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Abstract

During the last part of this decade, the Internet has exerted a major influence on the business
environment. To compete effectively, more and more companies use the Internet in their daily
business and are present on the World Wide Web, with the result that traditional ways of
performing marketing activities no longer apply. This thesis aims to explore and describe the
objectives for companies to conduct on-line marketing and the effects the Internet will have
on the marketing mix.

We have made a qualitative single-case study of the on-line floral delivery service offered by
Interflora AB and conducted two personal interviews and one telephone interview with three
persons within the company. We found that Interflora AB only set one clear objective for
marketing the floral delivery service “Blommogram” on-line and that was to increase the sales
by attracting new customers. However, to enhance the company image and increase the
availability were two major reasons to go on-line.

The main function of Interflora’s Web site is to be a sales channel and the “Blommogram”
was found to be a service well suited for being sold on-line, using a standardized pricing
strategy. To Interflora, the focus has been to create a qualitative Web site and most efforts
have been concentrated on the Web site as a communication and promotion medium. As a
distribution and transaction medium, the Web site is effective, but does not imply any cost or
time savings, much due to the fact that Interflora has not implemented an on-line transaction
system for payment yet. Furthermore, the Web site has not meant any changes in the physical
distribution.
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1. Introduction and Background

In this first chapter, a brief description of the research area is presented, followed by a
presentation of the Internet and its impact on marketing activities. The final part of the chapter
contains a statement of the research problem relevant to this study, as well as the research
questions we intend to answer. The chapter ends with the demarcations of this study and an
illustration of the outline of the study.

1.1 Background

The rapid evolution of the Internet has had an enormous impact on the business environment.
Today, it is estimated that the number of people having access to the Internet is 100 million
people worldwide, and this electronic market is constantly growing (Sandén, 1998).
According to Quelch and Klein (1996), the Internet promises to revolutionize the dynamics of
international commerce. Consumers in a global marketplace will benefit from an expanded
range of products, services and information, to which the Internet will give them access. The
Internet eliminates the obstacles created by geography, time zones and location, creating a
frictionless business environment. This implies a fundamentally different environment for
marketing activities compared to traditional media and conventional marketing is therefore
being transformed (Hoffman & Novak, 1996a).

1.2 History of the Internet

In 1967, Doody and Davidson predicted the emergence of electronic shopping that
incorporated a flexible shopping and distribution system for grocery products, drugs and
sundries. Several implications of this prediction were suggested, such as structural changes in
marketing channels and changes in the roles of advertising and packaging. (Peterson,
Balasubramanian & Bronnenberg, 1997)

The vision expressed by Doody and Davidson was to come true during the 1970’s, when a
research and defense network called the Advanced Research Projects Agency Net (ARPAnet)
was created by the U.S. Department of Defense. The ARPAnet was further developed into the
National Science Foundation Net (NSFnet) by the National Science Foundation (NSF). This
network was designed to connect universities and research centers and the connections were
used to communicate through electronic mail (e-mail), transfer data and additional uses. As
the network grew, it became what is now called the Internet. (Ellsworth & Ellsworth, 1995)

There are several areas of usage for the Internet, it supports discussion groups (e.g. USENET
news, moderated and unmoderated mailing lists), multiplayer games and communication
systems such as Multiuser Dungeons/Dimensions (MUD’s), Interrelated Chat (IRC), chat, and
Multiuser Shared Environments (MUSE’s). File transfer, e-mail, and global information
access and retrieval systems (e.g. Archie, Gopher, and World Wide Web) are other properties
of the Internet. (Hoffman & Novak, 1996b) Until the early 1990’s, the Internet was mainly an
academic research network, but when the U.S. Government withdrew the funding of the NSF,
the commercial use of the Internet exploded. (Poon and Jevons, 1997)
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1.2.1 The World Wide Web

During mid-1993, the Internet gained a new dimension: multimedia. The user became able to
travel the network with pictures, sound and video, just by pointing and clicking a mouse. This
multimedia development of the Internet is called the World Wide Web (WWW). Before the
introduction of the WWW, Internet’s graphical interface, the applications on the Internet had
mostly been non-graphical and text-based. The WWW allows hypertext navigation (so-called
point-and-click) and graphical displays. The latest developments of the WWW provide the
possibility to execute full multi-media interactive animations over the Internet. (Poon &
Jevons, 1997) The Internet is not just a way to send e-mail and download an occasional file
anymore, it can be a place to visit, full of people and ideas: “cyberspace” (Anderson, 1995).

The WWW is composed of locations, or sites, which companies create on servers and
consumers visit. The consumers navigate on the WWW by visiting different Web sites, such
as a company’s homepage, to search for information and/or advertising about products and
services or consumer content, or place an order for a product. (Hoffman & Novak, 1996b)
The WWW has made it possible to conduct sales activities on the Internet, since the medium
accepts data entry and allows for direct sales, either through the company’s own Web site or
in a cyber-mall or virtual stores (Ellsworth & Ellsworth, 1995).

Spar and Bussgang (1996) describe the WWW as a friction-free arena where millions of
buyers and sellers complete their transactions cheaply, instantaneously, and anonymously.
The medium reduces the need for middlemen and companies will be able to sell their products
directly to their customers. The consumers on the other hand, will be able to customize
products, interact with the supplying company and conduct business from their own homes.
As a result of the emergence of the WWW, a commercial revolution is at hand that will
radically change the world of business.

Due to these unique characteristics of the WWW, the Internet presents a completely different
environment for marketing activities than traditional media and the need for a new marketing
paradigm has emerged (Brännback, 1997; Hoffman & Novak, 1996a).

1.3 The WWW and the Marketing Mix

The traditional marketing concept can be defined as “the process of satisfying human needs
and wants with information, services, or products through the exchange of money” (Janal,
1997, p. 27). However, the WWW presents a fundamentally different environment for
marketing activities than traditional media, where conventional marketing activities are being
transformed, since they are often difficult to implement in their present form. Therefore, the
traditional marketing activities often need to be reconstructed in forms more appropriate for
the new medium. (Hoffman & Novak, 1996a)

The well-recognized rule in marketing is to manage the marketing mix better than the
competitors. The marketing mix is commonly known as Kotler’s four P’s – product, price,
promotion and place. (Brännback, 1997) Product means the totality “goods-and-service” that
is offered to the target market, price is what customers pay for the product, place includes the
company activities that make the product available to the target market through distribution
channels and finally, promotion is defined as the marketing activities that communicate the
merits of the product and persuade customers to buy it.
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The marketing mix constitutes a tactical tool kit for establishing strong positioning in target
markets. (Kotler, Armstrong, Saunders & Wong, 1996) The marketing mix elements are
presented in Figure 1.1 below.

Figure 1.1. The Four Ps: the Marketing Mix
Source: Kotler et al., 1996, p. 97

In the regular marketplace, the marketing mix concept is still the same, but with the evolution
of the Internet, a new marketspace has been formed where business is not as usual. The
company is now required to go beyond the traditional means of reaching the target customer
because of the evolution in the old marketing concept created by the Internet. (Brännback,
1997) On-line marketing is a new aspect of the old marketing concept and the on-line
marketer needs to know the basics of the traditional marketing process, including needs
assessment, market research, product development, pricing, distribution, advertising,
promotions, public relations and sales. However, marketing on-line implies adding a
dimension to these concepts: interactivity. (Janal, 1997)

The four P’s presented by Kotler will no longer be looked upon in the same way, since the
marketing mix that used to be defined sharply now is blurred. Since the entrance of the
Internet, traditional marketplace interaction between physical seller and physical buyer has
been eliminated. In the marketspace, the dominant logic of two of the four P’s in the
traditional marketing mix, product and place, has undergone the most obvious changes. The
focus is on information about the product rather than on the physical product itself. The place
where the transaction occurs is electronic and distribution does not have to mean physical
location. Concerning the two other P’s, the lack of physical infrastructure will ask for a new
set of competencies regarding promotion and the lines between product, place and promotion
become blurred, with implications on how firms create brand equity. Price can no longer be
calculated on the basis of the manufacturing costs, instead it is depending on promotion
activities communicating value to the customer. (Brännback, 1997)

No matter what type of marketing effort the company is pursuing, the statement of clear
objectives and goals is crucial. On-line marketing can be a completely new experience to the
company, and therefore it is important to be cautious and to move slowly when constructing
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the on-line marketing plans. Furthermore, the company must be prepared to occasionally
restructure the marketing plans and revise the objectives. The following list contains examples
of objectives common when marketing on-line (Mathiesen, 1995):

• Generate direct response orders
• Increase brand awareness or corporate image
• Gather information about customer preferences to help guide future product

development
• Improve customer service
• Test consumer response to discounts or other special offers
• Build a list of prospects for future promotions
• Find business partners, dealers, or franchisees for your products
• Recruit talent, members, employees, subscribers, etc.

According to Cronin (1994), commercial connections are the fastest growing component of
the Internet, since more and more companies are establishing closer links with customers,
business partners, vendors and information resources via the network. Hoffman and Novak
(1996a) argue that the WWW is a virtual hypermedia environment incorporating interactivity
with both people and computers. Within this virtual environment, the consumers’ attention is
directed both at experiential activities such as “netsurfing”, and more goal-directed search for
information, for example to shop on-line.

Pitt, Berthon and Watson (1996) describe the WWW as both an electronic trade show and a
virtual community flea market. As an electronic trade show, the WWW resembles a giant
international exhibition hall where potential buyers can enter at will and visit prospective
sellers. The WWW also possesses the same characteristics as a virtual flea market, namely
openness, informality and interactivity. Marketers using the WWW need to deal with how to
convert visitors into customers or sales leads.

1.4 Electronic Commerce

If the Internet is considered a great marketing tool, it is also a new medium for commerce: the
electronic commerce (E-commerce). E-commerce is not a new concept, it was used already in
the 70’s. In short, E-commerce can be described as sending packages of information from one
computer system to another, via a network. This process can occur with or without human
interference (Fredholm, 1998), and includes1:

• Handling electronic presentation of goods and services
• Online order taking and bill presentment
• Automated customer account inquiries
• Online payment and transaction

                                                
1 http://www.ibm.com/e-business/e-commerce.html
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Fredholm (1998) also provides some examples of the transactions conducted by the support of
E-commerce:

• Ordering
• Delivery planning
• Advising
• Invoice
• Freight booking
• Payment
• Customs declaration

During the mid-90’s, the electronic business communication spread dramatically, due to
technological advances and new standards. One reason for this development is the
possibilities created by the Internet. (Ibid.) E-commerce on the Internet is represented by
virtual stores, easy to access and offering the same pleasure as the ordinary store-window
(Breeds & Finidori, 1997). Prior to the development of the Internet, E-commerce was mostly
pursued in a business-to-business situation, but now it is conducted between companies and
consumers as well (Fredholm, 1998).

There are a number of possibilities for companies to sell their products, services and
information on-line (Jäger & Winberg, 1996). In general, the company presents the product
by showing a picture of it, giving a short description of the product features, indicating the
price and how the product will be delivered (Breeds & Finidori, 1997). E-commerce is a
global activity without geographical boundaries that dramatically shrinks the distance
between producers and consumers (Wyckoff, 1997). These facts show that there are
tremendous opportunities for E-commerce and companies who wish to sell on-line, since
consumers are demanding greater convenience and economy and are acquiring the skills and
technology necessary to shop on-line (Burke, R.1997).

One out of ten Internet users take advantage of the Internet as a shopping medium and
purchase goods on-line (Burke, R., 1997). However, one of the more difficult problems with
marketing on the Internet is that the seller never knows who is visiting the “cyberstore”. On-
line marketers’ hard task is therefore to establish tactics to identify the visitors in order to
succeed in attracting sales. (Janal, 1997; Jones, 1997)

Buying on the Internet today is still chaotic, there are hundreds of directories, each organized
differently, and none lists more than a fraction of all stores on-line. However, for many
companies, the Internet is hard to resist and a handful of companies have shown that on-line
selling can work if the product is picked carefully and suit the marketspace. Software, books
and flowers seem to do well on-line. (Anderson, 1995) Pictures of flower bouquets for
example, can be presented in great detail on-line and thus, the Internet serves as an effective
communication and transaction medium (Peterson, Balasubramanian & Bronnenberg, 1997).

1.5 Research Problem and Research Questions

The Internet has implied a new way of doing business since it provides a totally new market
and environment for companies. Due to the rapid expansion of the Internet and the increasing
number of Internet users, enormous possibilities to reach markets and consumers more
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effectively emerge. A result of this is that more and more companies are present on the
Internet with company Web sites to take advantage of the opportunities given. However, it is
necessary for companies to understand the importance of creating a marketing strategy
suitable for the Internet, since this medium has radically changed the traditional way of
conducting marketing activities. To be able to measure the effectiveness of the Web site,
companies should set objectives for the Web site development. Increasingly, companies use
Web sites as a medium for conducting on-line sales, and thus, it is important for the marketer
to consider the effect that the Internet will have on all four parts of the marketing mix;
product, price, communication and promotion, and distribution and transaction, to be able to
conduct effective marketing on-line.

We find it interesting to investigate the impact of the Internet on the marketing activities when
selling on-line. Thus, the research problem of this study can be formulated as the following:

“How can the use of Web sites as a marketing tool be described?”

There are many issues connected to this research problem, but we will only focus on certain
aspects and a complete picture will therefore not be provided. The research questions we
intend to answer are:

1. What are the objectives for on-line marketing?

2. How can the on-line product offer be described?

3. How can the on-line pricing strategy be described?

4. How is the Web site used as a communication and promotion medium?

5. How is the Web site used as a distribution and transaction medium?

1.6 Demarcations

Due to time limitations and the wide extent of the information available regarding the Internet
and its implications for the marketing mix, we have narrowed down the focus of the study.
The study will be based on the company perspective and no attention will be given to the
consumers’ view of the on-line flower ordering service, since it is beyond the scope of this
study to investigate anything but the seller’s situation.

1.7 Outline of the Report

This study is divided into seven chapters: Introduction and Background, Literature Review,
Conceptualization and Frame of Reference, Methodology, Empirical Data, Analysis and
Findings and Conclusions.

In chapter one, we present the research area subject to this study by giving a brief background
and an introduction to previous research on the topic. After this, we introduce the reader to the
research problem, as well as relevant research questions related to it. Chapter two provides a
thorough presentation of previous research and theories connected to each of the research
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questions. The research questions are conceptualized in chapter three and an emerged frame
of reference is presented. We further provide a description of the method used to conduct
research and solve the research questions in chapter four. In chapter five we present the
collected empirical data and in chapter six we analyze the information gathered in the data
collection process. The report ends with the findings and conclusions that we draw from the
analysis made in chapter seven. We end chapter seven by discussing implications for
management and for theory, and providing suggestions for further research. The outline of the
study is illustrated in Figure 1.2.

Figure 1.2. Outline of the Study

1.8 Summary

In this chapter, an introduction and background to the problem area of this study has been
provided. In addition to this, the research problem and research questions have been stated.
We end chapter one by describing the outline of the study. In the next chapter, previous
studies and research related to the topic of each research question is presented.

Chapter One: Introduction

Chapter Two: Literature Review

Chapter Three: Conceptualization and Frame of Reference

Chapter Four: Methodology

Chapter Five: Empirical Data

Chapter Six: Analysis

Chapter Seven: Findings and Conclusions
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2. Literature Review

In the previous chapter an introduction and background to the research area of this study, as
well as the research problem and research questions were presented. This chapter will give an
overall assessment of different theories connected to the research questions.

2.1 Objectives for On-line Marketing

On-line marketing can be defined as “a system for selling products and services to target
audiences who use the Internet and commercial online services by utilizing online tools and
services in a strategic manner consistent with the company’s overall marketing program”
(Janal, 1997, p. 39).

Before going on-line, the company needs to have a marketing plan that is consistent with the
goals and objectives set by the company. It is necessary to decide what the company wants to
accomplish by going on-line. (Janal, 1997) Pitt, Berthon and Watson (1996) point out that the
objectives for marketing through Web sites vary depending on the company, but that many
organizations do not even have clear and quantified objectives for being present on the
WWW. Companies must divert from the thinking that “even a bad Web site is better than
none at all”, because without clear objectives it will be hard to make appropriate performance
measurements of the Web site’s effectiveness.

The Web site can be characterized as something of a mix between personal selling and
advertising and can move the customer through the six phases of the buying process: need
recognition, information processing, develop specifications, search and evaluation, purchase
and post-purchase evaluation. By attracting Internet surfers, establish contact with interested
surfers, transform some of the interested surfers into interactive customers and keep these
customers interactive, the Web site is acting as a mean to push the customer through the
buying process. Converting surfers into customers can be considered a six-stage conversion
process. The efficiency of the Web site in reaching the marketing communication objectives
set for it, as well as in taking the surfer through the six stages of the conversion process, is
shown in Table 2.1. (Pitt, Berthon & Watson, 1996)

Even though most companies wish their Web site to generate direct response orders and
thereby set marketing communication objectives, there are many other objectives that can be
achieved by marketing on-line (Mathiesen, 1995):

• Generate direct response orders
• Increase brand awareness or corporate image
• Gather information about customer preferences to help guide future product

development
• Improve customer service
• Test consumer response to discounts or other special offers
• Build a list of prospects for future promotions
• Find business partners, dealers, or franchisees for your products
• Recruit talent, members, employees, subscribers, etc.
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TABLE 2.1. A Model of the Conversion Process on the Web

Stages of
the

conversion
process

Marketing
communication
objectives for

each stage

Efficiency effect of the
Web site

Relevant measure Marketing strategies and tactics

1 Make surfers aware
of the Web site

Awareness efficiency Aware surfers
Surfers

Include web site address in all broadcast
advertising and publicity, on product
packaging, other corporate communication
material

2 Increase the
number of hits by
aware surfers

Locatability / attractability
efficiency

Number of hits
Aware surfers

Distinguish between passive and active
surfers. Passive surfers are those who are
not actively seeking the web site, but land on
it nonetheless. Attract them through hot links,
sponsored Web sites, sponsor web search
engines such as Lycos and Yahoo. Active
surfers are those actively seeking your Web
site. Maximize their likelihood of finding you
through multiple sites and names, faster
service, speed, high bandwidth

3 Turn hits into visits Contact efficiency Number of active
visitors
Number of hits

Make the hit a worthwhile, interesting visit
through quality of design. Visual appeal,
graphics, sound, video, ease of use.

4 Convert active
visitors into
purchasers

Conversion efficiency Number of
purchases
Number of active
visitors

Make it easy to establish a dialog. Attend to
quality and speed of response. Respond to
and explore ways of initiating dialog.
Simplicity of ordering process. Alternative
modes of ordering.

5 Cause purchasers
to repurchase

Retention efficiency Number of
Purchases
Number of
repurchase

Ability to update and exploit database.
Purchase satisfaction and extent of feedback.
Update and refresh Web site as frequently as
possible. Update customers on their order
status.

6 Maximize the
overall efficiency of
the Web site as a
marketing tool

Web site efficiency Awareness +
locatability +
contact +
conversion +
retention
efficiency/5* (but
can be weighted)

Ability to maximize all five Web site efficiency
effects.

*An overall average Web site efficiency index, which can be thought of as a summary of the entire
process

Source: Adapted from Pitt, Berthon & Watson, 1996, p. 8

According to Janal (1997), the Internet is the world’s most efficient marketing tool and helps
companies disseminate sales and marketing messages, create one-to-one relationships,
educate prospects and support existing customers on a worldwide scale. The Internet provides
the possibility to deal with customers worldwide that have pre-selected a specific company.
Firms can use the Internet to generate revenues by increasing sales to existing customers and
by attracting new customers (Peterson, Balasubramanian & Bronnenberg, 1997). The Internet
is an important marketing tool because the market prefers the decentralized, open-access
environment presented by the WWW for E-commerce (Hoffman & Novak, 1996b).

The Internet possesses unique features making it appropriate for creating close customer
relationships (Honeycutt, Flaherty & Benassi, 1998). Janal (1997) proposes that the flexible
publishing platforms of the Internet and commercial on-line services gives the marketer the
possibility to establish relationships with the consumers. The relationships are created through
on-line sales, support and service. On the Internet, the customers and the company are
interacting with each other and this gives a very intimate selling situation (Janal, 1997).
However, no physical intimidation exists between buyer and seller and no middle parties may
interrupt the communication process (Samli, Wills & Herbig, 1997). Quelch and Klein
(1996), as well as Sandén (1998) claim that the Internet is not constrained by either location
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or time. For the millions of individuals connected to the Internet, traditional limitations of
time and distance no longer apply. The computer in Sweden or Hong Kong is just as close are
the office next door. Messages can be sent to thousands of potential customers simultaneously
with one keystroke. (Cronin, 1994) Furthermore, the Web site is completely accessible, since
it can be read 24 hours a day, 365 days per year (Samli, Wills & Herbig, 1997).

The Web site can be used to create customized sales presentations affecting several senses
and appealing to logic and benefits. Consumers can pick the sales presentation and
information they want. (Janal, 1997) By using a variety of Internet resources, the company
can create a customer-oriented environment while obtaining information about customers’
specific interests, responses to new product offerings and feedback on the company’s
performance. Additionally, the Internet offers the possibility for on-line ordering and delivery.
Customers logging on to the Internet can continue to receive enhanced support services
through the network. (Cronin, 1994)

The Internet provides quick feedback on the effectiveness of marketing activities, enabling
performance-based marketing (Burke, 1997). Marketers can test both new product concepts
and advertising copy over the Internet for instant feedback. In addition, the Internet permits
new types of measurement tools, such as on-line surveys, bulletin boards, e-mail marketing
lists, customer identification systems, advertising measurement and Web visitor tracking.
(Quelch & Klein, 1996)

The fact that the Internet is neither time- nor location-bound can have a major impact on
costs. Customers do much of the work that would normally be handled by office-clerks or
human tellers. (Sheth & Sisodia, 1999) According to Sandén (1998), the Internet increases the
company’s efficiency. By publishing information on the WWW, the sales process can be
improved and thus, the productivity rises considerably. In addition, the time spent to process
orders is lowered dramatically. Less errors and facilitated processing has led to substantial
timesavings. The automation of various administrative tasks is another reason for the
increased efficiency and the possibility to serve a vast amount of customers effectively (Sheth
& Sisodia, 1999). Administration costs related to paper-based processes such as postage,
printing, and handling, will be reduced2 .

The WWW is the least expensive printing press and offers the seller an unlimited amount of
space to describe and demonstrate the product range. Add to this the low rent compared to
storefront, and it is clear that selling on-line means low cost of entry. (Hoffman & Novak,
1996b; Janal, 1997) Jäger and Winberg (1996) underline the cost-effectiveness of the WWW
by claiming that the costs are independent of the number of people exposed to the message, as
well as how much information that is to be presented. They compare the WWW to a printed
catalog, where the costs are very much depending on these factors. It is proposed that
performing direct marketing through the Internet may be one-fourth less costly than through
traditional channels. The great segmentation possibilities and the low cost for creating
differentiated messages on the WWW are also mentioned. As a conclusion, Jäger and
Winberg (1996) point out that the cost-effectiveness for presenting messages on the WWW is
depending on whether the target group is on the Web. The success of the campaign in relation
to the costs of executing it must also be considered in order to evaluate the cost-effectiveness.

                                                
2 http://www.ibm.com/e-business/e-commerce.html
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By marketing on-line, the company gains competitive advantages compared to companies
who are not on-line. The Internet also reduces the issues of company size, since consumers
only care that they find the product needed at the right price. (Janal, 1997; Sandén, 1998;
Sheth & Sisodia, 1999)

2.2 The On-line Product Offer

According to Brännback (1997), the focus in marketing automatically changes from physical
to informational when using the Internet. In the traditional marketplace, the idea of the
product is physical or tangible and occasionally accompanied by intangible features or
services. On the Web site, a picture or description of its features will replace the physical
product, and thus, the product becomes informational rather than tangible.

Not all products are suitable for on-line marketing. Peterson, Balasubramanian &
Bronnenberg, (1997) categorize products and services along three dimensions that are
relevant when discussing the product’s suitability for on-line marketing. The dimensions are:
cost and frequency of purchase, value proposition, and degree of differentiation. Concerning
the first dimension, goods can either be low-cost, frequently purchased goods, or high-cost,
infrequently purchased goods. The product is more likely to “fit” internet-based marketing if
it is infrequently purchased and expensive. Goods can be classified along the second
dimension according to whether they are tangible and physical, or intangible and service-
related. On-line marketing is particularly well suited for certain types of intangible or service-
related goods. The third dimension reflects to what extent the product is differentiable or not.
The Internet is an effective segmentation tool when it comes to products or services that can
be subject to differentiation. Peterson, Balasubramanian and Bronnenberg (1997) illustrate the
product and service classification grid presented below. (Table 2.2)

TABLE 2.2. Product and Service Classification Grid

Dimension 1 Dimension 2 Dimension 3 Examples of Products
and Services

Differentiation potential high Wines, soft drinks, cigarettesValue proposition
tangible or physical

Differentiation potential low Milk, eggs

Differentiation potential high On-line newspapers and
magazines

Low outlay, frequently
purchased goods

Value proposition
intangible or informational

Differentiation potential low Stock market quotes

Differentiation potential high Stereo systems automobilesValue proposition tangible or
physical

Differentiation potential low Precious metal ingot of known
weight and purity

Differentiation potential high Software packages

High outlay, infrequently
purchased goods

Value proposition
intangible or informational

Differentiation potential low Automobile financing
insurance

 Source: Peterson, Balasubramanian & Bronnenberg, 1997, p. 337

According to Cunningham (1998), the product suitability for the target market is always an
important issue, whether marketing by conventional means or via the Internet. However,
when going on-line, there are certain aspects specific to the new business environment on the
Internet. The factors that affect the product suitability in international marketplaces in general,
as well as when conducting E-commerce are presented below. (Table 2.3)
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TABLE 2.3. Factors Affecting Product Suitability in Internet Marketplaces

Factors Questions to determine product suitability
Pricing Is product competitive in local market place?
Competitiveness How should product be priced and packaged for local market needs?
Language Is localization required to enter the market?

What will be the cost and scope of translation needed for success?
Market size Is the market place large enough to warrant the investment?
Internet infrastructure Are there a suitable number of Internet users to make the transactions

happen? (including good connections via ISPs)
Cultural infrastructure Is E-commerce accepted as a means of doing business?

What is the current rate of E-commerce growth in this market?
Existing distribution systems Are there current distribution systems in place that will help (or hinder)

an E-commerce initiative?
Shipping/fulfillment How will the product be shipped and delivered to the client?
Support What local support is required?
Volatility Is the market volatile? (Either financially or politically)

Source: Cunningham, 1998, p. 23

Wyckoff (1997) argue that media has directed its attention towards on-line merchants selling
books, wine and computers, but that the real winners when it comes to e-commerce are
intangibles like travel and ticketing services, software, entertainment and financial services.
These types of products can not be physically examined and therefore conventional commerce
has no advantage over the E-commerce.

Internet purchases are almost “blind”, since the customers have no opportunity to test the
product before buying it. When selling a product or service on-line, the customer and the
seller rarely speak to each other prior to the placement of the order, and therefore the
customer is putting a lot of trust in the seller. Truthfulness and service are expected to a
higher degree when purchasing on-line. In addition, Internet customers are accustomed to
obtaining information immediately and therefore expect the same high-speed service for the
products they buy. (Jones, 1997)

On-line selling can cut product support costs, since support techniques, such as frequently
asked questions (FAQ’s), are able to answer most routine questions without human
intervention. The FAQ’s have to be updated regularly to give customers fresh information.
Other tools that can be used to aid marketers in providing product support are: e-mail and e-
mail boxes, and mailbots that answer common questions. To increase customer satisfaction, it
is important to have on-line service centers open 24 hours a day. (Janal, 1997) Providing
product support when selling on-line is important, if the company wish to maintain a good
reputation and promote the company internationally. For businesses selling tangible products,
handling product support on-line may be more difficult than for businesses offering intangible
products. (Jones, 1997)

To be able to provide complete and relevant product information is crucial in order to satisfy
the customer’s needs and make the product offer attractive. Even though various types of
product support can be provided on the Internet, the lack of the human factor will always be
an issue. Many companies selling on-line do so in order to replace expensive human labor
with computerized assistants, but this is at the expense of product support. The Internet shop
has no human agent to clarify or interpret product information, respond to specific questions
or help in solving specific customer problems directly. (Burke, 1997)
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The Internet enables companies to adapt their products to local needs and preferences more
easily and inexpensively. In addition, niche products should be able to find the necessary
critical mass of consumers worldwide. (Quelch & Klein, 1996; Wyckoff, 1997) According to
Kiely (1996), companies that market niche products will gain from the interactive selling
situation provided by the WWW. This because technology makes it possible to communicate
quality and brand information more easily.

2.3 The On-line Pricing Strategy

In general, developing pricing strategies for on-line selling is no more complex than doing it
in other environments. However, the impact of price transparency is of major concern to
companies that are selling on-line. Once a price is shown on the Web site, it will be visible in
all markets worldwide and it is therefore hard to justify price differences in different markets.
(Cunningham, 1998)

According to Peterson, Balasubramanian & Bronnenberg (1997), Internet-related marketing
can lead to intense price-competition if the products or services are too standardized and
difficult to differentiate. On the Internet, buyers and sellers can gain access to almost
complete information on prices. Internet users can easily track down the cheapest price or
have software tools do this for them (Hagel & Armstrong, 1997). The fact that customers can
search for the lowest price will generate downward pressure on prices, which is believed to
lead to general price deflation3. In a normal marketplace, companies acting under such
conditions would most likely set prices according to marginal costs and make sure that no
company can make positive profits because of price competition. However, when marketing
on-line, all companies are depending on each other and interacting, and such destructive
pricing behavior would thus negatively affect the company. (Peterson, Balasubramanian &
Bronnenberg ,1997) According to Sandén (1998), price transparency has a impact on the price
structure, but it does not necessarily lead to lower or more leveled prices.

Quelch and Klein (1996) state that advances in Web browsers will facilitate rapid, frequent
price changes and levels of price differentiation in a more refined way than alternative,
traditional media. On the Internet, prices can be customized even at the level of the individual
customer. This customization of information and price is instantaneous across borders.
Customers on-line can easily and rapidly check and compare prices between different
companies and quickly become aware of price discrimination. If a visitor is classified as a
price-sensitive shopper, he or she may be offered a lower price compared to someone less
price-sensitive. On the other hand, Quelch and Klein (1996) also suggest that due to smart
agents and software programs can uncover different prices, the price discrimination will be
combatted. As a result, an increased standardization of prices will occur.

Companies can use the Internet to experiment with different price levels to test how price
affects sales volume (Hagel & Armstrong, 1997). The Internet has made it possible for
companies to collect detailed data about the buying habits and preferences of customers, and
this even goes as far as checking their spending limits. As a result, the price of the product can
be specifically tailored and the marketplace becomes more efficient. (Cortese & Stepanek,
1998)

                                                
3 http.//www.oecd.org/dsti/sti/it/ec/prod/ie98-4.htm
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Bill Gates has predicted that in the future, the web sites will have the capacity to recognize
individual consumers, remember what they paid for products previously and charge the
consumers a customized price based on that information. (Woolley, 1998)

Companies using a high-price strategy are probably the most affected when marketing on-
line. To be able to keep the high prices, the companies must be ready to justify the price
differential by effectively communicating the product advantages and benefits (Hagel &
Armstrong, 1997). Since consumers that visit the company Web site can easily compare
prices and features to other offers, some high-margin products could drop in price. A strong
brand name may not be sufficient to charge a high price and some branded products may even
become substitutes to each other. (Cortese & Stepanek, 1998)

2.4 The Web Site as a Communication and Promotion Medium

The Internet allows direct and practically free two-way communication. By using the Internet,
the company can communicate with as many or as few customers as needed. (Sheth &
Sisodia, 1999) Companies are utilizing the WWW for many communication tasks, such as to
use the links, forms and annotation features to build a set of documents, to obtain feedback
and input on proposals, to solve problems and to coordinate ongoing projects (Ellsworth &
Ellsworth, 1995). In addition to this, the WWW is an excellent promotion tool, because the
medium allows a blend of advertising, public relations, promotions, catalog and sales (Janal,
1997).

The traditional marketing communications model for mass media proposes that mass
communication is a one-to-many process, because there is no interaction present between
consumers and the company. With the existence of the WWW, the marketing
communications model has been transformed into a many-to-many communications process,
where consumers can interact with the medium. The company has the possibility to tailor the
message according to the customers’ different interests and needs and the customer can
choose what information to take part of. Therefore, companies are forced to investigate how
this interactivity should be carried out. (Hoffman & Novak, 1996a)

According to Peterson, Balasubramanian and Bronnenberg (1997), the communication
channel intermediaries will be more affected by the Internet than the distribution and
transaction intermediaries. The Internet has been designed to deliver information effectively
and create connectivity. The medium is more flexible than existing mass media channels,
potentially superior in targeting individual and potential consumers, and it invites
interactivity. Quelch and Klein (1996) argue that the challenge is to provide such information
that the site can fulfill the different needs of customers all over the world. The company must
decide upon the level of customization of the information on the Web site, and weigh this
against the value of maintaining a consistent global image. Furthermore, it is important to
choose how to maintain, grow and manage the company Web site. Kiely (1996) states that the
success of companies that extend their businesses into cyberspace will depend on the ability
to provide consumers with the right type of information. For customers to purchase goods and
services electronically, the information is required to inspire confidence.
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Sandén (1998) proposes that the Internet creates good conditions for relationship marketing,
so called one-to-one marketing. This scenario occurs because companies are able to establish
direct contact and communicate with suppliers, as well as consumers. The interactivity is
increasing dramatically. Jäger and Winberg (1996) claim that even though the WWW is an
interactive medium, the information is static, while the communication is dynamic. By static
they mean that the user is limited to the offer presented on-line, but he or she can still choose
what information to receive. The communication on the other hand is dynamic, since the user
can communicate directly with the company via the medium, and thereby both give and
obtain further information.

To have an identity in cyberspace will become increasingly important because consumers
have an even greater need to trust the companies they deal with on-line than in traditional
markets. With rumors of scams and people getting cheated when doing business on the
Internet, consumers who go on-line are more likely to buy from well-known companies.
Therefore, it is important for companies to extend their brand image to the WWW, in order to
communicate well and thereby build relationships and create sales. (Janal, 1997) New Internet
users tend to visit the sites of familiar brands first (Quelch & Klein, 1996). Ghosh (1998)
points out the importance of personalizing the interactions between the customers and the
company to build customer loyalty.

To communicate through a Web site, more than a one-time effort is required. The marketer
must continually assess the Web site’s perceived value among target groups. Web sites must
offer valuable, changing content that can both attract new customers to the sites, and
encourage them to return. (Gosh, 1998) It is claimed that people return to the Web site
because the site saves them time and money, informs them, or entertain them (Janal, 1997).
The Web site has to provide some entertainment value in addition to information, in order to
make visitors return to the site. Efficient use of Web site design features is also a key to
attracting visitors. If a substantial amount of time is required to download the Web site, then
the Web site constructors should be certain to offer an information or entertainment value that
make the waiting time worthwhile. (Eighmey & McCord, 1998)

Breeds and Finidori (1997) suggest three criteria for how the Web site should be animated in
order to resemble a traditional point of purchase. First, the disposition of the pictures of
products on the Web site must be carefully planned. Second, the customer has to be able to
obtain answers to his or her questions any time of the day or night. Finally, the offer has to be
made clear and attractive by using price reductions, the product range must be specified and
other promotional offers presented.

Jones (1997) proposes three tactical tools to boost sales when selling on-line: special offers,
sales promotions and free gifts. These special deals can be announced on the Web site, via e-
mail or on other areas of the Internet. Point-of-sale promotions can be used effectively on the
WWW, since marketers can communicate directly  with prospective customers and offer them
targeted, individualized promotions (Cortese & Stepanek, 1998). According to Janal (1997),
good design is crucial for presenting sales information in an efficient way on the Internet. He
therefore proposes ten ways of how to increase the on-line sales by making the Web site an
effective communication tool (Table 2.4):
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TABLE 2.4. Ten Ways to Increase Sales on your Web Site

 Source: Adapted from Janal, 1997, pp. 354-355

Janal (1997) completes the list of how to increase on-line sales by discussing various issues
that have to be considered by the marketing staff when creating a communicative Web site
(Table 2.5):

TABLE 2.5. Issues to Consider when Creating the Web Site

 Source: Adapted from Janal, 1997, pp. 50-51

• The company name and what
makes the company unique must
be communicated on the Web site.

• A clear presentation of how the
customer can benefit from visiting
the Web site is necessary.

• Do not use too much graphics and
pictures just to make the Web site
attractive, since they can take long
time to display.

• Check and double-check the
language, grammatical errors
make the Web site look
amateurish.

• Test the links often to make sure
they work properly.

• The site is often more interesting
to the visitor if it offers an
interactive content, such as
quizzes, screensavers or fun facts.

• Provide the users options of where
to go by putting navigation buttons
on the site.

• Contact information must be
available on each Web site.

• The customer has to know who
specifically to ask for when
contacting the company by phone.

• Incentives, freebies, discounts,
coupons, or the like have to be
offered to increase the chance of
getting the order.

• How does the message reinforce the
company’s mission?
-The message should be consistent with the company’s
goals.

• How do you respond to questions?
-The company must decide whether to use extensive or
brief answers.

• Which delivery medium do you use to
respond?
-Responding to the customers’ questions should be a
quick process.

• What do your materials look like?
-Truly innovative companies understand the potential of
the medium and take advantage of interactive tools and
multimedia.

• How do you ask for the order?
-Decide on appropriate persuasion techniques.

• Do you use special promotions, discounts,
refunds, and upselling techniques?
-On-line consumers like free samples of products.

• Do your on-line marketing materials carry
the same image, message, and tone of your
other marketing materials?
-The on-line message should be consistent with the rest
of the marketing program.

• What materials are needed to support
the message?
-Sales sheets, customer testimonials, reports
from testing labs, awards, and the like can help
build credibility.

• How can these materials be
interactive?
-By using hypertext, e-mail, contests, surveys
and free products, you can create an interesting
dialogue with customers.

• Why would customers buy on-line
instead of through another channel?
-You need to create a reason-to-buy online
statement, considering first if you want them to
buy on-line or go to the store.

• Who will create the campaign, including
message, art, and technology?
-It is necessary to consider if the company needs
an outside agency to plan a campaign or can
manage it in-house.

• Will the materials be updated? How
often? By whom?
-Web sites should have new information added
on a regular basis to attract customers and
encourage repeat visits.
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Cunningham (1998) suggests that localization is an important factor when communicating on-
line. By localization is meant ensuring that the product offer meets the requirements of a
specific target market. The extent to which the company is trying to understand the customer
demands in a certain market is mirrored by how well the Web site is localized. Cunningham
(1998) presents two general approaches to localization. One is to offer the user the possibility
to choose language and/or country when entering the Web site, the other is to be able to
change the language selection while surfing.

2.5 The Web Site as a Transaction and Distribution Medium

Peterson, Balasubramanian and Bronnenberg (1997) recognize that the Internet’s impact on
the company’s transaction and distribution channels can be measured by posing two
questions: Is an Internet operation a credible substitute for the function(s) of a traditional
channel intermediary? Can the Internet operation significantly dominate the current
performance of traditional channel intermediary? The questions assume that the company has
the capability to efficiently replace a channel intermediary with its own Internet operation.
Transaction channels generate sales activities between buyers and sellers. The function of
distribution channels is to facilitate the physical exchange of products and services.

The existence of the Internet is more likely to affect transaction channel intermediaries, since
it will be possible for sellers to efficiently interact with potential customers. Without distance
and time constraints, the seller can internalize the transaction functions. This internalization
will be mediated by the characteristics of the products and services marketed. (Peterson,
Balasubramanian & Bronnenberg, 1997)

Cunningham (1998) suggests that the transaction can be either simple or complex, depending
on the product or service offered on-line. To conclude a transaction on-line can be as easy as
sending an e-mail, or as complex as a complete on-line transaction. The latter implies
inventory check, credit check, order generation and order processing, invoicing, and shipping
instructions. The rate of complexity of different transaction situations is demonstrated in
Figure 2.1.

Figure 2.1. Example of Transaction Complexity for International E-commerce
Source: Cunningham, 1998, p. 25
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To complete a purchase or deal is always related to certain costs of various amounts. The
Internet reduces the need for physical presence of human beings and contributes to make the
transaction process easier and quicker, thereby making the market more efficient. (Sandén,
1998) In addition, transaction costs are lowered4, and profit margins become higher. The
transaction process will become easier and faster when selling on-line, since the information
is accessible by just clicking the mouse. Besides this, physical presence is no longer a
requirement for the transaction process to function. More accessible information and the
removal of sales leads will result in lower transaction costs for companies. The Internet
changes the traditional value chain, meaning that transaction intermediaries will disappear and
the distance between the buyer and the seller will thereby be shortened. (Figure 2.2)
Standardized products like for example stocks, imply low transaction costs in comparison to
other products like cars. (Sandén, 1998)

Figure 2.2. The New Value Chain
Source: Adapted from Sandén, 1998, p. 64

The rapid growth of e-commerce, especially on the WWW, has caused companies to develop
new payment methods that are appropriate for the cyberspace (Muller, 1998). According to
Taneja (1999), there are two primary options for companies when planning a strategy for
payment via the Internet: credit cards and debit cards. She argues that unlike cash and checks,
credit cards suit the nature of the Internet and the need for providing a cost-effective way for
exchanging funds into local currencies no matter where the sale originates. Electronic cash is
also a solution, since the technology is there to implement it, but there is no clear-cut market
and the customers still put little trust in this type of payment. Another way to handle payment
is through so called smart cards with smart card readers that can be installed in the customers’
desktop computers. Klemow (1999) claims that when using credit cards as a means for on-line
payment, the process differs from the traditional in-store methods of credit card use.

                                                
4 http://www.oecd.org/dsti/sti/it/ec/prod/ie98-4.htm
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On the Internet, the customers are required to supply their personal credit card information
that is transmitted via payment application software. This software is not yet standardized, so
the companies must consider which solutions will be accepted by which banks, as well as
which solutions will function within the Web site operation systems.

Muller (1998) provides a selection of various payment systems that are used when selling on-
line. Credit card payment is assumed to be the most dominant form of payment for Internet
transactions and two systems to provide security for the transmission of the customer’s credit
card information are Secure Sockets Layer (SSL) and Secure Electronic Transaction (SET).
Electronic checks is also mentioned as a solution, where the customer place a digital signature
and sends the check to the seller, who digitally endorses the check and transmits it to the
company’s bank for presentment to the customer’s bank. Two other systems that are
discussed are Smart cards and micropayment systems. Micropayment systems allow content
providers to issue digital scripts or other forms of value, which could be used in low-value
transactions instead of credit cards. These two systems have according to Muller, experienced
a slow development compared to credit cards.

Safe and efficient transaction channels for payment are important prerequisites for the Internet
to work as a good selling tool. Many of the present transaction systems on the Internet are
based on credit cards. The idea is that the customer states the credit card number via the
WWW, but unfortunately this method is not completely safe yet. Until a safe system is
created, a number of different transaction systems, both traditional and new, will be used
simultaneously for a couple of years. Goods can be sent using cash-on-delivery, but this is no
ideal solution if the sum paid on delivery exceeds the value of the goods. Another option is
for the customer to state the credit card number via fax, letter, phone or e-mail. (Jäger &
Winberg, 1996)

The WWW allows the company to create a virtual shopping experience and it can be
compared to a catalog or to a store, since the customers can read about the products, see them
in action, and place an order. On the WWW, interactive sales presentations can be made and
the customer can, by pointing and clicking, place an order on the spot or go to discussion
groups to ask others about their experiences and recommendations. (Janal, 1997) On-line
ordering is therefore becoming more and more common. The ordering often involves setting
up an account for a customer by sending credit card or other similar information via fax,
telephone or postal mail. When the account is established, the ordering procedure continues
through on-line forms on the Web-site itself or via e-mail. (Ellsworth & Ellsworth, 1995)

When the goods are physical objects, distribution is a purely physical function. When
distribution moves on-line, a clear distinction exists between the way physical distribution is
enhanced and the way distribution is done for information or other digital products. It is
impossible to move books or machines over the Internet, but to accomplish even traditional
distribution processes, information must flow and the faster the better. By using the
information superhighway to transfer documents, ease and profitability can be improved for
both the company and the customer. Products in digital form on the other hand, can be
directly distributed through the Internet. (Bock & Senne, 1996)
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The logistic functions of the distribution intermediaries are probably the least affected by the
Internet. The value created by a retailer or delivery service providing a physical assortment to
final customers can not be replaced by the new medium. However, there is a major exception
and that is information goods that can be distributed through the Internet. (Peterson,
Balasubramanian & Bronnenberg, 1997)

Hoffman and Novak (1996a) state that as a distribution channel, the WWW has many
advantages. First, the medium enjoys extremely low entry and exit barriers for companies,
Second, the importance of intermediaries decreases and finally, the medium possesses the
ability to accelerate market change. Since the WWW increases the power of the consumer and
decreases the power of the company compared to traditional channels of distribution, the
consumer and the company can interact at a more equal level.

Through the Internet, end users can be connected with producers directly and thereby the
importance of intermediaries is reduced (Wyckoff, 1997; Quelch & Klein, 1996; Ghosh,
1998). The WWW enables the buyer to access a broader range of products, bypass local
intermediaries and purchase their goods on the world market (Quelch & Klein, 1996; Ghosh,
1998). Disintermediation is the result when the companies no longer need intermediaries to
reach the customers. (Sheth & Sisodia, 1999)

Wyckoff (1997) claims that there will be a need for new intermediaries, such as network-
access providers and electronic payment-systems and services, but these services are less
labor-intensive and are not depending on geographic location. These new intermediaries are
referred to as “cybermediaries”, which operate in electronic markets to facilitate the
exchanges between seller and buyer (Sheth & Sisodia, 1999). Services and channel functions
that rely on electronic market specific skills or technologies, such as transaction security,
product presentation and on-line store management, are likely to be acquired from external
cybermediaries. Other functions, such as paper-based billing, that do not require electronic
market skills and technologies will more likely be performed in-house by the company.
(Sarkar, Butler & Steinfield, 1998)

2.6 Summary

This chapter has provided a review of previous literature related to the issues relevant to the
research problem and research questions posed in chapter one. In the next chapter, a
conceptualization of the research questions will be presented, as well as a frame of reference.
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3. Conceptualization and Frame of Reference

In order to answer the research questions stated in chapter one we have to conceptualize them
by building a frame of reference. This frame of reference will constitute a base when
analyzing the collected data connected to the relevant variable of each research question.

To be able to construct a conceptual framework for this study, we begin by identifying
objectives for on-line marketing, in order to analyze research question one. The remaining
four research questions are connected to how the Internet has changed the marketing mix, and
they will be covered in separate sections.

3.1 Objectives for On-line Marketing – Research Question One

When determining the objectives for marketing on-line, it is interesting to look at the
marketing communications objectives for the actual Web site, as well as the objectives for
developing the Web site. To establish which marketing communication objectives that are set
for the Web site, we will use the theory by Pitt, Berthon and Watson (1996), suggesting that
the Web site can be used as a mean to push the customer through the buying process, and that
converting surfers into customers is a six-stage process

The following marketing communication objectives for the Web site proposed by Pitt,
Berthon and Watson (1996) will therefore be looked at and compared to the collected data:

• To create awareness of the Web site
- Include Web site address in all broadcast advertising and publicity, on product
      packaging, other corporate communication material

• To increase the number of hits by aware surfers
- Passive surfers: hot links, sponsored Web sites, sponsor Web search engines such

as Lycos and Yahoo
- Active surfers: multiple sites and names, faster service, speed, high bandwidth

• To turn hits into visits
- Make the Web site attractive to visit through high quality design, usage of

graphics, sound and video, and ease of use
• To convert active visitors into purchasers

- Attend to quality and speed of response
- Respond to and explore ways of initiating dialog
- Simplicity of ordering process
- Alternative modes of ordering

• To cause purchasers to repurchase
- Ability to update and exploit database
- Purchase satisfaction and extent of feedback
- Update and refresh Web site as frequently as possible
- Update customers on their order status
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To be able to investigate the objectives for developing a Web site, we will complement the list
by Pitt, Berthon and Watson (1996) with an eclectic list of objectives proposed by other
researchers:

• To generate revenues (Peterson, Balasubramanian & Bronnenberg, 1997)
- Increase sales to existing customers
- Attract new customers

• To reduce order processing time (Sandén, 1998)
- Less errors in the ordering process
- Facilitated order processing

• To reduce administration costs5

- Reduce costs for paper-based processes such as postage, printing and handling
• To reduce marketing communication costs ( Jäger & Winberg, 1996)

- Reduce costs for direct marketing
• To increase customer feedback through (Quelch & Klein, 1996):

- On-line surveys
- Bulletin boards
- E-mail marketing lists
- Customer identification systems
- Advertising measurement
- Web visitor tracking

In order to answer research question one, the empirical data will be analyzed by comparing it
to the objective suggested by Pitt, Berthon and Watson (1996), as well as the ones provided in
the eclectic list above.

3.2 The On-line Product Offer – Research Question Two

We will use the product and service classification grid presented by Peterson,
Balasubramanian & Bronnenberg (1997), when analyzing whether the product is suitable for
on-line marketing or not. The reason for this is that it brings up three dimensions of the
product necessary to decide its appropriateness for on-line marketing: cost and frequency of
purchase, value proposition and degree of differentiation.

• Cost and frequency of purchase
- Low versus high outlay
- Frequently versus infrequently purchased goods

• Value proposition
- Tangible or physical versus intangible or informational

• Differentiation potential
- Low versus high potential

                                                
5 http://www.ibm.com/e-business/e-commerce.html
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In addition to this, the issue of handling product support on-line, brought up by Janal (1997)
will be investigated:

• Create FAQ’s and update them regularly
• Provide e-mail and e-mail boxes
• Create mailbots with common questions
• Provide 24-hour on-line service

The variables discussed by Peterson, Balasubramanian and Bronnenberg (1997), as well as
Janal (1997) will constitute a base when analyzing the collected data, and answering research
question two.

3.3 The On-line Pricing Strategy – Research Question Three

When analyzing the effects that the Internet has had on pricing strategies and answering
research question three, we will look at theory presented by the Organization for Economic
Co-operation and Development (OECD), saying that price transparency will generate
downward pressure on prices, which can lead to general price deflation6. In addition, we will
also use the theory proposed by Quelch and Klein (1996) concerning standardized versus
customized pricing.

We  will compare the theories by OECD and Quelch and Klein (1996) to the empirical data to
be able to answer research question three.

3.4 The Web Site as a Communication and Promotion Medium – Research Question Four

To determine how the Web site can be used as a communication and promotion tool, the lists
of ten ways to increase on-line sales, as well as necessary aspects to consider when creating a
Web site, proposed by Janal (1997) will be used. This because they contain all the variables
mentioned by the researchers above. These lists will however not be used to their full extent,
since they overlap on occasion, instead an eclectic list of variables will be applied.

• Who will create the Web site, including message, art and technology?
- In-house staff
- Web agency

• Do the on-line marketing materials reinforce the company mission, and carry the
same image, message and tone as other marketing materials?

• How often, and by whom, will the Web site be updated?
• Is the company name and what makes the company unique presented on the Web site?
• Does the Web site clearly present how the customer can benefit from it?
• How are graphics and pictures used to make the Web site attractive?
• Is the Web site grammatically correct and is the grammar controlled regularly?

- Grammatical errors
- Bad punctuation
- Capitalization

                                                
6 http://www.oecd.org/dsti/sti/it/ec/prod/ie98-4.htm
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• Do links and navigation buttons work properly?
- Control them regularly

• How can the Web site be interactive?
- Hypertexts
- E-mail
- Quizzes and contests
- Surveys
- Free products
- Possibility to create an interesting dialog with the customers

• What promotion techniques are used to persuade the customer to buy the product?
- Discounts
- Special promotions
- Free samples
- Coupons

• Is contact information provided on the Web site?
- Name and position within the company
- Telephone number

The theory by Janal (1997) will constitute a base when analyzing the collected data and
answering research question four.

3.5 The Web Site as a Transaction and Distribution Medium – Research Question Five

When investigating how the web site is used as a transaction and distribution medium, we will
use the theory proposed Sandén (1998) saying that the Internet implies lower transaction
costs due to a shorter value chain. In addition, we will also look at what transaction channels
for payment such as credit cards, electronic checks, Smart cards, and micropayment systems
that are used as suggested by Muller (1998). Finally we will determine how the Web site has
affected the use of intermediaries by using the theories by Sheth and Sisodia (1999)
concerning disintermediation and the need for cybermediaries.

This eclectic list of theories will be compared to the collected data, in order to answer
research question five.

3.6 Emerged Frame of Reference

The previous sections contained a conceptualization of the theoretical issues that will be part
of our frame of reference. These conceptualized issues will be a base when answering the
research problem and research questions of this study. The areas that will be subject to this
study and how they interrelate is illustrated below. (Figure 3.1)
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Figure 3.1. Emerged Frame of Reference

The objectives for having a Web site are related to the marketing mix strategy set by the
company. When marketing on-line, the company must consider all four parts of the marketing
mix, and the strategy for each of the four P’s will be affected by the objectives for the on-line
marketing.

3.7 Summary

This chapter has presented a conceptualization of the research questions and from this, a
frame of reference has emerged. The frame of references will constitute a base when
analyzing the empirical data in chapter six. In the following chapter, the methodology of this
study will be presented.
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4. Methodology

The previous chapter brought up an overview of literature and theories connected to the
research questions of this study. In this chapter the methodology of the study will be
presented. The chapter contains a description of the purpose of the research, the research
approach and strategy, data collection methods, sample selection, the general analytical
strategy and it ends with a discussion concerning the quality standards of the research.

4.1 Purpose of the Research

Research can be classified as being exploratory, descriptive or explanatory studies (Yin, 1994;
Lundahl & Skärvad, 1992).

Exploratory research aims to formulate and define a problem, often expressed as an
hypothesis. It also guides the researcher in the questions posed, as well as in the previous
studies that are done in the same area. (Lundahl & Skärvad, 1992) The purpose of an
exploratory study is to gather as much information as possible about a specific problem. This
type of study is often used when a problem is not well known, or the available knowledge is
not complete. The information is often collected in a verbal form. (Patel & Tebelius, 1987)
According to Yin (1994), exploratory research is when the researcher is dealing with a new
topic about which little research has been done previously, and it is difficult to state the
research problem clearly.

The purpose of descriptive research is to provide a description of various phenomena
connected to individuals, situations or happenings that occur (Patel & Tebelius, 1987). Yin
(1993) suggests that descriptive research presents a complete description of a phenomenon
within its context.

Explanatory research is conducted to answer the question by using theories and knowledge
already gained. From this, the researcher formulates hypotheses that are tested empirically.
These hypotheses are suggestions on the relation between two phenomena. (Patel & Tebelius,
1987) Yin (1993) claims that the study is explanatory when the focus is on cause-effect
relationships, explaining which causes produced which effects.

The research problem and research questions indicate that this study is of both an exploratory
and descriptive nature. The study is exploratory since the area that we are doing research on,
marketing on the Internet, is new and dynamic, and little research has previously been done
on the subject. We are however also aiming at describing the phenomenon subject to this
study, and drawing some conclusions on the collected data. Therefore, the study can also be
classified as descriptive, and to a small extent explanatory, since we begin to explain the
phenomenon when drawing conclusions.

4.2 Research Approach

Depending on the features of the research process and the way in which it is conducted, a
distinction between inductive and deductive research can be made. Based on the type of data
that is collected during the research process, the research approach is generally classified as
either quantitative or qualitative. (Patel & Tebelius, 1987)
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4.2.1 Inductive versus Deductive Research Approach

There are two possible ways to draw conclusions when conducting research, either an
inductive or a deductive approach is used. Deduction is concerned with drawing conclusions
about specific cases from general principles (Patel & Tebelius, 1987). The deductive
reasoning implies moving from premises to conclusions while following a deductive logic
(Herzog, 1996). The truth of the conclusions will however depend on the truth of the premises
(Ibid.; Gustavsson, 1998). Using theory as a base, assumptions are made about the reality
(Patel & Tebelius, 1987). Induction means looking at individual cases and drawing
conclusions that can be established as a universal law, the theory is invented in order to
explain a phenomena (Lundahl & Skärvad, 1992; Patel & Tebelius, 1987; Gustavsson, 1998).
Gustavsson (1998) states that induction is concerned with making generalizations. The
process moves from general to specific by applying logical derivation.

This study will be of a deductive nature, since previous theory will constitute a base for
making assumptions and conclusions will be drawn from general principles. We are however
adding to theory and thereby making a contribution to this field of research.

4.2.2 Quantitative versus Qualitative Research

In general, a distinction between quantitative and qualitative research is often done based on
the type of data obtained (Lundahl & Skärvad, 1992). The quantitative research is based on
assumptions that can be represented and processed by using numbers (Gustavsson, 1998). The
conclusions of quantitative research emerge from data that can be quantified. Qualitative
research draws conclusions from data that is not quantifiable, that is, attitudes, values and
other “soft data”. However, it is not impossible to quantify qualitative data. (Lundahl &
Skärvad, 1992)

Whether a quantitative of qualitative approach is used, depends on how the research problem
has been chosen and defined. A quantitative approach implies the search for knowledge that
will measure, describe and explain the phenomena of our reality. This approach is objective,
since it is based on measurements and an outside perspective. Qualitative research is the
search for knowledge that is supposed to investigate, interpret, and understand the phenomena
by the means of an inside perspective. (Patel & Tebelius, 1987)

As a result of these explanations, we conclude that our research is qualitative. The research
questions posed will provide answers that can not be quantified and measured in numbers.
Furthermore, the study will have an inside perspective and the interpretation of the results will
be based on our experiences and values.

4.3 Research Strategy

Yin (1994) proposes five major research strategies that can be used to reach the research
purpose, whether it is exploratory, descriptive or explanatory. The five strategies are:
experiments, surveys, archival analysis, histories, and case studies. What distinguish these
strategies are three conditions:

1. What is the type of research question posed?
2. To what extent does the investigator have control over actual behavioral events?
3. To what degree is the study focused on contemporary as opposed to historical events?
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By answering these questions, the researcher can obtain a clearer view of which
strategy/strategies that are most suitable for the study. The three conditions and how they are
related to each of the five research strategies are presented below (Table 4.1). (Ibid.)

TABLE 4.1. Relevant Situations for Different Research Strategies

Strategy Form of research
question

Requires control over
behavioral events?

Focuses on
contemporary events?

Experiment How, why Yes Yes
Survey Who, what, where, how many,

how much
No Yes

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

No Yes/no

History How, why No No
Case study How, why No Yes

 Source: Yin, 1994, p. 6

According to Yin’s reasoning, the most appropriate strategy would be a case study. The
reason for this is that our research questions mainly ask the question “How?”. Furthermore,
we are not required to have control over behavioral events, and focus will be on contemporary
events. Yin (1994) explains the case study as an empirical inquiry that investigates a
contemporary phenomenon within its real life context, and proposes that the method is
appropriate when the researchers desire is:

1. To define topics broadly instead of narrowly
2. To cover contextual conditions instead of just the phenomenon
3. To rely on multiple and not singular sources of evidence

Since this study aims at obtaining a broader description of a phenomenon within its context,
the case study is a relevant strategy to use, in order to solve the research questions.
Furthermore, this study will use multiple sources of evidence, as will be presented in the next
section.

4.3.1 Case Study Design

After deciding upon the case study approach as research strategy, the task is to design the case
study. When designing case studies, there is a distinction between single- and multiple-case
studies. The single-case study can be used in three different situations: when the case
represents a critical case in testing a well-formulated theory, when the case represents an
extreme or unique case, or when the case is a revelatory case, that is when the researcher has
the opportunity to investigate a phenomenon to which no previous access has been allowed.
Multiple case studies on the other hand contain more than a single case. The cases should
serve as multiple experiments, with similar results, or contrasting results that are predicted
explicitly at the outset of the investigation. Therefore, a replication logic instead of a sampling
logic is to be used. (Yin, 1994)

We conducted a single-case study that represented a critical case. According to Yin (1994),
when representing a critical case, the case study is testing well-formulated theory that has
specified a distinct set of propositions and the context within which the propositions are
believed to be true. We have used the single case to test whether the propositions are correct,
or whether some alternative set of explanations might be more relevant.
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4.4 Data Collection Methods

One way to classify data sources is to look at data collected through documents (e.g. books,
articles, research papers, and annual reports), or through people (e.g. interviews, surveys, and
observation) (Lundahl & Skärvad, 1992). Yin (1994) proposes six different sources of
evidence when collecting data. These are documentation, archival records, interviews, direct
observation, participant observation and physical artifacts. No single source has advantage
over the others, on the contrary, the six various sources are highly complementary, since they
all possess different strengths and weaknesses. (Table 4.2)

TABLE 4.2. Six Sources of Evidence: Strengths and Weaknesses

Sources of evidence Strengths Weaknesses
Documentation • Stable – can be reviewed

repeatedly
• Unobtrusive – not created as a

result of the case study
• Exact – contains exact names,

references and details of an event
• Broad coverage – long span of

time, many events, and many
settings

• Retrievability – can be low
• Blased selectivity, if collection is

incomplete
• Reporting bias – reflects

(unknown) bias of author
• Access – may be deliberately

blocked

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

• (Same as above for
documentation)

• Accessibility due to privacy
reasons

Interviews • Targeted – focuses directly on case
study topic

• Insightful – provides perceived
causal inferences

• Bias due to poorly constructed
questions

• Response bias
• Inaccuracies due to poor recall
• Reflexivity – interviewee gives

what interviewer wants to hear
Direct observations • Reality – covers events in real time

• Contextual – covers context of
events

• Time consuming
• Selectivity – unless broad

coverage
• Reflexivity – event may proceed

differently because it is being
observed

• Cost  - hours needed by human
observers

Participant observation • (Same as above for direct
observation)

• Insightful into interpersonal
behavior and motives

• (Same as above for direct
observations)

• Bias due to investigator’s
manipulation of events

Physical artifacts • Insightful into cultural features
• Insightful into technical operations

• Selectivity
• Availability

Source: Yin, 1994, p. 80

The data can further be grouped in primary data or secondary data. The researcher collects
primary data for a specific purpose, whereas secondary data is collected by others, for a
different purpose. (Lundahl & Skärvad, 1992)

For this case study, interviews, documentation, and to a certain extent direct observations will
be used as data collection methods. The interview is chosen as data collection method because
it allows the gathering of specific and targeted data. According to Yin (1994), there are three
types of interviews: open-ended, focused, and structured. The open-ended interview is the
least structured, since the respondent is not tied to any structured questions, allowing the
interview to be more of a discussion where opinions and insights can be presented in a free
way.
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The focused interview is to a certain extent bound to pre-determined issues, but the
conversation is still informal. The structured interview is based on a survey where the
questions are fully decided upon prior to the interview. (Yin, 1994)

The type of interview that will be used in this study is a focused interview, since we will
design an interview guide that contains the main issues to be discussed during the interview.
We will conduct two personal interviews because then we will be able to obtain inside
information from respondents who can provide us with a deeper understanding of the problem
area. The personal interviews also allow for probing, and thereby the possibility to gather
more accurate data increases. In addition to the personal interviews, one telephone interview
will be conducted with a third respondent. This third interview would preferably have been
conducted on a personal level, but because of lack of time, a telephone interview is done
instead.

In addition to this, direct observation will also be used, when we go on-line and look at the
company’s Web site and study its design and quality as a communication and promotion
medium, according to the criteria chosen in the frame of reference. Since the data from the
interviews and the direct observation will be gathered to serve the purpose of this specific
study, it can be considered primary data.

Documentation such as the company’s annual report will serve as a complement to the
interviews, in order to have access to stable and printed information that extends over a long
period of time. This information is regarded as secondary data, since someone else than us has
collected it, for a different purpose.

The use of multiple sources of evidence in this study’s data collection is called triangulation
(Yin, 1994), and is a desired pattern for dealing with case studies, in order to obtain
converging evidence and establish the occurrence of an event. The sources of evidence that
will be used are: interviews, documentation and direct observation.

4.5 Sample Selection

When conducting research, it is often impossible, impractical or too expensive to collect data
from all the potential units of analysis included in the research problem. Therefore a smaller
number of units, a sample, is often chosen to represent the relevant attributes of the whole set
of units, the population. (Nachmias & Nachmias, 1987; Graziano & Raulin, 1997) Herzog
(1996) defines population as “the entire set of objects about which one wishes to reach a
conclusion” and sample as “a subset of those objects that are included in a research study”.

Due to the fact that samples are not perfectly representative of the population from which they
are drawn, the researcher can not be certain that the conclusions will generalize to the entire
population (Graziano & Raulin, 1997; Herzog, 1996). The sample selection can be either
random or nonrandom. A random sample is drawn in such a way that each member of the
population has some chance of being selected in the sample. In a nonrandom sample, some
members of the population may not have a chance of being selected. (Mann, 1995)
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The selection of the sample to be used in this study is nonrandom and done in four stages.
First, we have made a choice of country when deciding to look at a Swedish company. This
because of we then would have the possibility to conduct personal interviews, in order to raise
the quality of the study.

Second, we chose the type of industry to be investigated, and found the floral industry to be
highly interesting, since a number of companies within this industry have implemented on-
line floral delivery service, and have experienced a great success. This choice is based on the
fact that the floral industry is pursuing radical changes. During the 90´s, the flower mediation
offered by Swedish florists has decreased by approximately 20%. This reduction has
compelled companies to search for new ways to market themselves. (Sandén, 1998)

The fast growth of the on-line shops has proved that it is possible to market successfully over
the Internet and this new medium has proven to be very suitable for the floral industry.
(Anderson, 1995) Figure 4.1 shows the businesses that have the largest market opportunities
on the Internet and that the flower industry is rated quite high.

                           High

Fragmented
Markets*

                           Low

                                                                            Low                               High

Internet Business Opportunity

*Fragmented markets, where selection, information, convenience, and price are especially critical shopper variables and
where shoppers may prefer to do their own legwork if its easy to do

Figure 4.1. Internet Opportunities for Various Retail Categories7

Within the floral industry we have chosen a company that will be subject to our case study,
the Swedish branch of Interflora Inc., Interflora AB. We based this choice on the fact that the
company’s Web site, launched in 1995, has gained a lot of attention in media, and has proven
to be a successful selling tool.

                                                
7 http://www.ms.com/main/link21.html
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During 1995, Interflora AB only delivered 750 flower orders on-line (Paulsen, 1996), but
since then the on-line flower ordering has increased enormously. The prognosis for 1999 is 70
000-80 000 on-line orders (Gianuzzi, 1999). Last, the personal interviews were conducted
with the CEO, Jan Johannisson, as well as with the Marketing Manager, Mikael Rosenstam,
of Interflora AB. The decision to interview these two persons was based on a discussion with
Interflora concerning who had the most relevant knowledge to answer our questions.

During the personal interviews, a third person, Tommy Standar, was identified as the one
being able to answer the questions directly related to the operation of the Web site. Due to
time limitations, a personal interview with Tommy Standar was impossible to conduct and
therefore the choice fell upon a telephone interview. The telephone interview brought up the
questions from our interview guide concerning the direct operation of the Web site that Jan
Johannisson and Mikael Rosenstam were not able to answer. The selected questions from the
interview guide were discussed in-depth to complete the information provided during the
personal interviews.

4.6 General Analytical Strategy

According to Yin (1994), data analysis implies examining, categorizing, tabulating, or in
other ways recombining the collected data. The general analytic strategy is important for
every investigation, in order to determine what to analyze and why. Two general strategies are
proposed: either the researcher is relying on theoretical propositions and following the
selected frame of reference, or developing a case description, that is, use a descriptive way to
present the data. Within these strategies, there are four different techniques for analyzing the
data:

• Pattern matching: Comparing an empirically based pattern with a predicted one
• Explanation building: A type of pattern matching where the goal is to analyze the case

study data by stipulating a set of causal links about it.
• Time-series analysis: Multiple measures of the dependent variable in order to look at

changes over time
• Program logic models: Combination of pattern-matching and time-series analysis, where

the complex chain of patterns over time is being stipulated

In this study, we will follow the theoretical propositions that led to this study and from which
our research questions, as well as the literature review emerged, as suggested by Yin (1994).
Within this strategy, pattern-matching will be applied, since we will compare the collected
data to the theories of previous researchers. This study is a single-case study, and therefore the
comparisons will only be conducted within the specific case. The within-case analysis is
conducted against the selected frame of reference, in order to find similarities or differences.

4.7 Quality Standards of the Research - Validity and Reliability

Validity and reliability are two properties of measure that has to be taken into consideration
(Herzog, 1996), since they determine quality standard of the research.

The problem of validity in research arises because researchers are never completely certain
that they are measuring what they intended to measure. Validity is therefore concerned with
questions like: “is one measuring what one thinks one is measuring?”.
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To increase the level of validity, the researcher must provide supporting evidence that a
measuring instrument does, in fact, measure what it appears to measure. (Nachmias &
Nachmias, 1987)

Reliability refers to the extent to which a measuring instrument contains variable errors. By
this means errors that differed from observation to observation, or that varied from time to
time, when measuring with the same instrument. (Nachmias & Nachmias, 1987) The
reliability of a study is high if a later investigator repeated an earlier research by following
exactly the same procedures and arrived at the same findings and conclusions (Yin, 1994).
Reliability can also be defined as the absence of random errors when measuring (Lundahl &
Skärvad, 1992).

According to Yin (1994), the quality of empirical research can be judged by conducting four
specific tests. Since case studies are a type of empirical research, these four tests can also be
applied when judging the quality of case study research. The four different tests are
summarized below:

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

• Internal validity: Establishing causal relationships whereby certain conditions are shown
to lead to other conditions, as distinguished from spurious relationships.

• External validity: Establishing the domain to which a study’s findings can be generalized.
• Reliability: Demonstrating that the operations of a study can be repeated with the same

results.

Yin (1994) also points out several tactics that can be practical for handling the four tests when
doing case study research, in order to increase the quality. These tactics are shown in Table
4.3 below.

TABLE 4.3. Case Study Tactics for Four Design Tests

Tests Case study tactic Phase of research in which
tactic occurs

Construct validity - Use multiple sources of evidence
- Establish chain of evidence
- Have key informants review draft

case study report

Data collection
Data collection
Composition

Internal validity - Do pattern-matching
- Do explanation building
- Do time-series analysis

Data analysis
Data analysis
Data analysis

External validity - Use replication (logic in multiple-
case studies)

Research design

Reliability - Use case study protocol
- Develop case study data base

Data collection
Data collection

 Source: Yin, 1994, p. 33

To increase the construct validity of this study, we have used triangulation in order to obtain
evidence from multiple sources, that is from interviews, documentation and direct
observations. We have also let other people read the interview guide to see if it is
understandable. Efforts were made to find the person most suitable and knowledgeable for
answering the questions connected to the study and this we believe increases the validity.



Methodology

34

During the personal interviews, we have used a tape recorder to reduce the risk of wrongly
interpreted answers, and to be able to double-check the answers after the interview. We also
utilized control questions while interviewing, to make sure that the respondents really
understood what we were asking about. The validity is however lowered due to the fact that
we translated our interview guide into Swedish, and in the translation process words can
unintentionally get the wrong meaning. The internal validity is increased by using pattern-
matching analytic technique, as suggested by Yin (1994). External validity deals with the
issue of knowing whether the findings from a study are generalizable, but according to Yin
(1994), a single case study is a poor base for generalizing. The external validity of our study
must therefore be seen as rather low, since it is a single case study and thus, replication is
impossible to perform.

To increase the reliability, we sent the respondents the interview guide in advance to let them
prepare themselves, in order to provide us with accurate answers. In addition, we have
interviewed more than one person to be able to compare the respective answers. Furthermore,
the interview results have been compared to official facts afterwards, when such have been
available. We have however not developed a case study protocol as proposed by Yin (1994)
to increase the reliability, neither have we constructed a case study database for other
investigators to review. As a result, the reliability of the study may be slightly lowered.

4.8 Summary

In this chapter, we have given a description of the methodology used in this study. The
chapter has brought up issues like purpose of the research, research approach and strategy,
data collection methods, sample selections, the general analytical strategy, and the quality
standards of the research. The next chapter presents the empirical data that has been collected.
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5. Empirical Data

The previous chapter discussed the methodology of this study. This chapter provides the
empirical data that has been collected during the interviews, from documentation and through
direct observations. We begin the chapter by giving a presentation of Interflora and then
proceed to provide the collected data relevant to each research question.

5.1 Company Presentation

The Swedish floral delivery service was created in 1923, when Swedish florists began to
exchange orders for out-of-town deliveries. From this emerged a network of florists handling
the floral delivery service, and they formed a member organization. The floral delivery
service was given the name “Blommogram” in 1952. In 1972, the corporation Interflora AB
was created.

Interflora has 90 employees of which about 40 work at the head office in Bromma,
Stockholm. “Blommogramcentralen” is the core function of Interflora and handles the floral
delivery service within and outside Sweden, as well as the orders over the Internet.
Interflora’s main market is Sweden, since the Interflora companies in other countries take care
of their own home market. In Sweden, there are three actors when it comes to offering floral
delivery service, Interflora, Teleflora and Euroflorist. Interflora has 70% of the market,
Euroflorist 20%, and Teleflora has 5%. The turnover in 1998 was approximately 180 million
SEK. Interflora is a service organization toward its members. As such, Interflora works within
two areas, the floral delivery service “Blommogram” and the chain of Interflora stores. The
organizational structure of Interflora is illustrated by Figure 5.1 below.

Figure 5.1. Organizational Structure
Source: Adapted from Interflora AB, Annual Report 1998

5.1.1 The Company Web Site

During fall 1995, Interflora launched its Web site to sell and provide information about the
company’s floral delivery service, “Blommogram”. In many ways, Interflora was a pioneer in
marketing and selling products on-line. Not only did the company as early as 1994 decide that
they wanted to be among the first Swedish companies to establish a virtual store, but
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Interflora was also one of the first companies to contact a Web agency in order to construct
the Web site. Interflora’s Web site was created together with Petter Stare at Catwalk
Interactive because Interflora wanted the Web site to have a market oriented design and
professional look.

Before launching the Web site, Interflora’s customers were mainly women over 40 years old.
With the Web site, Interflora hoped to reach a younger customer segment than the people who
normally ordered flowers in the stores. By creating a Web site, Interflora believed that they
could attract people between 25 and 40. Additionally, Interflora thought that the Web site
could help in reaching a more general customer group, that is both men and women. The men
in particular were an attractive segment, and Interflora hoped to reach them through the Web
site. The results of the launch were surprising to Interflora. The on-line customers proved to
be of all ages and women use the on-line service to a larger extent than expected. Every fall,

Interflora conducts a survey on the Web site customers, and the findings have been that 33%
of the customers are under 30, 33% are between 30 and 40, and 33% are older than 40. Of the
on-line customers, two thirds are men and one third is women. The Web site has undergone
some changes since it was launched and in October 1998, a second version was introduced.

The Web site and the on-line floral delivery service has been a good investment. The
prognosis for flower ordering via the Web site during 1999 is a volume of 70 000-80 000
orders, at a average value of 200 SEK per order. This volume is expected to increase during
year 2000, and the goal is set at 100 000 flower orders. These figures and prospects are
sensational when considering that Interflora only delivered 750 flower orders on-line during
the first year the service was provided on the Web site.

5.2 Objectives for On-line Marketing

The main objective for Interflora to provide the floral delivery service on-line, was according
to Jan Johannisson and Mikael Rosenstam to increase sales of the “Blommogram”, without
affecting the sales of the stores where the “Blommogram” is sold. Interflora desired to
increase the availability, as well as enhance the image of the company by marketing on-line
and thereby sell more.

Jan Johannisson discussed how Interflora creates awareness of the Web site by including their
Web site address in as many broadcast advertising and publicity, and other corporate
communication material as possible. The Web site address is however not included in the
promotion materials of the stores. This strategy is purposive, since Interflora’s Web site is not
aiming at competing with the stores’ sales of “Blommogram”. The stores will eventually get
their own Web site addresses and these will then be included in the store’s promotion
materials. Mikael Rosenstam agreed with Jan Johannisson, but added that Interflora has also
tried banner advertising on-line, but found it to be a poor way of creating awareness.

Concerning the importance of attracting passive surfers to the Web site, Jan Johannisson is
ambivalent. To his mind, it is more important to make the Web site attractive to the active
surfers, since they are the ones interested in buying the “Blommogram”. Interflora does not
put links on, or sponsor other Web sites, but they are present on search engines. To reach the
active surfers, Interflora provides the possibility for surfers to reach the Web site by using
multiple names, both www.interflora.se and www.blommogram.se work, but the company
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does not have multiple sites. When looking for Interflora by using search engines such as
Lycos and Yahoo, various words can be entered, like “rosor”, “blommogramombud” and
“blomsterhandlare”. Interflora has invested a lot in making the Web site provide fast service
and increasing its speed when it comes to linking back and forth.

Mikael Rosenstam assumes that the surfers who reach the Web site are to a large degree
active surfers. He believes that most of these surfers have read about Interflora or heard about
the company’s on-line floral delivery service, and therefore automatically tries the Web
address www.interflora.se. The tactics discussed by Jan Johannisson are mentioned by Mikael
Rosnstam as well.

To turn hits into visits, both Jan Johannisson and Mikael Rosenstam agree that Interflora
wants the Web site to be up-to-date and easy to use. Interflora has attended to quality in
design by letting a Web agency construct it, instead of doing this in-house. Concerning
graphics, simplicity is used rather than extravagance. The most important issue is to keep the
Web site flexible in order to make it easy to update and change. Neither sound, nor video is
used, due to the wish to keep a more sophisticated image, as well as making the Web site
faster to download.

The respondents stated that the only way through which Interflora has a dialog with the
customers is through e-mail. There are no special policies concerning quality and speed of
response to customer queries, but it is a non-written rule that the Interflora employees have no
e-mails left to answer at the end of the day. Jan Johannisson said that a couple of times per
month, 25 to 30 customers are contacted by e-mail and invited to give suggestions and ideas.
When the second version of the Web site was to be created, the customers were asked to
participate by providing ideas, and Interflora obtained responses from a great number of
customers.

Efforts have been made to make the ordering process as simple as possible for the customer
according to both Jan Johannisson and Mikael Rosenstam. However, Mikael Rosenstam
underlined that the process implies entering both sender and receiver information and this
requires more from the customer, compared to buying “Blommogram” in a regular store
where the staff takes care of this procedure. To a large extent, the customer can decide upon
the complexity of the ordering process, since the customer has the alternative to either buy a
pre-made bouquet, or put together his or her own selection of flowers by pointing and
clicking. Both respondents claimed that the idea of creating a new version of the Web site was
to be able to update and refresh it frequently in-house. If the customers join the
“Flowwwerclub” on the Web site, they are updated on their order status, so that they do not
order the same flowers over and over. By doing this, Interflora hopes to cause the customers
to return to the Web site and repurchase.

Interflora had no clearly stated objectives concerning the order processing time,
administration costs, marketing communication costs, or customer feedback when launching
its Web site. However, both Jan Johannisson and Mikael Rosenstam felt that all of these
factors have been affected in different ways since the introduction of the Web site.

The ordering process on-line has emerged from the old PC-system used within Interflora for
handling “Blommogram”. By using the old system as a base, the ordering process could be
kept simple even when introducing the floral delivery service on-line. Jan Johannisson as well
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as Mikael Rosenstam said that all orders made over the Internet must be checked by
“Blommogramcentralen” to sort out the less serious ones. According to our third respondent,
Tommy Standar, every order made over the Internet is controlled before sent on through the
computer system to the distributing store. The control process takes 20-30 seconds, and on
average “Blommogramcentralen” handles 200-300 orders per day. Jan Johannisson
appreciated the number of canceled orders to approximately 5% and claimed that this part of
the process is time consuming, and that due to this the order processing time for Interflora has
actually increased, but the company is looking into new ways to rationalize the process and
make it smoother.

Neither Jan Johannisson, nor Mikael Rosenstam believed that the occurrence of errors in the
ordering process has been affected when going on-line compared to the traditional floral
delivery service in the stores, but Mikael Rosenstam mentioned that uncertainties can arise
when the customers put together their own bouquet. Beside this, some customers do not fully
trust the medium and send the order several times to make sure that it goes through, and this
can create problems both for the customer that receives several invoices, and Interflora that
must track down the error. Interflora tries to avoid this problem by automatically sending an
order confirmation via e-mail to the customer as soon as the order is received.

Concerning the administration costs, both Jan Johannisson and Mikael Rosenstam thought
that Interflora has experienced an increase in the paper-based processes, due to that invoicing
is not handled over the Internet. Printing as well as postage costs have thereby increased. In
addition to this, telephone costs are higher, since customers want to be assured that the order
is received by Interflora and delivered. Interflora is trying to improve the administration by
adding information to the Web site and develop an automated payment system.

Jan Johannisson and Mikael Rosenstam pointed out that Interflora has not reduced the amount
of money spent on traditional marketing communication. The traditional marketing
communication efforts have not been less since the introduction of the Web site. Both of them
argued that to Interflora, the Web site is considered a complement to the traditional marketing
communication, and this has added to the marketing communication costs because specific
campaigns have been performed to market the Web site. Interflora does not perform direct
marketing. To increase customer feedback by using on-line surveys, bulletin boards, e-mail
marketing lists, customer identification systems, advertising measurement and Web visitor
tracking, is no objective for Interflora. The company obtains feedback from customers either
through spontaneous e-mails, or when Interflora sends out e-mails asking for the customers’
ideas or suggestions.

5.3 The On-line Product Offer

Both Jan Johannisson and Mikael Rosenstam believe that the “Blommogram” is highly
suitable for being sold on-line. The reason for this is that Interflora already had a well
functioning distribution- and PC-system for handling the floral delivery service. To move on-
line was not a major step to take, rather it was a natural decision when considering that
Interflora has always tried to keep up with technological developments, and has previously
been engaged in other pilot projects that explored new sales channels.
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Neither of the two considered the product to be a high-outlay product, since the price for the
floral delivery service is relatively low, 65 SEK within Sweden and 85 SEK internationally.
To this is added the price for the flowers and that depends on the customer’s choice. In
general, the “Blommogram” is not considered to be a frequently purchased good, but when it
comes to the Web site customers, Jan Johannisson said that there is a tendency towards
repetitive purchases, and in some cases customers repeat their purchases as many as 25-30
times per year. Mikael Rosenstam on the other hand meant that buying a “ Blommogram” is
more repetitive on-line than in the stores, but as a whole, the product cannot be defined as
frequently purchased, since the purchase is often connected to special occasions such as
birthdays. The “Blommogram” is basically seen as an intangible product and a service by Jan
Johannisson and Mikael Rosenstam, but they recognize that it has certain tangible qualities
because the actual product delivered is flowers. The intangible part of the product has no
differentiation potential, but to a certain extent, the tangible part of the “Blommogram” can be
differentiated. Within Sweden, the differentiation potential is high, since the customer can put
together the flowers on his or her own. However, when sending flowers outside Sweden, the
choice is limited to a number of pre-made bouquets.

According to the respondents in the personal interviews, the product is supported on the Web
site by an e-mail address and a telephone number to “Blommogramcentralen” that answer
questions concerning the Internet orders during office hours. At Interflora, 24 hour service is
not provided, since the customer cannot obtain answers to e-mails during the night. No
FAQ’s, e-mail boxes or mailbots are used at the moment, but Jan Johannisson revealed that
Interflora has started to list the questions most common to put them on the Web site in the
future, because it is costly to have people who can answer questions by telephone.

5.4 The On-line Pricing Strategy

Jan Johannisson and Mikael Rosenstam totally agreed in saying that Interflora experiences no
price competition that puts downward pressure on the prices, even though the main
competitor, Euroflorist actually offers a lower price for the on-line floral delivery service
within Sweden, 50 SEK8 compared to Interflora’s 65 SEK. When sending flowers outside
Sweden, Interflora is the cheaper alternative, 85 SEK compared to 95 SEK9. Both Jan
Johannisson and Mikael Rosenstam stated that the price for the “Blommogram” is completely
standardized and the same on-line as in the stores, since Interflora has no wish to compete
with the stores. The price for the flowers on-line is based on the market price and the prices
are the same no matter from where you send, or to where you are sending the flowers. If the
customer joins the “Flowwwerclub”, he or she can enjoy a price reduction of 18 SEK per
“Blommogram” after three purchases.

5.5 The Web Site as a Communication and Promotion Medium

The Web site was originally created by the Web agency Catwalk Interactive, and this agency
is still responsible for the design of the Web site when it comes to message, art and
technology. However, both Jan Johannisson and Mikael Rosenstam said that when Interflora
decided to change the Web site and construct a second version in October 1998, it was
because the company wanted to have the possibility to make changes in the content and
update the Web site in-house, and thereby save costs as well as time. Both of them agree that

                                                
8 http://www.euroflorist.se
9 http://www.euroflorist.se
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it is important that the marketing materials presented on the Web site carry the same image
and message as other general marketing materials, and the Web site is viewed as a way to
reinforce the strong brand name that Interflora has.

According to Tommy Standar, the Web site is not updated regularly. Instead, changes are
made when something special is decided upon such as a special promotions or at Mother’s
Day. Mikael Rosenstam mentioned that once a week, a special IT-group meets to discuss the
past week and eventual changes on the Web site. Jan Johannisson expressed a wish that in the
future the Web site will be updated every day. Concerning changes in the features of the Web
site, Tommy Standar explained that with the new version of the Web site, Interflora can make
most alterations by themselves, like changing the background color according to the seasons,
and adding a picture of the Swedish Ice-Hockey team during the World Championships.
These alterations have to be made within the limits set by the Web agency’s original design
and programming of the Web site.

The Web site can either be found through the address www.interflora.se, or through
www.blommogram.se. We found that the Web site is fast to download and to jump from page
to page is done without any delays. When entering the site the visitor comes to the Homepage
that is shown in Figure 5.2. The background color is green, and there are few pictures, which
mainly show flowers in bright colors. The language on the Web site is Swedish. Grammar,
punctuation and capitalization were found to be correct throughout the Web site, except for at
the page linked to the hypertext “Skötselråd”, where capitalization is wrongly used when
giving the advice on how to take care of different flowers and potted plants.

Figure 5.2. Interflora’s Homepage at www.interflora.se
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At the top of the page, the Interflora logotype is to be found together with the day’s date and
name day. At the same place, the customer is encouraged by a hypertext to order flowers.
Along the left side of the page, there are hypertext navigation tools through which the visitor
can link themselves to other pages of the Web site. The Web site is to a large extent
concentrated on the floral delivery service “Blommogram”. In the middle of the page, there is
a large picture of flowers with a text reminding the visitor of Mother’s Day, and by clicking
on it, the visitor is linked to the page for the “Blommogram”. Under this reminder, a picture is
placed, that links the visitor to a page where information about deliveries on Mother’s Day is
provided. According to Tommy Standar, changing the features of the Web site on occasions
like Mother’s Day can easily be done in-house.

The third picture that the customer can click on is linked to the “Flowwwerclub”. Along the
right side, a hypertext takes the visitor to the Web site for “Valutakortet”, a project by some of
the leading stores in Sweden that offers several privileges to the owner of a special
membership card. At the bottom of the page, the visitor can click a small hypertext and
thereby reach the Web site for Catwalk Interactive, the Web agency that created and designed
Interflora’s Web site.

At the top of the left column on the first page, the visitor can click on hypertexts to order
“Blommogram”, either within Sweden or internationally. There is also a hypertext connected
to a page where the visitor can order “Blomstercheckar”. By clicking on the hypertext for
orders within Sweden, the visitor is brought to a page, where he or she can choose between a
link to another page with pre-made bouquets, or a link to “Web floristen”, a page where the
visitor can put together his or her own choice of flowers. On the latter, a technical error has
occurred that according to Tommy Standar can not be corrected. When trying to put together
our own bouquet, we could not finish the ordering process, since the hypertext “Beställ” did
not take us to the page where the order form is to be filled out.  According to Tommy Standar,
one out of thirty visitors are unable to carry through the ordering process when using “Web
floristen”, but that Interflora has not managed to solve this problem. The page for orders
within Sweden also contains links to pages where the customer can give a personal
description of the features of the flowers to be sent, and where advice on which flowers that
are suitable for which occasion are given. The page for international orders, gives the
customer the possibility to first choose the country to which flowers are to be sent, and then a
selection of pre-made bouquets is presented to choose from.

The next section of hypertexts in the column to the left is connected to the “Flowwwerclub”.
The first hypertext is for the member of the “Flowwwerclub” to log in to and out from the
Web page of the “Flowwwerclub”. The next one links the visitor to the page where the
“Flowwwerclub” is presented in detail and what benefits are included in the membership, like
special offers and discounts. The member will also enjoy a price reduction of 18 SEK per
order after three purchases, facilitated ordering procedure, information on the order status, and
the possibility to send an electronic flower for free. The third hypertext links the visitor to a
registration form for membership in the club, whereas the fourth hypertext is a link for the
member to look at the order status. The fifth one takes the visitor to the reminder service,
where the member of the club can register important dates and occasions, and finally the sixth
hypertext links the visitor to a page where electronic flowers can be sent. The three last
hypertexts can only be reached if the visitor is a registered member of the “Flowwwerclub”
and has logged in to the club.
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The final section in the column has hypertexts that link the visitor to the customer service,
advice on how to take care of various flowers and potted plants, a search engine to find
Interflora stores and “Blommogramombud” in Sweden, and finally information on the floral
delivery service and Interflora AB. The information on the floral delivery service contains
seven different hypertexts linked to explanations of the delivery, express floral delivery
service, flowers, delivery times, order confirmation, payment, and orders outside Sweden. At
the information page on Interflora AB, addresses, telephone numbers and e-mail addresses to
Interflora’s head office in Bromma and customer service are to be found, but no persons are
mentioned by name or position.

The Web site is interactive since the visitor can click on hypertexts and e-mail is used as a
means to establish a mutual contact between the company and the customer. Quizzes,
contests, and free products are not found on the Web site and according to Jan Johannisson,
these tactics have deliberately not been used, since they are not seen as value-adding
activities. Promotion techniques like coupons or free samples are not provided on the Web
site either.

5.6 The Web Site as a Transaction and Distribution Medium

The Web site is not used for physical distribution, since the “Blommogram” is not digital and
the flowers cannot be sent through the computer system. However, order information is
distributed via the Internet. The transaction process follows the chain explained by Tommy
Standar that is presented in Figure 5.3.

The On-line Transaction Process for “Blommogram”

Figure 5.3. The On-line Transaction Process for “Blommogram”

The first step in the transaction process is when the customer places the order on the Web site
and the order goes via the computer system to the “Blommogramcentralen”. There, the staff
downloads the orders from Internet, enters them in the regular PC-systems and sorts out the
less serious ones. The order then continues via the computer system that searches for the
closest store according to postal codes. The final steps are when the store handles the physical
distribution and delivers the flowers to the final receiver.

Handling the floral delivery service on-line has not implied a shorter value chain for Interflora
according to Jan Johannisson and Mikael Rosenstam, since the store still has to be there to
deliver the flowers to the final receiver. In addition, the transaction costs have increased rather
than decreased, due to the manual invoicing procedure. Neither of the interviewees believed
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that disintermediation is an issue for Interflora, but the company has seen a new need for
cybermediaries, such as the Web agency Catwalk Interactive and in the future additional help
may be needed when implementing a new payment system. Interflora is at the present using a
manual invoicing system. Tommy Standar explained that the company has been part of a
pilot-project for SET, but has now left the project because it was costly and the development
was slow. Alternative ways for payment are being explored and Catwalk Interactive has
developed a solution containing four different payment methods. The idea is that the customer
can pay via credit card or postal giro service. Two other options are that the customer gives
Interflora the right to draw money directly from the customer’s account, or that the customer
agrees to accept an electronic invoice from Interflora.

5.7 Summary

In this chapter, the empirical data that has been collected has been presented. First, a
description of the company was made, and then the data related to each of our research
questions was presented. In the next chapter this data will be analyzed by comparing it to the
frame of reference provided in chapter three.
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6. Analysis

The previous chapter provided the empirical data that has been collected. In this chapter this
data will be analyzed. We are relying on theoretical propositions, and the analytic strategy
that is chosen is pattern-matching, as proposed by Yin (1994). Pattern-matching implies that
we will compare the empirical data to the theories presented in the frame of reference, in
order to discover similarities or differences. Our study is a single-case study and we therefore
only conduct a within-case analysis. Each research question will be analyzed in separate
sections.

6.1 Objectives for On-line Marketing – Research Question One

According to Pitt, Berthon and Watson (1996), companies need to set clear marketing
communication objectives for their Web sites. Interflora does not have clearly stated
marketing communication objectives for the company Web site, and the company is therefore
not acting in accordance with Pitt, Berthon and Watson (1996). Interflora is however using
the Web site as a marketing communication tool and follows the stages of the conversion
process despite the lack of clear objectives for each stage.

Interflora set one main objective for the development of the Web site, and that was to increase
sales. The aim was however not to increase sales to existing customers as proposed by
Peterson, Balasubramanian and Bronnenberg (1997), since it would imply taking customers
from the stores. Instead the focus was on attracting new customers. Pitt, Berthon & Watson
(1996) assume that converting the Web site visitor into a purchaser is a final result of setting
clear marketing communication objectives. Even though Interflora did not set such objectives
for the Web site, the company has enjoyed an increase in sales, and this shows that an
efficient Web site has been created without stating marketing communication objectives for it.

Concerning the order processing time, administration costs, marketing communication costs
and customer feedback, Interflora did not state any objectives that can be comparable to those
discussed in previous research. However, the implementation of the on-line floral delivery
service has had an effect on these factors, although not in the way that is suggested in theory,
since the time to process orders and costs for administration and marketing communication
have increased rather than decreased. The feedback from customers has actually increased,
but not because Interflora has used the factors listed by Quelch and Klein (1996). Instead,
Interflora keeps contact with the customers only through personal e-mail.

6.2 The On-line Product Offer – Research Question Two

When analyzing the floral delivery service’s suitability for on-line marketing, contradictions
to theory were found. Peterson, Balasubramanian and Bronnenberg (1997) claim that products
that are expensive, infrequently purchased and intangible or informational, as well as easy to
differentiate, are most suitable for being sold on-line. Interflora’s on-line floral delivery
service is not considered to be a high-outlay product, and neither infrequently nor frequently
purchased, since the purchases made on the Web site often are repetitive. Furthermore, the
intangible part of the floral delivery service can not be differentiated, whereas the tangible
part actually can be differentiated to a certain extent.
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This implies a difference between theory and the empirical findings, since the product has
shown to be successful even though it does not follow the discussion by Peterson,
Balasubramanian and Bronnenberg (1996) on how a suitable product can be described.

The analysis of the empirical data shows that Interflora contradicts the suggestions by Janal
(1996) to enhance the product support, except for providing e-mail. On the Web site,
Interflora offers product support prior to the purchase, a tactic that is not proposed by Janal
(1997). The customer can find help to choose the right flowers for the right occasion, how to
explain what type of message to leave to get the right flowers, and how to fill out the order
form. Interflora also provides good after-sale service, since warranties are given concerning
delivery and product quality. Furthermore, the customer has the possibility to e-mail or
telephone to obtain answers to additional questions.

Since the Internet is such an unexplored field of research, there is not a lot of variables for us
to investigate concerning the on-line product offer. Therefore this issue deserves further
research.

6.3 The On-line Pricing Strategy – Research Question Three

In the analysis of the on-line pricing strategy, further contradictions between theory and the
empirical data were found. The price transparency that occurs when marketing on-line is
assumed to cause price competition leading to downward pressure on prices according to
OECD10. Interflora has however not experienced such downward pressure on prices caused by
price competition. In addition, Interflora uses completely standardized prices when marketing
on-line, which underlines the statement by Quelch and Klein (1996) that standardized pricing
can be used in on-line marketing.

Concerning the on-line pricing strategy, we did not have many theories to base our research
on. Therefore this issue of course deserves more research, since we have only looked at a
small part of the pricing situation on-line.

6.4 The Web Site as a Communication and Promotion Medium – Research Question Four

In the analysis of the Web site as a communication and promotion medium, the eclectic list of
variables proposed by Janal (1997) has been used, and the findings are as follows:

Who will create the Web site, including message, art and technology?
Both the first and the second version of the Web site has been created in cooperation with the
Web agency Catwalk Interactive. Interflora has provided the message and Catwalk Interactive
has handled the art and technology. Concerning the new version of the Web site, Interflora
has the ability to change the art on its own to a large extent, unless programming is required.
The decision of who will create the Web site has been carefully considered by Interflora and
the company is thus acting in the way proposed by Janal (1997).

                                                
10 http://www.oecd.org/dsti/sti/it/ec/prod/ie98-4.htm
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Do the on-line marketing materials reinforce the company mission, and carry the same image,
message and tone as other marketing materials?
The policy at Interflora is to always reinforce the company mission, and communicate the
same image in all marketing materials to as large extent as possible, and therefore act in
accordance with what is proposed by Janal (1997).

How often and by whom will the Web site be updated?
According to Janal (1997), the Web site is supposed to be updated regularly. Today,
Interflora is not acting in line with theory, since the Web site is not updated regularly. The
reason for this is because the Web site does not require to be updated frequently, instead it is
updated on special occasions by the staff at “Blommogramcentralen”.

Is the company name and what makes the company unique presented on the Web site?
The company name is presented on the first page of Web site as proposed by Janal (1997), but
the visitor has to click on the hypertext “Om Interflora” linked to company information in
order to find out what makes the company unique. On this page, a clear presentation of the
company and its products is given, however, we believe that what really makes Interflora
unique is the “Blommogram”, and the story of this concept is not included on the Web site. In
this way, the uniqueness of Interflora would follow the suggestions by Janal (1997) in an even
better way.

Does the Web site clearly present how the customer can benefit from it?
When entering the Web site, the first page makes the visitor aware of the possibility to order
“Blommogram” on-line. The site further provides the visitor with a lot of information on the
floral delivery service in general, on the ordering process and the benefits of ordering on-line.
To our mind, Interflora is clearly following the tactics proposed by Janal (1997) when it
comes to presenting the benefits of the Web site.

How are graphics and pictures used to make the Web site attractive?
Janal (1997) claim that too much pictures and graphics should not be used, because then the
Web site would be slow to download and unattractive to visit. Interflora has acted in
accordance with theory in these aspects and attempted to make the Web site attractive without
overdoing it. The graphical design is sophisticated and clean throughout the whole site. There
are no motion pictures on the site, and this contributes to a serious image. As a whole, the
Web site is attractive and pleasant to look at.

Is the Web site grammatically correct?
It is stated by Janal (1997) that the grammar on the Web site must be checked and double-
checked regularly. At Interflora, the grammar was checked thoroughly when the Web site was
launched, but since then, there has been no control, not even when the Web site is changed or
updated, implying that Interflora does not act in accordance with Janal (1997).

Do links and navigation buttons work properly?
Interflora is confident that the technical aspects of the Web site work and does therefore not
see the need to test the internal links and navigation buttons regularly, as is suggested by Janal
(1997). Interflora is aware that “Web floristen” is not working properly, but still keeps this
service on the Web site available.
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How can the Web site be interactive?
Hypertext and e-mail are the two main tools used by Interflora to make the Web site
interactive. In addition to these tools, Janal (1997) also proposes quizzes and contests,
surveys, free products and tools to create a direct dialog with the customer. These are not used
by Interflora, but instead the company offers the customers the possibility to put together their
own bouquet by pointing and clicking, and this can be seen as a highly interactive process.
This shows that a Web site can be highly interactive even though the tactics proposed by Janal
(1997) are not used.

The tools proposed by Janal (1997) are mainly connected to rewarding the customer for his or
her accomplishments. But Janal (1997) misses the important fact that when the customer is
contributing to the medium on his or her own, by for example putting together a bouquet, then
such an interactive process can in itself be rewarding. Prizes and free products are necessarily
not the only way to attract the customer.

What promotion techniques are used to persuade the customer to buy the product?
Concerning promotions to persuade the customers to purchase the product, Interflora has
created the “Flowwwerclub” for the customers. The membership is free and by joining, the
customer can enjoy a price reduction of 18 SEK per order after three purchases, and take
advantage of a service that reminds him or her of important dates and occasions. This is a
special promotion performed to persuade the customer to purchase the product, and therefore
Interflora is using one of the techniques mentioned by Janal (1997). On occasion, Interflora
also adds special promotions to the Web site that are not directly connected to flowers, but
that can be interesting to the customers. Such promotions can be a cookbook that is sold at a
reduced price. Discounts is another technique discussed by Janal (1997), but Interflora only
offers discounts to club members. Free samples or coupons are not used at all, contrary to
what is suggested by Janal (1997).

Is contact information provided on the Web site?
The only contact information that is provided is the telephone number to
“Blommogramcentralen”, the customer service and the operator, as well as the address and e-
mail addresses. No names of specific persons or their position within the company is
provided, and this is directly the opposite of what is stated by Janal (1997).

6.5 The Web Site as a Transaction and Distribution Medium – Research Question Five

Marketing the “Blommogram” on-line has not implied a shorter value chain for Interflora
contrary to what is suggested by Sandén (1998), and thereby the transaction costs have not
been lowered. Interflora has rather experienced higher transaction costs due to the manual
invoicing procedure. As a transaction channel for payment, Interflora has chosen a manual
invoicing system, but is exploring alternative ways for payment via Internet. Thus, none of the
transaction channels for payment mentioned by Muller (1998) is currently used. In order for
the floral delivery service to function, the stores are always needed as a final link between
Interflora and the end receiver, and disintermediation can therefore not occur as a result of the
on-line marketing as proposed by Sheth and Sisodia (1999). However, Interflora has
experienced a new need for cybermediaries, exactly as predicted by Sheth and Sisodia (1999),
since Catwalk Interactive had to be engaged in order to create the Web site. In the future,
additional cybermediaries may also be needed to implement a new payment system.
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6.6 Summary

This chapter has provided a within-case analysis of the empirical data. We have compared the
collected data to the frame of reference presented in chapter three. The following chapter will
contain relevant findings and conclusions from the analysis, as well as implications for
management and for theory. The chapter ends with suggestions for further research.
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7. Findings and Conclusions

In the previous chapter, the empirical data was analyzed by comparing it to the theories in the
frame of reference that was presented in chapter three. In this final chapter of the thesis, we
will answer our research questions and conclusions will be drawn from the analysis. The
research problem of this study was stated in chapter one as:

“How can the use of Web sites as a marketing tool be described?”

Each of the research questions will be answered in separate sections. Following this,
implications for management as well as for theory will be provided and the chapter ends with
some suggestions for further research within this area of study.

7.1 What are the Objectives for On-line Marketing?

We found that Interflora did only state one clear objective when developing the company
Web site and that was to increase sales by attracting new customers. What is interesting to
see, is that although Interflora set no marketing communication objectives, the company still
has managed to perform several of the strategies and tactics necessary to convert the visitor
into a customer. We believe that Interflora has managed to followed many of these strategies
and tactics without clear objectives, because the company has realized the importance of a
high quality Web site, and does not agree with the saying that “even a bad Web site is better
than none at all”.

Another reason why Interflora managed to created an efficient Web site without setting clear
marketing communication objectives for it might be that a Web agency, specialized in
marketing communication, was used to create the Web site. The Web agency had the
necessary knowledge in marketing to make the Web site a successful marketing tool that
generates sales, and therefore Interflora did not need to set any objectives. This strategy is
however rather risky, since it means putting a lot of trust in the Web agency’s ability and
skills.

Instead of setting clear objectives for the development of the Web site, as well as for the Web
site itself, Interflora mentioned several reasons to create the Web site. The main reasons were
to increase the availability of the “Blommogram” for the customer, and enhance the company
image. However, by stating availability and image as reasons to go on-line, Interflora might
face problems when measuring the effectiveness of the Web site. This because availability
and image can not be measured in quantified terms.

We find that Interflora has seen the development of the Web site as something purely
beneficial for the customers, and has therefore not set any objectives concerning order
processing time, or administration and marketing costs, which are factors directly linked to
the company. This is further underlined by the fact that Interflora takes advantage of the Web
site as a great way to obtain feedback from customers, in order to improve the site and the
company image. Interflora considers the on-line floral delivery service as a complement,
rather than a substitute to the traditional service provided in the stores.
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Thus, we conclude that:

• Companies will be affected by the Internet to a very large extent, but in completely
different ways depending on factors related to the specific company, such as mission,
products, customers and organization. Therefore, the objectives provided in theory are
hard to directly apply to the situation of an individual company.

• Setting clear objectives for the Web site and the development of it can be difficult for
companies since the Internet is such a unique medium. When going on-line, companies
are entering a whole new world, and the consequences of the WWW are difficult to
predict. To set objectives for the marketing mix as is done in traditional marketing, is
therefore a more hard and complex task when selling on-line. This may be why reasons
for going on-line are listed, instead of setting objectives for the Web site.

7.2 How can the On-line Product Offer be described?

Interesting results were discovered when looking at Interflora’s on-line product offer. The fact
that Interflora’s “Blommogram” is neither intangible, nor tangible, implies that the product
and service classification grid is too simplified to be applied when discussing the suitability of
the “Blommogram” to be marketed on-line. Evidently, Interflora has experienced a great
success with the company Web site and ever increasing sales of the on-line floral delivery
service. This indicates that the “Blommogram” is highly suitable for on-line selling, even
though it is a low-outlay, rather frequently purchased product with both intangible and
tangible parts, as well as both low and high differentiation potential at the same time.

We believe that Interflora has proved that the actual product offer makes little difference, and
that the customer plays a greater part. To him or her, convenience is today a  major issue and
buying products over the Internet requires little time and effort. The tendency is that this need
for convenience is becoming higher, and thereby the acceptance to purchase all sorts of
products over the Internet is growing.

Concerning product support, we found that Interflora regards it as highly important, since the
company offers so much support and help on the Web site such as written information, before
the purchase. In addition Interflora also offers the customer the possibility to ask questions
both prior to and after the purchase by providing e-mail addresses and telephone numbers on
the Web site. We think that this is linked to Interflora’s wish to increase the availability and
care for the company image and for maintaining a high quality level.

Thus, we conclude that:

• The Internet as a medium and the way in which it is used is constantly and rapidly
changing, and therefore it is difficult to determine which products that can and cannot be
sold on-line. The higher the need for convenience, the more consumers will demand that
products of all kinds are found on-line, and as a result, almost all products will eventually
be suitable for on-line selling, and the product and service classification grid can no longer
be  applied.



Findings and Conclusions

51

• Product support can be handled efficiently via the Internet, since a lot of product
information can be displayed on the Web site and e-mail provides the possibility to
answer customer queries.

7.3 How can the On-line Pricing Strategy be described?

Interflora follows a standardized pricing strategy on the Web site, mainly because there is no
wish to compete with the stores. Although the floral delivery service itself, and also the
flowers and bouquets carry a standardized price, the customer can vary the price level at his or
her own choice depending on the selected flowers. Price competition and downward pressure
on prices is no issue, and we believe this is due to the fact that Interflora is the market leader
with a market share of 70%. We feel that Interflora puts a lot of trust in their strong brand
name, and therefore does not see competitors as a major threat.

Thus, we conclude that:

• When being a market leader, downward pressure on prices is not necessarily an issue,
even though the Internet implies complete price transparency.

• Whether to use standardized or customized pricing when selling on-line highly depends
on the type of product the company is offering, as well as the specific situation for the
company when setting the price.

7.4 How is the Web Site used as a Communication and Promotion Medium?

Interflora has invested much in making the Web site an effective and attractive
communication and promotion medium, and we can conclude that the efforts have not been
made in vain. To increase the availability and enhance the company image were the two main
reasons to develop the Web site, and this becomes obvious when entering the Web site. We
think that the Web site is pleasant to look at and that it instantly communicates how it can
benefit the customer. In addition, we believe that Interflora has understood the importance of
having a fresh and updated Web site. By producing the second version of the Web site,
Interflora has the possibility to better attend to quality and to our mind, this is well in line with
the on-line communication and promotion strategy to create a good company image. Even
though Interflora only uses a few of the persuasion techniques and tactics to make the Web
site interactive that are mentioned in theory, the Web site has proved to make the visitors buy
the product.

Thus, we conclude that:

• All techniques and tactics available to make the Web site a successful communication and
promotion medium do not have to be applied to create an effective Web site, as long as
the selection of techniques to use is made carefully and is in line with the overall
marketing communication strategy of the company.
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7.5 How is the Web Site used as a Transaction and Distribution Medium?

Regarding the use of the Web site as a distribution medium, we find that Interflora has not
seen any major changes after introducing the on-line floral delivery service. The fact that the
stores is a requirement for the floral delivery service to function implies that the value chain
can not be shortened and the costs for transactions are not reduced. As a result of this,
disintermediation will not occur. We believe that as a distribution and transaction medium, the
Web site has not contributed much to Interflora because the on-line service is based on the
PC-system that is used for the traditional floral delivery service. However, a new need for
cybermediaries has emerged and we think that this is because Interflora does not possess the
knowledge in-house to construct and develop a well-functioning Web site, neither from a
design, nor a technological perspective.

We learned that Interflora has not developed a transaction channel for payment over the
Internet yet, but that the company is prepared to implement new forms of payment. To our
mind, Interflora has been too occupied with developing the qualities of the Web site as a
communication and promotion medium, and thereby neglected the issue of an effective
payment system.

Thus, we conclude that:

• The Internet does not function as a distribution medium for tangible or physical products.

• Disintermediation is not an obvious result of marketing on-line.

• The need for cybermediaries will arise when marketing on-line, if the company does not
posses the sufficient knowledge in-house to handle the technical aspects of the Internet.

7.6 Implications for Management

This study has only investigated one company within the floral industry, Interflora, and
therefore the managerial implications provided below are specifically related to the situation
of Interflora.

Interflora is today performing strategies and tactics that contributes to make the Web site
successful, but without measurable objectives, weaknesses are difficult to detect and
improvements hard to make. Therefore it may be wise to rethink the reasons for developing
the Web site and instead set clear marketing communication objectives for the site. By doing
so, Interflora would have the possibility to measure the effectiveness of the Web site as a
communication and promotion medium and thereby discover if the Web site really creates a
better image and increases the availability.

Furthermore, order processing time, as well as administration and marketing costs have
evidently been affected by the implementation of the on-line floral delivery service, even
though Interflora did not state any objectives concerning them. Since the Internet can imply
great improvements in these activities, Interflora should revise the possibilities related to them
offered by the Internet, and discuss if the organization can take advantage of these
possibilities, for example lower the administration costs by not using manual invoicing.
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So far, Interflora’s main priority has been to make the Web site a good communication and
promotion medium, but after so long time, the same amount of priority ought to be directed at
other parts of the marketing mix, such as developing a better on-line transaction process.

The Web site is a well-functioning communication medium, but if the visitor has a question,
he or she has to surf the Web site to find the answer. To the visitor, this may be seen as a
complicated process. Interflora could easily solve this problem and facilitate the visitor’s
situation by implementing FAQ’s that answer the most common questions. In addition, for the
customer who has little knowledge about flowers, the Web site offers few alternatives of pre-
made bouquets and too little help in putting together a bouquet on his or her own. Providing
more options of pre-made bouquets for the customer to choose from is recommended. A list
of pictures and names of common flowers would also be a great help when trying to describe
the wanted bouquet, especially for those customers who are not able to use “Web floristen”.
We also believe that the story of the “Blommogram” should be told on the Web site to further
explain the uniqueness of Interflora.

Interflora has not developed a functioning transaction system for payment yet, despite being
present on the WWW since 1995. The payment is still handled manually through an invoicing
system that is both costly and time consuming for Interflora. To develop and introduce a
payment system via the Internet ought to be a relevant concern for Interflora. Not only could
the company save time and money, an on-line payment system would also make it easier for
the customer who will then be able to pay directly instead of waiting for an invoice.

When trying to put together our own bouquets on the Web site, we found that this function
did not work properly. Since this is an important part of the on-line floral delivery service, we
advice Interflora put more efforts into controlling the technical aspects of the Web site,
especially if the company wishes to maintain a good image. For the customer who encounters
errors in the ordering process, the situation becomes frustrating. The floral delivery service is
in many aspects connected to special events and occasions and therefore the service must
work when the customers wish to use it. If it is impossible to solve this problem, then it might
be better to remove “Web floristen” from the Web site until a system that works properly is
created.

7.7 Implications for Theory

The purpose of this study has been to explore and describe a phenomenon within a specific
area of research. We have aimed at increasing the understanding of this phenomenon by
answering the research questions connected to how Web sites can be used as a marketing tool,
and thus made a contribution to previous research. In drawing conclusions at the end we have
also begun to explain certain phenomena, all of which need future research consideration.

7.8 Suggestions for Further Research

The Internet is a vast field of research, within which much is yet to be discovered. Our study
has solely investigated a small part of this area of research, and while working on the thesis,
several interesting issues related to it have occurred. It has however been beyond the scope of
this study to incorporate all of them in our research, and we therefore propose issues for
further research.
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We limited our study to the company’s perspective of the on-line floral delivery service, but it
would be interesting to look at the situation from the customers’ point of view. This to
measure the effectiveness and quality of the on-line floral delivery service, and to investigate
whether the customers are as pleased with the Web site as Interflora. Furthermore,
investigating who the Web site customers really are, and why they use the medium would be
an interesting area of research as well.

Since there is a third part involved in the floral delivery service beside Interflora and the
customers, namely the stores that actually handle the final delivery, their situation would be
relevant to research. This to discover how the stores view the on-line floral delivery service
and how their situation has been affected.

Interflora is the market leader, but the main competitor on the Swedish market, Euroflorist,
offers a similar on-line floral delivery service, and therefore a competitive analysis would be
highly interesting to perform. By conducting research on this topic, interesting findings on
differences or similarities in strategies and success between the companies may emerge.

In this thesis, we have only briefly investigated each of the four P’s of the marketing mix.
Since each P is related to many more issues than what have been discussed in our study, it
would be interesting to investigate the Internet’s impact on the individual P’s more thoroughly
in separate studies.

This study has been limited to a Swedish company, acting on a fairly limited market.
However, the Internet implies erasing borders and reducing the impact of geography and an
interesting area of study would be to look at the future of the on-line floral delivery service.
Theoretically, any company in the world could attempt to enter the Swedish market, provided
that the company establishes a network of stores to handle the final delivery. To look at the
international competition and development of the world of on-line floral delivery service
would therefore be interesting.

We summarize by proposing a few questions that can be further investigated:

• How can the customer perceptions of the on-line floral delivery service be described?
• Has the florists’ situation changed since the implementation of an on-line floral delivery

service?
• What is the competitive situation within the on-line floral delivery business?

7.9 Summary

In this final chapter of the thesis, we have presented the findings and conclusions drawn from
the analysis. Furthermore, we have provided some implications for management and theory.
The last section of the chapter contained suggestions for further research within this area of
study.
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Archie - One of the methods of searching for files on the Internet. A tool that maintains and
allows users to search large databases of publicly available files that can be downloaded.

Bandwidth –  The capacity of a communication channel measured in cycles per second (MHz)
by the highest and lowest frequencies that can be transmitted by the channels at one time.

Blommogram –  The registered name for Interflora’s floral delivery service

Blommogramcentralen –  The administrative unit of Interflora in Bromma that handles all
“Blommogram” and contact with the members and stores

Blommogramombud –  The name of a florist that has the right to sell “Blommogram”, without
necessarily being an Interflora store

Blomstercheck –  Interflora’s own gift certificate that is available in different value categories

Browser –  A computer program that allows you to use the World Wide Web.

Bulletin boards –  A computer system that automatically answers the phone and allows users to
exchange messages, mail and files. The program is needed to read files created with
HyperText Markup Language (HTML), which make up the WWW.

Chat –  A service that allows two or more people to have an electronic conversation.

Cyber malls –  Virtual stores on the WWW.

Cybermediaries –  Intermediaries, such as network-access providers and electronic payment-
systems and services, which operate in electronic markets to facilitate the exchanges between
seller and buyer.

Cyberspace –  A term from a novel meaning the entire world of computers linked together.

Download –  To transfer information to your computer from another one on the Internet.

E-mail –  Mail sent electronically between computers.

E-mail boxes –  A storage area on your access provider’s computer in which information sent
 to your e-mail address is stored.

FAQ (Frequently asked questions) –  Is a file that contains frequently asked questions and
 answers about specific issues.

Gopher –  A popular Internet tool (software program) that displays files and directories in
conveniently accessed menus or lists in order to find thing on the Internet.

Hits –  The number of files downloaded.
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Homepage –  The term may refer to the first page the visitor comes to on a Web site, or the
most important page on a Web site, or the first page your browser goes to when you start it
up.

Host –  The primary or controlling computer of a computer network. This is a server that
provides files, programs and other resources that are used by the client computers that make
up the network.

HTML (HyperText Markup Language) –  Mark-up language of the WWW documents that tells
the WWW clients how to display a document’s text, hyperlinks, graphics and attached media.

Hypermedia –  Media such as pictures, videos, and audio on a Web site that links the user to
another Web site by clicking on the media.

Hypertext –  Provides the ability to move from document to document whenever a word or
concept is introduced. It links documents and graphics through selected words and images.
Simply point your computer’s mouse to the word or phrase that is underlined and/or colored,
click the mouse button and another document pops up, giving more details about the specified
subject.

Interactivity –  Interactivity on the Internet requires the person using it to be involved in a two
way process or conversation e.g. click a button to display a new Web site.

Internet –  Originally called ARPAnet after the Advanced Research Projects Agency of the
U.S. Department of Defense. This electronic network connects the hosts together so that you
may go from one web page to another efficiently. The electronic connection began as a
government experiment in 1969 with four computers connected together over phone lines. By
1972, universities also had access to what was by then called the Internet.

IRC (Internet Relay Chat) –  Live discussions on the Internet.

Link -  A component of a hypertext document which when clicked with a mouse takes the user
to another document or a different section of the current document.

Logging On –  Entering your user details to let you access the system.

Mailbots –  Automated mail responders that act like fax-back systems, sending the desired
information immediately to the requester at any time of the day or the night.

MUD’s (Multiuser Dungeons/Dimensions) –  Organized environments where players can
assume a broad range of fantasy roles and interact with each other in elaborate and evolving
games that may stretch over years.

Multimedia –  A synthesis of still and moving pictures, graphic text, audio, animation and
computer data with interactive features.

MUSE’s (Multiuser Shared Environment) –  A variant of a complex collective of role-playing
environments.
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Newsgroup –  An automated message area, usually operated by USENET, in which
subscribers post a message to the entire group on specific topics.

On-line –  Actions performed when you are connected to another computer.

Search Engines –  A program on a remote machine that allows keyword searches on the
Internet.

Secure Electronic Transactions (SET) –  A security system for transmission of credit card
information via the Internet

Secure Sockets Layer (SSL) –  A security system for transmission of credit card information
via the Internet

Server -  A computer that is configured to communicate with clients and provide access to the
files stored on the server computer.

Surf –  A term for browsing through the Internet and going from computer to computer on the
Internet, usually without staying too long.

Surfers -  People who surf the Internet for increased learning, perceived control, exploratory
behavior and positive subjective experiences.

USENET - A bulletin board network system, linked to the Internet that houses the popular
special interest newsgroups.

Web Site  – The actual location on the WWW for a company or individual. A group of Web
pages that collectively represent a company, or individual on the WWW, and that has been
developed to present information on a specific subject(s) is also a Web Site

WWW (World Wide Web) –  An invisible network within the larger network of the Internet.
Hypertext and hypermedia system that enables users to find information and interact with
companies and other WWW users, exchange linked text, images and sounds over the
Internet.11

                                                
11 http://www.geocities.com/fashionavenue/4869/desc.html Janal, D.S. (1997)

http://www.interflora.se Jones, G. (1997)
http://www.users.bigpond.com/jenkos/G.htm Lohman, M. & Pitkäaho, M. (1998)
Bock, W.H. & Senne, J. (1996) Muller, J. D. (1998)
Hagel, J. & Armstrong, A.G. (1997)



Appendix Two – Interview Guide

Appendix Two – Interview Guide

English Version

A: Company Presentation

1. History
• Founder
• When was Interflora established in Sweden?

2. Industry
3. Main product/products
4. Company mission
5. Organizational structure
6. Turn-over (SEK)
7. Largest market/markets
8. Number of employees
9. Competitors
10. Web site

• How long has the company had a Web site?
• Since when does Interflora offer on-line flower ordering?
• Who has constructed/designed the Web site?
• What language is used on the Web site?
• Which customers do you target with the Web site?

B: What are the objectives for offering on-line flower ordering?

1. Marketing communication objectives
• To create awareness of the Web site

- Include Web site address in all broadcast advertising and publicity, on product packaging, other
corporate communication material

• To increase the number of hits by aware surfers
- Passive: Hot links, sponsored Web sites, sponsor Web search engines such as Lycos and Yahoo
- Active: multiple sites and names, faster service, speed, high bandwidth

• To turn hits into visits
- Make the Web site attractive to visit through high quality design, usage of graphics, sound and

video, and ease of use
• To convert active visitors into purchasers

- Attend to quality and speed of response
- Respond to and explore ways of initiating dialog
- Simplicity of ordering process
- Alternative modes of ordering

• To cause purchasers to repurchase
- Ability to update and exploit database
- Purchase satisfaction and extent of feedback
- Update and refresh Web site as frequently as possible
- Update customers on their order status

2. To generate revenues
• Increase sales to existing customers
• Attract new customers

3. To reduce order processing time
• Less errors in the order process
• Facilitated order processing
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4. To reduce administration costs
• Reduce paper-based processes such as postage, printing and handling

5. To reduce marketing communication costs
• Reduce costs for direct marketing

6. To increase customer feedback through:
• On-line surveys
• Bulletin boards
• E-mail marketing lists
• Customer identification systems
• Advertising measurement
• Web visitor tracking

C: How can the on-line product offer be described?

1. Product suitability for on-line marketing
• Cost and frequency of purchase

- Low or high outlay
- Infrequently or frequently purchased goods

• Value proposition
- Tangible or physical versus intangible or informational

• Differentiation potential
- Low versus high potential

2. Product support
• Create FAQ’s and update them regularly
• Provide e-mail and e-mail boxes
• Create mailbots with common questions
• Provide 24-hour on-line service

D: How can the on-line pricing strategy be described?

1. Price transparency
• Price competition leading to downward pressure on prices

2. Standardized versus customized pricing

E: How is the Web site used as a communication and promotion medium?

1. Who will create the Web site, including message, art and technology?
• In-house staff
• Web agency

2. Do the on-line marketing materials reinforce the company mission, and carry the same
image, message and tone  as other marketing materials?

3. How often, and by whom, will the Web site be updated?

4. Is the company name and what makes the company unique presented on the Web site?

5. Does the Web site clearly present how the customer can benefit from it?
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6. How is graphics and pictures used to make the Web site attractive?

7. Is the Web site grammatically correct and is the grammar controlled regularly?
• Grammatical errors
• Bad punctuation
• Capitalization

8. Do links and navigation buttons work properly?
• Control them regularly

9. How can the Web site be interactive?
• Hypertexts
• E-mail
• Quizzes and contests
• Surveys
• Free products
• Possibility to create an interesting dialog with the customers

10. What promotion techniques are used to persuade the customer to buy the product?
• Discounts
• Special promotions
• Free samples
• Coupons

11. Is contact information provided on the Web site?
• Name and position within the company
• Telephone number

F: How is the Web site used as a transaction and distribution medium?

1. Lower transaction costs
• Shorter value chain

2. Transaction channels for payment
• Credit cards
• Electronic checks
• Smart cards
• Micropayments

3. Disintermediation

4. Need for cybermediaries
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Swedish Version

A: Företagsfakta

1. Historia
• Grundare
• När kom Interflora till Sverige?

2. Bransch
3. Huvudprodukt(er)
4. Företagsidé
5. Organisationsstruktur
6. Omsättning (SEK)
7. Största marknad(er)
8. Antal anställda
9. Konkurrenter
10. Hemsidan

• Hur länge har den funnits?
• Hur länge har Interflora haft försäljning av Blommogram via Internet?
• Vem har konstruerat/designat den?
• Vilket språk används på hemsidan?
• Vilka kunder försöker ni nå genom hemsidan?

B: Vad var målet med att erbjuda Blommogram på Internet?

1. Mål för marknadskommunikationen
• Skapa medvetande om hemsidan

- Hemsidans adress finns med i reklam- och publicitetssammanhang, på produktförpackningar, och
övrigt företagsmaterial

• Öka antalet ”träffar” av medvetna surfare
- Passiva: Länkar, sponsra webbsidor, sponsra sökverktyg som Lycos och Yahoo
- Aktiva: Flera sidor och namn, snabbare service, hemsida som går snabbt att ladda ner, större

bandvidd d.v.s telefonnätets kapacitet
• Omvandla ”träffar” till besök

- Göra hemsidan attraktiv att besöka genom hög kvalitet på design, användande av grafik, ljud och
video, samt att den är lätt att använda

• Omvandla besökare till kunder
- Kvalitativa och snabba svar på frågor.
- Uppmärksamma och undersöka nya vägar att skapa dialog med kunderna
- Enkel orderprocess för kunden
- Alternativa sätt för kunden att beställa varor

• Få kunderna att köpa upprepade gånger
- Uppdatera och utveckla databasen
- Feedback från kunder angående köptillfredsställelse
- Uppdatera och förbättra hemsidan så ofta som möjligt
- Påminna kunden om orderstatus

2. Ökad avkastning
• Öka försäljningen till nuvarande kunder
• Locka till sig nya kunder

3. Minska tidsåtgången för orderhantering
• Färre fel i processen
• Förenklad process för orderhantering
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4. Sänka administrationskostnaderna
• Minskad kostnad för papper, kopiering och utskrifter, pappershantering

5. Sänka kostnaderna för marknadsföring
• Minska kostnader för direkt marknadsföring

6. Öka direkt feedback från kunder
• Enkäter
• Anslagstavlor
• E-mail listor för information
• Kundidentifieringssystem
• Möjlighet att avgöra vem som besöker hemsidan

• Möjlighet att se  via vilken länk kunden surfat in på hemsidan

C: Hur ser Blommogramerbjudandet ut på hemsidan?

1. Produktens lämplighet för att säljas via nätet
• Produktens kostnad och köpfrekvens

- Låg eller hög utgift
- Ofta eller sällan köpt vara

• Typ av produkt
- Fysisk vara eller tjänst

• Möjlighet att differentiera produkten eller ej
- Liten eller stor möjlighet att differentiera produkten

2. Erbjuden service
• E-mail och e-mail lådor
• Skapa FAQ:s och uppdatera dem regelbundet
• Skapa e-mail filer med frågor

• Tillgång till erbjuden service 24 timmar om dygnet

D: Vilken prisstrategi används på hemsidan?

1. Prisgenomskinlighet
• Priskonkurrens som pressar priserna nedåt

2. Standardiserade eller kundanpassade priser

E: Hur används hemsidan som ett kommunikations- och reklammedium?

1. Vem/vilka är ansvarig för hemsidans design och tekniska hantering?
• Egen personal
• Webbyrå

2. Hur ofta och av vem uppdateras hemsidan?

3. Följer materialet på hemsidan företagets idé och image och är materialet i linje med
företagets övriga marknadsföring?

4. Finns företagets namn och vad som gör det unikt presenterat på hemsidan?

5. Ger hemsidan en klar bild av hur kunden kan dra nytta av den?
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6. Hur används grafik och bilder för att göra hemsidan attraktiv?

7. Är språket på hemsidan grammatiskt korrekt och kontrolleras grammatiken regelbundet?
• Grammatiska fel
• Punkter
• Små och stora bokstäver korrekt skrivna

8. Fungerar länkar och navigationsknappar som de ska?
• Regelbunden kontroll

9. På vilket sätt är hemsidan interaktiv?
• Hypertext
• E-mail
• Tävlingar
• Undersökningar
• Gratisprodukter
• Möjlighet att skapa en intressant dialog med kunder

10. Vilka erbjudanden ges för att övertala kunden att köpa företagets produkt?
• Rabatter
• Specialerbjudanden
• Gratisprover
• Kuponger

11. Finns kontaktinformation med på hemsidan?
• Namn och position
• Telefonnummer

F: Hur används hemsidan för att sköta transaktioner och distribution?

1. Sänkta transaktionskostnader
• Kortare väg mellan säljare och köpare

2. Typ av betalningssätt
• Kredit kort
• Elektroniska checkar
• Smart cards
• System för mikrobetalning

3. Minskat behov av mellanhänder

4. Tillkomst av nya mellanhänder som kan hantera den tekniska biten


