grater than 0.5, their product is smaller than 0.25 (0.4x0.6 = 0.24), 
and so on. When we have no information regarding the probable p value, we can assume 
that p = 0.5 and solve for the sample size (Cooper and Schindler 2003). 
 
n = 0.25/ (0.0357)² 
n = 196 
 
So with a 95 percent level of certainty and a 7 percent margin of error the sample size 
needs to be at least 196 persons. 
 
According to this minimum sample size 204 persons had been studied as the sample size 
of this research. 

3.6.1.4 Response rate  
While employing all probability samples, it is very important to consider the response 
rate. According to (Saunders et al. 2000) response rates in business surveys reveal rates 
as low as 15-20 percent for postal surveys. Some authors citing respondents’ 
questionnaire fatigue as a contributory factor. Therefore for having 196 usable 
questionnaires back for a postal survey, sending at least 1300 questionnaires is estimated. 
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So with considering time, budget and so forth limitations in addition to a lack of reliable 
mailing address, database postal survey was rejected. As (Healey 1991) suggests75 
percent for face-to-face interviews, in order to crease the response rate we decided to 
distribute the questionnaires in a face-to-face interview format.  
 
Therefore I attended most of the important International trade fairs in Tehran. In each 
International trade fair, I visited companies in the Iranian section one by one and if I 
would come across the responsible personnel for web site development and marketing of 
the firm, I would arrange a meeting and in a semi-interview environment I would give the 
questionnaire to him or her face-to-face. If he or she had a question while filling out the 
questionnaire, I would provide explanations. We often discussed the subject 2-5 minuets 
when the questionnaire was filled out.  
 
It was interesting to find out that for each trade fair the response rate was different. In the 
fairs that the aim of the exhibiting was mainly trade shows the response rates were higher 
than those with an aim of accomplishing business at site.  
 
Non-respondents refused to participate in our research mainly because of the following 
reasons: 
 

• They were too busy doing their own business (16%).  
• They thought that a trade fair is not an appropriate place for such assignments 

(12%). 
• They believed that they did not possess enough information or knowledge to 

answer the questionnaire (5%). 
• They claimed not to be allowed to fill any form in the trade fair (2%).  
• They were not interested at all (2%). 
• Miscellaneous (1%). 

 
On the other hand, 5% of respondents were so attracted to the questionnaire that asked for 
a blank copy of the questionnaire and offered some memorial gifts in return. Others (2%) 
arranged another meeting to discuss the other possibilities to improve their internet 
marketing. 
   
As a result, the effective response rate in this research performing the above method of 
data gathering was calculated as 62 percent. 

3.6.1.5 Sampling technique 
According to (Saunders et al. 2000) sampling techniques can be divided into two types: 
 

• Probability or representing sampling: the chance, or probability, of each case 
being selected from the population is known and is usually equal for all cases. 
It is most commonly associated with survey-based research where you need to 
make inferences from your sample about a population to answer your research 
questions or to meet your objectives. 
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• Non-probability or judgmental sampling: the probability of each case being 
selected from the total population is not known and it is impossible to answer 
research questions or to address objectives that require making statistical 
inferences about the characteristics of the population. 

 
Essentially in this research we selected a probability sample and used a multi-stage 
cluster sampling technique. According to (Saunders et al. 2000) this technique is 
normally used to overcome problems associated with a geographically dispersed 
population when face-to face contact is needed or where it is expensive and time 
consuming to construct a sampling frame for large geographical area. The technique 
involves taking a series of cluster samples, each involving some form of random 
sampling. This aspect is represented by the dotted lines in Figure  3-2. 
 
In the first phase the groups are termed clusters in this form of sampling and can be based 
on any naturally occurring grouping. For example you could group your data by type of 
manufacturing firm or geographical area (Saunders et al. 2000). Then for cluster 
sampling your sampling frame is the complete list of clusters rather than a complete list 
of individual cases within the population.  
 

 
Figure  3-2 Sampling techniques 

 
We followed the same foot steps. At First we clustered our population by type of 
manufacturing firm and field of industry. As every important industry holds an 
international trade fair once a year, this was a fine way of clustering the industries. 
Therefore the 2005-2006 trade fair’s schedule was studied. Based on this timetable we 
had 43 clusters. We started our data gathering from the middle of May to October. 
Therefore the first 6 clusters were selected as follows:  
 

1. The 9th International Medical, Dental and Laboratory, equipment & 
pharmaceutical trade fair (25-28 May) 
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2. The 12th international Food, Food technology & Agricultural trade fair (29 May-1 
June) 

3. The 11th international Electronics, Computer & E-commerce fair (22-26 June) 
4. The 13th international exhibition of Detergent, Hygienic, Cosmetic products & 

related machineries (9-12 July) 
5. Tehran international Bicycle, Motorcycle & Equipment fair, 2005  (23-26 July) 
6. Others : The 6th international exhibition of environment in Iran (8-11 June), The 

5th  international exhibition of educational equipment , training aids , stationary & 
office machines (28-31 July),The  3rd international kitchen , sauna & pool 
industries equipment fair (28-31 July) 

 
Figure  3-3 shows the percent of samples by industry categories. 
 

Medical, Dental and 
Laboratory 
Equipments 

21%

Food, Food 
technology & 
Agriculture

19%Electronics, Computer 
& eCommerce 

23%

Detergent, Hygienic, 
Cosmetic products 

17%

Bicycle, Motorcycle & 
Equipments 

10%

Others
10%

 
Figure  3-3 Percentage of samples by industry categories 

 
Since the above trade fairs were selected merely for the reason that they were held 
between May to August, the clusters were selected randomly. Selecting clusters 
randomly, makes cluster sampling a probability sampling technique (Saunders et al. 
2000). In the next phase, we tried to have the largest possible number of the responsible 
individuals for marketing and web site development of the firms interviewed. In this 
phase, simple random was utilized. That is if they were exhibiting they all had an equal 
chance of being interviewed. 

3.6.2 Collecting primary data using questionnaire 
(Saunders et al. 2000) note that the greatest use of questionnaires is made by the survey 
strategy. Questionnaires can therefore be used for descriptive research, such as that 
undertaken using attitude and opinion questionnaires and questionnaires of organizational 
practices, will enable you to identify and describe the variability in different phenomena. 
 

3.6.2.1 Questionnaire design 
Because of the reasons mentioned above we used a self-administered questionnaire 
method for collecting primary data. More importantly we are replicating a study that had 
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been done in Australia and South Africa both with (Morris et al. 1997)’s questionnaire. 
Hence in this research we also replicated the same questionnaire. 
 
First, we deduced the questionnaire from of the tables that were presented in (Morris et 
al. 1997) paper. The questionnaire then had been sent to (Leong et al. 2003) and (Morris 
et al. 1997) authors to be verified whether the questionnaire was the same as the original. 
After being confident about the questionnaire, it was translated into Farsi. The translation 
was edited twice. 
 
(Salant and Dillman 1994) argue that, to achieve as high a response rate as possible, you 
need to explain clearly and concisely why you want the respondent to complete the 
survey on the first page. Regarding this issue a covering letter was provided for the first 
page. 
 
The items in the questionnaire measured the marketing managers’ perceptions of the 
impact of the Internet on fundamental elements of marketing strategy – the marketing 
mix (product, price, place, and promotion); market definition; and value creation.  
 
The questionnaire is designed to poll the opinion of marketers with respect to: 
 

1. Their conceptualization of the degree of change in their company’s marketing 
activities likely to be brought about by their Website. 

2. Their opinion of the degree to which their Website is likely to change the 
company’s definition of its market(s). 

3. Their opinion of the degree to which their company will be enabled to exploit new 
and/or better ways to create value for their customers because of their presence on 
the Web.  

 
The above opinions were measured by requesting respondents to indicate, on a five-point 
Likert-type scales, anchored on “1 = to a very little extent” through “5 = to a very great 
extent”, their agreement or disagreement with a series of statements that characterize the 
degree to which the Web will influence an organization’s conceptualization of the 
marketing activity (questions 1-11), its market definition (questions 13-20) and its ability 
to create customer value (questions 21-32). 
 
Likert scales were developed in 1932 as the familiar five-point bipolar response format 
most people are familiar with today. These scales always ask people to indicate how 
much they agree or disagree, approve or disapprove, believe to be true or false. There's 
really no wrong way to do a Likert scale, the most important thing being to at least have 
five response categories (Likert 1932).  
 
The questionnaire also contained some personal questions to reach to some contextual 
sense of the answers collected such as name, age, position, etc. 
 
The complete questionnaire is enclosed as Appendix I. 



Methodology 
A Study of Marketing Managers’ Perceptions of the Internet’s Impact on Marketing in Iran 

 

 - 53 - 

3.6.2.2 Pilot testing 
According to (Saunders et al. 2000) the purpose of the pilot test is to refine the 
questionnaire so that respondents will have no problems in answering the questions and 
there will be no problems in recording the data. 
 
For small-scale questionnaires, it is unlikely to have sufficient time or financial resources 
for such testing. However, it is still important to have the questionnaire pilot tested. For 
most questionnaires the minimum number for a pilot is 10 (Fink 1995).  
 
As this questionnaire was verified and used before, a pilot was not required, however as it 
was translated into Farsi, we sent it out to 10 managers to make certain that no problems 
were raised during the translation process. Having the pilot testing completed and feed 
backs received, small changes were made through the questionnaire. 

3.7 The credibility of research finding 
According to (Saunders et al. 2000) reducing the possibility of getting the answer wrong 
means that attention has to be paid to two particular emphases on research design: 
 

• Reliability 
• Validity 

 
In order to illustrate the differences between validity and reliability (Zikmund 2000) uses 
three rifle targets, Figure  3-4.  
 

 
Figure  3-4 An illustration of the differences between validity and reliability 

 
A marksman fires an equal amount of bullets with one old and with one modern rifle. The 
shots from the old rifle are scattered whilst the shots from the modern rifle are closely 
scattered. Consequently, the variability of the old rifle compared to the modern indicates 
that it’s less reliable. When the marksman shot the rifle target to the right in the figure the 
sun dazzled him. His shot is still consistent but he doesn’t manage to hit the bull’s-eye. 
Accordingly, a result can be considered as reliable but it doesn’t necessarily imply that 
the result is valid. 
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3.7.1 Reliability 
This is about the results of the investigation, which has to be reliable. If nothing changes 
in a population between two investigations in the same purpose, it is reliable. From a 
deductive point of view if the measure yields the same result on different occasions, or 
from an inductive point of view if similar observations be made be different researches 
on different occasions. 
 
(Robson 1993) asserts that there may be four threats to reliability: 

• Subject error: has to do with when the interview is carried out, it is of grate 
importance to select a neutral time and date. 

• Subject bias: is a grate problem in organizations where the management is of an 
authoritarian character where the interviewee(s) might say what the manager 
wants them to say, not what they feel.  

• Observer error: can be lessened with a high degree of structure to the interview 
schedule. 

• Observer bias: This is a question about how the interviewer interprets the data 
received. 

 
As we dispensed the questionnaires during the exhibitions we really did not face the 
subject error. For reducing the subject bias we tried to make respondents certain that their 
answers were considered confidential. Since the questionnaire was designed as a survey 
format we did not face with observer error or the observer bias. 
 
A minimum (Cronbach 1951)’s Alpha value of 0.85 indicates reliability of the 
questionnaire. The reliability (Cronbach 1951) of the 11 items on “change in the 
conceptualization of marketing activities” and 8 items on “change in market definition” is 
0.85 and 12 items on “create greater value for customers” exceeded 0.87. 
by comparison, (Leong et al. 2003) and (Morris et al. 1997) report reliability coefficients 
exceeding 0.87 and 0.88 (Cronbach 1951).                                                                                                          

3.7.2 Validity 
Validity is concerned with whether the findings are really about what they appear to be 
about (Saunders et al. 2000).  There are three tests for validity: 

• Construct validity: establishing correct operational measures for the concepts 
being studied. 

• Internal validity: (for explanatory and causal studies only, not for descriptive or 
exploratory studies) establishing a causal relationship, whereby certain conditions 
are shown to lead to other conditions. 

• External validity: establishing the domain to which a study’s findings can be 
generalized. 

 
If a question can be misunderstood, the information is said to be of low validity. In order 
to avoid low validity, we piloted the questionnaire after translating it into Farsi. In 
addition, meetings were arranged in a semi-interview environment and the questionnaires 
were given to respondents face-to-face, so that if they faced any difficulties while filling 
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out the questionnaire, the ambiguity could be explained. The validity was, thus, 
increased.  
 
Since this study is descriptive no consideration is taken to internal validity. 
 
As for external validity, this study could be generalized with a 95 percent level of 
certainty and a 7 percent margin of error. 

3.8 Summary of Research Methodology 
In this part the methodology used in the study is described. A visualization of the choice 
of methodology is provided in Figure  3-5. 
 

 
Figure  3-5 Summary of Research Methodology
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Chapter IV 

4 Data Analysis and Results 
 

In God we trust, all others must bring data. 
 

The perceptions of marketers were measured on items relating to the potential changes in 
their marketing strategy as a result of the Internet and Internet related technologies.  

4.1 Changes in the conceptualization of marketing activities 
Iranian companies that have constructed corporate sites on the World Wide Web believe 
that their Websites will have a significant influence on their conceptualization of the 
marketing activity. Table  4-1 provides a summary of means and standard deviations for 
perceived changes in marketing activity brought about by the Web, in each of eleven 
areas. Reliability was tested via calculation of (Cronbach 1951)’s coefficient alpha for 
eleven areas measuring changes in conceptualization of the marketing activity in Table 
 4-1. The estimated alpha was 0.85. 
  
Table  4-1 Descriptive findings for changes in the conceptualization of the marketing activity 

Changes in conceptualization of marketing activity Mean Std. 
Dev. 

Change the way in which products/services are marketed 2.80 1.18 
Permit online payment in the future 3.11 1.46 
Enable two-way interactive relationships with customers 3.14 1.44 
An effective channel for communicating product/service information 3.51 1.30 
An effective vehicle for improved market segmentation 2.93 1.22 
Permit a reduced need for middlemen 2.96 1.41 
Provide an enhanced capability to bring new products to the market 3.10 1.24 
Influence the way in which products are priced 2.09 1.25 
Influence promotional strategies 3.05 1.25 
Permit involvement with customers earlier in the buying process 3.00 1.33 
Do a better job of selling 3.01 1.24 
Overall change in the way in which products/services are marketed over the next 
three years 

3.70 1.16 

Note: Five-point scale where 1 = to a very little extent, 5 = to a very great extent 
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There are large disparities in marketers’ perceptions of how the Internet will have an 
impact on marketing activities. Seven out of the twelve items exceed 3.0 on a five-point 
scale.  
Based on the marketers’ perceptions the only marketing activity that is likely to change 
dramatically as a result of the internet is “An effective channel for communicating 
product/service information” (mean = 3.51). 
 
The perceived impact of the Internet is felt to be modest in terms of “Enable two-way 
interactive relationships with customers” (mean = 3.14), “Permit online payment in the 
future” (mean = 3.11) and “Provide an enhanced capability to bring new products to the 
market” (mean = 3.10). Almost none of the companies possess online payment services; 
interestingly however, they are optimist to offer that in the future.  
 
Three items scored slightly above “three” on the five-point scale: “Influence promotional 
strategies” (mean = 3.05), “Do a better job of selling” (mean = 3.01), “Permit 
involvement with customers earlier in the buying process (mean = 3.00).  
 
The mean scores of the four remaining items fall marginally into the lower half of the 
five-point scale. The scores for the following issues are low, “Permit a reduced need for 
middlemen’ (mean = 2.96), “An effective vehicle for improved market segmentation” 
(mean = 2.93), “Change the way in which products/services are marketed” (mean = 2.80), 
and with a significant gap “Influence the way in which products are priced” (mean = 
2.09) is the lowest score. Therefore it appears as if managers do not think that the Internet 
will have any real impact on the way in which products are priced.  
 
Most significantly, corporate Web adopters believe that this technology will change their 
marketing activities in the future. A separate assessment of the overall change in the way 
in which products and/or services will be marketed in the next three years because of the 
Internet, produced a mean score of 3.70 on a five-point scale. 
 
A comprehensive measure of the influence of the Web on marketing activity 
conceptualization was computed by summing together the perceptions of the latter in 
each of the eleven areas in Table  4-1. The frequency distribution of this global variable is 
illustrated in Figure  4-1. With a possible range of 11-55, the mean and standard deviation 
were 32.70 and 9.14, respectively. 
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Figure  4-1 Frequency distribution for computed global measure of change in conceptualization of the 
marketing activity 

 

4.2 Changes in market definition 
With respect to changes in the market definition of companies who are on the web, 
marketers indicated that their Websites enable them to redefine their traditional markets 
and enter new ones as shown in Table  4-2. Reliability of the eight issues presented in 
Table  4-2 was confirmed via a (Cronbach 1951)’s coefficient alpha of 0.85. 
 
Table  4-2 Descriptive findings for changes in market definition 

Changes in market definition Mean Std. 
Dev. 

Target new customers in currently served market segments 3.15 1.27 
Target new customers in totally new market segments 3.19 1.25 
Target customers globally 3.24 1.52 
Compete more effectively globally 2.92 1.39 
Define markets more precisely 2.84 1.16 
Add new market segments 3.18 1.21 
Expand the size of a targeted market 3.04 1.12 
Eliminate less profitable segments 2.26 1.14 
Note: Five-point scale where 1 = to a very little extent, 5 = to a very great extent 
 
Out of a series of eight measures of changes in market definition, five means exceed 3.0 
on a five-point scale. The interesting thing is that marketers think that the Internet is a 
good tool to “Target customers globally” (mean = 3.24) but they do not think that the 
Internet will have any real impact on “Compete more effectively globally” (mean = 2.92). 
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They also think that by the Internet they can target new customers in currently served 
market segments (mean = 3.15) and in totally new market segments (mean = 3.19). 
 
Another attention-grabbing point is that managers think that by the Internet they could 
“Add new market segments” (mean = 3.18) and “Expand the size of a targeted market” 
(mean = 3.04) but they could not “Define markets more precisely” (mean = 2.84). 
 
“Eliminate less profitable segments” (mean = 2.26) is the lowest score in this category. 
Discussion with some of marketing managers explained that they actually think 
eliminating less profitable segments is a waste of time. Therefore it could be possible that 
they have not paid much attention to this matter. 
 
As with the changes in conceptualization of the marketing activity variable of the model, 
a global measure of changes in market definition was computed by summing together the 
scores in each of the eight areas in Table  4-2. Figure  4-2 illustrates the frequency 
distribution of this comprehensive measure of changes in market definition. With a 
possible range of 8-40, the mean and standard deviation were 23.60 and 7.02, 
respectively. 
 
 
 

 
Figure  4-2 Frequency distribution for computed global measure of changes in market definition 
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4.3 New ways to create value 
Another issue of interest was whether marketers perceived the Internet to afford 
opportunities for offering greater value to customers. Responses to the 12 items on value 
creation are also shown in Table  4-3.  
 
Table  4-3 Descriptive findings for new ways to create value 

New ways to create value Mean Std. 
Dev. 

Better identify unmet customer needs 2.91 1.25 
Develop new products faster 3.33 1.27 
Serve customers more quickly 3.28 1.38 
Informed buying decisions 3.54 1.22 
Make it easier for customers to buy 3.04 1.37 
Better understand buying process 2.81 1.30 
Lower marketing cost 2.93 1.34 
Improve new product development 3.17 1.27 
Improve the ability to keep customers informed 3.70 1.20 
Better research on customer needs 3.20 1.28 
Price more accurately 2.35 1.13 
Better customization of products and services 2.84 1.33 
Enable more overall value creation for customers 3.60 1.16 
Note: Five-point scale where 1 = to a very little extent, 5 = to a very great extent 
 
Perceived value creation by Iranian organizations that have a Web presence is significant, 
since eight out of twelve value-creating areas returned means in excess of 3.0 on a five-
point scale. 
 
Reliability of the twelve value creation areas was confirmed via a calculated (Cronbach 
1951)’s coefficient alpha of 0.87.        
 
Respondents felt particularly strongly about “Improve the ability to keep customers 
informed” (mean = 3.70, the highest in the survey), while the ability to enable customers 
to make more “Informed buying decisions” (mean = 3.54) was also highly scored. 
Less highly rated were as follow: “Develop new products faster” (mean = 3.33), “Serve 
customers more quickly” (mean = 3.28), “Better research on customer needs” (mean = 
3.20), “Improve new product development” (mean = 3.17) and “Make it easier for 
customers to buy” (mean = 3.04) that is slightly above three on the five-point scale. 
The low scores belong to the followings: the ability to “Lower marketing cost” (mean = 
2.93), “Better identify unmet customer needs” (mean = 2.91), “Better customization of 
products and services” (mean = 2.84), “Better understand buying process” (mean = 2.81), 
and the ability to “Price more accurately” (mean = 2.35). 
 
Additionally, an overall measure of Internet-facilitated value creation perceptions (see the 
final entry in Table  4-3) yielded a mean of 3.60 on a similar five-point scale. 
As with the other dependent variables of the model, a comprehensive, global measure of 
value creation perceptions was computed using the scores in each of the twelve areas in 
Table  4-3. The frequency distribution of this global measure of value creation for Web 
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adopters is illustrated in Figure  4-3. The mean and standard deviation are 36.99 and 
11.14, respectively. The possible range of values is 12-60. 
 

 
Figure  4-3 Frequency distribution for global measure of new ways to create value 

 
Eleven items on “Changes in the conceptualization of marketing activities”, eight items 
on “Changes in market definition” and twelve items on “Create grater value for 
customers”, have been ranked from the highest mean to the lowest in Table  4-4. 
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Table  4-4 Changes in the conceptualization of marketing activities, market definition, and value 
creation in rank order 

 Rank Mean Std. 
Dev. 

Items on changes in the conceptualization of marketing activities    
An effective channel for communicating product/service information 1 3.51 1.30 
Enable two-way interactive relationships with customers 2 3.14 1.44 
Permit online payment in the future 3 3.11 1.46 
Provide an enhanced capability to bring new products to the market 4 3.10 1.24 
Influence promotional strategies 5 3.05 1.25 
Do a better job of selling 6 3.01 1.24 
Permit involvement with customers earlier in the buying process 7 3.00 1.33 
Permit a reduced need for middlemen 8 2.96 1.41 
An effective vehicle for improved market segmentation 9 2.93 1.22 
Change the way in which products/services are marketed 10 2.80 1.18 
Influence the way in which products are priced 11 2.09 1.25 
    
Items on changes in market definition    
Target customers globally 1 3.24 1.52 
Target new customers in totally new market segments 2 3.19 1.25 
Add new market segments 3 3.18 1.21 
Target new customers in currently served market segments 4 3.15 1.27 
Expand the size of a targeted market 5 3.04 1.12 
Compete more effectively globally 6 2.92 1.39 
Define markets more precisely 7 2.84 1.16 
Eliminate less profitable segments 8 2.26 1.14 
    
Items on value creation    
Improve the ability to keep customers informed 1 3.70 1.20 
Informed buying decisions 2 3.54 1.22 
Develop new products faster 3 3.33 1.27 
Serve customers more quickly 4 3.28 1.38 
Better research on customer needs 5 3.20 1.28 
Improve new product development 6 3.17 1.27 
Make it easier for customers to buy 7 3.04 1.37 
Lower marketing cost 8 2.93 1.34 
Better identify unmet customer needs 9 2.91 1.25 
Better customization of products and services 10 2.84 1.33 
Better understand buying process 11 2.81 1.30 
Price more accurately 12 2.35 1.13 
Note: Five-point scale where 1 = to a very little extent, 5 = to a very great extent 
 
 

4.4 Analysis by industry categories 
Table  4-5 provides the means and standard deviations for changes in marketing activities, 
market definition, and value creation by industry categories. 
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As industries are likely to differ in how they perceive the impact of the Internet on 
marketing, we proceeded with an analysis by industry.  
 
A one-way ANOVA is performed on each of the 33 item scores to determine if the five 
industry categories differed in their perceptions of the impact of the Internet on various 
aspects of marketing. The results confirm that the industry categories do differ in their 
perceptions on eight items: 
 

1. Permit online payment;  
(F(4,176) = 3.15, P = 0.016 < 0.05); 

 
2. An effective channel for communicating product/service information;  

(F(4,176) = 2.75, P = 0.030 < 0.05); 
 
3. Permit a reduced need for middlemen;  

(F(4,177) = 2.42, P = 0.050 < 0.05); 
 
4. Provide an enhanced capability to bring new products to the market;  

(F(4,172) = 2.94, P = 0.022 < 0.05); 
 
5. Influence the way in which products are priced; 

(F(4,177) = 4.36, P = 0.002 < 0.01); 
 
6. Do a better job of selling; 

(F(4,179) = 3.65, P = 0.007 < 0.01); 
 

7. Overall change in the way in which products/services are marketed over the next 
three years; 
(F(4,175) = 6.16, P = 0.000 < 0.001); 

 
8. Serve customers more quickly; 

(F(4,178) = 2.43, P = 0.049 < 0.05). 
 
All of the above items, except the last one are from “Changes in the conceptualization of 
marketing activities”. This shows that the industry categories do differ in their 
perceptions on this aspect of the marketing function, however not much difference is seen 
among different industries for the changes in market definition and value creation.
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Table  4-5 Changes in marketing activities, market definition, and value creation by industry 
categories 

 I 
(n = 43) 

II 
(n=38) 

III 
(n=49) 

IV 
(n=34) 

V 
(n=20) 

Items Mean SD Mean SD Mean SD Mean SD Mean SD 
Change the way in  
which products/services are marketed 2.72 1.12 2.76 1.42 3.18 1.07 2.50 1.13 2.85 1.09 

Permit online payment in the future  2.83 1.46 2.84 1.59 3.74 1.41 2.94 1.35 3.15 1.23 
Enable two-way interactive  
relationships with customers 2.80 1.31 2.97 1.64 3.57 1.31 3.24 1.42 2.90 1.37 

An effective channel for communicating 
product/service information 3.26 1.31 3.41 1.44 3.94 1.10 3.12 1.24 3.70 1.22 

An effective vehicle for  
improved market segmentation 2.93 1.20 3.08 1.34 3.23 1.10 2.47 1.21 2.90 1.12 

Permit a reduced need for middlemen 2.62 1.45 2.87 1.47 3.49 1.06 2.94 1.61 3.00 1.37 
Provide an enhanced capability  
to bring new products to the market 2.95 1.32 2.74 1.36 3.50 1.07 2.74 1.19 3.25 1.16 

Influence the way in which  
products are priced 1.86 1.15 1.84 1.13 2.76 1.35 1.97 1.21 2.11 1.29 

Influence promotional strategies 2.70 1.34 3.25 1.25 3.27 1.08 3.06 1.35 2.85 1.18 
Permit involvement with  
customers earlier in the buying process 2.77 1.31 3.11 1.35 3.41 1.24 3.00 1.46 2.90 1.17 

Do a better job of selling 2.72 1.30 2.82 1.18 3.57 1.12 3.03 1.24 2.80 1.20 
Overall change in the way  
in which products/services  
are marketed over the next 3 years 

3.24 1.22 3.81 1.29 4.31 0.87 3.39 1.06 3.55 1.15 

Target new customers  
in currently served market segments 2.86 1.19 3.18 1.31 3.51 1.19 2.97 1.29 3.10 1.45 

Target new customers in totally new 
market segments 3.12 1.22 3.45 1.37 3.16 1.07 3.09 1.33 3.00 1.30 

Target customers globally 3.21 1.55 3.58 1.35 2.82 1.62 3.18 1.53 3.75 1.21 
Compete more effectively globally 3.00 1.57 3.03 1.42 2.67 1.46 3.00 1.21 3.05 1.13 
Define markets more precisely 2.77 1.15 2.73 1.17 2.94 1.17 2.88 1.15 3.05 1.05 
Add new market segments 3.05 1.21 3.00 1.29 3.35 1.12 3.09 1.26 3.20 1.28 
Expand the size of a targeted market 2.79 1.18 3.14 1.29 3.33 0.85 2.85 1.08 2.84 1.07 
Eliminate less profitable segments 2.10 1.14 2.35 1.14 2.41 1.17 2.09 0.98 2.30 1.22 
Better identify unmet customer needs 2.76 1.28 2.92 1.28 2.98 1.06 2.94 1.37 2.68 1.11 
Develop new products faster 3.07 1.31 3.38 1.26 3.41 1.19 3.29 1.40 3.45 1.10 
Serve customers more quickly 3.28 1.39 3.14 1.34 3.78 1.33 3.00 1.48 2.90 1.33 
Informed buying decisions 3.49 1.26 3.53 1.13 3.86 1.08 3.06 1.41 3.40 1.27 
Make it easier for customers to buy 2.95 1.29 2.97 1.48 3.18 1.29 2.97 1.49 3.15 1.23 
Better understand buying process 2.67 1.24 2.71 1.21 3.00 1.29 3.09 1.33 2.65 1.35 
Lower marketing cost 2.74 1.42 2.50 1.16 3.13 1.31 3.12 1.45 3.05 1.31 
Improve new product development 3.00 1.33 3.29 1.33 3.23 1.26 3.21 1.23 3.00 1.38 
Improve the ability to 
keep customers informed 3.42 1.14 3.63 1.38 4.00 1.00 3.68 1.27 3.55 1.23 

Better research on customer needs 3.02 1.39 3.11 1.25 3.33 1.16 3.26 1.31 3.25 1.41 
Price more accurately 2.14 1.08 2.26 1.18 2.49 1.02 2.50 1.21 2.55 1.28 
Better customization of products  
and services 2.62 1.36 2.95 1.25 2.96 1.41 2.85 1.26 2.55 1.43 

Enable more overall value creation for 
customers 3.63 1.20 3.62 1.14 3.88 0.95 3.38 1.30 3.22 1.44 

Note: I = Medical, Dental and Laboratory Equipments; II = Food, Food technology & Agriculture; III = Electronics & Computer; IV 
= Detergent, Hygienic, Cosmetic products; V = Bicycle, Motorcycle & Equipments 

 
As the sample sizes are quite different, for the post hoc tests, Hochberg’s GT2 is 
employed (Field 2000). Mean differences on seven items yielded significant results  
(P < 0.05, P < 0.01 and P < 0.001) for 12 of the pair wise comparisons (See Table  4-6). 
 
 



Data Analysis and Results 
A Study of Marketing Managers’ Perceptions of the Internet’s Impact on Marketing in Iran 

 

 - 65 - 

 
Table  4-6 Significant differences by industry categories 

 Mean  
 I 

(n = 43) 
II 

(n=38) 
III 

(n=49) 
IV 

(n=34) 
V 

(n=20) F-values Sig. diff. 

Marketing activities  
Permit online 
payment in the future 

2.83 2.84 3.74 2.94 3.15 3.154 1&3 * 
2&3 * 

        
An effective channel 
for communicating 
product/service 
information 

3.26 3.41 3.94 3.12 3.70 2.750 3&4 * 

        
Permit a reduced 
need for middlemen 

2.62 2.87 3.49 2.94 3.00 2.421 1&3 * 

        
Influence the way in 
which products are 
priced 

1.86 1.84 2.76 1.97 2.11 4.366 1&3 ** 
2&3 ** 
3&4 * 

        
Do a better job of 
selling 

2.72 2.82 3.57 3.03 2.80 3.654 1&3 ** 
2&3 * 

        
Overall change in the 
way in which 
products/services are 
marketed over the 
next three years 

3.24 3.81 4.31 3.39 3.55 6.165 1&3 *** 
3&4 ** 

        
Value Creation  
Informed buying 
decisions 

3.49 3.53 3.86 3.06 3.40 2.195 3&4 * 

Notes:  
I = Medical, Dental and Laboratory Equipments; II = Food, Food technology & Agriculture; III = 
Electronics & Computer; IV = Detergent, Hygienic, Cosmetic products; V = Bicycle, Motorcycle & 
Equipments; 
* Refers to significant difference at P < 0.05;  
** Refers to significant difference at P < 0.01;  
*** Refers to significant difference at P < 0.001  

 
Consistently, all the significant differences involved a pairing with “Electronics & 
Computer” sector. The electronics and computer sector came out significantly more 
positive than “Medical, Dental and Laboratory Equipments”, “Food, Food technology & 
Agriculture” and “Detergent, Hygienic, Cosmetic products” on 7 items: 
 

1. Permit online payment;  
(v. “Medical, Dental and Laboratory Equipments” and “Food, Food technology & 
Agriculture”, P < 0.05); 
 

2. An effective channel for communicating product/service information; 
(v. “Detergent, Hygienic, Cosmetic products”, P < 0.05); 
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3. Permit a reduced need for middlemen; 

(v. “Medical, Dental and Laboratory Equipments”, P < 0.05); 
 
4. Influence the way in which products are priced; 

(v. “Medical, Dental and Laboratory Equipments” and “Food, Food technology & 
Agriculture”, P < 0.01, “Detergent, Hygienic, Cosmetic products”, P < 0.05); 

 
5. Do a better job of selling; 

(v. “Medical, Dental and Laboratory Equipments”, P < 0.01, “Food, Food 
technology & Agriculture”, P < 0.05); 

 
6. Overall change in the way in which products/services are marketed over the next 

three years; 
(v. “Medical, Dental and Laboratory Equipments”, P < 0.001, “Detergent, 
Hygienic, Cosmetic products”, P < 0.01); 

 
7. Informed buying decisions;  

(v. “Detergent, Hygienic, Cosmetic products”, P < 0.05). 
 

4.5 Analysis of Relationships 
A series of correlation analyses were conducted in order to assess the relationships 
proposed in the (Morris et al. 1997)’s World Wide Web marketing model. In this way, 
the relationships between changes in marketing activity, changes in market definition, 
and new ways to create value were tested. 
 
A scatter diagram makes it particularly easy to spot trends and correlations between the 
two variables, usually drawn before working out a linear correlation coefficient or fitting 
a regression line. It gives a good visual picture of the relationship between the two 
variables, and aids the interpretation of the correlation coefficient. 
 
The scatter diagram illustrated in Figure  4-4 plots means for perceived changes in 
marketing activity against means for perceived new ways to create value. There is a 
positive association between these two variables.  
 
In regression analysis, we try to find a line that best fits the points in the diagram (Mann 
1995). Such line provides the best possible description of the relationship between the 
dependent and independent variables. The least squares regression line gives such line.  
 

 
 
The graph in Figure  4-4 shows the scatter diagram together with a line of best fit.  
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Figure  4-4 Relationships between perceived changes in Marketing Activity and  
perceived new ways to Create Value 

 
The estimated equation for this line is:  
 

 = 0.65 + 0.82  
 
The correlation coefficient of a set of observations {(xi,yi): i=1,..,n} is given by the 
formula: 
 

  
 
Thus, the linear correlation coefficient is 0.739. The linear correlation coefficient simply 
tells us how strongly the two variables are related. This positive correlation coefficient 
(.739) indicates that there is a statistically significant (p <0 .01) linear relationship 
between these two variables. 
 
The square of the correlation coefficient is therefore given by 
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The value of  is 0.545. 
 
The scatter diagram together with a line of best fit in Figure  4-5 shows means for 
perceived changes in market definition against means for new ways to create value. There 
is also a positive association between these two variables. 
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Figure  4-5 Relationships between perceived changes in Market Definition and  
perceived new ways to Create Value 

 
The estimated equation for line of best fit is:  
 

 = 0.86 + 0.75  
 
And, the linear correlation coefficient is 0.718, that indicates there is a statistically 
significant (p <0 .01) linear relationship between these two variables. 
 
The value of  is calculated as 0.516. 
 

= 
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The last scatter plot with a line of best fit is illustrated in Figure  4-6. There is a positive 
relationship between changes in market definition and changes in marketing activity. 
 
The estimated equation for line of best fit is:  
 

 = 1.21 + 0.59  
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Figure  4-6 Relationships between perceived changes in Marketing Activity and  
perceived changes in Market Definition 

 
The third correlation coefficient (0.633) also indicates that there is a statistically 
significant (p < 0.01) linear relationship between changes in marketing activity and 
changes in market definition, although this correlation is not strong as the others. 
 
The value of  is measured 0.401. 

4.6 Comparison between countries 
In order to show how the impact of internet in marketing would vary among countries, 
the results of this study were compared with the results of previous studies. A study was 
conducted in South Africa, (Morris et al. 1997), and a longitudinal study in Australia, 
(Leong et al. 2003). The results of this study were compared with the results of these two 
mentioned studies. The means of items on changes in the conceptualization of marketing 
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activities and the changes in market definition and value creation are presented in Table 
 4-7. 
Table  4-7 Comparison between countries 

Mean 

 

South 
Africa 
(1997) 

Australia 
(1999) 

Australia 
(2001) 

Iran 
(2005) 

Items on changes in the conceptualization of marketing activities     
Change the way in which products/services are marketed 3.54 3.58 3.84 2.80 
Permit online payment in the future 3.08 3.36 3.08 3.11 
Enable two-way interactive relationships with customers 3.96 3.88 3.67 3.14 
An effective channel for communicating product/service information 4.07 4.29 4.18 3.51 
An effective vehicle for improved market segmentation 3.57 3.43 3.13 2.93 
Permit a reduced need for middlemen 3.09 3.12 2.55 2.96 
Provide an enhanced capability to bring new products to the market 3.69 3.48 3.15 3.10 
Influence the way in which products are priced 2.47 2.79 2.16 2.09 
Influence promotional strategies 3.66 3.53 3.54 3.05 
Permit involvement with customers earlier in the buying process 3.63 3.29 2.98 3.00 
Do a better job of selling 3.70 3.12 2.97 3.01 
Overall change in the way in which products/services  
are marketed over the next 3 years 4.17   3.70 

Items on changes in market definition     
Target new customers in currently served market segments 3.52 3.09 3.17 3.15 
Target new customers in totally new market segments 3.42 3.36 3.11 3.19 
Target customers globally 3.77 3.59 2.91 3.24 
Compete more effectively globally 3.44 3.21 2.64 2.92 
Define markets more precisely 3.3 2.73 2.65 2.84 
Add new market segments 3.55 3.12 2.85 3.18 
Expand the size of a targeted market 3.86 3.18 3.19 3.04 
Eliminate less profitable segments 2.61 2.38 2.21 2.26 
Better identify unmet customer needs 3.21 2.96 2.88 2.91 
Items on value creation     
Develop new products faster 2.82 2.56 2.47 3.33 
Serve customers more quickly 3.74 3.56 3.61 3.28 
Informed buying decisions 4.06 3.64 3.61 3.54 
Make it easier for customers to buy 3.72 3.51 3.23 3.04 
Better understand buying process 2.99 2.73 2.77 2.81 
Lower marketing cost 2.23 2.83 2.72 2.93 
Improve new product development 2.88 2.47 2.48 3.17 
Improve the ability to keep customers informed 4.24 4.09 4.11 3.70 
Better research on customer needs 3.52 3.08 3.31 3.20 
Price more accurately 2.80 2.61 2.5 2.35 
Better customization of products and services 3.35 2.81 2.84 2.84 
Enable more overall value creation for customers 4.11   3.60 
Note: Five-point scale where 1 = to a very little extent, 5 = to a very great extent 
 
The means of items were considered as a data set. That would give us four data sets (Iran 
2005, Australia 2001, Australia 1999 and South Africa 1997). In each data set there are 
31 cases (these cases are the means of 31 items). Questions 12 and 33 were eliminated, as 
they were not considered in Australia. The means of each data set was calculated: 
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Iran 2005; mean = 3.02, Australia 2001; mean = 3.04, Australia 1999; mean = 3.20, 
South Africa 1997; mean = 3.40. As it appears, there has been a decline in mean scores. 
 
We wish to compare Iran’s data set with the other three data sets and in order to estimate 
which situation has been closer to the situation in Iran. 
  
After examining the data to ensure a normal, not markedly skewed distribution, t-test 
were selected as a suitable method of analysis. The comparison will provide us with a 
statistic for evaluating whether the difference between two means is statistically 
significant. The independent-sample t- test is used to compare two groups' scores on the 
same variable. 
 
The t-values for Iran 2005 versus Australia 2001, Iran 2005 versus Australia 1999 and 
Iran 2005 versus South Africa 1997 were calculated as -0.26, -1.80 and -3.59, 
respectively. Only in comparison between Iran 2005 and South Africa 1997, the mean 
differences yielded significant results (P < 0.001). 
 
At the next stage the items of Australia 2001, Australia 1999 and South Africa 1997 were 
compared to the items of Iran 2005 one by one, in order to see in details how the items 
are different from or similar to each other. The results of these analyses are shown in 
Table  4-8. 
 
The independent samples t-test is used to test the hypothesis that the difference between 
the means of two samples is equal to 0 (this hypothesis is therefore called the null 
hypothesis). When the P-value is less than the conventional 0.05, the null hypothesis is 
rejected and the conclusion is that the two means do indeed differ significantly. 
 
Noticeably, in comparison between Iran, 2005 versus S. Africa, 1997 all of the items are 
significantly different, except two items in the Marketing activity group: 
 

1. Permit online payment in the future 
2. Permit a reduced need for middlemen 

 
 
We could see that there is much lower significant different between Iran and Australia. In 
Iran 2005 ten items remain significantly below those of the Australia 2001 level (P < 
0.001), namely: 
 

1. Change the way in which products/services are marketed 
2. Enable two-way interactive relationships with customers 
3. An effective channel for communicating product/service information 
4. Permit a reduced need for middlemen 
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Table  4-8 Comparing Iran 2005 with S. Africa 1997, Australia 1999 and 2001 

t-value 

 

Iran, 2005 
v.  

S. Africa, 
1997 

Iran, 2005 
v.  

Australia, 
1999 

Iran, 2005   
v.  

Australia, 
2001 

Marketing activities    
Change the way in which products/services are marketed -8.91*** -9.40*** -12.54*** 
Permit online payment in the future  0.24 -2.46*  0.24 
Enable two-way interactive relationships with customers -8.13*** -7.34*** -5.26*** 
An effective channel for communicating product/service 
information -6.15*** -8.55*** -7.35*** 

An effective vehicle for improved market segmentation -7.49*** -5.86*** -2.37* 
Permit a reduced need for middlemen -1.30 -1.60  4.12*** 
Provide an enhanced capability to bring new products to the 
market -6.61*** -4.25*** -0.54 

Influence the way in which products are priced -4.26*** -7.90*** -0.74 
Influence promotional strategies -6.88*** -5.40*** -5.51*** 
Permit involvement with customers earlier in the buying 
process -6.70*** -3.05**  0.26 

Do a better job of selling -7.92*** -1.26  0.45 
Overall change in the way in which products/services  
are marketed over the next 3 years -5.68***   

Marketing definition    
Target new customers in currently served market segments -4.13***  0.69 -0.20 
Target new customers in totally new market segments -2.68** -1.99*  0.87 
Target customers globally -5.01*** -3.32***  3.06** 
Compete more effectively globally -5.27*** -2.94**  2.84** 
Define markets more precisely -5.68***  1.30  2.29* 
Add new market segments -4.35***  0.68  3.84*** 
Expand the size of a targeted market -10.34*** -1.76 -1.88 
Eliminate less profitable segments -4.36*** -1.49  0.62 
Better identify unmet customer needs -3.44*** -0.62  0.28 
Value creation    
Develop new products faster  5.66***   8.57***  9.58*** 
Serve customers more quickly -4.75*** -288** -3.40*** 
Informed buying decisions -6.09*** -1.17 -0.82 
Make it easier for customers to buy -7.09*** -4.90*** -1.98* 
Better understand buying process -2.00*  0.84  0.40 
Lower marketing cost  7.41***  1.09  2.25* 
Improve new product development  3.23***  7.084***  7.73*** 
Improve the ability to keep customers informed -6.46*** -4.68*** -4.92*** 
Better research on customer needs -3.57***  1.30 -1.24 
Price more accurately -5.70*** -3.30*** -1.91 
Better customization of products and services -5.50***  0.29 -0.02 
Enable more overall value creation for customers -6.25***   
Notes:  
* Refers to significant difference at P < 0.05;  
** Refers to significant difference at P < 0.01;  
*** Refers to significant difference at P < 0.001 
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5. Influence promotional strategies 
6. Add new market segments 
7. Develop new products faster 
8. Serve customers more quickly 
9. Improve new product development 
10. Improve the ability to keep customers informed 

 
This is fairly interesting that although these researches were conducted at four different 
times and in three different places the trends of responding to the questionnaire is 
relatively the same. If we illustrate each study by a line, connecting the answers to the 
items, as shown in Figure  4-7, we realize that these lines remarkably follow each other. 
 

 
Figure  4-7 Comparison between countries 
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The upper peaks are: 
 

1. An effective channel for communicating product/service information. 
2. Informed buying decisions. 
3. Improve the ability to keep customers informed. 

 
And the lower peaks are: 
 

1. Influence the way in which products are priced. 
2. Eliminate less profitable segments. 
3. Price more accurately. 

 
 
In the next chapter we shall summarize our analytical findings with respect to the 
research questions. Based on these results we will present our conclusions as well as a 
modified model for the World Wide Web Marketing that seems to be more realistic for 
developing countries. 
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Chapter V 

5 Discussion, Conclusion and Further 
Research 

The aim of this chapter is to provide an overall conclusion regarding the findings of this 
study. Based on the previous chapters this final chapter will provide answers to our 
research questions. In order to do so, the researcher will state the research questions 
posed in chapter one and tries to answer them, based on conducted research. Lastly the 
conclusion will be presented as well as a modified model for the World Wide Web 
Marketing followed by implications, limitations and further research. 
 

5.1 Discussion and Conclusion 
Based on the findings in the previous section, it would appear that the relationships first 
proposed in the (Morris et al. 1997)’s World Wide Web marketing model are convincing. 
In a more rigorous sense, the acceptance of the hypotheses underlying the model can be 
confirmed as follows: 
 
H1: The Internet and related technologies have caused marketers to think            
differently about the conceptualization of marketing activities. 
 
There are large disparities in marketers’ perceptions of how the Internet will impact on 
marketing activities. Companies with a presence on the Web rated seven out of the eleven 
change components of marketing activity conceptualization as being more than 
“somewhat” affected by their presence on the Web.  
 
Marketers perceive that the Internet is unlikely to significantly change pricing, the way in 
which products/services are marketed, reduced need for middlemen and being an 
effective vehicle for improved market segmentation. However, according to the 
perceptions of the Iranian marketers as surveyed, the Internet will have an impact on 
“communication of product and service information”, “Enable two-way interactive 
relationships with customers”, “Permit online payment in the future” and “Provide an 
enhanced capability to bring new products to the market”.  
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According to (Leong et al. 2003) Internet applications such as e-mail and interactive web 
sites are certainly capable of enhancing “communication of product and service 
information” and developing “two-way interactive relationships with customers”. Web 
sites, unlike other media, can make considerable information available on products, 
services, and the company itself. These expected changes in “communication of product 
and service information” and developing “two-way interactive relationships with 
customers” are likely to impact on “the way in which products/services are marketed”.  
     
Although marketers perceived the Internet will have an impact on “communication of 
product and service information” and it will “enable two-way interactive relationships 
with customers”, surprisingly, with a tight spread of responses they distinguish that the 
Internet is unlikely to significantly change the way in which products/services are 
marketed. On the other hand, the web is seen as likely to have a significant influence on 
marketing activities in the near future: Asked directly whether it would change the way in 
which products or services are marketed over the next three years, respondents selected 
this as the most likely for their response in the survey. Furthermore, it is interesting to 
mention that almost none of the companies have an online payment service, but they are 
optimistic to have it in the future. This could lead us to the conclusion that the Internet 
will have an impact on marketing activity components but it would take much more time 
than what we expect to see the effects of these changes. 
 
H2: The Internet and related technologies have caused marketers to think differently 
about their markets and how they define them. 
 
Out of a series of eight measures of changes in market definition, five means fall 
marginally into the higher half of the five-point scale. Marketing managers believes that 
the Internet will enable them, to a significant degree, to target customers globally, target 
new customers in totally new market segments, add new market segments, target new 
customers in currently served market segments and expand the size of a targeted market. 
 
While the Internet has been claimed by the managers to be a good tool for targeting 
customers globally, they do not think it will have any real impact on competing more 
effectively against leading global competitors. Marketers may have realized that it is 
expensive or they do not have the critical factors to compete globally but simply they can 
utilize the internet for online promotions.  
 
H3: Marketers perceived the Internet to afford opportunities for offering greater value to 
customers. 
 
The Internet’s ability to keep customers informed is ranked the highest in terms of 
creating value for customers. The second ranked item is informed buying decisions. 
These two items seem to be affected the most by the use of Internet. This result is quite 
rationale as the informed buying decisions can be considered as a result of improving the 
ability to keep customers informed. 
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Marketers think that by internet they can develop new products faster and improve 
developing of the new products. 
 
By Internet they could also serve customers more quickly, research on customer needs on 
a better way and facilitate buying for their customers. 
 
Most firms do not use the Internet to any real extent to lowering their marketing cost, 
better identifying unmet customer needs, better customization of products and services, 
better understand buying process, and the ability to price more accurately. 
 
In overall their perception is that the Internet could create new values for customers but 
for instance it could not help them in pricing, understanding customers buying process 
and reducing their marketing costs. 
 
All of these findings suggest that Iranian companies who have adopted the Web believe 
that the Web will influence all of the most important aspects of the current marketing 
functions. Thus, the most significant changes envisaged by those senior marketers in Iran 
whose companies have already established Websites can best be summarized as follows: 
 
The Web has influenced, and will in the future influence, the marketing activities of 
Iranian companies with Web presence most significantly in the following areas: 
 

1. Effective communication of product/service information, 
2. Establishment of a two-way, interactive relationship with customers, 
3. Permitting online payment in the future, 
4. An enhanced capability to bring new products to the market. 

 
Corporate Websites will prompt Iranian companies to redefine their markets most 
significantly in the following ways: 
 

1. Targeting global customers, 
2. Targeting new customers in totally new market segments, 
3. Adding new market segments. 

 
The above changes in market definition and marketing activities are associated with new 
ways in which to create value. Iranian companies rate the following ways to create value 
as the most important vis-à-vis their presence on the Web: 
 

1. An improved ability to keep customers informed, 
2. Enabling customers to make more informed buying decisions, 
3. Develop new products faster, 
4. The ability to serve customers more quickly. 

 
With investigating in highest scores we see that all of them are from virtual information 
space sector (Effective communication of product/service information, Targeting global 
customers, an improved ability to keep customers informed and enabling customers to 
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make more informed buying decisions) interestingly but not surprisingly the next rank is 
“Establishment of a two-way, interactive relationship with customers” that is in virtual 
communication space sector and “Permitting online payment in the future” that is in 
virtual transaction space sector. This sequence will remind us of the ICDT (Information, 
Communication, Distribution and Transaction) model. This model describes the main 
features that a firm can offer to its customers (Angehrn 1997). Essentially, there are four 
options, which are depicted in Figure  5-1. Information activities include advertising and 
posting information on the company website. This includes company, products and 
services-related information. Communication activities include a two-way 
communication between a company and its online visitors and customers. This can take 
place via Internet applications such as e-mail and real-time chat. Transaction activities 
include the acceptance through the Internet of online orders (i.e. commercial transactions) 
and electronic payments (i.e. financial transactions). Distribution activities include the 
online delivery of digital goods, such as software, videos, films, music and e-books, by 
letting customers download the purchases products (Jelassi and Enders 2005). 
 

 
Figure  5-1 The ICDT model 

 
It seems that Iranian Marketing managers have absolutely realized the value of virtual 
information space and becoming conscious about virtual communication space that 
Internet is providing for them.  
 
It seems that Iranian Marketing managers are not really enjoying the benefits of virtual 
transaction space and virtual distribution space. But they are optimist that in the future 
they can take advantage of these features. 
 
Accordingly, (Dutta and Segev 1999) mentioned that companies have a long way to go to 
exploit the potential of the Internet. They divided Internet activity into three stages: 
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1. publishing corporate information, 
2. conducting electronic commerce; and’ 
3. business transformation. 

 
According to their study only around one third of firms have reached the second stage of 
Internet activity and less than 20 per cent of firms stimulate any interaction. Similarly in, 
Iran it seems that although firms are optimistic about tow-way interactive relationships, 
they are using the internet for one-way communication, in other words they use it as an 
on-line brochure. 
  
 
 
Industry Analysis 
According to (Arnott and Bridgewater 2002) extant studies of the impact of the Internet 
on marketing tend to focus on one type of firm. For example, (Hamill and Gregory 1998) 
focus on small firms and (Berthon et al. 1998)on service firms. With this focus comes the 
question that whether the findings are generalisable, or are valid only for particular types 
of firms. Consequently, the samples in this study are not chosen from one type of 
industry or size.    
 
As industries are likely to differ in how they perceive the impact of the Internet on 
marketing, we proceeded with an analysis by industry (Industry I = Medical, Dental and 
Laboratory Equipments; Industry II = Food, Food technology & Agriculture; Industry III 
= Electronics & Computer; Industry IV = Detergent, Hygienic, Cosmetic products; 
Industry V = Bicycle, Motorcycle & Equipments). The results confirm that the industry 
categories do differ in their perceptions on eight items: 
  

1. Permit online payment in the future,  
2. An effective channel for communicating product/service information,  
3. Permit a reduced need for middlemen,  
4. Provide an enhanced capability to bring new products to the market,  
5. Influence the way in which products are priced,  
6. Do a better job of selling,  
7. Overall change in the way in which products/services are marketed over the next 

three years, and,  
8. Serve customers more quickly. 

 
All of the above items, except the last one are from “Changes in the conceptualization of 
marketing activities”. This shows that the industry categories do differ in their 
perceptions on this aspect of the marketing function, however not much difference is seen 
among different industries for the changes in market definition and value creation. 
 
As the sample sizes were quite different, for the post hoc tests, Hochberg’s GT2 
employed (Field 2000). Mean differences on seven items yielded significant results for 
12 of the pair wise comparisons: 
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1. Permit online payment in the future (I & III, II & III), 
2. An effective channel for communicating product/service information (III & IV), 
3. Permit a reduced need for middlemen (I & III), 
4. Influence the way in which products are priced (I & III, II & III, III & IV), 
5. Do a better job of selling (I & III, II & III), 
6. Overall change in the way in which products/services are marketed over the next 

three years (I & III, III & IV), 
7. Informed buying decisions (III & IV). 

 
Consistently, all the significant differences involved a pairing with “Electronics & 
Computer” sector. The “Electronics and Computer” sector came out significantly more 
positive than “Medical, Dental and Laboratory Equipments”, “Food, Food technology & 
Agriculture” and “Detergent, Hygienic, Cosmetic products”. 
 
Our findings confirm that those marketers that are active in the Electronics and Computer 
field are considerably more optimistic about the potential impact of the Internet than 
respondents in the other four industry categories. In particular, they rated significantly 
more positively than the other industries on the Internet’s ability to "Permit online 
payment", "An effective channel for communicating product/service information", 
"Permit a reduced need for middlemen", "Influence the way in which products are 
priced", "Do a better job of selling", "Overall change in the way in which products / 
services are marketed over the next three years" and "Informed buying decisions". 
 
Why are Electronic and Computer marketers generally more optimistic in their marketing 
activities, when compared with marketers in the other four industry categories? The 
recognized disparity could be related to dissimilar levels of Internet adoption in different 
industry sectors. It is quite possible that the level of Internet adoption in the “Electronic 
and Computer” sector is much higher than the other industry categories. Also according 
to (Arnott and Bridgewater 2002) there is no doubt that, in today's world of intra-, inter-, 
and extra-nets, the adoption of the technology is important for all firms. From a 
marketing perspective, research suggests that high service content, intangible and 
information-based products benefit most from sophisticated Internet usage (Berthon et al. 
1998). As there are lots of information-based products in the “Electronic and Computer” 
sector, it is quite reasonable to have higher expectations of the Internet in this sector. 
   
Relationship Analysis 
A series of correlation analyses were conducted in order to assess the relationships 
proposed in the (Morris et al. 1997)’s World Wide Web marketing model illustrated in 
Figure  5-2. In this way, the relationships between changes in marketing activity, changes 
in market definition, and new ways to create value were tested. 
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Figure  5-2 The World Wide Web Marketing Model (Morris et al. 1997) 

It appears that the relationships are convincing.  
 
H4: A significant correlation exists between those organizations that believe the Web will 
change their conceptualization of the marketing activity and those believe it will change 
their market definition. 
 
On the basis of statistical analysis of respondents’ replies to a series of questions related 
to both marketing activity conceptualization and changes in market definition, the 
significance of the relationship between these two components of the model appears to be 
strong. The correlation coefficient (0.633) indicates that there is a statistically significant 
(p < 0.01) linear relationship between changes in marketing activity and changes in 
market definition. Thus, those Web adopters that believe that the Web influence the way 
in which they conceptualize the marketing activity are, to a very significant extent, the 
same companies that believe that the Web is changing the definition of their markets. 
 
H5: Companies that believe that the Web will change their conceptualization of the 
marketing activity are significantly correlated with those that believe it will enable new 
ways to create value. 
And  
H6:  Companies that believe that the Web will change their market definition are 
significantly correlated with those that believe it will enable new ways to create value. 
 
Significant relationships were identified between changes in conceptualization of the 
marketing activity and new ways to create value on the one hand, and market definition 
changes and new ways to create value on the other.  
 
The correlation coefficient between changes in conceptualization of the marketing 
activity and new ways to create value were calculated 0.739. For Web adopters, the 
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relationship between changes in market definition and new ways to create value was 
equally significant (r = 0.718). 
 
Comparison between countries 
In order to show how the impact of internet in marketing would vary among countries, 
the results of this study were compared with the results of previous studies. A study was 
conducted in South Africa, (Morris et al. 1997), and a longitudinal study in Australia, 
(Leong et al. 2003). Only in comparison between Iran 2005 and South Africa 1997, the 
mean differences yielded significant results (P < 0.001). 
 
Noticeably, in comparison between Iran, 2005 versus S. Africa, 1997 all of the items are 
significantly different, except two items in the Marketing activity group: 
 

1. Permit online payment in the future, 
2. Permit a reduced need for middlemen. 

 
We could see that there is much lower significant different between Iran and Australia. In 
Iran 2005 ten items remain significantly below those of the Australia 2001 level (P < 
0.001), namely: 
 

1. Change the way in which products/services are marketed, 
2. Enable two-way interactive relationships with customers, 
3. An effective channel for communicating product/service information, 
4. Permit a reduced need for middlemen, 
5. Influence promotional strategies, 
6. Add new market segments, 
7. Develop new products faster, 
8. Serve customers more quickly, 
9. Improve new product development, 
10. Improve the ability to keep customers informed. 

 
This is fairly interesting that although these researches were conducted at four different 
times and in three different places the trends of responding to the questionnaire is 
relatively the same.  
 
In all of the studies the following items were scored high: 
 

1. An effective channel for communicating product/service information, 
2. Informed buying decisions, 
3. Improve the ability to keep customers informed. 

 
And the following items were scored low: 
 

1. Influence the way in which products are priced, 
2. Eliminate less profitable segments, 
3. Price more accurately. 
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5.2 Modifying the Model 
It looks as if the (Morris et al. 1997)'s conceptual World Wide Web marketing model is 
more appropriate for the countries that actually have grown with the internet. In this 
model adoption of the web is considered as an independent variable. The two interrelated 
aspects of the marketing function, which are the organization’s conceptualization of the 
marketing activity and the definition of the organization’s markets, are consequently 
influenced by adoption of the web. And as a result they are implicated in the ability to 
create value in new ways. But according to the findings of this study it appears that, in a 
developing country like Iran, although the items of this model are applied, the story is a 
bit different. In this country the adoption of internet is in its beginning stages. And still 
there are lots of gaps. These gaps could be technological, economical, socio-cultural, 
geopolitical, etc gaps. 
   
Iranian Marketing managers are informed about the created values that are brought by the 
Internet. Although they are not grown with the internet step by step but they want to 
reach these values. They try to enjoy the new created values by changing their 
conceptualization of the marketing activities and changing their market definition. But 
this is required to have a sufficient level of internet adoption regarding the value that they 
want to reach. According to the literature the adoption of the World Wide Web is divided 
in different levels (Teo and Pian 2004). The higher internet adoption would lead to more 
possibility of creating value. This model is illustrated in Figure 5-3.      
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Figure  5-3 The World Wide Web marketing model in Iran 
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In this model the connection link between the two interrelated aspects of the marketing 
function and the created value is the adoption of the World Wide Web. The hive pattern 
of this arrow is trying to show the gaps. As much as these gaps are filled the link is 
stronger. If we are at the first levels of the internet adoption we could enjoy a small 
portion of the created value, for example just using the internet for informational 
purposes. But after reaching a higher level of internet adoption the Internet's interactive 
potential can be used. 
 
The thing that must be concerned is that this model does not refuse (Morris et al. 1997)'s 
conceptual World Wide Web marketing model. It is just a bit improved and modified for 
a developing country such as Iran. The findings of this study justify this model as 
discussed in the data analysis chapter and the discussion section. 
 

5.3 Managerial Implications 
The managerial implications that can be derived from this study are simple: Make 
changes in the marketing activities and market definitions and try to reach the new ways 
that are created through the Internet. Many managers believe that they can not enjoy the 
values that are created by the Internet because we do not reach a high level of Internet 
adoption in this country. It is true that the findings of this study affirm (Arnott and 
Bridgewater 2002; Dutta and Segev 1999)’s contention that a majority of firms are using 
the Internet for information provision rather than utilizing its interactive potential and the 
most frequently used function of the Internet is that of an on-line brochure. But some of 
the Iranian managers are not using the Internet even for informational purposes. For 
example, some believe that because the online payment system in this country is not 
common, if it exists at all, there is no possibility of transaction and therefore no 
possibility of gaining any value. Some of these managers after considering the items of 
the questionnaire that was given to them realized that even without having such an online 
payment system there is a potential to gain many values through the internet in their 
business and they asked to have a copy of the questionnaire. Although the findings 
support (Quelch and Klein 1996)’s hypothesis that extant firms’ use of the internet 
evolves from the informational to transactional, and that at present, many have a long 
way to go to take full advantage of the Internet’s real potential., but this does not mean 
that because we could not enjoy the transactional facilities, we have to lose the benefits of 
informational purposes as well. This study shows that at least many of the firms are using 
the internet as informational purposes and they are aware of the interactive potentials. 
Many are optimistic regarding the way in which products/services are marketed through 
the Internet in the future.  This could be an alert for those managers that think their 
competitors are not using the internet as a marketing tool. 

5.4 Limitations 
This research has a number of limitations. We use particular conceptualizations of 
marketing that may not be sufficiently inclusive. 
 
The findings reported here are snapshots in time. The Internet’s rapid evolution and 
growth demand that regular tracking with longitudinal designs be implemented.  
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Because of the limited sample, caution is advised in drawing broad conclusions. 
However, given (Sudman 1976)’s guidelines for sample size of 50-200 for institutional 
surveys with very few subgroup analyses, the sample of 204 firms may not be such a 
serious limitation after all. Moreover, the findings of this study represent a baseline of 
evidence on the state of marketing managers’ perceptions of how the Internet will have 
an impact on marketing. 
 
A check on the title and functional specialization of the respondents confirmed that 
mainly sales managers, directors, assistants, chief executive officers, managing directors, 
president, vice president and occasionally “marketing managers” took on the task of 
responding to the questionnaire. Although all of respondents were responsible for 
marketing functions of their companies, an exact title of marketing manager is rarely 
seen.  Generally in small companies the managing director and in big companies the sales 
manager is doing the duty of a marketing manager. 
 
Responses were measured on five point Likert-type scales, anchored on “1 = to a very 
little extent” through “5 = to a very great extent”. As has been noted in the literature, 
there is some disagreement regarding the process for analyzing the results of a sample of 
data where the Likert scale is employed. Comparisons are made assuming that the Likert 
characteristics under study can be considered as an interval scale and assuming that the 
Likert scale is in reality an ordinal scale. Cautions are presented when assuming the 
interval scale. Particular attention is paid to the assumption that the word scale (e.g., 
strongly agree to strongly disagree) can be treated as an interval scale (McCall 2001). 
 
According to (Arnott and Bridgewater 2002) a majority of studies of the Internet’s impact 
on marketing are think-pieces rather than empirical (e.g. (Kiani 1998; McWilliam 2000; 
Paul 1996; Peattie and Peters 1997; Sandelands 1997). As such they deal more with the 
potential than the reality of the Internet’s impact. The same thing could be noticeable 
when respondents were answering the questionnaire. There is possible that when 
respondents were answering the questionnaire, they were thinking about the potentials 
and not the facts and reality of the Internet’s impact.  

5.5 Future Research 
It is hoped that the findings will stimulate further research in other parts of the world, 
especially other developing countries, in order not only to understand this phenomenal 
new medium and its business applications, but also to better comprehend the way in 
which it will forge marketing change, and conceptualize markets. 
 
Future research should go through a longitudinal method. There is also scope for further 
cross-cultural comparisons, ideally including other developing countries.  
 
Also a study could be undertaken to see whether variables such as size (Hamill and 
Gregory 1998), industry sector (Berthon et al. 1998), geographic region (Dutta and Segev 
1999), and whether the firm is already international or has internationalised via the 
Internet (Quelch and Klein 1996) do make differ in the results or not. 
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7 Appendices 
 
Appendix I 
 

 

 
 
 

A Survey on the Internet’s Impact on Marketing in Iran 
 
 
 
 
Dear Participant, 
 
You have been identified as an expert in the area of marketing.  
As such, we are writing to ask for your help with an important and interesting study being 
conducted by the e-Commerce research team at the Luleå University of Technology, 
Sweden and Tarbiyat Modares University, Iran. 
 
Your valuable response will help to better understand the marketing managers’ 
perceptions of the impact of the Internet on key marketing activities in Iran.  
 
We would like you to know that your efforts are very much appreciated. Only with the 
responses of professional like you, knowledge in the field can be advanced. Please save 
your responses and send them back. 
 
Please rest assured that all individual responses will remain confidential and the findings 
will be reported in the aggregate only so that information provided by you about your 
organization cannot be ascertained or deduced by the readers of the report.  
 
The survey should take no more than 5-10 minutes to fill out. 
 
Thank you very much for your kind assistance in this study. 
 
All answers will require a simple tick. 
Please rate each item from “to a very little extent (1)” through “to a very great extent (5)” 
by ticking the appropriate box for each statement.  
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  Very Little Extent                                  Very Great Extent 
 
         To what extent do you think… 
 

 
1 

 
2 

 
3 

 
4 

 
5 

1 your website changes the way in which products/services are 
marketed?      

2 there will be online payments through your website in the 
future?      

3 your website enables two-way interactive relationships with 
customers?      

4 your website creates an effective channel for communicating 
product/service information?      

5 your website creates an effective vehicle for improved 
market segmentation?      

6 your website permits a reduced need for middlemen? 
      

7 your website provides an enhanced capability to bring new 
products to the market?      

8 your website influences the way in which your products are 
priced?      

9 your website influences promotional strategies? 
      

10 your website permits involvement with customers earlier in 
the buying process?      

11 your website can do a better job of selling? 
      

12 your website will have overall change in the way in which 
your products/services are marketed over the next 3 years?      

13 your website enables you to target new customers in 
currently served market segments?      

14 your website enables you to target new customers in totally 
new market segments?      

15 your website enables you to target global customers? 
      

16 your website enables you to compete more effectively 
against leading global competitors?      

17 your website enables you to define markets more precisely? 
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  Very Little Extent                                  Very Great Extent 

 
         To what extent do you think… 
 

 
1 

 
2 

 
3 

 
4 

 
5 

18 your website enables you to add new market segments? 
      

19 your website enables you to expand the size of a targeted 
market?      

20 your website enables you to eliminate less profitable 
customers or market segments?      

21 your website helps you to better identify unmet customer 
needs?      

22 your website enables you to develop new products faster? 
      

23 your website enables you to serve customers more quickly? 
      

24 your website enables your customers to make more informed 
buying decisions?      

25 your website makes it easier for your customers to buy? 
      

26 your website helps you to better understand your customer’s 
buying process?      

27 your website enables you to lower your marketing costs? 
      

28 your website enables you to improve the ability to develop 
new products?      

29 your website enables you to improve the ability to keep 
customers informed?      

30 your website can do a better job of researching customer 
needs?      

31 your website helps you to price your products/services more 
accurately?      

32 your website helps you to better customize your 
products/services to reflect user requirements?      

33 your website enables more overall value creation for 
customers?      
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Please would you give us some personal information: 
Please note that any of the information you impart will be treated as confidential! 
 

 
Name:    _______________________ 
 
Sex:     Male □        Female □ 
 
Age:     ______ years, 
 
Nationality:   _______________________ 
 
Company:            _______________________ 
   
Field of Industry:     _______________________ 
 
Position in Company:  _______________________ 
 
Number of employees:  _______________________ 
 
Your Company’s Website: http://__________________ 
 
In which languages is your  
website presented?  _______________________ 

 
 
 
 
Thank you for taking the time and trouble to complete this questionnaire. 
As a token of appreciation, we will be very happy to send you a managerial summary of 
the main findings as soon as all survey responses are collected and analyzed.  
If you want the summary report please attach your business card to this questionnaire. 
Your contact information will be recorded in a separate file from your responses, and will 
not be known by anyone outside of this research project. 
 
Finally, if you have any comments do not hesitate to write it here or contact us at: 
ghazisaeedi@modares.ac.ir or Tel/Fax at: +98 (21) 22012366 or Call: +98 9121446900. 
 
 
 
 
 
 
 
 
Once again, thank you very much for your participation in this research. 

mailto:ghazisaeedi@modares.ac.ir
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Appendix II 
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Appendix III 
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ارشد بازاريابی و تجارت الكترونيك دوره مشترك آارشناسی  
  Luleå       دانشگاه تكنولوژی –دانشگاه تربيت مدرس 

 
 

 چكيده پايان نامه
 

 بررسی برداشت مديران بازاريابی از تأثيراينترنت بر بازاريابی در ايران
 

بليت تاثير واضح است آه اينترنت قا،هبا مروری بر مطالعات روزافزون  انجام شد  
با عنايت به اينكه فرصتهای بدست آمده از اين پديده به . ی شگرفی بر روی بازاريابی دارد   گذار

  برروی  هنوز بحث و  تعمق زيادی در مورد تاثير آن،نظر آامْال واضح و آشكار می باشد
                                                                                       .بازاريابی وجود دارد

 
عمده مطالعات انجام شده در زمينه تاثير اينترنت بر روی بازاريابی بجای تحقيقات علمی و 

 تحقيقاتی آميخته با افكار و تفسيرات شخصی همراه با عنوان نمودن پتانسيل های باالقوه ،تجربی
ی در مورد اينكه مديران چه فكر ميكنند از اين رو آمبود شواهد علم. ونه حقايق باالفعل می باشد

در حالی آه ما به مزيت .  در واآنش به آن چه آاری انجام ميدهند وجود دارد،و از آن مهمتر
های بی شماری آه فن آوری اينترنت می تواند بر روی فعاليتهای بازاريابی داشته باشد می 

چگونه از اينترنت در بهبود اجرا و شيوه به موازات آن نيازمند آنيم آه بدانيم شرآت ها ،انديشيم  
همچنين در حالی آه اينترنت بر روی تجارت آشورهای . های بازاريابی خود استفاده می آنند

 شواهد آمتری مبنی بر تاثير آن بر روی آشورهای در حال ،توسعه يافته تاثير شگرفی دارد
                                                                                     .توسعه مشاهده می شود

                                                                       
 اين تحقيق برداشت مديران بازاريابی از تاثير اينترنت بر بازاريابی ،برای شفاف شدن اين مطلب

وری پرسشنامه از آ مقطعی با استفاده از گرداين تحقيق يك مطالعه. در ايران را بررسی می نمايد
.مديران بازاريابی است  

 
يافته های اين تحقيق نشان می دهد آه اين رسانه جديد باعث می شود آه شرآت ها فعاليت های 

قسمت عمده ای از آنها .  بازارها و ارزش های خلق شده خود را دوباره تعريف آنند،بازاريابی
 برای اطالع رسانی استفاده می آنند ولی نسبت به ًن وسيله ای صرفاهنوز از اينترنت به عنوا

       . خدمات خود توسط اينترنت در آينده خوش بين هستند / تغيير روش بازاريابی محصوالت
برای ) وب مارآتينگ( يك مدل اصالح شده برای بازاريابی تحت شبكه جهانی وب ،در آخر 

 نزديك ه آه به نظرمی آيد برای اين آشورها به حقيقت گرديدهئاراآشورهای در حال توسعه 
                                                                                                            .تراست

                                                                                                              
. ايران، ارزش، بازاريابی،اينترنت: واژه های آليدی  

 
                                  Professor Leyland F. Pitt ی دآتر چهارسوقیآقا: اساتيد راهنما -  

  ی سعيدی قاضیمهد: نام دانشجو
 


