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Sammanfattning 
Markadsföring mellan företag (business-to-business) via Internet spås växa stadigt. Det är ett 
vitt område där informationsteknik, marknadsföring och andra områden tillsammans bildar nya 
regler och förutsättningar för företag i alla storlekar och industrier.  

Syftet med detta examensarbete har varit att undersöka internets påverkan på små-och-
medelstora grossisters försäljning som kompleterande marknadsförings åtgärd. Speciellt så 
undersöks grossisters uppfattattning hur små oberoende skobutiks-kedjor använder internet när 
de söker efter produkter och grossister vid köp för vidareförsäljning och hur grossister kan 
applicera detta som marknadföring via internet.  

Undersökningen är en case-study och är explorativt gjord, men innehåller även förklarande och 
beskrivande element. En intervju har hållits med case-företaget och sju intervjuer har hållits 
med grossister som kan kopplas till denna case-situation. Även en literatur-studie har utförts där 
grossisters möjligheter via Internet undersökts.  

Resultaten visar att grossisters uppfattar att små oberoende butikskedjor inte använder sig 
mycket av internet när de söker efter grossister och produkter. Vid de få fallen de så gör är det 
väldigt individuellt hur internet används. Detta influeras och i stor mån också bestäms av ägaren 
eller företagschefen pg.a. att dessa företag till stor del är familjeföretag. Detta visar att effekten 
av Internet på små grossister i skobranschen som kompleterande marknadsföringsåtgärder för 
nuvarande är låg. Detta till trots så presenteras en explorativ model som beskriver och förklarar 
hur internet-marknadsföring kan utvecklas i relation till hemside-design, sökmotor-optimering 
(Search Engine Optimisation) och relationsmarknadsföring för grossister i skobranschen på ett 
bra sätt. 
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Abstract 
Marketing on the Internet is a hot topic with predictions of especially the business-to-business 
area to increase continuously. It is a wide area where information technology, marketing and 
additional areas together create new rules and conditions for businesses of all sizes in all 
industries.  

The purpose of this thesis has been to investigate the impact of the Internet on small and 
medium-sized footwear wholesale organisations’ sales activities as a complementary marketing 
effort. Especially, this thesis is looking at how wholesalers’ perceive small independent retail 
organisations’ use the Internet when buying for reselling and how to apply this to a wholesale 
perspective as an Internet marketing framework.  

The research has been conducted through a case study approach and is mainly exploratory 
including some descriptive and explanatory elements. An interview has been conducted with the 
case company and seven interviews have been carried out with wholesalers’ that correlate to the 
case-company situation. In addition, a literature study has been performed to investigate 
wholesalers’ possibilities via the Internet.  

The results show that wholesalers perceive that independent retailers do not use the Internet 
much when searching for potential suppliers and products. However, when they so do, it is 
highly individual how the Internet is being used. This is influenced, and largely also decided, by 
the owner or managing director, often due to the fact that such organisation are family 
businesses. This show that the impact of the Internet on small footwear wholesalers’ sales 
activities as a complementary marketing effort is currently low. Despite this, an Internet 
marketing framework is presented regarding web design, search engine optimisation and 
relationship marketing to apply to wholesalers in the footwear sector in a good manner. 
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1 Introduction 
This chapter will first introduce what lay as foundation for initiating this particular research. 
The main areas of investigation are presented as well as some definitions of the areas that 
highly correlate to this field. A research problem is defined through a sequence of 
argumentation and discussion – which it is the purpose of this report to investigate. Further, 
this discussion will lead to the presentation of a few specific research questions to divide the 
research problem into manageable parts. 

1.1 Background 
The Internet is full of opportunities. It gives companies the opportunity to expand into new 
markets, offer new services, to compete with larger companies and to improve the 
competitiveness of the company (Chaffey et al., 2003). In contrast, customers have a more 
readily available medium that is convenient, easy and private. It provides greater product access 
and selection and there is a wealth of comparative product information (Kotler, Armstrong et 
al., 2002). This is a fact because Internet, and especially its popular subset the World Wide 
Web, is removing communication’s biggest physical barrier – distance (Kiani, 1998). 

Most of the attention, up until now, of business making on the World Wide Web has been in 
relation to the business-to-consumer (b2c) markets (Berthon et al., 1998; Osmonbekov et al., 
2002). However, it is in the business-to-business (b2b) arena that the Internet will have most of 
its impact over the next few years (Chaffey et al., 2003; Brassington and Pettitt, 2000). 
Traditional methods for automated and supported business-to-business interaction include 
electronic data interchange (EDI) or inter-organizational systems (IOS) that were often based on 
proprietary communication channels and technologies and that were expensive and cumbersome 
to implement (Gebauer and Scharl, 1999). Today, 86 percent of UK companies are using the 
Internet for activities such as sales, marketing, order fulfilment, supply chain management, etc., 
although it highly depends on the type of product and market how the Internet is affecting 
business industries (ibid). 

1.1.1 The Internet 
The Internet (the Net) began in 1969 as an experiment between universities in the USA and the 
US Department of Defence. The intention was to create a research and development 
communications network that could sustain severe infrastructure damage. The Internet grew 
beyond these boundaries, first nationally and then internationally to become an “Information 
superhighway” adding on commercial, governmental, private and other users when restrictions 
on commercial use of the Internet was lifted in 1991 (Rayport and Jaworski, 2001). (Zikmund, 
2000) 

The Internet is formed out of a worldwide collection of tens of thousands of small computer 
networks (Zikmund, 2000). These networks connects through an extensive infrastructure grid 
mainly facilitated via telephone lines, which makes it not dependent on any single node as long 
as alternative communication routes can be linked through the communications-grid (Rayport 
and Jaworski, 2001). 

The Internet is a unique medium that allows access to information without geographic location 
constraints. As a communications tool the Internet has the ability of delivering messages 
enhanced by colour, sound, real or animated images as well as two-way interaction. The Internet 
has grown rapidly, doubling in size every year since the mid-1990s (Haynes et al., 1998). 
(Chapman et al., 2000) 

mailto:gebauer@haas.berkeley.edu


Jonas Olofsson 
Luleå University of Technolog 1. Introduction 

 
 

 
 - 2 - 
 

Different Internet tools include e-mail for sending messages or documents, USENET 
newsgroups which is a widely used electronic bulletin board used to discuss all sorts of interests 
and hobbies, FTP (File Transfer Protocol) – a standard for moving files across the Internet as 
well as the widely used World Wide Web (Chaffey et al., 2003). Some view the Internet as the 
ultimate interactive medium (Avlonitis and Karayanni, 2000). 

1.1.2 The World Wide Web 
The World Wide Web (The Web or WWW), the most commonly known subset of the Internet, 
was invented by Mr. Tim Berners-Lee whilst working at CERN, the European Laboratory for 
Particle Physics (Conseil Européen pour la Recherche Nucléaire). Mr. Berners-Lee formed a 
hypermedia system that allowed researchers to access documents and information by using a 
software application called a browser and a client-side computer connected to the Internet. This 
information, published by fellow researchers, was stored on a server in a hypertext format – 
making up of what today is commonly known as websites or homepages – that browsers, run on 
client-side computers, could interpret and then view in an orderly format appropriate for 
viewing and printing. (Connallen, 2002) 

The browsers we use today include Internet Explorer™, Netscape Navigator™, Opera™, etc. 
They perform initially the same tasks as their predecessors (Zikmund, 2000). However, with 
improved browsing technology allowing for secure communication over the Internet and the 
Web, activities such as banking, online trading and electronic commerce1 (e-commerce) are 
achievable (Rayport and Jaworski, 2001). 

The Web is presently popular as a commercial medium due to its ability to facilitate global 
sharing of information and resources, and its potential to provide an efficient channel for 
advertising, marketing, and even direct distribution of certain goods and information services 
(Hoffman, Novak et al., 1995). Further, corporate websites may act complementary to selling 
activities in business-to-business markets (Berthon et al., 1996).  

1.1.3 Traditional Sales Activities 
A company’s sales force is a direct and personal form of communication with customers 
(Kotler, Armstrong et al., 2002), though it does not require direct face-to-face interaction 
(Brassington and Pettitt, 2000). Viewed internally as a source of value creation where customer 
relationships can be forged and sustained (Kotler, Armstrong et al., 2002), a sales force usually 
performs the activities highlighted in the list below (adapted by Kotler, Armstrong et al., 2002; 
Lightfoot, Harris, 2003; Brassington, Pettit, 2000; Brierty et al., 1998).  

• Prospecting to find and develop new customers including identifying the buying centre 
members and their priorities 

• Communicate and inform customers about the company’s products and services to stimulate 
information exchange to ensure the best technical and commercial match to the identified 
buying centre members 

• Sell products by approaching customers, present the products, answer objections and reach 
agreement on price and terms of transfer price and close sales 

• Servicing on problems, technical assistance and finance arrangements 
• Develop and maintain the customer’s trust and respect 
• Negotiate with customers and closing sales 
• Gather information on competitors 
• Provide successive storage and movement of products 

                                    
1 In this context electronic commerce is defined as technology-enabled exchanges of digitised information including 

intra- and inter-organisational activities that facilitates these exchanges (Rayport and Jaworski, 2001).  
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It is relevant for selling firms to possess an understanding of customer firms’ buying behaviour 
in order to succeed in business-to-business markets (Johnston and Lewin, 1996). This 
understanding will help organisations to create competitive advantages (Tanner, 1999) and for 
their salespeople to know where, how and when to communicate effectively with their 
customers in order to achieve sales success (Lau et al., 1999). 

Salespeople have traditionally conducted direct marketing activities, which is becoming more 
popular either as a primary marketing approach or as a complement to other marketing 
approaches. Its purpose is to reach carefully targeted customers more efficiently and to build 
stronger direct relationships with them. Direct marketing’s newest form is online marketing, 
conducted through corporate web pages providing customers with information about products, 
financing and dealer locations alongside direct online sales. (Kotler, Armstrong et al., 2002) 

1.1.4 The Internet as a Complementary Marketing Tool to Traditional 
Sales Activities 

Today, as speed being such an important factor for success, the whole value chain has to speed 
up to gain competitive advantages. Thus, information about products, services and corporate 
needs made accessible internally and externally provide a time-based advantage for every 
function in the organisation. Continuously doing so towards customers is comparative 
advantageous. The best medium to provide this information is over the Internet. (Heinen, 1996) 

Internet is popularly used in sales to generate prospects as some sales professionals think of the 
Internet as a world-wide electronic yellow pages, i.e. for providing customer support 
information for a more labour- and cost-effective way of distributing information to current and 
potential customers and as a direct channel of distribution  (Anderson, 1996). The Internet can 
be used both as a direct sales channel and as an interactive sales force and marketing tool for 
communication, which may affect sales performance through achieving direct sales or indirectly 
through enhancing inter-organisational2 relationships and implementing sales leads via 
communication and providing higher levels of productivity by increasing of sustainable 
customer shares (Avlonitis and Karayanni, 2000). Strategies to add value through a synergy of 
physical and electronic channels with the aim to (1) reduce costs, (2) build trust, (3) add value 
or (4) extend markets are increasingly facilitating the Internet (Simons, Steinfield, Bouwman, 
2002). 

The sales force is central to the successful implementation of Internet marketing strategies 
(Avlonitis and Karayanni, 2000). Internet marketing, defined in Figure 1:1 below, normally 
includes the use of a company website in conjunction with online promotional techniques such 
as search engines, banner advertising, direct e-mail and links or services from other web sites to 
acquire new customers and provide services to existing customers that help develop the 
customer relationship. However, it is necessary to integrate internet marketing with traditional 
media such as print and television to be fully effective. (Chaffey et al., 2003)  

                                    
2 Inter-organisational activities are held between organisations (externally), whilst intra-organisational activities are 

held internally within a company (van der Aalst, 1999; Osmonbekov et al., 2002; www.britannica.com, 16th October 
2003). The prefix “inter” means between or among as opposed to the prefix “intra” that means within or inside 
(encarta.msn.com, 16th October 2003; www.britannica.com, 16th October 2003). 
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Internet Marketing Definition:

“Internet Marketing is the application of the Internet and related digital technologies in

conjunction with traditional communications to achieve marketing objectives” 
- 4 - 

 
igure 1:1 – Internet Marketing Definition  
ource: Chaffey et al. (2003) 

ith marketing diversifying onto the Internet, traditional economies-of-scale advantages in 
anufacturing, distribution and marketing to maintain low costs and at the same time improving 

uality are diminishing, as small companies behave and look big. (Heinen, 1996) 

.2 Problem Discussion and Purpose  
he web makes it easier for buyers and sellers to search, meet, compare prices and negotiate as 
 decreases transaction-related costs (costs related to search-, information-, bargaining-, 
ecision-, policing- and enforcement) through reduction in time and effort when searching, the 

ount of available information, different means of communication, availability to real-time 
nancial statements, etc. (Berthon et al., 2002). This highlight that the Internet could be used 
irectly or indirectly to complement sales activities through online marketing with an effort to 
duce costs of different sorts, not only monetary, and could thus increase effectiveness and 
ach additional benefits as compared to the list of traditional sales activities above show.  

.2.1 The Problem Area 
esearch conducted by Avlonitis and Karayanni (2000) show that direct web sales strategies, 
re-empting sophisticated websites that might integrate marketing activities and automatically 
rry off sales transactions without the need of any human intervention, might be neither 

rofitable, nor cost efficient, at least in the short run. Instead, sales departments and the sales 
rce should leverage sales performance by indirectly using the Internet, for instance through 
arketing.  

usiness-to-business marketing strategies should emphasise the use of the Internet tools that 
romote personal and interactive communication with customers, such as email, FTP, USENET 
d the e-mail facilities of the Web, to enrich sales management activities and leverage their 

erformance. (Avlonitis and Karayanni, 2000)  

vlonitis and Karayanni (2000) further highlight that the Internet can affect sales performance 
directly through enhancing inter-organisational relationships, implementing sales leads 
rough e-mail communication and providing higher levels of productivity.  

he above argumentation directs us to a defined problem area as shown in Figure 1:2 below, 
ating that the problem area deals with the impact on sales activities of marketing on the 
ternet as complementary to sales activities.  

 
igure 1:2 – The Problem Area  

The Impact of the Internet on Sales Activities as a  

Complementary Marketing Effort 

 



Jonas Olofsson 
Luleå University of Technolog 1. Introduction 

 
 

 
 - 5 - 
 

1.2.2 The Research Problem 
Many in the footwear industry, which is a subset of the fashion industry (Branigan, 2003), 
maintain the notion that electronic commerce is a long way off (Tedeschi, 1998). However, a 
significant number of fashion retail organisations have developed a web presence (Murphy, 
1998). Many of these organisations’ purposes are not to sell footwear directly using the web, but 
to stimulate relationships through the web as a communications tool based on an informational 
approach (Murphy, 1998; Adrienne, 1998; Scally, 1998). The effect of the Internet on 
businesses, for instance disintermediation – the bypassing of members in the supply chain – is 
also affecting the footwear sector where there are known cases of footwear manufacturers that 
sell directly to end-users via the web (Tedeschi, 1998). This research is focusing on the 
footwear sector due to the above statements.  

As previously stated, it is in the business-to-business arena that the Internet will have most of its 
impact over the next few years (Chaffey et al., 2003; Brassington and Pettitt, 2000). The 
importance of the business-to-business market on the Internet is further highlighted by how the 
number of relationships grows in a near exponential way as organisations join a network – as 
opposed to the business-to-consumer market (Berthon et al., 2002). Therefore, this research will 
focus on the business-to-business area.  

Further, this thesis is focusing on smaller wholesalers, as the Internet could be very important 
for small and medium-sized organisations (SMEs) (Mehrtens et al., 2001; Poon and Swatman, 
1997). Research show that inter-organisational interaction is the first level of Internet adoption 
small and medium-sized organisations achieve before integrating Internet internally (Poon and 
Swatman, 1997), a finding that fit well with this research’s defined problem area hinting that 
there may be an impact of Internet use on sales activities as a complementary marketing effort 
for small and medium-sized wholesalers. This research focuses on small and medium-sized 
organisations both in relation to the wholesalers and their customers – the retailers (often 
identified as Independents, see page 9) – as it is considered too complex and time-consuming to 
investigate different sizes of organisations and it is assumed that in the fashion retail industry 
smaller wholesalers’ more easily supply smaller customers with products.  

Consultancy firm Spectrum’s report “Moving into the Information Society” (Chapman et al. 
2000) from 1997 written on assignment by the DTI (The UK Department of Trade and Industry) 
show that SME organisations helped to overcome the obstacles they face when implementing 
information and technology solutions to exploit the Internet inter-organisationally, were highly 
likely to adopt and continue using such technologies. The four major obstacles SME 
organisations face are outlined below (ibid).  

1. Lack of understanding of the opportunities available  
2. Lack of understanding on how to implement the techniques  
3. Lack of skills amongst the workforce to use them 
4. The cost of the technology 

This report is written in an effort to concentrate on researching small and medium-sized 
footwear wholesale organisations and to somewhat explore the first and the second of the issues 
in the list above – to investigate available opportunities; and understanding on how to 
implement such strategies. These are also important steps for marketers to undertake to accrue 
changes in marketing due to the current technical devolvement in the area (Schlegelmilch and 
Sinkovics, 1998). 

Therefore, the purpose of this report is to answer a research problem based on the problem area 
and further defined through the above discussion. The research problem is presented in Figure 
1:3 below. The initial demarcations and definitions regarding the research problem and research 
questions are found in section 1.2.5 on page 8. 
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Figure 1:3 – The Research Problem  

The research problem focuses on researching the problem area in the context of small and 
medium-sized wholesale organisations operating in the footwear sector. Research suggesting 
how to use the Internet in complementary marketing efforts to sales activities in this sector is 
scarce. Therefore, a selection of theoretical areas has been made by looking at traditional sales-
force activities listed earlier (section 1.1.3 on page 2) in relation to marketing and how they 
could be transformed onto the Internet.  

As Johnston and Lewin (1996) state the relevancy for selling firms to possess understanding of 
customer firm’s buying behaviour in order to succeed in business-to-business markets, 
organisational buying behaviour is included in the graphical representation of the research 
problem by “surrounding” the buying retail organisation that supplying organisations enable 
further contact with through the use of internet marketing. This forms the basis for the graphical 
display of the research problem as shown in Figure 1:4 below. 

 
Figure 1:4 – Graphical display of the Research Problem 

1.2.3 The Research Questions (RQs) 
The aim of the research questions is to divide the research problem into manageable parts that 
investigated together provides a comprehensive answer to the research problem. Further, to 
investigate Internet Marketing strategies’ effect on sales activities as a marketing tool, sellers’ 
view on corporate buyers’ use of the Internet for buying related activities is investigated as 
shown in Figure 1:4. Therefore, the first main area of research will concern organisational 
buying behaviour.  

 

 
FootwearWholesale (B2B) SME 

Online 
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Note: Both the wholesalers and their customers (retailers) are considered SMEs. 

What is the Impact of the Internet on Small Footwear Wholesale  

Organisations’ Sales Activities as a Complementary Marketing Effort? 
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Organisational Buying Behaviour on the Internet 
Organisations buy products not only to use themselves, but also as components of the products 
they produce (Brierty, Eckles et al., 1998) and organisational buying behaviour theories apply to 
all but the smallest organisations (Johnston and Lewin, 1996). This highlights the importance of 
organisational buying behaviour frameworks in this research, which involves buying for 
reselling in a retail environment.  

Wholesalers’ perceived view on their customers’ Internet usage when they buy for reselling 
forms the foundation when investigating the impact on wholesalers’ sales activities as a 
complementary marketing effort. It is then possible to highlight how wholesalers understand 
their customers’ buying behaviour which is important in order to succeed (Tanner, 1999; 
Johnston and Lewin, 1996), to create competitive advantages (Tanner, 1999) and for 
salespeople to know where, how and when to communicate effectively to their customers in 
order to achieve sales success (Lau et al., 1999). The interest and importance of this question is 
further strengthened by the dramatic changes in Internet-based business-to-business commerce 
making after its emerging phase in the 1990s (Dai and Kauffman, 2002). This form the base for 
the first research question. 

Research Question 1 – How do Wholesalers Perceive that Small Footwear Retail 
Organisations are Using the Internet when Buying for Reselling Purposes? 

As it is the impact of the Internet on wholesale organisations’ sales activities that is being 
investigated, the point of angle for the research questions are based on the sellers’ perception of 
the retailers as this is what wholesalers recognize, understand and act upon. In addition, retailers 
buying activities relate to buying for reselling, i.e. not office supplies and such items but 
footwear for reselling in a shop-environment. 

Internet Marketing 
With the intention to increase prospective customers as a complement to the sales force’s 
marketing aim to prospect, spread product and contact information to targeted buyers form the 
base for the second research question. This is potentially important for the impact of the Internet 
as a marketing complement to sales activities. As Internet Marketing directly support sell-side 
e-commerce, which in turn also deals with informational transactions such as customer 
enquiries and support (Chaffey et al., 2003). Activities that alongside communication and 
interaction is a big part of the sales force’s normal activities (Kotler, Armstrong et al., 2002; 
Lightfoot, Harris, 2003; Brassington, Pettit, 2000; Brierty et al., 1998). The research question 
focuses on effective low-cost efforts due to the smaller nature and limited means of wholesalers.  

Research Question 2 – How can Effective Low-cost Internet Marketing be Implemented 
to Attract Prospective Leads to a Footwear Wholesale Website? 

Investigating research question one, dealing with the perceived usage of the Internet for 
corporate purchase activities, serve to clarify if Internet Marketing efforts, i.e. research question 
two, would be a viable and pursuable option based on wholesalers’ point-of-view as supplying 
organisations. This is further highlighted in Figure 1:3 – The Research Problem on page 6.  
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1.2.4 Initial Demarcations 
The focus of this thesis lies in the business-to-business field. However, some business-to-
consumer strategies may be considered, as it is not known at this stage how small footwear 
retail organisations buy and to what level their buying can be classified as organisational buying 
behaviour, which applies to all but the smallest organisations (Johnston and Lewin, 1996), or 
individual buying behaviour. Especially independent footwear retailers’ buying centres needs to 
be further defined, as these are the definition of smaller retail organisations.  

In the research problem, complementary marketing efforts relate to how marketing efforts 
complement sales activities. This is further discussed in the conceptualisation of the research 
problem on page 37 onwards. 

Further, this research will be reviewed from a sell-side perspective, i.e. the wholesalers’ point of 
view, as opposed to reviewing them from a buying organisation’s or combined buying-selling 
point of view. Thus, the research questions will reflect the wholesalers’ perceived view on 
retailers.  

1.2.5 Definitions 
This section include some definitions of the terms that are used in this report and that may need 
further explaining. 

Complementary (Research Problem) 
To complement something means to emphasise the good qualities of something and by making 
something better by emphasising its good qualities or by adding further qualities that are 
initially lacking (Longman, 1995), like what good wine does to a meal. Supplement, which 
means to add to something in order to improve its function (Longman, 1995) is in this report 
contained within the definition of complement and can therefore be found in some of the texts 
in the literature review chapter. This is not to be confused with supplementary or 
complementary products from a traditional marketing point of view. 

Electronic Commerce 
Electronic commerce is mentioned in this report. It is considered as “… more than simply 
buying and selling goods electronically; involves using network communications technology to 
engage in a wide range of activities up and down the value-added chain both within and outside 
the organisation” (Applegate et al., 1996, through Osmonbekov et al. 2002). Osmonbekov et 
al., (2002) define e-commerce as “the use of computer networks and software to enhance the 
communication and transaction aspects of exchanging products and services with greater 
efficiency and effectiveness”. This definition highlights electronic commerce as not directly 
concerning only monetary transactions and showing the importance of information and 
communication with a goal to increase efficiency and effectiveness in e-commerce. However, in 
this report e-commerce is not considered a major factor as it is found to be too highly linked to 
transactional exchanges and sales activities is linked to information gathering (Kennedy and 
Deeter-Schmelz, 2001).  

Internet Marketing 
Internet Marketing is the application of the Internet and related digital technologies in 
conjunction with traditional communications to achieve marketing objectives. (Chaffey et al., 
2003) 
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Small and Medium-Sized Enterprise (SME) 
It can be suitable to use number of employees, or financial constraints to classify SMEs 
depending on the industry they operate in (Sbs, 2002). Table 1:1 below show two definitions in 
use by the Sbs (Small business services, the agency of the UK Department of Trade and 
Industry), and the European Commission. However, In the United Kingdom, the number of 
employees generally defines SME organisations (Sbs, 2003). 

Table 1:1 – SME Definitions 

UK SME Definition 

< 250 employees 
≤ £11.3 million annual turnover 
≤ £5.6 million annual balance  
    sheet total 

(Source: Sbs, 2002) 

EU SME Definition 

< 250 employees  
≤ 40 million euros annual turnover 
≤ 27 million euros annual balance sheet total 
≤ 25% owned by one or several enterprises 
    that do not satisfy the SME criteria  
(Source: European Commission through Sbs, 2002) 

Independent Retailer (Independents) 
An independent retailer is by broad definition limited in size and sales volume with less than 
four retail outlets in the same business area as well as being fully contained within a limited area 
(Hollander, Omura, 1998),  usually managed by a sole trader or run as a family business 
(Brassington and Pettitt, 2000). Totally, they have less than ten branches and include small 
chain stores (Baker, 1991). Sixty-two percent of UK outlets fall into this category accounting 
for less than thirty percent of the UK’s total sales volume (Brassington and Pettitt, 2000). The 
two other major groups of retail outlets are (1) multiple retailers that have ten or more branches 
(Baker, 1991; Hart, Doherty et al., 2000) and (2) retail co-operative societies. (Baker, 1991)  

The term Independent is often used in this report. It relates to the small and medium-sized 
retailers that are the targeted customers by the small and medium-sized wholesalers (Branigan, 
2003), which are the focus of this research.  

Cash-And-Carry 
The cash-and-carry methods involves that wholesalers serve the needs of small retailers as an 
individual consumer would use a supermarket. These are purchases that are recognised by large 
quantities, low margins and high speed during the decision making. (Brassington and Pettitt, 
2000) 
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2 Literature Review  
In this chapter, all relevant literature found in relation to our research questions is presented. 
The aim for this chapter is to present an extensive list of theories, frameworks, etc, from which 
the more relevant are selected to become an emerged frame of reference, outlined in the coming 
chapter.  

2.1 Organisational Buying Behaviour 
This section presents the theories found that correlate to the first research question formulated as 
“How do Wholesalers Perceive that Small Footwear Retail Organisations are Using the Internet 
when Buying for Reselling Purposes?”. It entails an extensive literature review to define the 
buying-for-reselling situation thoroughly.  

Research of organisational buying behaviour (OBB) has been characterised by the models made 
by Robinson, Faris and Wind in 1967; Webster and Wind in 1972 and Sheth in 1973 (Johnston 
and Lewin, 1996). Baker (1991) highlight these three important models as the Buygrid model 
by Robinson et al., the Webster and Wind model for understanding organisational buying 
behaviour and Sheth’s integrative model of industrial buying behaviour. These models are 
similar in nature as they all contain environmental, organisational and individual influences. 
The environmental influences (called situational influences by Sheth) include physical, political, 
economical, suppliers, competitors, technological, legal, cultural and global aspects. The 
organisational include size, structure, orientation, technology, rewards, tasks and goals. Finally, 
individual influences include the characteristics of the involved people – education, motivation, 
perceptions, personality, risk, reduction and experience. These models have shown that after 25 
years of empirical testing that they are still valid in showing how organisation buying behaviour 
is affected (Johnston and Lewin, 1996). These models are explained in more detail below, 
supplemented by the model of Johnston and Lewis that is built on the other three models with 
some further additions.  

2.1.1 The Model of Robinson, Faris and Wind 
The conceptual buygrid model of Robinson, Faris and Wind is extensively used to form a basis 
for understanding organisational buying behaviour (Silva et al., 2002). The buygrid model 
consists of eight buy phases and three buy situations (also called buy tasks or buy classes) that 
together form a matrix as shown in Table 2:1 below (Baker, 1991). The buy phases describe the 
buying as a process composed of a sequence of stages or phases (Johnston and Lewin, 1996). 
Buy situations are categorised depending on the newness of the problem, amount of information 
sought and the number of different alternatives evaluated (Silva et al., 2002).  

The Buygrid model’s most complex buying situation occur in the upper left portion of the 
buygrid matrix, where the largest number of decision makers and buying influences are 
involved. Thus, a new task in its initial phase of problem recognition generally represents the 
greatest difficulty for management. A new task may entail policy questions and special studies, 
whereas a modified rebuy may be more routine and a straight rebuy essentially automatic and as 
buy-phases are completed, moving from phase 1 through phase 8, the process of “creeping 
commitment” occurs, and there is diminishing likelihood of new vendors gaining access to the 
buying situation. (Brierty, Eckles et al., 1998) 
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Table 2:1 – The Buygrid Model 
Source: Adapted from Brierty, Eckles et al. (1998) p. 75 

                                                                                              Buy Situations 
Buy Phases 

New 
Task 

Modified 
Rebuy 

Straight 
Rebuy 

1. Anticipation or recognition of problem (need) and a general solution    

2. Determination of characteristics and quantity of needed item    

3. Description of characteristics and quantity of needed item    

4. Search for and qualification of potential sources    

5. Acquisition and analysis of proposals    

6. Evaluation of proposals and selection of suppliers    

7. Selection of an order routine    

8. Performance feedback and evaluation    

2.1.2 The Model of Webster and Wind 
The Webster and Winds model is an important contribution to modelling organisational buying 
behaviour (Baker, 1991). Their model, graphically shown in Figure 2:1 below is working by the 
fact that organisational buying is a decision-making process executed by individuals, which in 
turn interact with other individuals. The factors affecting the buying organisation are in the 
model described as individual, social, organisational and environmental. These can be 
categorised as either task or non-task related, respectively dealing with task variables directly 
and indirectly connected to the buying problem. (Baker, 1991) 

The organisation has to operate within the environment, which includes physical, economic, 
legal, technological, political, and cultural forces, shown as stage one in Figure 2:1 below. The 
organisation also aims to structure, influence and control the complexity of interpersonal 
interaction that encompasses their relationships under subject to both individual and 
organisational goals – stage two. At the centre of Webster and Wind’s Model is stage three – the 
buying centre – explained in more detail further down in this chapter. (Baker, 1991) 

Group characteristics is introduced by the Webster and Wind model, including its size, structure 
and members as well as its different members’ authority, experiences, expectations, leadership, 
objectives and backgrounds. They argue that it is these group and organisational characteristics 
combined that makes every group of buying individuals unique. (Johnston and Lewin, 1996) 
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Figure 2:1 – The Webster and Wind Model for Organisational Buying Behaviour 
Source: Baker (1991, p. 150) 
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2.1.3 The Model of Sheth 
Similarly to the Robinson, Faris and Wind model, the Sheth model include product or purchase 
characteristics (buy task, product type, perceived risk, prior experience, product experience, 
product complexity and time pressure) and seller characteristics (price, ability to meet 
specifications, product quality, delivery time and after–sales service) (Johnston and Lewin, 
1996). Baker (1991) explains that according to Sheth’s model, organisational buying behaviour 
constitutes of three dimensions - (1) The psychological world of the decision-makers, (2) the 
conditions that determine joint decisions among and between these individuals and (3) the 
process of joint decision-making and conflict resolution among decision-makers. Sheth’s 
integrative model of industrial buying behaviour is graphically presented in Figure 2:2 below, of 
which there also is a simplified version in the article by Lau, Goh et al. (1999). 

 
Figure 2:2 – Sheth’s Integrative Model of Industrial Buying Behaviour 
Source: Baker (1996, p. 151) 

The first dimension in Sheth’s model corresponds to individuals’ different backgrounds, 
performing different roles during the purchase. These individuals’ different expectations are the 
result of their background (1a in Figure 2:2 above), information sources (1b), active search (1c), 
perceptual distortion of these sources (1d) and satisfaction of past purchases (1e). (Baker, 1991) 
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The second dimension focuses on the product specific factors influencing the purchase (2a) 
which include time pressure, perceived risk and the type of purchase , company specific factors 
(2b) – organisational orientation, organisational size and degree of centralisation of the 
industrial buying process during the first dimension. (Baker, 1991) 

The third dimension is of central concern to Sheth’s model. It highlights the importance of how 
the participants in the buying decision deal with conflicts within this group. This is highlighted 
as three (3) in the figure suggesting four approaches to conflict resolution – problem solving, 
persuasion, bargaining and politicking. However, ad hoc factors also play an important part 
when coming to an agreement (4). These include temporary economic conditions, industrial 
relations problems, production bottlenecks, etc. (Baker, 1991) 

Sheth’s model includes two further constructs – informational and conflict negotiation 
characteristics. The informational characteristics deal with the source and type of information 
each decision-maker is exposed to and his/her participation in the active search for this 
information. This includes activities such as salespeople, conferences and trade-shows, word-of-
mouth, trade news, direct mail and advertising. The conflict negotiation characteristics deals 
with strategies decision-makers employ to resolve conflicts associated with joint-decision 
making, including problem solving, bargaining and politicking. (Johnston and Lewin, 1996) 

2.1.4 The Model of Johnston and Lewin 
Johnston and Lewin (1996) present a recently developed framework, in contrast to the three 
models of Robinson, Faris and Wind; Webster and Wind; and Sheth originating in the 60’s and 
70’s. However, their framework is still based on these original frameworks and the different 
constructs they introduce. Two additional elements, role stress and decision rules, are identified 
by Johnston and Lewin (1996) in the intra-firm level and further two in the inter-firm level – 
buyer-seller relationships and communication networks – as seen in Figure 2:3 below.  

As Johnston and Lewin’s model show, environmental, organisational, purchase, group, 
participants, conflict/negotiation, informational and seller characteristics are expected to 
influence the organisational buying process internally, directly or indirectly (Johnston and 
Lewin, 1996). These elements were first developed in the original organisational buying models 
of Robinson, Faris and Wind; Webster and Wind; and Sheth (Johnston and Lewin, 1996; 
Brierty, Eckles et al., 1998; Baker, 1991).  

The arrows in the intra-level part of Johnston and Lewin’s model depict the direction of 
relationships between the different constructs identified in the model, and as can be seen, some 
are bi-directional. The double-sided arrows in the inter-level part of the model illustrate 
communication pathways between firms. (Johnston and Lewin, 1996) 
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Figure 2:3 – An integrated model of organisational buying behaviour 
Source: Johnston and Lewin (1996) 
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Decision rules, one of the new intra-level constructs, have been, in a number of empirical and 
conceptual articles, found to affect organisational buying behaviour (Johnston and Lewin, 
1996). Decision rules are influenced by environmental, organisational, purchase and seller 
characteristics. Role stress, the second new construct in the intra-level, is the degree of 
incongruity or incompatibility among purchase expectations – the degree to which clear 
information is lacking about (1) the expectations associated with a purchase, (2) the methods for 
fulfilling known purchase expectations and (3) the consequences of role performance. 
Environmental, organisational, purchase, group and participants characteristics influence role 
stress and is usually operationalised as role ambiguity and/or role conflict (Johnston and Lewin, 
1996). However, the author states that this is not readable from the model Johnston and Lewin 
has presented.  

The model of Johnston and Lewin (1996), described in Figure 2:3, present the inter-firm level as 
both dyadic and network related. The dyadic view is the buyer and the activities that take place 
within the buying firm on one side versus the seller and the its internal activities. However, their 
model does not describe the selling firms’ activities in further detail. The model suggest that its 
new constructs in the inter-level – buyer-seller relationships and communication networks – 
affects and is affected by the organisations’ buying behaviour in general and all activities in the 
intra-level combined in particular. They also show that buying and selling organisations’ 
interact amongst themselves, at trade shows, exhibitions, professional associations, etc, which 
affects buying behaviour directly and indirectly. Communication network in detail deals within 
marketing aspects such as channels of distribution or personal selling or areas outside of 
marketing such as organisational behaviour, management and sociology. (Johnston and Lewin, 
1996) 

Johnston’s and Lewin’s (1996) review of conceptual and empirical articles and theories 
regarding organisational buying behaviour have resulted in their macro-view of how the 
constructs in their model influence and affect organisational buying behaviour. Their research 
has showed that the risk associated with purchases effects the behaviour of organisational 
buying in the manner shown in Figure 2:4, where the dynamics of organisational buying 
behaviour show the antecedents and outcomes of different levels purchase related risk and the 
risk continuum show the effect of different levels of risk on the constructs of the model. 
(Johnston and Lewin, 1996) 

The level of risk is expected to increase if a prior relationship or channel of communication does 
not exist between a buying firm and one or more potential suppliers. During higher level of 
risks, information, buyer-seller relationships and communication networks become increasingly 
more important. In addition, information search will be active during higher risk purchase 
situations and negotiations will, rather than being confrontational or aggressive, focus on 
cooperation and information exchange in attempts to discover the best solutions to the purchase 
problem. (Johnston and Lewin, 1996) 
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Figure 2:4 – Dynamics and Risk continuum of organisational buying behaviour 
Source: Johnston and Lewin (1996) 

2.1.5 Buy Situations 
The Robinson, Faris and Wind model and the Sheth model include product or purchase 
characteristics such as the buy situation to affect the buying behaviour of buying organisation 
(Johnston and Lewin, 1996). Buy situations are categorised depending on the newness of the 
problem, amount of information sought and the number of different alternatives evaluated into 
(1) new task, (2) modified rebuy or (3) straight rebuy (Silva et al., 2002). These three buy 
situations result in different purchasing strategies. For example, with less expertise and 
experience a certain purchase may be seen as a new task. However, this situation may be seen as 
a modified rebuy at another buying organisation (Brierty, Eckles et al., 1998). Therefore, 
Brierty, Eckles et al. (1998) explain, that marketing strategy must begin with identifying the 
type of buying situation the buying firm is facing.  
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The new task buying situation arises when a purchasing problem has not previously been 
encountered (Baker, 1991) where the buyer have to acquire the most variety of information to 
investigate solutions to the purchase problem because of the lack of experience (ibid; Brierty, 
Eckles et al., 1998). Groups of individuals in the buying organisations frequently handle these 
situations, especially if the buyer perceives the product as complex (Brierty, Eckles et al., 1998). 
All buy phases are likely to receive careful and explicit attention in a new task situation. (Baker, 
1991) According to Anderson, Chu and Weitz3 (through Brierty, Eckles et al., 1998) 
organisations that are faced with a new task purchase, are more likely to (1) Be uncertain about 
their needs and the appropriateness of the possible solutions, (2) more concerned about finding a 
good solution than the price or assured supply. They are also (3) more willing to entertain 
proposals from new (“out”) suppliers and less willing to favour existing (“in”) suppliers, (4) 
more influenced by technical personnel and (5) less influenced by purchasing agents (Brierty, 
Eckles et al., 1998). 

A buyer enters the modified rebuy when already established alternatives are being re-evaluated 
to investigate benefits (Brierty, Eckles et al., 1998). This happens when the buyer has previous 
experience of the purchase problem but has reasons to re-evaluate the buy (Baker, 1991). An 
individual purchasing agent often handles the modified rebuy situation, if not otherwise required 
due to a high level of expenditure or approval is required. (Brierty, Eckles et al., 1998) Some 
buy phases can be truncated or omitted in such a situation. (Baker, 1991) 

The straight rebuy situation occurs when the buyer is satisfied with an existing source of supply 
with no reason to change it. The buy phases four to seven are likely to be passed over as the 
purchase has become habitual and routine. (Baker, 1991) This situation is what sellers try to 
reach by providing good service, prompt delivery, consistent quality and reasonable price. The 
buyer seldom evaluates alternative solutions as this is the predominant view among many 
purchasing agents and as the buyer-seller relationship will exist as long as the buyer receives 
what it asked for. However, the seller must constantly adjust to new threats such as new and 
different problems presented by the buyer, competitors offers, new individuals involved, etc. 
(Brierty, Eckles et al., 1998) 

Hill and Hillier’s (Baker, 1991) model – constituent elements of the anatomy of the purchase – 
from 1977, incorporates four buy classes to divide the purchase complexity that goes beyond 
Robinson et al.’s buy situations. These situations are determined based on the intended use of 
the purchase as it will determine the level of technical content, its value and essentiality, thus 
affecting the purchase risk, timing and if it is specified by the buyer or seller. These phases are 
not mutually excusive as in Robinson et al.’s case. Hill and Hillier’s purchase complexity 
phases are outlined below as taken from Baker (1991).  

1. Routine order products which are frequently ordered, and present no significant usage 
problems because everybody is familiar with them, and it is known that they can “do the 
job” 

2. Procedural-problem products, which are known “to do the job”, but problems may arise 
because personnel must be taught how to use them  

3. Performance-problem products, where the problem concerns the technical outcome of using 
the products 

4. Political-problem products, where there is likely to be difficulty in reaching agreement 
among those affected if the purchase is made. This kind of problem arises when large 
capital outlays are involved, and more frequently when the products are an input to several 
departments whose needs may not be compatible 

                                    
3 Chu and Weitz in their article “Industrial purchasing: an empirical exploration of the buy class framework” in the 

1987th 51st Journal of Marketing (Brierty, Eckles et al., 1998) 
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2.1.6 Buy Phases 
The models of Robinson, Faris and Wind; Webster and Wind; and Sheth all agree on 
organisational buying behaviour as a process composed of a sequence of stages or phases 
(Johnston and Lewin, 1996). The buy phases of an organisation are often observable as they 
involve a number of different people in every step along the way. For instance is the description 
of the product’s characteristics and quality a separate step that has to be detailed and precisely 
outlined as it forms the base of what actions other people at later buy phases inside and outside 
the organisation take. (Brierty, Eckles et al., 1998) 

Brierty, Eckles et al. (1998) describe the original buy phases of Robinson et al. as the eight steps 
found in their original buygrid model in Table 2:1 on page 11. In contrast, Hillier and Hill in 
their book Organisation Buying Behaviour from 1977 suggests a four-phase model including 
the steps outlined below. (Baker, 1991) 

1. The precipitation decision stage – when a definite course of action to solve a problem is 
confirmed 

2. The Product specification stage – when broad solutions to a problem are translated into 
specific hardware and software requirements 

3. The supplier selection stage – when potential suppliers are identified and one or more 
selected 

4. The commitment decision stage – when customers decide to what extend a supplier has 
fulfilled its expectations 

In addition, Archer and Yuan (2000) outlines the business procurement life cycle as a set of 
phases. This lifecycle set of seven phases are not necessarily conducted in order and may take 
from as little as a few hours or days in a competitive environment up to several years in a 
collaborative scenario.  

1. Information gathering is entered if the potential supplier does not already have an 
established relationship and it is necessary to search for suppliers that can match the needs. 

2. Supplier contact, when supplier(s) have been identified to advertise request quotes, 
proposals, information or bids. 

3. Background review is undertaken to investigate references for the product/service as well as 
follow-up services – installation, maintenance, etc.  

4. Negotiations are undertaken and customer possibilities, price, availability, delivery and 
contracts are established. 

5. Fulfilment entails supplier and customer preparations such as shipment, delivery and 
payment. Installation, training and similar activities may be included at this phase.  

6. Consumption, maintenance and disposal of the product or service and at the same time the 
buyer is evaluated the product and received services.  

7. Finally, the Renewal phase where the total product and service experience is reviewed and 
considers purchasing the same product, leading to phase 1 or 4 respectively. 

2.1.7 The Buying Centre 
The buying centre relate to the models of Robinson et al.; Webster and Wind; Sheth (Baker, 
1991); and Johnston and Lewin (Johnston and Lewin, 1996). It is the group of all individuals 
and units participating in the buying from a supplying organisation (Kotler, Armstrong et al., 
1996). The buying centre is of great importance to marketers that can tailor their marketing 
efforts to the specific interests of different buying centre members (Moon and Tikoo, 2000). 
Kotler et al. (1996) describes that individuals undertake five roles in the buying centre. These 
are the users, gatekeepers, influencers, deciders and buyers.  
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The users are the people who in the end will use the product. Often they trigger the purchasing 
process by reporting a need. They may also influence the purchase by being asked for 
specifications (Brassington and Pettitt, 2000). Gatekeepers are the individuals controlling the 
flow of information to the buying centre (Kotler, Armstrong et al., 1996). Influencers are the 
individuals who affect the buying decision, often by defining the specifications and by 
providing information for evaluating alternatives. (Kotler, Armstrong et al., 1996) Their prime 
role is in specification, information gathering and assessment (Brassington and Pettitt, 2000). 
Deciders approve or select the final suppliers. In a routine buy situation (straight re-buy) the 
buyers are often the deciders (Kotler, Armstrong et al., 1996). The buyer is the individual with 
the power to select the supplier and arrange the purchase. Their most important role is when 
selecting suppliers and negotiating (Kotler, Armstrong et al., 1996). 

Brierty, Eckles et al. (1998) classify these five roles in the buying centre as either primary or 
secondary. The deciders and influencers are primary roles while the users, buyers and 
gatekeepers are secondary roles. Individuals can undertake several or all of the roles during the 
buying process, since levels of experience and different problem-solving approaches in various 
situations differ between individuals depending on the situation, number of individuals 
involved, the complexity of the purchase and the functional lines involved. (Brierty, Eckles et 
al., 1998) 

Several dimensions or structures determine how the buying centre operates including its size 
(number of individual participants), hierarchical level (managerial authority levels), functional 
level (specialisation by work area) and participation (involvement in procurement stages by 
members) (Mattson through Brierty, Eckles et al., 1998, pp. 87, 89; Osmonbekov et al., 2002). 
According to a growing consensus among organisational theorists and organisational buying 
behaviour researchers, the major dimensions of a buying centre are its complexity, formalisation 
and centralisation (Klebba et al., 1981 and Van de Ven, 1976 through Lau, Goh et al., 1999; 
McCabe, 1987). Complexity refers to the degree of differentiation between groups based on the 
orientation of members and the nature of tasks performed (Lau, Goh et al., 1999). Formalisation 
is the degree to which written plans, rules, policies and procedures are clearly stated and 
followed (Naumann and Kim 1986 through Lau, Goh et al., 1999). Finally, centralisation is the 
distribution of formal control and power within an organisation (Lau, Goh et al., 1999). 

The structure of the buying centre may affect problem solving within the buying centre and the 
salespersons’ abilities to satisfy the buying organisation (Leavitt, 1951 through Lau, Goh et al., 
1999). It may also enable the salesperson to differentiate interpersonal communication patterns 
within the buying center (Hage, 1974 through Lau, Goh et al., 1999) and may be central to the 
determination of power relationships within the buying center (Hickson, 1971 through Lau, Goh 
et al., 1999).  

2.1.8 The Internet and Organisational Buying Behaviour  
With the emergence of Internet in business-to-business activities, suppliers now have an 
electronic “push” channel for marketing and new ways to manage sales, distribution and 
customer support. The current trend in business-supplier relationships is to enhance these 
relationships by reducing the number of suppliers and increasing the level of collaboration with 
the fewer existing ones. (Clemons et al., 1993 through Archer and Yuan, 2000) 
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Osmonbekov et al. (2002) identifies software/network tools that organisations use to enhance 
the aspects of exchanging products and services with greater efficiency and effectiveness as 
either transaction or communication based. Transaction activities support the direct buying-
selling and consummating of particular purchases. Communication is the accessing, sharing and 
archiving of procurement-relevant information and data. Transaction and communication 
aspects can be utilized in both internal (intra-organisational) and external (inter-organisational) 
settings. Primarily, external communication tools are for interaction between buyers and sellers 
and would include extranets, extranet-based emails, web based information, Vendor Managed 
Inventory (VMI) and Internet telephony. (Osmonbekov et al., 2002)  

More advanced inter-organisational information systems (IOS) extensions that affect supplier-
customer relationships include web-based interfaces, integration with supplier catalogues and 
internal information systems, and built-in business transaction rules based on purchase limits or 
negotiated contracts. The network links that are active from supplier to customer during the 
customer’s procurement process are driven by functions including marketing and sales 
functions. (Archer and Yuan, 2000) 

Internet Adoption among SMEs 
Poon and Swatman (1997) suggest that e-commerce implementation of Internet in small 
businesses occurs over three phases as shown in Figure 2:5 below. This model is contrary to the 
well-accepted model of Ventrakaman from 1994 (Daniel, 2003) that states that IT systems are 
first locally and internally integrated. However, Daniel (2003) further validates the model of 
Poon and Swatman in her exploratory study of e-commerce integration amongst UK SMEs that, 
in fact, Internet is rather enabled externally first.  

 
Figure 2:5 – The Three Stages of Internet Integration in SMEs 
Source: Poon and Swatman (1997) 

Poon and Swatman’s (1997) work highlight that small businesses use of the Internet in their 
business to share information, maintain business relationships and conduct business transactions 
is still new and its uptake slow, as there are few experiences of tangible benefits. Very little 
internal integration between Internet and internal systems exist, but e-mail is found to be useful 
for business communication and file transfers. (Poon and Swatman, 1997) 
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Four groups of factors influence adoption of a new technology by SMEs including (1) the  
characteristics of the firm, (2) its competitiveness and management strategies, (3) the internal 
and external parties’ influences on the adoption decision process and (4) the characteristics of 
the new technologies adopted (Lefebvre et al., 1991 through Mehrtens et al., 2001). In addition, 
perceived benefits, organisational readiness (financially, technologically) and external pressure 
(competitors, partners) significantly affect Internet adoption by small firms (Mehrtens et al., 
2001). Also the managers’ attitudes towards IT adoption is important (Brancheau et al., 1996 
and Thong and Yap, 1995b through Mehrtens et al., 2001).  

Information Sources 
Deeter-Schmelz and Kennedy (2002) present a model, based on previous work by Moriarty and 
Spekman, seen in Table 2 below, showing the taxonomy of information sources as perceived by 
industrial buyers. The author state that this is comparable to the activities buyers undertake 
during the Buygrid model of Robinson, Faris and Wind (see Table 2:1 on page 11) when 
gathering information. These information sources are defined as (1) personal commercial 
sources including salespeople, trade shows, interactional website and e-mail; (2) impersonal 
commercial sources including advertising in trade publications, sales literature, direct-mail 
brochures, informational website and mass e-mail. Further, the two non-commercial types of 
information sources varies widely consisting of (3) personal non-commercial sources including 
personal experience, top management, users, outside consultants, colleagues, purchasing 
department, e-mail and chat rooms; and (4) impersonal non-commercial sources including news 
publications, trade associations, rating services, Internet newsletters, list serves and bulletin 
boards. As shown in Table 2:2 below in italic, the Internet enables information sources in all of 
the four categories, which is not possible with the traditional marketing mix. (Deeter-Schmelz 
and Kennedy, 2002) 

Table 2:2 – Taxonomy of information sources used by industrial buyers 
Source: Deeter-Schmelz and Kennedy (2002) adapted from Moriarty and Spekman 

 Personal Impersonal 
Commercial Salespeople 

Trade shows 
Interactional website 
E-mail 

Advertising in trade publications 
Sales literature 
Direct-mail brochures 
Informational website 
Mass E-mail 

Non-commercial Personal experience 
Top management 
Users 
Outside consultants 
Colleagues 
Purchasing department 
E-mail 
Chat rooms 

News publications 
Trade associations 
Rating services 
Internet newsletters 
List serves 
Bulletin board 

Work by Hoffman and Novak (1995) show that individuals actively choose whether or not to 
approach firms through their web sites, as well as have full control over the content they interact 
with, similar to trade show experiences. Deeter-Schmelz and Kennedy (2002) even state that 
customers prefer sources that allow them greater control over access to information.  

Assertions have been made on retail organisations and that they primarily buy finished products 
to sell within a shopping experience. A retail buyer is also often not only responsible for 
controlling cost but also for generating revenue. Buying decision in retail is often influenced by 
marketing, logistics and merchandising personnel, as opposed to engineers or production people 
in other industrial buying. (Hansen and Skytte, 1998)  
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Companies can also assess the value of the information gained from tracking Web visitors and 
then relate the observed traffic patterns with purchase behaviour (Berthon et al., 1998). Hoffman 
and Novak (1995) also highlight how effective and versatile the Internet is when considering 
symmetry of information flow, media content, diversity of information sources, communication 
timing and personal interactivity (Hoffman and Novak, 1995).  

Multi-Channel Behaviour 
Schoenbachler and Gordon’s (2002) multi-channel4 framework, shown in Figure 2:6 below, 
shows that five key factors influence the likelihood that a consumer will purchase from a 
particular channel (online, retail, catalogue) or from multiple channels. Understanding this 
model would help selling organisations to use multiple channels, including the Internet, to 
understand and thus predict their consumers better directly or indirectly resulting in sales. 
(Schoenbachler, Gordon, 2002) 

 
Figure 2:6 – Multi-channel shopping behaviour 
Source: Schoenbachler and Gordon (2002) 

The model show that the factors customers are influenced by include perceived risk (of using 
the Internet, of the company, with the brand, a low price conveys a lower risk, secure 
information, secure purchase process, product/service guarantees), past direct marketing 
experience (the buyer’s experience of buying through direct marketing before affects the overall 
past direct marketing experience perception). Further, motivation to buy from a channel 
(demographic profile, need for convenience, the purpose of the purchase, product availability, 
customer’s deal proneness and the return behaviour), the type of product or service and the web 
site design influence customers’ multi-channel shopping behaviour. (Schoenbachler, Gordon, 
2002) 

                                    
4 Channel behaviour theories relate to business-to-consumer environments. However, they may still be relevant as it 

is unclear at this stage how individually buyers at Independent footwear retailers work and the size of structure of 
Independent footwear retailers’ buying centres before discarding or accepting these theories. 
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Reardon, McCorkle (2002) say that consumers’ channel-switching behaviour is influenced by 
tradeoffs and perceived risk, which is also highlighted by Schoenbachler and Gordon’s model 
displayed in Figure 2:6 on page 23. The types of tradeoffs that normally influence are time 
versus money and time versus psychological income – the pleasure of making a purchase. The 
perceived risks are extended as multi-channels are used. Proposed risks in a direct order 
shopping environment include risks concerning financial matters, performance, social, front-end 
time-loss, back-end time-loss and source risk. Organisations that successfully use as many 
channels as possible is the organisation that is most likely to receive the greatest flow of 
success. They can best serve the consumer's need for communication of information and 
distribution of goods and services. (Reardon, McCorkle, 2002)  

Schoenbachler and Gordon (2002) further state that for a consumer to make use of multiple 
channels the consumer need to (1) know how to access each channel – easily, (2) have 
confidence that the channel will contain the right information and (3) have confidence that 
instructions in one channel will transfer to another 

At the “Multi-channel marketing: changes in retail, catalogue and the Web’–presentation at the 
Chicago Direct Marketing Days in 2000, Baiden (ibid) presented that in a multi-channel 
environment, five key issues need to be addressed for an organisation to facilitate successful 
multi-channel strategies:  

1. Promote the brand  
2. Know the customer  
3. Target advertising  
4. Integrate fulfilment  
5. Watch costs 

2.1.9 Summary – Organisational Buying Behaviour 
The Buygrid model by Robinson et al., the Webster and Wind model for understanding 
organisational buying behaviour and Sheth’s integrative model of industrial buying behaviour as 
well as the later model of Johnston and Lewis build the core of this literature review section. 
These models all contain environmental, organisational and individual influences with strong 
references to the buy phases, buy situations and buying centre that have all been explained 
earlier. 

The Buygrid model that Robinson, Faris and Wind developed explains organisational buying 
behaviour from a set of buy-phases and buy-situations, forming a matrix of different situations 
that buying organisations face when making purchases. The Buygrid models is seen as quite 
simplistic, which is also identified as its main strength (Baker, 1991). The model of Webster 
and Wind is more complex than the Buygrid model, highlighting that organisational buying is a 
complex process involving many persons, goals and possibly conflicting decision criteria. 
However, it has been criticised for missing the dynamics of buying behaviour, something that 
Sheth’s model contain as ad hoc factors (Baker, 1991). Sheth’s model is similar to the model of 
Webster and Wind as it attempts to provide a comprehensive model of showing how actual 
buying decision are made and the precise nature of the various forces and influences involved, 
even more complex as it further includes constructs dealing with informational and conflict 
negotiation characteristics (Johnston and Lewin, 1996).  

Johnston and Lewin (1996) further add to the work of Robinson, Faris and Wind; Webster and 
Wind; and Sheth by developing an updated framework, based on the original three models. The 
Johnston and Lewin model clearly divides the internal (intra level) and external (inter level) 
aspects of organisational buying behaviour, including two further identified elements in the 
intra-level – role stress and decision rules (Johnston and Lewin, 1996).  
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The buying centre relate to all the models reviewed in this chapter. It consists of the group of 
individuals participating in organisational buying (Kotler et al., 1996). Kotler et al. (1996) 
describes that individuals undertake five roles in the buying centre. These are the users, 
gatekeepers, influencers, deciders and buyers 

It is also said that UK SME’s enable Internet externally rather than internally first (Poon and 
Swatman, 1997) and that informational sources enabled through the Internet are websites, 
emails, newsletters, etc (Deeter-Schmelz and Kennedy, 2002). In addition, an organisation that 
focuses on a multi-channel marketing approach need to promote their brand, know their 
customers, conduct targeted advertising, integrate fulfilment and watch their costs (Baiden 
through Schloenbachler and Gordon, 2002). 

2.2 Internet Marketing 
This section will present frameworks relevant to answer research question two – “How can 
Effective Low-cost Internet Marketing be Implemented to Attract Prospective Leads to a 
Footwear Wholesale Website?” 

In a traditional mass media model, as shown in Figure 2:7 below, the firm (denoted as F) 
provide content to the customers (denoted as C). Informing and reminding customers are two 
out of three marketing communication goals that are achievable through this model. However, 
the third – persuade – is limited by this passive one-way communication. (Hoffman, Novak, 
1995) 

 
Figure 2:7 – Traditional mass media model of one-to-many Marketing Communications 
Source: Hoffman, Novak et al. (1996) 

Interactivity in computer mediated environments have facilitated a new marketing 
communications model shown in Figure 2:8 below. This model show that the primary 
relationship is not between the buyer and seller, but with the medium, and that through 
interactivity, the seller is not only a sender but also a receiver of communication. (Hoffman and 
Novak, 1996) 
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Figure 2:8 – New Model of Marketing Communications for the Web 
Source: Hoffman, Novak et al. (1995) 

This model show that consumers can interact with the medium (browsing the Web using 
browsing software) as can firms (business-to-business marketing). Firms can also provide 
content to the medium through, for example, an established corporate Web server. Further, also 
communication among consumers and/or firms through the medium is possible also potentially 
for one-to-many mass communication (Hoffman, Novak, 1996). As interactivity is the key to 
Internet Marketing strategies, it is essential that buyers be enticed to take action online. 
Therefore, traditional push-strategies are ineffective (Wilson and Abel, 2002). 

This communication is adapted in a customer marketing channel environment as shown by the 
different cases in Figure 2:9 below. All channels, but the first, are indirect. Makers of different 
products go to large retailers that resell their products to the consumer, as shown in channel two. 
Channel three is often found in food, drugs, hardware and other product industries. Channel four 
can be found in the meat-packing industry where jobbers buy from wholesalers and sell to 
smaller retailers. More marketing channels generally means less control and greater channel 
complexity. (Kotler et al., 2003) 

 
Figure 2:9 – Customer Marketing Channels 
Source: Kotler et al. (2003) page 742 
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According to Chaffey et al. (2003), six characteristics highlight the difference between Internet 
marketing communications and traditional marketing communications. These include (1) 
interactivity, (2) intelligence, (3) individualisation, (4) integration, (5) industry restructuring and 
(6) independence of location. Showing that the Internet facilitates sharing information between 
companies, suppliers and customers as well as linking businesses and trading partners form 
disparate industries (Mustaffa, Beaumont, 2002). Companies that operate on the Internet are 
becoming more intelligent as customers data is more readily available, mass customisation of 
marketing messages is possible, the use of many channels are integrated in the communication 
and sales process, the industry restructures with new intermediaries and where organisations and 
customers are independent of location. (Chaffey et al., 2003) Internet’s marketing activities 
maintain a high interactivity level; surrounding distractions, competitive clutter are less likely; 
flow characteristics between consumer and the firm in hypermedia is apparent. This result in a 
high continuous customer’s attention, several times as long as for other media (Heinen, 1996). 

Wilson and Abel (2002) divide Internet Marketing tools into two main categories – business or 
revenue enhancement tools, the same two areas that Osmonbekov (2002) identified 
organisations using software and network tools to enhance. Business enhancements tools 
include the areas of (1) communication, such as email; (2) market research, for searching and 
gathering both secondary and primary data; and (3) brand building, which include building a 
website such as brochure-ware, with no direct revenue making purpose. Revenue enhancements 
would include direct sales websites, and online facilitated supply chain.  

Research has shown that for traditional (i.e. “Bricks-and-mortar”) firms such business 
enhancement strategies are more beneficial than mirroring primary value chain activities, what 
Wilson and Abel (2002) call revenue enhancing, and that minimising online commerce activity 
can support businesses in effective ways (Bahn and Fischer, 2003). Avlonitis and Karayanni 
(2000) highlight that the Internet can affect sales performance indirectly through enhancing 
inter-organisational relationships, implementing sales leads through e-mail communication and 
providing higher levels of productivity. Therefore, traditional firms involvement in selling via 
online channels are best minimised to support current business to consumer operations (Bahn 
and Fischer, 2003). 

When business-to-business corporations enable such tools, it is important to recognise the 
limitations of the online medium as it is today. This includes not over-relying on e-mail, as it is 
still important to meet face-to-face or via telephone during important stages to minimize 
confusion, misinterpretations and to develop deeper trust. Further, there is an abundance of 
online information and misinformation that affect both buyers’ and suppliers’ use of the Internet 
(Wilson and Abel, 2002), making it very important to promote an online presence efficiently 
and provide it with a high-standard content.  

Chaffey et al. (2003) as well as Wilson and Abel (2002) highlight different communication tools 
to promote an online presence such as a corporate website. These include traditional marketing 
PR tools such as TV, print, etc. Online communication tools include link-building campaigns to 
gain access points from other relevant web sites, affiliate campaigns that include a collection of 
websites that have links to online retailers in exchange for commission and registering with 
different search engines. Also included is the use of banners, which are graphical displays 
(advertisements) on websites that normally can be clicked; sponsorship to arrange co-branding 
with synergistic websites; email marketing, including both outbound email marketing 
campaigns and inbound support emails; online viral marketing using emails; and announcing 
messages in online forums such as newsgroups (Chaffey et al., 2003; Wilson and Abel, 2002). 
Archer and Yuan (2000) highlight different marketing efforts during the phases of 
organisational buying using different technologies, including web-enabled strategies, as shown 
in Table 2:3 below.  
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Table 2:3 – Customer relationship life cycle activities, tools and moderators 
Source: Adapted from Archer and Yuan (2000) 

Life cycle stage  Supplier activities Supporting tools Moderators 
1. Information  
    gathering 

Marketing: Advertising, customer 
interaction 

Web  catalogues, 
distributor sites 

Word-of-mouth, competitors, corporate 
image, brand awareness, experience.  

2. Supplier  
    contact 

Marketing, sales: selling Interactive marketing, 
interactive bid preparation, 
Web sites, e-mail 

Trial availability, P/S quality, 
performance, customisation, competition

3. Background  
    review 

Sales, service: providing data Online testimonials, Web 
service support 

Reputation, experiences of other 
customers 

4. Negotiation … … … 

5. Fulfilment … … … 

6. Consumption,  
    maintenance  
    and disposal 

Service, marketing, sales: 
supporting, servicing, updating, 
building user community 

On-line info, Web site 
service, interactive and 
network marketing 

Experience, evaluation, warranty 
performance, perceptions vs. 
expectations 

7. Renewal Marketing, sales: product/service 
announcements, updates 

Interactive and network 
marketing 

Experience, satisfaction, loyalty, 
competitors, switching costs 

Distributor sites, web catalogues, e-mail, etc can act as supporting tools during the information 
gathering and supplier contact phases as the table above show. In addition, Internet supporting 
tools can have reinforcing roles when consumers are active in background review, consumption 
and renewal of a purchase. (Archer and Yuan, 2000)  

2.2.1 Website Design Guidelines 
Figure 2:10 below shows an example of how a basic web-system (i.e. website) works. The 
website is stored on a Web server as a local file system. A browser on a visitor’s (client) 
machine is able to access these pages through the web (network) by “requesting” the website 
when the web-address (URL) is typed in. The web server returns the “document” (web page) to 
the clients’ browser for viewing.  

 
Figure 2:10 – Basic Web-system 
Source: Connallen (2002, p 10) 

A web-application is a further extended web-system with added business functionality. A web 
application allows the user to execute some business logic through the Web. (Connallen, 2002) 

Local File 
System 

Web Server
Request 

Browser 

Server 

Client 

Network

Document
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As stated previously, Website design is vital to organisations’ success on the web 
(Schoenbachler and Gordon, 2002). A website provides significant information to its current 
and prospective target consumers (Thelwall, 2000) and can answer questions originating at any 
time or place (Mustaffa and Beaumont, 2002). If designed effectively, the site should provide a 
clear message to the targeted consumer that it is worth exploring the website further. 
Compelling web sites communicate the core value proposition of the company and provide a 
compelling rationale for engage in buying with the organisation and/or re-visiting the website 
for future needs. (Rayport and Jaworski, 2001) 

However, especially smaller enterprises miss opportunities due to quality problems in web 
development (Thelwall, 2000). Thelwall (2000) describe the importance of the website’s design, 
usability and its ability to meet business goals, possibly overlooked due to the relative ease of 
setting up a website.  

As already defined, Wilson and Abel (2002) divide the aim of Internet marketing tools into 
business enhancements or revenue enhancements, including two major types of websites that 
can be developed based on these two main groups – brand building websites as business 
enhancements or interactive (i.e. transactional or e-commerce) websites as revenue enhancing. 
The contents of these websites decide their success or failure (Heinen, 1996). However, Rayport 
and Jaworski (2001) thoroughly explain in their Seven Cs Framework that many elements must 
work cohesively to make a successful website (See Appendix C). Karayanni and Baltas (2003) 
empirical study of website properties for Internet business-to-business sales performance stress 
the importance of interactivity through the Web. They found that interactive responsiveness of 
the site, enabling customised interactivity, high download speed, corporate information stressing 
positioning and active information submissions on behalf of the target audience may influence 
sales performance. (Karayanni and Baltas, 2003) 

The idea of a brand-building website is to act as an online information source of the company 
and the products it sells (Wilson and Abel, 2002). An e-commerce website has the aim to 
generate revenue directly through interactive order taking via the website (Wilson and Abel, 
2002). Thelwall (2000) highlight the levels of websites’ financial involvement, starting with the 
lowest, as shown below.  

Table 2:4 – Level of Websites' Financial Involvement 
Source: Thelwall (2000) 

Level of Websites' Financial Involvement 
1. Company information, including general company details and contact information

2. Product information, such as specific details of available products 

3. Online catalogue, including pricing information for the products 

4. Online mail order catalogue, which includes an option to buy offline 

5. Cyberstore, includes an online ordering facility to the functions above 

A research of Irish marketers showed that websites were to 74 percent used for informational 
purposes, e-mailing to customers were to 41 percent informational and 45 percent 
transformational, meaning the company implemented new business operations and practices due 
to this activity, requiring a new marketing culture and mindset. (Brady, Saren et al., 1999) 

Dutta and Segev (1999) classify Internet marketing functions into informational, facilitating and 
transactional. The recognised 4P model is the underlying framework used by them with the 
additional element of customer service. Informational marketing activities deal with information 
only, facilitating with relationship building and transactional with online exchange. (Dutta and 
Segev, 1999)  
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Arnott and Bridgewater (2002) further extends Dutta and Segev’s variables into the matrix of 
marketing activities on the Internet presented below. However, it is important to note that this 
model does not encompass intranets or extranets, which have restricted access only accessible to 
employees, suppliers or business partners. (ibid) 

Table 2:5 – Web Elements and their Marketing Purposes 
Source: Arnott and Bridgewater (2002) 

Marketing 
activity 

Informational 
(Information only) 

Facilitating 
(relationship building) 

Transactional 
(online exchange) 

Customer 
service 

Search Facility 
Browse Facility 
FAQs 
Company history 
P&L/Balance sheet 

Personal identification 
One-to-one/direct communication
Online help services 

Customer feedback 
Online communities 
Online application or subscription 

Product Product catalogue 
Company “brochure” 

Value added information 
Help with selection 

Customisation 
Participation in design 

Place Location information 
Contact details 

Real-time order processing 
Involvement of trusted fulfilment 
partners 

Online ordering  
Online payment 
Online distribution 

Price Price information Cost calculations 
Metered pricing 
Online-quotes 

Dynamic pricing 
Customer participation 
Online-auctions 

Promotion Web address in off-line 
communications 
On-line advertising 

Hot links within site 
Online promotions 
Links with other firms 
Customised promotions 

Customer participation (e.g. 
interactive ads) 

2.2.2 Search Engine Optimisation 
A leading approach to market a website effectively is through the help of online search engines 
and directories (Restaino, 2002; Chaffey et al., 2003). They work as intermediaries on the 
Internet and have increased greatly in numbers recently (Chaffey et al., 2003). Around 80 
percent of web-users say that they use search engines to find information (Chaffey et al., 2003) 
making it more likely that a potential customer searching for a product or service will find 
organisations’ websites that are well-indexed at search-engines (Mustaffa, Beaumont, 2002).  

A Search Engine is a retrieval service consisting of a database, describing mainly resources 
available on the World Wide Web, search software and a user interface available as a website 
(Poulter, 1997). Some of these search engines include Google, Alta Vista, AOL, Yahoo!, 
Infoseek, Excite, Hotbot, Lycos and WebCrawler (Goh and Ang, 2003; Thelwall, 2000, Wilson 
and Abel, 2002). Search Engines allow visitors to type in keywords through the web interface 
and thus activating a search of its database containing website-addresses and these websites 
contents to return relevant matches (Wilson and Abel, 2002).  
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With the vast amount of information available on the Internet (Wilson and Abel, 2002) the web-
addresses (i.e. search results) a search engine list first is typically what users will visit (Chaffey 
et al., 2003) highlighting that a top ranked web-address at search engines could have a big 
impact on the number of visitors visiting the website. Search Engine Optimisation (SEO) 
strategies aim to increase the result of search-engine referred visitors to a website and is 
considered the most cost-effective way to promote a website online (Restaino, 2002). Even so, 
research conducted by Thelwall (2000) show that opportunities are missed in this area, 
especially for many of the smaller enterprises, due to not registering their websites at search 
engines (Thelwall, 2000). This shows the importance of registering corporate websites with 
appropriately selected search engines in order for Search Engine Optimisation strategies to have 
a chance to drive relevant traffic to a website (Chaffey et al., 2003). 

Chaffey et al. (2003) and Wilson and Abel (2002) explains that search engine collects the data 
held in their database by sending out automated software tools called robots, spiders or  web-
wanderers (Chun, 1999) to websites that are registered with the search engine, collecting 
information for later indexing (Wilson and Abel, 2002; Chaffey et al., 2003).  

Search engine robots two main functions are to (1) search websites by following the hypertext 
link structure of the websites and identify new pages, retrieve and save them in a database and 
(2) index these pages by dissecting them into components and include them in a master index of 
words (Chun, 1999). This activity of compiling an index containing every word on every page 
they visit against the pages’ address is often called “crawling” and can be conducted in a variety 
of different ways. Two strategies include the breadth-first and the depth-first strategies. These 
strategies determine how a robot “moves” when indexing all the links within a website (Chun, 
1999). The created index is then weighted against different parameters and then stored in the 
search engine’s database. The search engine is searching this index when users are using the 
search engine via the interface on the Web (Chaffey et al., 2003). This process is displayed in 
Figure 2:11 below.  
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Figure 2:11 – Stages involved in creating a search engine listing 
Source: Adapted from Chaffey et al. (2003, p. 346) 

It is possible to develop a web site that uses the weighting system to its advantage and thus 
receives a high “rank” when users search using a search engine. This would make it possible to 
attract more visitors as the link to the website will appear higher up on a search engine search 
and thus attracting more attention and visitors than other relevant websites. Search Engine 
Optimisation presents a structured approach to do this (Chaffey et al., 2003). The intention of 
using the Search Engine Optimisation approach is to enhance the position of a company or its 
products within search engine results connected to similar keywords (Chaffey et al., 2003). 
Therefore, Search Engine Optimisation is not only a tool when competing against competitors 
websites but for general attention on the Web. 

An overview of current web search engine design can be found in the article by Arasu et al. 
(2001). They say that many search-engines use well known algorithms and techniques to 
retrieve information. This is a changing area as the Internet is growing so rapidly and the 
algorithms and techniques have to be optimised to be able to handle this information and keep 
data up-to-date as websites are often updated on a daily basis.  

Search Engine Optimisation is technical in nature as much if its approach relies on that websites 
are coded in HTML and the positives and negatives that includes. Therefore, to understand 
Search Engine Optimisation, a high degree of technical knowledge is demanded. There is not 
enough time to provide any information regarding this.   
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2.2.3 Relationship Marketing 
Gummesson (1998) consider relationship marketing as marketing seen as relationships, 
networks and interactions. Many authors highlight the importance of long-term customer 
relationships:  

• Loyal customers are more profitable in comparison to un-loyal and more price-sensitive 
customers (Page, Pitt et al., 1996). Reicheld and Sasser write in their article “Zero 
defection” from 1990 that a company could double its profit by reducing customer defection 
by five percent. (Gummesson, 1998, pp. 245) 

• Companies are realising that often 20 percent of customers respond to 80 percent of 
business (the Pareto law). (Chaffey et al., 2003) 

• Marketers today often proclaim that it is five to ten times more expensive to attract a new 
customer compared to retaining an existing customer. (Gummesson, 1998, pp. 47) 

• Long, durable and committed buyer/seller relationships are hard for competitors to 
understand and thus copy or compete with (Day, 1997 through Day, 2000) 

By focusing on customer retention and duration, it is likely that results will improve. In fact, 
work by Noordewier et al. (1990) show that enhancing customer-supplier relationships lead to 
superior company performance and value. Further, efficiency and working methods will also 
improve through the focus on Relationship Marketing (Gummesson, 1998, pp. 288). Chaffey et 
al. (2003) also state the importance of focusing on the “right” customer as the Pareto law state 
that they correspond to a large part of the business. However, less profitable customers may be 
necessary to complement and/or supplement the more profitable customers (Gummesson, 
1998). 

Kotler et al. (2002) explain that there are five different levels of relationships a company can 
have with its customers: basic, reactive, accountable, proactive and partnership. During a basic 
relationship, the salesperson sells the product with no further follow-up. A salesperson 
encouraging customers to keep in touch if questions or problems arise defines a reactive 
relationship. An Accountable relationship occurs when the salesperson calls the customer a 
short time after a sale for feedback and possible up sales. Proactive relationships encompass 
salespersons calling customers on regular basis. Partnership relationships include customer and 
selling organisation working continuously together to deliver higher value. Organisations 
relationships marketing strategies are normally categorised into these five levels according to 
Figure 2:12 below, depending on how many customers they have and the individual profitability 
of each customer. (Kotler et al., 2002) 

 
Figure 2:12 – Relationship levels 
Source: Kotler et al. (2002, page 406) 
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Gummesson highlight that it is necessary for firms today to shift their view of marketing by 
moving away from transactional marketing methods such as the traditional 4P framework 
towards customer centric marketing initiatives. Following this Gummesson (1998) developed 
the “30R” framework to get a more realistic view of marketing when relating to relations, 
networks and interaction. In the 30R framework, Gummesson (1998) identifies 30 relationships 
that organisations face today and are important during decision-making, achievement and result 
making of an organisation. These 30 relationships are divided into four main groups – the 
classical market relationships, the special market relationships, the mega-relationships and the 
nano-relationships. (Gummesson, 1998) 

The classical relationships, numbered one to three out of the 30, involve the classical dyad – the 
relationship between the supplier and its customer; the competitive oriented dyad between the 
customer, supplier and the competitors; and finally the physical distribution network. The 
special relationships (relationships four to 17) deal with singular aspects, some regarding 
consumers and others business-to-business relationships in an inter-organisational environment. 
The mega relationships (relationships 18 to 23) address the relationships that occur above the 
marketplace as supportive or essential for the market relationships. Relationships that operate on 
an intra-organisational level, i.e. within organisations including its processes, systems and 
structures, are by Gummesson called the nano-relationships, numbered 24 to 30. (Gummesson, 
1998) 

Out of these 30 relationships, the relationships that relate to Information Technology/Systems as 
a complement to sales efforts as a marketing channel and through enhancing the level of 
interaction in long-distance relationships with customers are particularly interesting. Further, the 
relationships that highlight the use of Information Technology to embed knowledge into the 
selling firm and integrating market functions with technical functions are also applicable to this 
research. These relationships are in detail explained below.  

• Relationship 8 is the close-versus-distant customer relationship that deals with direct and 
close relationships such as meeting, talking via telephone or letters, customer market 
research, etc. Gummesson (1998) highlight the close relationship as superior to gain a 
deeper understanding of you customer and thus a better way to service them, something that 
is generally easier to perform by smaller firms. (Gummesson, 1998) 

• Relationship 12 is the electronic relationship that highlights new electronic media and its 
impact on marketing. Gummesson (1998) compares this other infrastructure systems 
(railways, roads, airways, etc) and show how Information Technology can transform how 
merchandise, goods, money, tickets, music, commercials, etc is distributed, ordered, etc to 
introduce radical revenue generating and cost-reduction strategies with improved response 
time and up-to-date information – for instance online phone books, EDI-systems, online 
cinema ticket bookings, online banking, etc. Information Technology has also introduced 
the possibility of customised mass marketing. (Gummesson, 1998) 

• Relationship 21, the knowledge based relationship, highlight the occurrence of migrated and 
embedded knowledge. Migrated knowledge is movable such as books, blueprints, 
specifications, employee specific knowledge, etc. Embedded knowledge on the other hand 
is incorporated into the experience and skill of an organisation and its systems and 
relationships.  

• Relationship 26 deal with the creation of relationships between market functions and 
technical functions, often considered to contradict each other. Technical functions in this 
relationship relate to internal aids, systems and Information Technology. 
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Further to the direct relationships above, Gummesson (1998, pp. 276) writes that information 
technology, in relation to relationship marketing, could result in an increased ability to react and 
decrease contact costs. Gummesson also writes that the disadvantage of impersonal customer 
management through mass marketing can be reduced with the help of Information Technology 
in combination with personal contacts with the customers (Gummesson, 1998, pp. 51) and 
interaction on the Internet helps develop and maintain customer relationships (Burgess and 
Coopers through Mustaffa, Beaumont, 2002). Further, it is thought to strengthen business-to-
business relationships within the buyer-seller dyad (Boyle and Alwitt, 1999 through 
Osmonbekov et al. 2002). This is especially true since a major characteristic of partnership 
relationships is intensive information exchange (Lewin and Johnston, 1997).  

Three elements of market-relating capability must be mastered for a company to create and 
maintain relationships with their most valuable customers as a competitive advantage. These 
elements include (1) the ability to pervade the mind-set, values and norms of the organisation; 
(2) gain deep customer knowledge and putting it to use throughout the organisation; and (3) 
internally and externally integrate and align key processes with the corresponding processes of 
the customers (Day, 2000).  

The knowledge to manage relationships is mainly gained through assimilated employee 
experience. However, a large part of today’s relationship marketing is managed Information 
Technology – to store databases and transaction files to provide a picture of the history to each 
buyer. The data contained should provide a picture over likelihood of defections, current 
profitability and the economics of retention. In order for such an IT system to be effective, it has 
to be accessible to all customer-facing employees where order status, complaints and their 
status, etc are visible. This means that systems need to be integrated as fully as possible so 
accountants, marketing, sales, etc have up-to-date information and the possibility to update data 
for all to see. However, Day highlight the importance of understanding their customer 
relationships, as there are many different kinds of relationships ranging from transactional that 
potentially could be fully automated to value-added relationships where tailoring and 
understanding is needed in the relationship. (Day, 2000) 

The information technology methods that focus on these three areas are customer relationship 
management (CRM), enterprise resource planning (ERP) and knowledge management (KM). 
These methods are today having a big impact on marketing processes. Many organisations are 
today using at least one of these methods, ideally fully integrated to manage the capabilities Day 
(2000) highlight as necessary for successful relationship marketing. Customer Relationship 
Management software applications focus on enhancing the communication and interaction with 
the customer to build a strong and positive relationship. Enterprise Resource Planning is crucial 
when integrating and aligning internal and external processes. Knowledge Management is 
focusing on gaining a deeper understanding of the customer through the information that exists 
in the Enterprise Resource Planning system to enhance marketing decisions. (Shoemaker, 2001) 

Shoemaker also explains that Information Technology has not only made these methods 
possible, but also more or less necessary since it today is very difficult to assimilate customer 
information. The customer might have viewed the product at the manufacturer’s website but 
bought it from a distributor; Interaction may be through the sales-force, fax machine, internet or 
retail/wholesale collaborates. (Shoemaker, 2001) 
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Mary Shoemaker (2001) explain that “transaction selling requires efficiency in the purchase 
stage of the selling process, where the product is well understood by the customer, and price and 
ease of acquisition are the customer’s primary decision criteria”. She further states that the 
primary, but not only IT support system, should be an Enterprise Resource Planning system that 
allows firms to efficiently place orders. Primarily focusing on a Customer Relationship 
Management system on the other hand would enhance the salesperson’s capabilities to interact 
with and provide information to the customer during the needs recognition and problem solving 
stages of the selling process. Where providing solutions and customer advocating are key 
decision criteria. (Shoemaker, 2001)  

2.2.4 Summary – Internet Marketing 
Hoffman, Novak et al. (1995) explain that there is a new marketing communications model for 
the Internet (see page 26) where firms can browse, as well as provide, content through corporate 
Web pages. In addition, communication among firms through the Internet is possible such as 
one-to-many mass-customised communication (Hoffman and Novak, 1996).  

In such an environment during the phase where buyers’ gather information about potential 
suppliers, Archer and Yuan (2000) highlight different focal-points for marketing efforts. These 
include the supplier’s corporate image, brand awareness, experience alongside marketing 
phenomena such as word-of-mouth and competitors. Supporting tools that can be used to 
improve these factors include web catalogues, distributor sites and e-mail (see Table 2:3 on 
page 28).  In addition, Internet supporting tools can have reinforcing roles when consumers are 
active in background review, consumption and renewal (Archer and Yuan, 2000).  

Wilson and Abel (2002) identify business enhancing tools as a major category of Internet 
Marketing, including the use of e-mail communication, market research and brand building. 
Bahn and Fischer (2003) identify that traditional brick-and-mortar firms use the Internet best for 
such business enhancing activities to support current activities. Indirectly, by enhancing inter-
organisational relationships, implementing sales leads through e-mail communication and 
providing higher levels of productivity, activities that the Internet is well suited for, sales 
performance will rise (Avlonitis and Karayanni, 2000). 

Karayanni and Baltas (2003) empirical study of website properties for Internet business-to-
business sales performance stress the importance of interactivity through the Web. They further 
found that interactive responsiveness of the site, enabling customised interactivity, high 
download speed, corporate information stressing positioning and active information 
submissions on behalf of the target audience may also influence sales performance. (Karayanni 
and Baltas, 2003) 

A popular approach to effectively market a website is through Internet search engines (Restaino, 
2002) as such a great portion of Internet users use them to find websites (Chaffey et al., 2003). 
Therefore, a top ranked result with popular search engines could have a tremendous positive 
effect on the number of visitors visiting the website, achievable through applying Search Engine 
Optimisation techniques on these websites)– i.e. implementing a web site that uses the search 
engines’ weighting system to its advantage (Restaino, 2002)  
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3 Conceptualisation and Emerged Frame of 
Reference 

This chapter contains the conceptualisation and operationalisation, which will emerge into a 
Frame of Reference that will contain the relevant theories selected from the Literature review 
chapter. This will form the conditions for the coming research.  

3.1 Introduction 
To conceptualise is to explain the focus of a study or research, in either a narrative or graphical 
way (Miles and Huberman, 1994). This chapter will present a Frame of Reference emerging 
from the conceptualisation and operationalisation, consisting of a selection of the theories and 
frameworks presented earlier in the Literature Review chapter. Choosing appropriate parts to 
include in the emerged Frame of Reference depend on how the theories’ focus concur with and 
apply to the research problem and the individual research questions. Each of the main areas 
alongside their individual research questions will be conceptualised and operationalised in a 
narrative way. This entails defining the constructs that this research will be looking at, including 
how to measure them.  

3.2 Conceptualisation and Operationalisation 
Concepts are generalised ideas about attributes, processes, occurrences or classes of objects 
such as simple demographical constructs including age, sex, etc or more abstract properties for 
instance loyalty, power, consciousness, etc (Zikmund, 2000). Thus to conceptualise is to define 
these concepts. However, the concepts do not only need to be defined, but also operationalised. 
This involves explaining how to measure the concepts (Zikmund, 2000). To operationalise the 
concept of “interest” for example might include measuring the increase in pupil dilation or 
measuring the time spent looking at a specific item in relation to other items in close vicinity.  

3.2.1 Conceptualisation of the Research Problem 
First, the main concepts of the research problem (shown again below for ease of reference) are 
conceptualised. These include the impact, Internet, sales activities, wholesale and 
complementary sales effort. 

 
The Research Problem  
Source: Figure 1:3 on page 6 

Impact 
Impact is the term used to investigate perceived amount of actual and potential usage of certain 
activities. The impact on wholesalers’ sales activities are examined through perceived opinions 
rather that actually investigating the behaviour, as that would be outside the timeframe and 
scope of this thesis. The certain activities and how to measure the usage of them are defined for 
each of the research questions.  

What is the Impact of the Internet on Small Footwear Wholesale  

Organisations’ Sales Activities as a Complementary Marketing Effort? 
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Internet  
Internet is mainly concerning communication networks such as email, etc and the Web. 
Extranets and Intranets are also considered within this definition. This does not include the 
actual buying and selling that involves Internet facilitated technologies (e-Business or e-
Commerce) other that the activities that fit into the earlier mentioned areas. This is further 
highlighted in the conceptualisation of “Complementary Marketing Effort” 

Sales Activities 
The sales activities of interest include the activities a sales department is normally involved in 
that can be facilitated through the Internet excluding direct selling activities. The activities that 
are highlighted through earlier chapters as relevant include prospecting; developing and 
maintaining trust and respect; and to market products to retail organisations as shown below in 
Figure 3:1. 

 
Figure 3:1 – Investigated Sales Activities 

Wholesale 
This research focuses on retail organisational selling for further reselling purposes, excluding 
anything that is not sold directly aimed as a next-in-line end-product in a retail environment, i.e. 
wholesaling. 

Complementary Marketing Effort 
The statement to concentrate this research on a complementary marketing effort highlight that 
this research does not entail investigating direct selling through the Internet (online ordering that 
e-commerce entails), but its marketing effort as a complement to the sales activities highlighted 
in the paragraph above as prospecting; marketing products; and developing and maintaining 
trust and respect.  

3.2.2 Organisational Buying Behaviour (RQ 1) 
Smaller retailers’ customers are just as demanding in terms of product availability and quality. 
However, smaller retailers are less able to use power to attain the standards they and their 
customers seek as well as less options to use preferred types of supply and logistics systems 
(Shaw and Gibbs, 1999). This shows that organisational buying behaviour is important for 
smaller retail organisations, explaining why OBB theories are being used to investigate SME 
retail organisations buying behaviour. The models of Robinson, Faris and Wind from 1967; 
Webster and Wind from 1972; and Sheth from 1973 are three models that have shaped 
organisational buying behaviour research (Johnston and Lewin, 1996). When reviewing the 
influence of retail buyer variables on the buying decision-making process concerning the 
clothing and textile industry Silva et al. (2001) also use these models, showing their 
applicability to our research problem and its demarcations.  

The timeframe of the buying process will be based on the Buygrid model of Robinson, Faris and 
Wind (see page 10) due to its simplicity when determining the location of the buying decision-
making.  
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Buy Phases 
The Buygrid model of Robinson, Faris and Wind include eight buy phases and three buy 
situations that correspond to the full cycle of decisions a organisation have to make when 
buying. Many of these phases are internal buying organisational issues that, from a selling 
organisation’s point of view, are harder to influence through Internet Marketing. These include 
phases (1) the anticipation or recognition of problem (need) and a general solution; (2) 
determination of the characteristics and quantity of needed item; (3) description of 
characteristics and quantity of needed item; (5) acquisition and analysis of proposals; (6) 
evaluation of proposals and selection of suppliers; (7) selection of an order routine; and (8) 
performance feedback and evaluation.  

Phase four, the search for and qualification of potential sources, is being considered during this 
research as it is in the interest of this research to investigate how Internet is used to search for 
sources, i.e. suppliers. However, the qualification of potential sources within this phase will be 
removed as it is considered an internal activity, leaving us with a phase dealing with the search 
for potential sources.  

The assumption is made that organisations already have a more-or-less specified idea of what 
type of footwear to purchase. This mean that the phase included in the Adapted Buygrid model 
does not include acquiring material regarding the determination or inspiration of what footwear 
to purchase, which the researcher feels highly correlated to phase 2, determination of 
characteristics and quantity of needed item, in Robinson et al.’s model. This is likely to happen 
in a fashion retail environment where a need of purchase is always present as through the 
constant reselling situation combined with the changes of fashion with new product influences 
occurring on a seasonal basis (Bolt, 2003). 

Further, the buy phases that Archer and Yuan present which are applicable to this research 
include phases (1) information gathering and (2) supplier contact. Both these activities are 
externally oriented and require communication that can be facilitated via the Internet. However, 
these definitions are too widespread, but may be used in conjunction with phase four of 
Robinson, et al. – how information gathering and supplier contact is managed when searching 
for and qualifying potential sources.  

Buy Situations 
The buy situations in Robinson et al.’s model are widely applicable. However, two of the buy 
situations, new task and straight rebuy, will not be considered further due to the nature of the 
reselling industry. The researcher feel that a new task situation is unlikely to happen as the 
purchase situation is never new or unfamiliar to the individuals in the buying centre. Further, the 
straight rebuy situation is also unlikely to occur in a reselling purchase situation and specifically 
for the business-to-business footwear industry, as new colours, shapes, materials, etc are likely 
to need reviewing facing each season. Therefore, most situations are taken for granted to be 
connected to the modified rebuy situation, which is entered when investigating new benefits, 
such as new shoe models, colors, materials, shapes, etc; which also is the main reason for 
purchases to continuously be re-evaluated; and having previous experience of similar purchases. 

The selected buy phase and buy situation form a one-by-one matrix, the adapted Buygrid model, 
shown in Table 3:1 below. 

Table 3:1 – Adapted Buygrid Model – Searching for Potential Suppliers and Products 
Source: Adapted from Brierty, Eckles et al. (1998) p. 75 

Buy Phases                                                         Buy Situations Modified Rebuy 
1. Search for  potential sources (suppliers and products)  
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However, with the only selected buy situation that will be included in the emerged frame of 
reference as the modified rebuy, it is still important to differentiate between existing and 
potential clients. This is a conscious decision made by the author not to simplify these two 
different situations as new task and modified rebuy situation but to include them in the modified 
rebuy situation due to the nature of the buying for reselling activity.  

Buying Centre 
This research is investigating the technological availability, constraints and use (i.e. Internet) 
and the composition of the buying centre, further discussed in the paragraph below, as they are 
considered relevant out of the organisational determinants of buying behaviour when looking at 
the research problem and the individual research questions. The Goals (tasks in the model of 
Webster and Wind) will not be investigated as they have already been specified as buying for 
reselling purposes. 

The individuals that are involved in the search for potential sources on a more active level 
include deciders, influencers and buyers. It is part of research question two to identify these 
individuals within an organisation further. However, it will be difficult to single out these 
individuals during the other research questions, if they are not also undertaking a role as a buyer 
during the actual purchase. Therefore, when researching buyers’ organisational buying 
behaviour on the Internet, the selected buyers to investigate will need to have a deciding or 
influencing role during the purchase as shown in Figure 3:2 below. 

 
Figure 3:2 – Buying Centre Focus 

Investigating the characteristics (motivation, cognitive structure, personality) of the buying 
group individuals lie outside the focus of this research. However, research question two 
investigates the buying centre and focuses on its structure and its members’ position within the 
organisation.  

RQ 1: How do Wholesalers Perceive that Small Footwear Retail Organisations are 
Using the Internet when Buying for Reselling Purposes?  

When conceptualising the first research question, the adapted Buygrid model will be used as the 
fundamental framework. In order to determine “how” the Internet is being used during the 
different combinations of activities that are conducted during the adapted Buygrid model 
categories as outlined above, the following factors, that have all been presented earlier in the 
Literature review chapter, will be investigated.  
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Deeter-Schmelz’s and Kennedy’s (2002) research show that e-mail is the main purpose of 
Internet use, followed by the gathering of product information, searching for new suppliers, 
gathering of information regarding the current supplier. Surprisingly, online ordering, seventh 
compared to the other factors, was only moderately purposeful of Internet use and online 
payments were one of the least used options, which is important to know for salespeople. 
However, this research focuses on the activities that are strengthened by supplier-side Internet 
Marketing strategies. Thus, this research question will regard the perceived buyers’ Internet 
usage when buyers search for and qualify potential sources for reselling purposes alongside 
their availability to the use of technology (i.e. the Internet) that Webster and Wind address when 
undertaking any of the activities that Internet marketing enables. 

The focus of research question two is to see if any of the following tools, previously identified 
as ways in which buyers may use the Internet when searching for and qualifying potential 
sources as well as gathering information regarding products and current suppliers.  

• E-mailing, if buyers have individual email addresses or group access 
• Extranets to access documents and templates 
• Type of websites buyers frequently visit (see page 29)  
• Search Engines to type in keywords 
• Search Engine Directories to search by predefined categories  

The focus of research question two mainly concerns “how”. However, the author state that it is 
part research question two to also investigate if there is a linkage between retail organisations’ 
buying centre composition among the deciders, influencers and buyers. This includes finding 
out what position in the organisation the individuals in the group hold, if the decision-making 
unit is based on an individual or group and the group’s size. This will also be based on 
wholesalers’ perception.   

The above discussion is summarised in the conceptualisation of research question two, shown 
graphically in Figure 3:3 below. 

 
Figure 3:3 – Conceptualisation - Research Question One 
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• Gathering information regarding 

suppliers 

• E-Mailing 
  Individual access 
  Group access 

• Accessing supplier documents 
  Extranets 

• Visit corporate Websites 
  Types of websites 

• Search Engine Usage 
  Keyword Search Engines 
  Search Engine Directories 

• Internet 
  Access 

• Buying Centre  
  Structure (Individual vs. Group) 
  Position 
  Size 



Jonas Olofsson 
Luleå University of Technology 3. Conceptualisation and Emerged Frame of Reference 

 
 

 
 – 42 – 
 

Operationalisation – Research Question 1 
The operationalisation of research question two will be based on the cues that originate by 
asking wholesalers about their websites and what they allow their potential and existing clients 
to do via these websites (website structure) and how they market their online presence to attract 
customers (Internet marketing). This show to what level retailers are able to use the Internet 
when searching for suppliers and products. By knowing what retailers are able to do through 
wholesalers’ websites and how they are able to reach these websites in conjunction with the 
feedback wholesalers provide concerning their Internet correspondence with the retailers (email, 
messaging, etc) and secondary data already conducted in this area a clearer picture on the 
perception regarding how retailers use the Internet will be made.  

For example, if wholesalers market their website online without offline marketing efforts (trade 
press, etc) and get a lot of emails from potential retail organisations regarding their products on 
their website it would be fair to assume that wholesalers perceive that retailers use the Internet 
for searching for products. 

Finally, any secondary research that will shed further light on buyer preferences regarding the 
Internet will be accessed.  

These cues discussed above are highlighted in Figure 3:4 below.  

 
Figure 3:4 – The Operationalisation of Research Question One 

As the figure show the operationalisation will be a mix of the cues that analysed together from 
the wholesalers’ point of view on independents will provide enough information to provide an 
answer to the research question. These cues include the following factors. 
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• If the wholesaler has a website up and running to show if potential clients have the 
possibility of finding them online 

• If the wholesaler knows of potential customers searching for sources via the Internet 
• If the wholesaler is targeting independents as customers 
• How extensive their email contact with potential and current clients is 
• What information is exchanged via email to their potential and current clients (pictures, 

invoices, specifications, informal requests, etc) 

Wholesalers’ perception regarding the buying centre is investigated through a more 
straightforward approach without the use of cues but by interviewing or conducting surveys. 
More regarding this choice is found in the Methodology chapter.  

By answering this research question, it is likely to give a thorough starting-point to what the 
potential impacts for selling business-to-business organisations in this environment there 
currently are (see the Research Problem). However, the potential impact is also likely 
determined by the selling organisations activities – the options for Internet Marketing – which 
research question three will deal with.  

3.2.3 Internet Marketing (RQ 2) 
Online and offline marketing strategies should be used in a synergy (Chaffey et al., 2003) such 
as offline PR and other traditional marketing tools (print, TV, radio, etc) alongside online link-
building campaigns, online advertisements (banners), inbound and outbound email marketing 
efforts (Chaffey et al., 2003). This shown importance of necessary joint efforts of offline and 
online marketing strategies is especially important for this research as it focuses on 
complementary sales efforts using online marketing. Parasuraman (1981) has researched the 
importance of different industrial promotional tools, not only including the Internet. It shows 
that the main determinants of purchasing decisions are (1) the specifications stated in the pre-
requisites, (2) sales calls made by suppliers’ salesmen, (3) recommendations made by 
purchasing colleagues in other organisations, (4) trade shows where suppliers’ products are 
displayed, (5) promotional materials mailed by suppliers and (6) suppliers’ advertisements in 
trade press.  

RQ 2: How can Effective Low-cost Internet Marketing be Implemented to Attract 
Prospective Leads to a Footwear Wholesale Website?  

Research question one deal with investigating how the Internet is used when fashion 
independents (see Independent-section on page 9) are buying for reselling. Research question 
two will investigate how the findings from the previous research questions can be used in an 
Internet Marketing strategy, to implement cost-effective Internet Marketing strategies to 
develop complementary sales tools. 

The author states that for effective Internet marketing strategies to be successful, they have to 
affect the buyer when they are, preferably actively, searching for potential suppliers and/or 
products. After answering research questions one and two, showing if, and in that case, what 
sources and methods buyers use on the Internet to identify suppliers and products, methods can 
be developed on how to penetrate these areas with relevant marketing messages to attract 
prospective leads to the website – applying Internet marketing. This is highlighted in Figure 1:4 
on page 6 displaying a graphical representation of the research problem as a process where 
organisations’ buying behaviour on the Internet leads has to be matched by relevant Internet 
Marketing strategies, to successfully complement direct sales effort.  
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As earlier stated, the sales activities that are highlighted through earlier chapters as relevant 
include prospecting; developing and maintaining trust and respect; and to market products to 
retail organisations. That is why research question three is dealing with website design, search 
engine optimisation and additional Internet marketing concepts to see how Internet Marketing 
matches alongside traditional channels as a complement. It also deals with Relationship 
Marketing to address prospecting, developing and maintaining trust and respect through the 
Internet. These areas are in turn discussed below. 

Website Design 
The conceptualisation that relate to the website design focuses on the informational and 
functional use of a website – an indirect Internet marketing approach. Appendix C – The Seven 
Cs Framework contain some references to For aesthetic issues please refer t 

The website design conceptualisation builds, as shown below on the work of Thelwall (2000) 
and Arnott and Bridgewater (2002).  

• What level of financial involvement a wholesale website should take in relation to 
independent buyers use of the Internet (see 2.2.1 Website Design Guidelines on page 28) 

• What informational marketing activities to convey through the Internet in relation to 
customer service, product, place, price and promotion (Web elements and their marketing 
activities in Table 2:5 on page 30). 

Search Engine Optimisation 
The aim of research question three is to look at how to implement effective low-cost Internet 
Marketing strategies. This includes how marketing efforts can be implemented to achieve 
effective Search Engine Optimisation as discussed in the Search Engine Optimisation on page 
30. The elements that are investigated are outlined below.  

• How webpage elements (i.e. internal HTML text) should be arranged for effective Search 
Engine Optimisation 

• What website themes (i.e. the accumulated effect of the individual webpages) provide 
effective Search Engine optimisation 

• What relation to take to external websites and their contents (i.e. links incoming and 
outgoing to other websites) for instance link-building campaigns.  

Relationship Marketing 
Gummesson (1998), Noordewier et al. (1990), (Tellefsen, 2002), etc statements highlight the 
interest of Relationship Marketing and its potential impact. Research question three will also 
investigate how this area can complement SME-sized footwear wholesale organisations sales 
activities. The adapted research question three state this further - “How can Relationship 
Marketing be used to attract prospective leads to a footwear wholesale website?”. 

The model by Kotler et al. (2002) show that the situation SME-sized wholesale organisations 
are in correspond to low-to-medium profit margins with a few-to-medium amount of customers, 
as shown shaded gray in Figure 3:5 below, are mainly the reactive but also basic and 
accountable types of relationship levels. Therefore, research question three deals with how to 
take these types of relationships to take a more proactive approach through Internet marketing – 
i.e. corporate website, emails, etc.  
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Figure 3:5 – The Relationship levels to Investigate 
Source: Adapted from Figure 2:12 on page 33 

This relationship marketing area will in addition investigate how it is possible to gain deeper 
customer knowledge using a website – one of the three that Day (2000) identify as necessary for 
selling organisations when creating and maintaining relationships as a competitive advantage. 
These three activities are (1) convey mind-sets, values and norms; (2) gain deeper customer 
knowledge and putting it to use; (3) and align key processes to customers internally and 
externally. The first of these activities - how to convey mind-sets, values and norms - is not 
included in this research as it relates to buy phases not highlighted in this research (see adapted 
Buygrid model) and as an outcome of increased customer knowledge and interaction. Also the 
third activity, how to align key processes internally and externally, is excluded from this 
research as it is not the direct aim of marketing to pursue.  

In addition to actually gaining the knowledge it has to be done with the purpose to create value, 
increasing quality as well as satisfying needs both internally and externally. This is highlighted 
by Gummessons (1998) 26th relationship in his 30R framework – How to align market and 
technical functions.  

In addition, the 30R framework also contain the Information Technology relationship (number 
12) that emphasize the potential of IT throughout marketing, production, etc; and the long-
distance versus close-up relationship (number 8) discusses the superior advantage of knowing 
your customer up close. The 30R framework also contain the knowledge based relationship 
(number 21) also show that embedded knowledge is good for an organisation as it is 
incorporated into an organisations processes and systems and makes the organisation not 
dependent on singular entities that can be lost such as an employee with exclusive customer 
knowledge. Information Technology can develop long-distance relationships by decreasing the 
risk associated with long-distance relationships by increasing the level of trust and interaction, 
and helps the embedding and spreading of knowledge throughout an organisation.  

In addition, customer interaction is considered an important part in relationship marketing 
through the Internet (Burgess and Coopers through Mustaffa, Beaumont, 2002; Shoemaker, 
2001). 

The literature review and the conceptualisation discussion leaves us to find methods for the 
following competitive Internet Marketing strategies in relationship marketing. 

• Take a more proactive approach based on the current relationship levels 
• Gain deeper customer knowledge with purpose to create value, quality and satisfying needs 
• Bring closeness in a electronic distance relationship 
• Embed knowledge in the organisation and its structures 
• Increase customer interaction 
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Additional Internet Marketing Aspects 
The Internet Marketing techniques that have been discussed above relate specifically to the 
website design, search engine optimisation or relationship marketing. This section focuses on 
additional areas in Internet Marketing (Chaffey et al., 2003; and Wilson and Abel, 2002) in the 
business enhancement field such as offline marketing efforts. 

• High quality contents and promotion due to extensive levels of information on the Internet 
• Offline marketing efforts in printing 
• Email marketing (viral marketing for instance) 

Operationalisation - Research Question 2 
The above discussion leaves the following approach towards the operationalisation of research 
question three.  

The areas of this research question are divided according to the logic of using direct and indirect 
Internet Marketing efforts. An additional sub-level of either offline or online methods is applied. 
This means that a direct-offline marketing effort for example would be a printed brochure and 
an indirect-offline marketing effort would be placing letterheads on invoices for instance that 
are not directly aimed at marketing, but may have a positive effect. This model of 
operationalisation is shown in Figure 3:6 below. 

 
Figure 3:6 – Operationalisation Model for Research Question Two 

The picture highlight the areas that will be investigated are online methods in direct or indirect 
Internet marketing efforts. These areas include Search engine optimisation as a direct and online 
approach that deal with the coding of websites (HTML – Hypertext Markup Language) for good 
search engine ratings.  
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Indirect, online approaches include the contents of what suppliers put on the web, newsletters, 
etc (see Figure 2:8 on page 26). This contents include what information and functionalities 
independent buyers would access and use through the web and newsletters for their 
convenience. Design includes the look, feel and ease-of-use of the website and its functionalities 
and online send-outs. Relationship Marketing includes looking at methods to increase 
interactivity with buyers through the Web, how to assimilate employee experience and 
knowledge and how to take a more proactive approach to current relationship levels (see Figure 
3:5 on page 45).  

3.3 Emerged Frame of Reference 
The theories that have been discussed in the conceptualisation and operationalisation above 
result in Figure 3:7 below, showing the graphical representation of the emerged Frame of 
Reference. The figure highlights the focus of the two research questions. Research question one 
focuses on the Buying Behaviour with selected frameworks concerning the Buygrid Model and 
Buying Centre and research question two focuses on Internet Marketing, which subdivides into 
Website Design, Search Engine Optimisation, Relationship Marketing and additional efforts. 
The arrow combining Internet Marketing towards the Buying Behaviour in the figure signifies 
the use of Internet Marketing strategies to apply to the buying organisations’ buying behaviour 
in an effort to complement marketing efforts.  

Together this emerged frame of reference reflects the impact of the Internet on small footwear 
wholesale organisations’ sales activities as a complementary marketing effort.  
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Figure 3:7 – Emerged Frame of Reference 
Source: Adapted from the Literature Review via the Conceptualisation and Operationalisation 
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4 Methodology 
Previous chapters establish what to research through the problem discussion and the 
conceptualisation. The methodology-chapter concerns, amongst other things, the purpose, 
approach and strategy on how to collect and analyse the relevant data when investigating the 
defined problems. (Wiedersheim-Paul and Eriksson, 1991)  

4.1 Purpose 
There are three types of research – exploratory, descriptive and explanatory (Yin, 1994; 
Wiedersheim-Paul and Eriksson, 1991; Zikmund, 2000).  

Exploratory studies are suitable when a problem is difficult to isolate and when it is difficult to 
decide on relevant frameworks, attributes and relations (Wiedersheim-Paul and Eriksson, 1991). 
Therefore, these studies are used to clarify ambiguous problems by generating a better 
understanding of the dimensions of the problem (Zikmund, 2000). It is important that these 
studies are adaptable to the knowledge gained throughout the progressing research 
(Wiedersheim-Paul and Eriksson, 1991).  

When the research problem is fairly well structured, but its intention is not to research cause-
effect relations, a descriptive type of research is useful. This occurs when the researcher knows 
the problem and what to research well, but not the results that may come through the 
investigation (Wiedersheim-Paul and Eriksson, 1991). Therefore, such research aims to describe 
the characteristics of a phenomenon or population (Zikmund, 2000). A well-structured set-up to 
ensure exact answers is important during these types of research (Wiedersheim-Paul and 
Eriksson, 1991).  

Explanatory research aims to study cause-and-effect relations – when one thing happens, 
another is likely to follow. When conducting such research a well-structured problem and 
hypotheses are needed that state cause-effect relationships among factors, which it is the 
purpose of the research to accept or dismiss (Wiedersheim-Paul and Eriksson, 1991). 
Scientifically such cause-and-effect relationships are impossible to prove. However, certain 
types of evidence can help to understand and predict relationships. Examples of such research 
include changing a variable (e.g. training) and observing the result (e.g. productivity). 
(Zikmund, 2000) 

Research question one is descriptive as it regards wholesalers’ perceived view and aims to 
describe characteristics of such a phenomenon. Research question two on the other hand is 
mainly exploratory as it focuses on attributes and relations that are new to smaller fashion 
retailers/wholesalers. Especially when considering the attributes that organisations facilitate if 
they use the Internet to conduct purchasing for reselling, which may be difficult to isolate as 
well as the exploration of the vast Internet Marketing phenomenon in this setting. These 
decisions are graphically displayed below in Figure 4:1 and show that this research is 
descriptive and exploratory. 

 
Figure 4:1 – The Purpose 
Source: Adapted from Yin (1994) 
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4.2 Approach 
The approach research normally take is either deductive or inductive depending on if its 
conclusions are built on empirical data and validated through theory or vice versa 
(Wiedersheim-Paul and Eriksson, 1991; Zikmund, 2000). It is also important to determine if 
research follows a qualitative or quantitative approach as it determines how gathered data will 
be interpreted and analysed (Holme and Solvang, 1997). 

4.2.1 Deductive vs. Inductive Approach 
A deductive approach starts with theories from which a set of hypotheses are shaped, that are 
tested and interpreted in the real world through observations (Wiedersheim-Paul and Eriksson, 
1991). This reasoning is the logical process of deriving a conclusion from a known premise or 
something known to be true. (Zikmund, 2000) 

The inductive approach starts at the other end as theories and models are created from 
observations and generalisations of reality (Wiedersheim-Paul and Eriksson, 1991). This is the 
logical reasoning of establishing a general proposition on the basis of observation of particular 
facts. (Zikmund, 2000) 

Research question one is deductive as its starting-point are theories and frameworks of 
organisational buying behaviour and Internet Marketing. This means that by answering research 
question one through the gathering of primary data and interpreting this in relation to theories, a 
comprehensible view of the research question will appear. Research question two on the other 
hand, is inductive as its outcomes is based on the gathering’s from research question one and 
other found secondary data in relation to observations and generalisations of reality.  

Therefore, this research holds both a deductive and inductive approach, as highlighted in Figure 
4:2 below. 

 
Figure 4:2 – The Approach (Deductive vs. Inductive) 
Source: Adapted from Wiedersheim-Paul and Eriksson (1991) and Zikmund (2000) 

4.2.2 Qualitative vs. Quantitative Approach 
A qualitative approach is formalised and structured to a lesser degree than a quantitative 
approach. Its intention is to gain an understanding of a problem and not to see if the information 
is generally applicable. This method is recognisable through the closeness to the source from 
which information is collected. Quantitative approaches are recognisable through a distance and 
selectivity of information sources that are often interpreted through statistical measurement 
methods. (Holme and Solvang, 1997) 

The above discussion clarifies the first research question to be of qualitative nature as its 
intention is to gain an understanding without a general applicability of the outcomes. The author 
further argues that research question two is also of qualitative nature due to its unstructured and 
less formalised approach without the help of statistical measurement methods, though it holds 
elements of a quantitative approach, as its aim, to a certain degree, is to see if the collected 
information is generally applicable. This approach is geographically shown in Figure 4:3 below. 
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Figure 4:3 – The Approach (Qualitative vs. Quantitative) 
Source: Adapted from Holme and Solvang (1997, pp. 13-14) 

4.3 Strategy 
Yin (1994) propose different strategies of research based on three conditions: (1) the type of the 
research questions, (2) the amount of control the investigator hold over behavioural events and 
(3) if the investigated phenomenon is occurring currently or has occurred in the past. These 
questions determine which of the five major research strategies to follow. These strategies are 
experiments, surveys, archival analyses, historical reviews and case studies.  

Experimental research is preferred when answering “how” and “why” questions and requires 
control over behavioural events in a contemporary environment such as in a laboratory. Survey 
and archival analysis are preferred when answering “who”, “what”, “where”, “how many” or 
“how much” questions without the need to control events. However, surveys generally focus on 
current events, while archival analysis does not necessarily do so. Historical reviewing and case 
studies are preferable when answering “how” or “why” questions, without need to control 
behavioural events but where historic reviewing focuses on historical events and case studies on 
contemporary phenomenon. The two latter are similar in technique as historic reviewing relies 
on primary and secondary documents as well as cultural and physical artefacts with case 
studying further adding on two sources of evidence: direct observation and systematic 
interviewing. (Yin, 1994) 

The case study strategy will be utilized to answer the research questions and to apply them to a 
specific situation. Some secondary data methods may be used to verify outcomes. Surveys are 
discarded due to time-constraints and as they do not provide control of direct follow-up 
questions. This choice of strategy is graphically displayed in Figure 4:4 below.  

 
Figure 4:4 – The Strategies 
Source: Adapted from Yin (1994, p. 6) 

4.4 Data Collection Method 
Yin (1994) lists six types of sources when collecting data during a case study. These include 
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many sources of data collection as available. (Yin, 1994) 

• Documentation refers to letters, agendas, announcements, written reports, proposals, 
internal documents, etc. The strength of documentation sources includes its high level of 
stableness, unobtrusiveness, exactness and broad coverage. Its weaknesses include 
irretrievability, biased selectivity and reporting as well as blocked accessibility. (Yin, 1994) 

• Archival records include records, lists and data of different kinds. They have the same 
advantages and disadvantages as the documentation sources. However, it is considered 
precise and quantitative but with limited accessibility due to privacy reasons. (Yin, 1994) 
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• Interviews come in different forms. Open-ended interviews are factual-related but also ask 
the respondent about their opinions. Focused interviews are conducted during shorter 
periods (for example an hour) and are more likely to follow a pattern deriving from a case 
study protocol or interview guide. A survey type of interview follows a stricter setup of 
questions. These methods are targeted and insightful as they focus directly on a topic and 
provide perceived causal inferences. However, data taken from this source may be biased 
due to poorly constructed questions or the respondents’ intentions. It may also be inaccurate 
due to poor recall and reflexivity, that the interviewee gives what the interviewer wants to 
hear. (Yin, 1994) 

• Direct observations cover real-time events and their context for example during field visits. 
The negative sides to direct observations are the time it takes to conduct them, their narrow 
selectivity (unless a broad coverage is defined) and the reflexivity in that the event may 
occur differently just because it is being observed. (Yin, 1994) 

• Participant-observation is a special mode of observation where the observer is not passive, 
for example, where the observer of a neighbourhood actually took part by living within the 
studied area thus affecting it through casual social interactions or specific functional 
activities. It has the same advantages and disadvantages as related to direct observations. In 
addition, it gives insights into interpersonal behaviour and motives but may be biased due to 
investigators’ manipulation of events. (Yin, 1994) 

• Physical artefacts such as a technical device, tool or instrument, artwork or other physical 
evidence is insightful into cultural features and technical operations. However, 
disadvantages relate to the selectivity and availability of these artifacts. (Yin, 1994) 

Whereby the author notes that the data collection methods used during this research are due to 
accessibility, availability and level of success narrowed down to interviews when investigating 
both research questions. However, both research question depends somewhat on secondary data 
and theories – i.e. documentation data collection. This is especially necessary for research 
question two as it investigates what many companies hold as secrets and even the key to their 
success and thereby not something they are likely to share.  

The interview questions are mainly based on the unaided recall technique (See footnote 5 on 
page 23). However, some aided help from the interviewer is added if respondents are not 
knowledgeable of the subject and especially the meaning of some marketing and technical 
terms.  

 
Figure 4:5 – The Data Collection Methods 
Source: Yin (1994, p. 80) 
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• Secondary data gathering is important when exploring retail organisations’ preference 
regarding online buying and wholesale organisations’ options for internet marketing 
(research question two). 

4.5 Sample Selection 
The selected case company, called Chockers, operate a majority of their wholesale activities as 
cash-and-carry (Bolt, 2003). This is important as it makes the salespersons’ activities of finding 
prospects less apparent. The defined customers of this wholesale initiative are characterised by 
their smaller size and structure, as they are already determined as being independent retail 
organisations and small multiples operating in the Southeast of the United Kingdom (Branigan, 
2003).  

The below section present the case company further as told by Chockers’ stock control manager 
Mr. Bernard Bolt (Bolt, 2003) and marketing manager Ms. Dawn Branigan (Branigan, 2003).  

4.5.1 The Case Company – Chockers 
Chockers is a ladies’ and children’s shoe shop chain located in London, with six stores located 
in inner London (The Strand) and throughout east London (Barking, Barkingside, Hornchurch, 
Stratford, and Woolwich). They are now growing rapidly with another store opening soon in 
Loughton. 

Risky, formerly Label Nation, a ladies clothes shop chain, is a fairly new addition to Chockers 
through acquisition. Within Risky shoes are sold at a lower price than at Chockers. Chockers 
and Risky is controlled by the same management and has the same owner, Mr. John Gill, with 
the head office located in Canning Town (West Ham) in London.  

Chockers’ average shoe price is £25 (minimum £10) with a target market consisting of all ages. 
The key features of the individuals in the target segments are price conscious, time budgeted, 
not looking for the latest high fashion, but still want to look nice at an affordable price. Comfort 
and security are key words for these buyers.  

Chockers – How it started 
Mr. John Gill started his business buying clearance stock sof shoes from suppliers, which were 
slow selling. He then sold them at discount prices at temporary retail locations at clearance 
prices.  

As Mr. Gill investigated the possibilities of long-term leasing shops, which, according to British 
law, are usually not shorter than 25 years (though there exist shorter contacts of 10 or 15 years), 
he also started to develop his own brand – Chockers.  

Mr. Gill had used Label Nation, a ladies clothing shop chain, within concessions for selling 
shoes at clearance prices for some time. When Label Nation was being put up for sale, Mr. Gill 
was, more or less, forced to acquire them to provide him with a channel for clearance sales of 
slow-selling shoes and thus, when necessary, a way of turning stock bound assets into capital. 
The fact that rental reviews of shop leases are always reviewed upwards (the rent can not 
decrease) also influenced this decision further as it eased logistics-related problems.  

Label Nation was a ladies clothing shop chain consisting of 13 shops located throughout 
London, already known for their low prices, which included selling shoes at a maximum of £20. 
Now, after being acquired by Mr. Gill, Label Nation is in the process of being re-branded to 
“Risky”, still operating in the same low price-range, but with a different shop environment 
delivering additional values and customer services to its customers.  
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Mr. Gills last initiative is Chockers’ own manufactured premium shoe. These own 
manufactured shoes are being sold through Chockers’ standalone stores. The shoe brand 
Chockers is now being put on the wholesale market.  

Chocker’s – The Applicability to this Research 
As part of the marketing strategy to move Chockers’ own newly manufactured shoe into 
wholesale selling, Information Technology is being considered. A website is planned to be 
published within a few months, made by a team of website designers.  

Chockers know their in-store customers very well through market research, but are new to the 
Internet and marketing. As the website is planned to launch soon, more research in this area is 
needed. Chockers’ hope to leverage on the fact that they are not the first to move into websites 
for shoes, but learn from other similar websites and ways for which has already been explored 
in similar industries.  

4.5.2 Respondent selection to match The Case Situation 
In order to gather further information to apply to the case situation for the Chockers 
organisation, interviews will be conducted with organisations with similar size and that target 
independent organisations. The interviews that do not match these criteria fully may still be 
included in the data presentation chapter, but will be emphasised less or even discarded in the 
data analysis.  

The respondents that have been selected during the Footwear UK 2003 exhibition, where also 
the interviews have been conducted, are anonymous though their job positions and organisation 
name are recorded. Some of the respondents have been selected by Ms. Branigan (Branigan, 
2003) to correspond to the case company’s situation and increase applicability to this research.  

The respondents have been approached during the less busy hours to increase responsiveness 
and the chance to interact with suitable persons at the wholesalers’ exhibition stands. Many 
respondents and organisations  have initially been discarded as not relevant due to not applying 
to the case-situation. These decisions have been made after it has been established what the 
respondents’ position within the organisation is and if the organisation targets independents. 

4.6 Data Analysis 
The data analysis of a case study is one of the more difficult aspects and involves interpreting 
the data gathered in order to make conclusions and recommendations of some sort. (Yin, 1994)  

Holme and Solvang (1997) recommend conducting the data analysis first for each of the 
interviews and then conducting a cross-case analysis to match the results. However, the author 
believe that since this research is exploratory it suits it better to conduct cross-case analyses for 
each of the research questions as each interview is quite limited in length. This also allows the 
author to present the different interviews with different importance depending on the 
applicability they hold to the case-company’s situation.  

4.7 Reliability and Validity 
Reliability and validity are important when determining the success of the data collection 
methods. The amount of reliability a measurement holds shows how stable the results are 
(Wiedersheim-Paul and Eriksson, 1991). However, reliability does not mean that the results are 
correct. Validity reflects an instrument’s ability to measure what it intends to measure (ibid). 
Achieving high reliability and validity is the optimum for any type of data collection.  
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Validity also has additional aspects including internal validity, external validity (Wiedersheim-
Paul and Eriksson, 1991; Yin, 1994) and construct validity (Yin, 1994). Internal validity refers 
to how well during the data analysis stage, the conceptualisation and operationalisation matches, 
i.e. what the researcher intends to measure and what the researcher actually measures 
(Wiedersheim-Paul and Eriksson, 1991; Yin, 1994), which is only relevant in explanatory 
studies trying to determine causal relations (Yin, 1994). External validity corresponds to what   
the researcher has measured and how well it corresponds to the real world (Wiedersheim-Paul 
and Eriksson, 1991) i.e. how well the results are generalisable beyond the immediate case study 
(Yin, 1994). Construct validity according to Yin (1994) refers to if the correct operational 
measures for the concepts have been established. To have a high construct validity two issues 
must be addressed by the researcher: (1) the selection of the specific changes that are to be 
studied and (2) demonstrate that the selected measures do reflect the selected changes.  

Yin (1994, p. 90) state that by following the three principles of (1) using multiple sources of 
evidence, (2) creating a case study database and by (3) maintaining a  chain of evidence, 
construct validity and reliability will increase. Using multiple sources of evidence is 
recommended and is a major strength of case study strategies. Triangulation, which is a 
rationale for using multiple sources of evidence, allows researchers to address a broader range 
of historical, attitudinal and behavioural issues. Patton (1987 through Yin, 1994) discusses four 
types of triangulation that all aim to gain similar results through different settings of research 
and thus increase the construct validity and reliability of the results. These different 
triangulations include (1) data triangulation, (2) investigator triangulation, (3) theory 
triangulation and (4) methodological triangulation. Creating a case study database relate to how 
a researcher should organise and document the data collection during case studies including the 
evidentiary base (the data) and the report (Yin, 1994).  

A graphical summary and their applicability to this research are shown in Figure 4:6 below. 
This figure show that this research focuses on maintaining  a high external validity, construct 
validity and reliability. Internal validity only relate to explanatory research purposes according 
to Yin (1994) and is therefore not included in the theoretical validity and reliability of this 
research as the explanatory part of this research is only at its starting point in this field.  

 
Figure 4:6 – Adapted Reliability and Validity Testing 
Source: Adapted from Yin (1994) and Wiedersheim-Paul and Eriksson (1991) 
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External Validity 
In order to satisfy external validity criteria many theories are used in conjunction to satisfy 
organisational buying behaviour on the Internet including sales motives, channel buying 
behaviour, Internet Marketing and organisational buying behaviour theories that originate from 
the 90’s and 70’s. However, it is important to state that this report does not aim to produce 
outcomes that are generally applicability outside of the case study settings defined by the 
investigated area (United Kingdom), organisation size (SME-sized enterprises) and industry 
(footwear) as shown by the demarcations in the graphical representation of the research problem 
(Figure 1:4 on page 6).  

Construct Validity 
Construct validity is addressed through selecting the specific changes through the 
conceptualisation and operationalisation process in a previous chapter. It is up to others to rate 
how well this conceptualisation and operationalisation has been implemented.  

There is no additional testing to increase the construct validity by demonstrating selected 
measures to reflect selected changes as this research so heavily relies on previous theories 
through the literature review chapter, which also affects the conceptualisation and 
operationalisation.  

Reliability and Construct Validity 
Data-, theory- and methodological triangulation as well as a chain of evidence have been 
applied to a level permitted by the time and the author’s experience to address both construct 
validity and reliability. These are outlined below.  

• Several data sources are used to gather both primary and secondary data 
• Numerous theoretical fields are applied through Internet Marketing, Organisational Buying 

Behaviour 
• The methodological triangulation is applied through the purpose-, approach-, strategy-, data 

collection method- and sample selection- steps included in this chapter 
• A good chain of evidence is provided through the writing of this report and its layout.  

It is also stated that some major additional issues that are outlined below affect the overall 
validity and reliability positively in this research.  

• Professor Esmail Salehi-Sangari’s supervision through continuous proofreading 
• Marketing Manager Ms. Branigan’s supervision, which has included selecting some of the 

respondents organisations’. Ms Branigan has also been teaching fashion marketing at the 
University of East London, which may increase theoretical validity of this project. 

• Tape-recorded interviews increase reliability and validity when analysing the data 
• The anonymousness of the respondents at the Footwear UK 2003 exhibition, due to the 

exploratory nature of questions and to increase the chance for respondents to speak their 
mind 
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Negative Factors 
The major issues that have been found to affect validity and reliability negatively in this 
research are outlined below.  

• Not enough time may have been put on outlining and reviewing the case study questions 
due to time constraints of this research. 

• A case study database is not implemented due to time constraints and the inability to 
schedule interviews beforehand with organisations. Therefore organisations to interview 
were somewhat selected on an ad-hoc basis during a footwear exhibition event, though 
controlled by Ms. Branigan to highlight the respondents applicability to the case situation.  
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5 Data Presentation 
This chapter present the data that has been collected during this research divided between 
Interviews (primary data) and secondary data. This data will in the coming chapter, be 
analysed in order to provide conclusions and recommendations.  

5.1 The Interviews 
Nine interviews were conducted during the 11th of August at the Footwear UK 2003 exhibition 
held at the NEC in Birmingham. Out of these nine interviews, seven were found to be of use. 
All of the interviews were recorded using tape-recorders for ease of reference.  

The first interview is discarded due to the respondent’s position within the organisation (City 
Shoes) in combination with the scarce replies he gave which implied on total lack of interest 
and/or lack of information. The second interview is discarded as it was conducted with a 
representative of a foreign company, New Rock, in the process of establishing itself in the 
United Kingdom, whereby their knowledge of the UK market was scarce.  

Below are the presentations of each of the remaining interviews. These interviews are based on 
what the respondent has said where not otherwise stated. All respondents are anonymous due to 
the exploratory nature of these questions, which increases the chance for the respondents to 
speak their mind. However, the respondents’ knowledge is verified through identifying their 
position within the organisation and the overall position of the organisation.  

After the Footwear UK 2003 interviews are presented, the case-company interview with an 
experienced and highly knowledgeable employee at the case company is presented. This 
interview may further be referred to as the case company interview or by referring to the 
respondents name. 

5.1.1 Interview One 
Interview one was conducted with the director of productions and operations at Roger Exports, 
a large Indian manufacturer that was established in 1979, at the time of the interview with about 
1200 employees. They manufacture leather shoes for men, ladies, boys and girls aimed at all 
ages but the smallest (i.e. excluding children). Roger Exports target multiples but have also 
independent organisations as customers.  

Roger Exports is connected to the Internet and use e-mails and messaging to communicate over 
the Internet. They also have a website (www.rogerexports.com).  

Internet Communication with Clients 
A majority of the initial contacts with new clients happen at shoe fares where the clients visit 
Roger Export’s stand and collect information. After this stage, contacts are made where the 
client communicates via e-mail, telephone, fax, etc to assume negotiations or collect further 
information.  

The respondent explains that there is a potential for Roger Exports to reach existing clients 
through direct marketing efforts. These clients extend their correspondence to the Internet and 
may contact Roger Exports through all their decision stages using for instance e-mail. E-mails 
are used extensively after finalisation of the purchase to send invoices, confirmations, etc when 
the deal has been established and the communication exchange concerns transactional 
information to finalise specifications, payments, etc.  
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Overall, Roger Exports work very closely with their clients as they work out of the Middle East 
and Asia, manufacturing their products by their clients’ requirements and with some of their 
bigger clients they have established EDI connections for automatic and quick ordering. 

Internet Marketing 
Roger Exports’ website contains generalised information about the organisation and their 
specialities and pictures of what products they make. Some of their products or samples have 
pictures on the website but without any type of catalogue function where browsing is possible. 
The website does not contain any direct web-enabled communication such as forms, but it 
contains contact details such as email address, fax, address, etc that allow individuals or 
organisations to get in touch with them that way. The website can be found through most of the 
major search engines by searching on “shoes” and “India” which the respondent say are the 
characteristic keywords for their organisation. Roger Exports are also in the process of planning 
the extension of their website with an extranet function within the next six months where their 
clients can log in and access information, etc. 

Roger Exports manufacture their products based on their clients’ requirements. This and the 
combination of their niche on leather products, they do not consider themselves as trendsetters 
and place little emphasis on the Internet and Internet Marketing. Therefore, Roger Exports does 
not have an outlined Internet marketing strategy. Especially, since the respondent feel that it is 
very important that leather shoes are personally inspected in order for the client to establish the 
quality and feel of the material before deciding to go ahead and purchase. 

The respondent’s personal opinion is that for organisations that have brands, the next 4-6 years 
(author’s note: 2007-2008) will be where buying and selling of synthetic shoes will increase 
over the Internet. The respondent believes so because brand organisations produce a product 
range where the client decides to buy it without any alterations to the products. For such 
organisations, Internet Marketing and selling make a lot more sense.  

5.1.2 Interview Two 
Interview Two was conducted with the Managing Director of Vale Shoe Company. A company 
with three employees established in the early 1980s. Their targeted businesses are mainly 
independents but also have some smaller multiples as clients. The products they import are 
shoes targeted at men, ladies, children but also includes slippers and sandals. The footwear they 
distribute have a targeted age of 30 plus.  

Internet Communication with Clients 
The organisation has an email address, but the respondent does not consider the employees of 
the Vale Shoe Company as connected to the Internet much at all. The respondent is 
experiencing an increasing amount of emails. However, these originate mainly from the 
manufacturers (i.e. the organisation’s suppliers) instead of the buyers.  

It is the respondent’s view that all communication they have with their independent clients are 
non-Internet enabled. Traditional means such as fax, telephone, etc are thereby used. 

Internet Marketing 
The organisation is currently planning to implement a website within six months. However, at 
this stage this implementation has only been discussed briefly amongst the employees. 
Therefore, they have not further discussed the potential of using the Internet in their business.  

The organisation’s email address is marketed by printing it on material like business cards and 
invoices to provide for that channel of communication if their clients so wants.  
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5.1.3 Interview Three 
Interview three was conducted with the Premiere Account Manager of Comfay Footwear. The 
respondent’s task in the organisation is to look after all the key independent accounts for all the 
brands that the organisation sells. They have a workforce of 25-35 employees and the 
organisation was established in 1769. Independents and multiples are the targeted businesses 
with products aimed at ladies aged 35 plus. Products are aimed at a mid-price level.  

Internet Communication with Clients 
Emailing is used extensively throughout the organisation and information is often emailed to 
clients. At the time of the interview Comfay Footwear was presenting a new brand alongside 
their traditional brands, that clients at the Footwear UK 2003 exhibition were showing a lot of 
interest in. Therefore, the brochures, where Comfay Footwear’s contact details, including 
emails, were presented, and product information and pictures had ran out. Thereby, Comfay 
Footwear were in the process of collecting email addresses from interested representatives to 
email them pictures of these shoes once back from the exhibition. This is the process Comfay 
Footwear work by – to present their products at shoe fares to gain new customers. 

The respondent is not aware if it has happened that a new customer has contacted them through 
the Internet by finding their website first. However, the respondent explain that it could be 
possible if a new shop was being set up and they would come across Comfay Footwear’s 
website online by searching for their brands. The respondent imagines that it has happened that 
a customer knowing what product they want have gained their contact details through their 
website and contacted them.  

It is also worth noting that the respondent state that Comfay Footwear are linked to a lot of the 
bigger multiples Comfay Footwear through standalone PCs and EDI to place orders.  

Internet Marketing 
Comfay Footwear’s website is currently under reconstruction and was first established around 
year 2000. The website address is marketed through all of Comfay Footwear’s printed material 
such as flyers. However, the respondent does not believe that any online marketing such as 
Search Engine Optimisation is conducted with the purpose of increasing website visitors 
searching the Web.  

The functionalities the website will have include a brochure of the best-selling product lines, 
which includes the ten best-selling boots, ladies shoes, men’s shoes, etc. This brochure can be 
browsed through but does not hold any ordering functionalities. An additional function for the 
end-users to find the nearest shop that holds Comfay Footwear’s brands by providing a post-
code will be found on the website. Further, contact details will be displayed on the website so 
that everyone that want to express further interest in Comfay Footwear’s products can do so 
indirectly via e-mail, etc.  

“Management is looking into this area as it has been neglected” the respondent says in regards 
to the reconstruction of the current website. However not much emphasis is or will be placed on 
the Website in the near future whereby no outlined Marketing Plan regarding the website or 
Internet does not exist.  



Jonas Olofsson 
Luleå University of Technology 5. Data Presentation 

 
 

 
 – 61 – 
 

5.1.4 Interview Four 
Interview four’s respondent was the director of Glass Footwear Limited where he and his wife 
were the only two employees. This organisation was established in the late 80s and import and 
distributes footwear in the UK that originates from four brands that are manufactured at one 
particular factory in Brazil. They select what brands to take on but do not limit themselves to a 
particular age group. The main target groups are Multiples and department stores. Independents 
are included in the clientele, but are not targeted. Their clients range from the size of one shop 
to the largest group in the United Kingdom – The Arcadia Group.  

Internet Communication with Clients 
The organisation has an email address and conducts business through the Internet when the 
respondent deals with people like the Arcadia Group and receive orders via the Internet where 
the clients have extranets where the respondent’s organisation log on.  

Email is used to interact with most clients but the smallest independents that have not adopted 
the technology where then Facsimiles, etc are used. The respondent say that most clients use 
Email when they communicate and that not many faxes or letters are exchanged these days.  

Most of Glass Footwear’s clients are long-term relationships that are managed by them 
contacting and sending brochures, information, photographs to their clients and asking them to 
come to the fares to be able to show off their products. If the clients are larger than a few shops 
the respondent usually go to visit them personally to show their products and increase the 
quality of the relationship. Trade shows are the main area where  Glass Footwear’s get in 
contact with customers. 

Internet Marketing 
The respondent’s organisation has a website, but it is under reconstruction now due to updating 
of information (www.glassfootwear.co.uk). It will be accessible within the end of the year. 
Selling will not be conducted via the website, but this function is not discarded as an extra 
feature within the next few years. The website will contain an online catalogue of selected 
products where people can view the products and check prices, etc. It will contain contact 
details for new customers that are interested to get in contact with the respondent’s organisation. 
No financial reports or trend reports will be available on the website.  

The website is marketed on printing as letterheads. In the past the organisation did not market 
their website online as the technology was new and the respondent did not know about search 
engines and such. However, this time the respondent believes they will market their website 
through online search engines using the brand names of their products. There is no outlined 
Internet Marketing strategy at all as it is all very informal at the moment. The respondent’s 
organisation puts very little emphasis on the website and Internet Marketing as it comes far 
down the list of things that have to be done and that are more important.  

Initially the respondent’s organisation implemented a website as prestige. However, the 
respondent can see an increase of interest from customers in their website as a means of 
convenience to look at pictures of products. Further, the seller sees advantages of up-to-date 
information accessible by customers in one place and thus simplifying the process of product 
information as well as reducing printing costs. The respondent clarifies that he thinks Internet 
Marketing is a good idea and in the future, if the footwear market will take off on the Internet, 
the respondent would be willing to make more use of the Internet as a direct sales channel, but 
would then rather outsource this ability than control it directly within the organisation.  
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5.1.5 Interview Five 
Interview five was conducted with the Director of CNV London’s. CNV is a company with 15 
employees that manufacture shoes in Malaysia and England. The organisation was established 
in 1999 and the respondent considers them as rather new in the business by the respondent. The 
footwear they sell includes mainly ladies-wear for women aged 25 and over. They only have a 
few products for men. Their price is middle-range but with a lot of workmanship behind their 
products. The targeted organisations are mainly independents and some multiples. 

Internet Communication with Clients 
CNV have email addresses but they are not being used very much. Their approach is very 
personal and face-to-face oriented. Personal visits are carried out by both the buyers and the 
respondent’s organisation (the seller) when there is a lot of information that needs to be 
exchanged, for instance during business deal at a larger scale. 

The respondent also feels that it is more personal to send out leaflets in the post than email. He 
further explain that he thinks it would be easier to establish contact via email, but that in the 
long run this would not be beneficiary as it would be perceived by the clients as the seller is 
trying to withdraw from personal interaction and aim only to take the profit of the sale.  

The respondent perceives himself as “not as computer literate as he should be” and does not 
particularly like computers or the Internet. He further explains that it (i.e. Internet and computer 
knowledge) does not come as natural to older people and that it takes a lot of time to get into, 
especially when trying to cover a lot of areas already. 

Internet Marketing 
The respondent explains that his organisation has a website but that they do not use it for any 
purpose at all. It has gradually been abandoned as it was aimed at selling directly at the public 
and did not work as well as it should, though the had somewhat of a response. Therefore, it is 
now not being marketed neither offline, through letterheads or on brochures, etc, nor online 
through search engines as the respondent explains that there is currently “a lot of ground to 
break” as they are still considered a newly established organisation and that the website and its 
marketing has the least priority. CNV London’s are working with certain areas that take 
preference to Internet Marketing. However, in a couple of years they might look into it further.  

The respondent explains that he sees a gap and space in the market for selling footwear using 
the Internet. However, the respondent mention that in the shoe trade people like to work with 
the article and have a personal touch through face-to-face interaction. The respondent expresses 
concerns that moving part of business-communication online would likely make their clients 
feel ignored. In addition, the gathering of feedback would fail if a personal contacts are not 
established. I.e. to understand the psychology of the customer and product in order to see where 
the sale went right or wrong. This would make it possible to go back and correct what failed: 
size, colour, timing, etc. The respondent feels that computers work well for administrational 
tasks and logistics but not direct selling as it makes it cold.  
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5.1.6 Interview Six 
Interview six was conducted with West-midland shoe company’s sales director. West-midland 
shoe company has 40 employees and was established in 1973. They have two product lines – 
Country Jack and Capollini that aim at the comfort market and dressy respectively. Both aim at 
ladies where Country Jack target all ages ranging from teenagers up to the age of 80 and 
Capollini the “mother of the bride”-age. They buy shoes of factories in Italy, Spain and Portugal 
and sell to all types of organisations – independents, multiples, store groups, etc except mail 
order. The shoes are bought of factories in Italy, Spain and Portugal and sold to all types of 
organisations except mail-order organisations. They currently hold 800 independent accounts, 
sell to virtually all the major multiples and have many store groups as customers. 

Internet Communication with Clients 
The West-midland shoe company’s use emails extensively used to interact with clients. 
However, no EDI systems are used.  

The respondent is often contacting the bigger multiples or a sales representative as something 
comes into stock to see if they are interested in buying. The respondent also explains that the 
larger the customer the more likely they are to contact the West-midland shoe company and ask 
them to either make or source a specific shoe as they’ve already established what they want and 
maybe even got drawings or pictures of a shoe. The West-midlands shoe company have much 
closer relationships with the bigger clients as compared to the smaller as they work closer 
together during manufacturing or sourcing which is often an ongoing process even between the 
seasons. 

The respondent explains that the smaller potential clients would hear of West-midland shoe 
company’s name either through an exhibition show or trade press. They would then ask for a 
brochure and contact them at a later stage if they are interested in any of the products. The 
respondent explains that an independent organisation is more reliant on what selling 
organisations have in stock to directly come in and make a purchase.  

The respondent explains that computer literacy among retailers are getting better. Especially 
since a younger generation is coming in both in the smaller independent organisations and as 
buyers for the bigger multiples. The modern bigger multiples have training programs and are 
very computer literate. The bigger the organisation the more likely they are to train their buyers 
to use technology and other factors to their advantage.  

Internet Marketing 
One of their suppliers, the factory in Italy, do have a website. However, this organisation does 
not but the respondent explains that are in the process of speaking to consultants in the near 
future that will set up a website up for them. 

The website will be marketed through its printed address on brochures, etc. However, as the 
implementation of the website will be outsourced the respondent cannot say what type of online 
marketing will be made in relation to this website as it will be based on the consultants’ 
recommendations. The website will contain certain product information. However, the 
respondent say that carefulness is needed when deciding what information to put online as it 
will make it easier for organisations to copy specific footwear styles and designs. The website 
will also contain contact details and the respondent believes that an online ordering capability 
will be implemented.  
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An extranet will probably not be implemented as a functionality of the coming website, as the 
West-midland shoe company’s own computers do not provide the kind of information an 
extranet would be useful in conveying. However, this will in the end be up to the website 
implementers.  

The targeted group for the website will not only be independents but also the public, to create an 
awareness of the product and so individuals know from which retail shops The West-midland 
shoe company’s brands can be bought. If an online ordering facility will be implemented on 
their website products will be sold in “packs” or units without the possibility to order samples 
due to the high risk of other organisations copying styles and designs. 

5.1.7 Interview Seven 
The next respondent was working at Blu Shu, an organisation with 15 employees that target 
mainly independents in the range from one to 20 shops. The company was established in 
December 2001 and work with predominantly ladies fashion without age boundaries.  

Internet Communication with Clients 
The respondent at Blu Shu use Internet minimally when communicating with clients. The 
respondent feels that personal is better. Especially since, according to the respondent, 99.9% of 
Blu Shu’s customers do not purchase using the Internet. The normal procedure is for customers 
to come and visit us at shoe fares to get a brochure. Internet is used by the general public most 
and as is therefore a PR tool.  

The respondent say that Blu Shu’s employees visit other organisations websites to gather some 
information of their suppliers and for purely administrative matters such as booking travels 
online, etc, but that once communication commences it is personal and direct. 

It would be difficult to buy using the Internet especially when setting up an agreement 
specifying styles, colours, etc. It is easier to fax such information.  

Internet Marketing 
The company has a small website that shows a little bit of Blu Shu’s history, contact details and 
with a few pictures of shoes. In total it is only a few pages and is only updated once every 
quarter. There is currently no plan to extend the website, but the respondent say that it is not 
impossible.  

The website is marketed on invoices, catalogues, etc that are printed. The respondent does not 
know if the website is marketed online, but say that typical search words that anyone in the 
industry would use include “shoes”, “boots”, “sandals”, “ladies”, etc.  

5.1.8 Case Company Interview 
To gather additional interview data, the author also conducts an interview with Mr. Bernard 
Bolt, the stock control manager of the case company, on the 22nd of July in 2003 (Bolt, 2003). 
Mr. Bolt has 35 years of experience in the footwear industry that could provide this research 
with good information.  
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Mr. Bolt has been working at the case company for three years. Mr. Bolt started out 35 years 
ago to work in wholesale moved on to retail and is now working with Merchandise. Mr. Bolt 
has also experience working for larger corporations such as TopShop for numerous years and 
says it is both similar and different in many ways to the SME-sized organisations he has worked 
at. His knowledge and experience also lies with concessions, which is complementary to the 
standard setup of a shop or organisation. It involves looking at performance per square foot in 
the shop, but also the setup of the product mix, stock levels, concession styles, etc. Currently the 
case company is growing rapidly and the actions that are taken at the minute are based on 
reacting to the growth and what has to be done to keep this growth up. Management of the case 
company is currently trying to move this reactive behaviour to a more strategy based behaviour.  

Mr. Bolt as a Stock Control Merchandiser is involved in the buying process but Mr. John Gill 
(the owner and manager of the case company) is that main buyer. Mr. Bolt does much of the 
follow-up after samples are brought in to back his decisions up. He decides on if the colours, 
image, range, amount, etc are right and if they are still interested in purchasing products after 
seeing them as samples. 

Organisational Buying Behaviour 
Mr. Bolt say that it generally is the owner or managing director that is the buyer in retail 
organisations of SME size and independents, even more so for independents and the smaller the 
organisation as they are very close to the market – visit fares, read magazines, etc. Larger 
organisations have particular buying positions within the organisation.  

Mr. Bolt explain that Mr. Gill used to purchase at fares, but that he is now ordering samples and 
that Mr. Gill, Mr. Bolt and a group of others (about 5-6 people) then receive the samples, get 
models to test them, and decides at that time to go through with a purchase or not. Mr. Gill and 
Mr. Bolt make the final decision. The price and overall style, colour and quality are the criteria 
that determine the final decision. The lower priced shoe is chosen out of two shoes that “do the 
same job” and would look to cost the same in the shop. This process is becoming necessary, Mr. 
Bolt explains, as Mr. Gill is no longer able to provide the case company with products alone 
straight from the exhibitions or fares due to the case organisation’s growth. Mr. Bolt explains 
that they are now learning as well as growing how to do this, especially as they are also moving 
in shoes from South America, which has to match the different seasons.  

Mr. Bolt explains that the importance of the Price or Brand of a product to an independent buyer 
depends on if their shop can carry them (author’s note: i.e. efficiency in selling). A high price 
product may not be successful in the countryside, but may do very well on the high street in a 
city. Thereby the location of a shop is very important to attract the right type of customer.   

The length of relationships can be up to many years, whilst some are very short. This is due to 
the case company’s cash-and-carry service towards independents (for cash-and-carry 
explanation see page 9). As the independents grow they will stop coming to the case company 
as they will be able to source products themselves. This also shows on the fluctuation in loyalty 
shown by the independents, Mr. Bolt explains. It also shows on the product guarantees - unless 
there is something repeatedly faulty with the products, they are not exchanged or otherwise 
being compensated for by the seller (i.e. the case company). Therefore, there are not many 
product guarantees exchanged in writing with independents. This is controlled through word-of-
mouth, as most client organisations are local.   
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Organisational Buying Behaviour and the Internet 
Mr. Bolt says that he is from a generation that suspect everything he cannot see in front of him. 
Individuals that are forty and over are less inclined to use the Internet. He has booked flights 
and hotels using the Internet and once bought a car on the Internet. Other than that, he does not 
consider himself as using the Internet much. Mr. Bolt uses Internet quite a lot during work. He 
says emailing will probably completely replace faxes within five years with a new generation 
coming in and knowledge increasing.  

Mr. Bolt says that he does not know if independent organisations use the Internet when 
sourcing, communicating or buying products. He explains that many organisations do have 
websites today but that it does not say to what extent the organisation uses Internet for their own 
purposes. He explains that buying directly using an Internet environment would be difficult as a 
shoe is in a 3D environment and it can be difficult to convey using the Web. Mr. Bolt can see a 
use of the Internet to express an interest in a product or to order samples, but say that he uses it 
to send attachments of different sorts such as pictures, specifications, etc – information that is 
not related to the final decision-making on what product to buy. Internet is good for finalising a 
price off your suppliers for instance.  

Mr. Bolt say that a website’s primary function for a retail or wholesale organisation is as a PR 
tool towards the end-user of the product. 

5.2 Secondary Data 
This section present secondary data found that other authors’ have found that relate to the 
research questions. This section also includes some statistical findings of Internet usage.  

5.2.1 Organisational Use of the Internet when Buying 
Greater detail of Internet usage amongst organisations is suggested by correlating to previous 
research showing influences of organisational buyers’ Internet usage (Poon and Swatman, 1997; 
Lefebvre, 1991 through Mehrtens et al., 2001; Mehrtens et al., 2001; Deeter-Schmelz and 
Kennedy, 2002; Hoffman, Novak and Yung, 2000; Kennedy and Deeter-Schmelz, 2001). The 
actual influential factors are divided into two main groups: individual and organisational 
influences as outlined below. Some factors such as market conditions, individual age, corporate 
structural demographics, etc do not seem to influence such adoption much (ibid).  

Individual influences: 
• The managers’ attitudes towards IT adoption 
• Perceived innovativeness 
• Gender 
• Length of purchasing Experience 
• Educational Background 
• Individual adoption behaviour  
• Perceived Internet skills  
• Perceived Internet convenience such as ease of use, ease of comparing prices and products, 

ease of information exchange and access and reduction of time  
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Organisational influences: 
• The characteristics of the firm, including the composition of the buying centre 
• The competitive and management strategies  
• The internal and external parties’ influences 
• The characteristics of the new technologies adopted  
• Perceived organisational benefits such as reduction of paper and other reduced costs 
• Financial and technological readiness within the organisation  
• External pressure from competitors and partners  
• Supplier support  

Evidence found by Arnott and Bridgewater (2002) show that smaller organisations as well as 
organisations that use the Internet to serve a domestic market are less prone to make 
sophisticated use of the Internet. Further to size, factors such as firms’ characteristics and 
internal and external influences affect adoption of new technologies by SMEs. (Mehrtens et al., 
2001)  

In addition, research by Lau et al. (1999) state that buying centres becomes more complex with 
either increased purchase importance or time pressure, novel purchases needs less formalised 
buying centre structures and increased time pressure means fewer members in the purchase 
decision phase.  

Research by Deeter-Schmelz and Kennedy (2002) show industrial buyer respondents naming 
third party information sources (e.g. convention and visitors bureau resources); Internet and 
websites; and trade journal/magazine advertisements as the top three most used sources of 
information for industrial buying (unaided recall5). Interestingly, industrial buyers named only 
an average of 1.7 information sources. However, when respondents were asked to rate how 
useful they found named sources (aided recall5) personal experience, third-party sources and 
colleagues experiences (word-of-mouth) rated the most useful, with Internet being rated slightly 
less useful than attending trade-shows, which in turn was rated less useful than direct-mail 
brochures at fourth. However, the Internet rated more useful than information sources such as 
articles in trade press, personal sales calls, advertising in trade press, etc. (Deeter-Schmelz and 
Kennedy, 2002) 

Further to Deeter-Schmelz’s and Kennedy’s research  (2002) the list below highlights another 
group of respondents’ frequency of using different corporate purchase related activities utilizing 
the Internet, in a declining order, when asked during aided recall conditions. Steps four to eight 
in the list below are utilized with moderate frequency and steps nine to twelve occurring at a 
somewhat lesser frequency (Deeter-Schmelz and Kennedy, 2002). As can be seen five out of the 
first six more commonly utilized activities are related to information seeking activities.  

Frequent:  
1. E-Mail        
2. Gathering product/component information 
3. Searching for new suppliers 
4. Gathering information regarding current suppliers 

                                    
5  Unaided recall questions do not contain any clues to what type of product or brand the question concerns. Aided 

recall questions on the other hand give some direction to what the respondent should answer. Useful, for instance, 
if a long time has passed since the time the question refers to. The objective of brand marketing is often to place a 
brand in the unaided recall segment of individuals’ memory, as it is a very strong statement of attention or memory 
of the respondent.  (Zikmund, 2000) 
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Moderately frequent: 
5. Providing information to suppliers 
6. Gathering competitive information for company 
7. Online ordering 
8. Online ordering status check 

Less frequent: 
9. Accessing supplier documents 
10. Gathering external customer information for your company  
11. Online customer support 
12. Electronic Data Interchange 

When in turn asked what extent different activities influenced their corporate purchase decision, 
the factors shown in a declining order below were given (Deeter-Schmelz and Kennedy, 2002). 
Their research related to this question was conducted exactly similar to Parasuraman’s (1981) 
only including the additional factor of supplier websites. Parasuraman’s (1981) research, 
showed a similar result without the obvious supplier website factor as well as rating sales calls 
before external colleague recommendations, opposite to Deeter-Schmelz and Kennedy (2002). 
In both cases with relatively small statistical differences, explaining why the list below contain 
two factors as the second most influential.  

1. Specification laid down in purchase requisition 
2. Recommendation made by colleagues in other organisations 

Sales calls made by suppliers’ salespeople 
3. Trade shows 
4. Suppliers’ websites 
5. Promotional materials mailed by suppliers 
6. Suppliers’ advertisements in trade journals 

Further, Deeter-Schmelz’s and Kennedy’s (2002) researched the correlation between the 
respondents’ and their firms’ characteristics and to the extent of influence they perceive getting 
from suppliers’ websites during a corporate purchase process. The result showed that the 
respondents’ age, years of purchasing experience and the annual corporate sales revenue did not 
link to what extent they were influenced by suppliers’ websites. A marginal positive correlation 
could be seen related to gender as well as the length of educational background. However, the 
respondents’ perceived Internet skills, how long they have used the Internet for corporate 
purchase related activities and the perceived ease of using the Internet as a source of 
information versus supplier representatives positively correlated to the extent they were 
influenced by suppliers’ websites. Slightly less correlation was found with the amount of 
supplier support for using the internet as a purchase channel. (Deeter-Schmelz’s and Kennedy’s, 
2002) 

5.2.2 Buyer Preference in Relation to Suppliers’ Website Design 
Hundred interviews conducted by Silva et al. (2002) show that retail buyers in the clothing and 
fabric industry in the United Kingdom consider work quality and delivery time as the two most 
important decision attributes. Further, cost, responsiveness to requests, good design ideas and 
innovative ability is, in a declining order, of importance for these buyers. However, delivery 
time was regarded as a generic attribute – if the supplier could not offer the delivery time the 
buyer wanted they were unlikely to be considered, irrespective of performance on other 
attributes. Silva et al. (2002) state that reliability is crucial for retail buyers and that these buyers 
often try to balance higher costs and shorter lead times versus lower costs and longer lead times 
– important for retailers’ stock management purposes. They also found that the suppliers’ 
design ideas were relevant for younger, experienced buyers of womenswear.  
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In addition, Silva et al. (2002) highlight buyers working under very similar circumstances can 
make very different decisions. This makes bad decisions a big concern for these organisations as 
the buyers purchase large quantities. Silva et al. (2002) also highlight that suppliers need to 
recognise that buyers is not a homogenous group and that is may be possible to segment the 
market not only by channel and product type, but by the characteristics of the buyer. Suppliers 
can learn where their image with buyers is lacking and can make changes in what they offer and 
how they shape such offers to change buyer perceptions. 

Research by Lord et al. (2002) specifies eleven web site features that buying centre participants 
regard as positive if contained at suppliers’ websites, effective as either purchase facilitators or 
quality/performance assessment factors. These factors, shown in Table 5:1 below, are sorted in a 
declining order of importance as highlighted by the study of Lord et al. (2002). 

Table 5:1 – Features that Buyers Value on Suppliers’ Web Sites  
Source: Lord et al. (2002) 

Purchase Facilitators Quality/Performance Assessment Factors 
1. Online ordering capabilities 1. Financial statements 

2. Links to relating sites 2. Company profile describing the organisation 

3. Price information 3. Distributors/purchase locations 

4. Products/services for sale with detailed info 4. Certifications to show standard compliance 

5. E-mail link for correspondence  

6. Literature requests  

7. Answers to buyers’ Frequently Asked Questions  

Related to the variables that Lord et al. (2002) found (Table 5:1) research show that the major 
factor to directly influence the placement of an online order or to take a direct decision to buy 
was the existence of an online ordering function on the suppliers’ website. Other factors also 
contributed as purchase facilitators, but to a lesser degree: links to related sites, prices, 
products/services, email, literature requests and answers to FAQs (frequently asked questions). 
Further, their research showed that additional factors contributing buyers in assessing the 
quality and performance of the product and the company included financial statements, 
company profile, distribution/purchase locations and certifications. (Lord et al., 2002) 

A study conducted by Chakraborty, Lala et al. (2002), investigating customers’ perception of 
the effectiveness of business-to-business websites, found that out of eight characteristics 
discussed in academic and trade press literature, four characteristics are important. These 
include informativeness (product/company details and one-way communication), organisation 
(the arrangement of content, links and graphics; e-comprehension; readability; chunking; and 
complexity), transaction activities (order tracking, placing orders or make payments) and 
personalisation (recognising visitors; customisation; explicit and implicit personalisation; etc). 
The rest of the characteristics - non-transaction-related interactivity, privacy/security, 
accessibility and entertainment – were found to have no importance. (Chakraborty, Lala et al., 
2002) 

Further, Schoenbachler and Gordon (2002) state that Cyberatlas.com in 2000 identified the five 
features Internet shoppers seek: 

1. Trust that the site will keep personal information private  
2. The site offers a secure environment to purchase products 
3. The site is technically reliable 
4. The content is current 
5. Products ordered are delivered in a timely fashion  
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5.2.3 Search Engine Optimisation 
Yelena Shapiro and Etelka Lehoczky (www.searchengine.com, accessed 20th November 2003) 
explain that search engines and directories rank web pages depending on page-related and 
outside factors. Page-related factors include the format, placement and content of the title tag; 
keyword frequency, weight, prominence and proximity; meta-description tag; use of ALT-tags; 
use of comment tags; use of potential keywords in URL names and alphabetical placement. 
Outside factors include link popularity, click popularity, themes and overall site design. With a 
general understanding of HTML, these and other factors outlined in Table 5:2 below can be 
applied as SEO techniques. 

Meta tags are hidden HTML tags that provide the owner with some degree of control over how 
search engines index that web page. (Tamimi et al., 2003) These Meta tags should contain 
carefully selected keywords of the text in the website. These keywords should be analysed and 
only the most effective should be selected (Restaino, 2002).  

Table 5:2 – Search Engine Optimisation Techniques for Website Design 
Source: Adapted by Chaffey et al., 2003; Restaino, 2002; Wilson and Abel, 2002; and 
www.searchengines.com, 2003. 

Factor Description Interpretation 
Website 
design 

The strategic implementation and 
placement of keywords is so crucial that 
websites should be designed and 
implemented around keywords. Keywords 
are words that correspond to the message 
the website tries to convey and that 
visitors, logically, relate with the website.  

A search engine robot “reads” websites as HTML, which 
influence potential keywords’ effectiveness. For instance, 
TABLE tags are used to arrange web pages orderly in rows 
and columns. Therefore, text that appears to be parallel when 
viewed in a browser may in fact be far apart in the HTML 
code. Further, important design aspects of a website include 
how clean, pleasant, fast and easy to navigate a website is.  

Website 
design and 
usability 

This includes the overall aesthetic design 
including navigability, usability, etc. This 
also includes download times and other 
factors that would affect visitors.  

Directories use human registers to rate websites. Therefore, websites 
with good designs will receive high rankings. Some robots also 
consider certain design elements, for instance where the same 
background and text colour may be used to hide irrelevant 
keywords. 

Title The keywords in the title-bar of a web 
page that appear at the top of a browser 
window are indicated in the HTML code 
by the <TITLE></TITLE> keyword 

A keyword matching a title is likely to be listed higher than 
keywords in the body text of a page. The title-tag should appear 
right after the HEAD tag and not include repeated words or capital 
letters. 

Links Outgoing links are links on this website 
that let visitors browsing other websites. 
Incoming links are links that reside on 
other websites that let visitors browse this 
particular organisation’s website.  

Keywords in outgoing links may improve website rankings (for 
instance AltaVista).  
Incoming links, especially from relevant websites, play a significant 
role in rankings for Google, AltaVista, Yahoo, etc.  A link-building 
campaign could therefore help increase position in search engines. 

Keyword 
frequency, 
location, 
proximity 
and density 

This corresponds to how often keywords 
appear, how near the top of the document 
they reside in the text, how close they are 
to each other (“selling shoes” versus 
“shoes for sale”) and how often they 
appear in the text. 

Keywords should appear 3 to 7 times per document for it to be 
properly valid as a keyword for that page. 
Keeping keywords as high up in the HTML text as possible will 
affect rankings positively. Text with little keywords should reside at 
the lower end of pages. 
Keywords placed close together affect rankings positively. 3 to 7 
words out of 100 should be keywords. 
Important in some search-engines is the theme of websites – to use 
the topmost important keywords consistently throughout the 
website.  
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Factor Description Interpretation 
Hidden 
graphic text 

For example, text can be assigned to a 
company logo using the ALT-tag as 
follows: <IMG NAME=’Logo’ 
SRC=’Logo.gif’ ALT=’The B2B 
Company for chemical products’> 

A site that uses a lot of graphical material is less likely to be listed 
high, so it is essential that keywords be kept in the hidden graphic 
text (ALT tag).  

Meta tags Meta tags are part of a web page, hidden 
from users, but used by search engines 
when robots or spiders compile their 
index. There are two types of meta tags: 
keyword and description.  

In most search engines, if a keyword typed in by a visitor matches 
the meta tag on a site, then this site will be listed higher up than a 
site that does not use a meta tags for this keyword. 

Comments Comments are included in the HTML 
code by webmasters for easier 
understanding. Comments are invisible to 
website visitors.  

Some search-engines such as include keywords in comments. 
However, keywords should not be repeated more than 7 times per 
page as it could be seen as intentional overloading.  

When individually considering different search engines, they use different techniques and 
sometimes rely on each other. For instance, Yahoo’s search engine function relies on Google. A 
summarisation of how different search engines and directories behave to different SEO 
techniques at www.searchengines.com/searchEnginesRankings.html (accessed 20th November 
2003) show that good rankings at Google search engine highly rely on how popular their link to 
the website is, the proximity of keywords, keywords in URLs and link text, etc (ibid; Arasu et 
al., 2001). This summarisation also show that good rankings with AltaVista search engine rely 
on uncommon words, good navigation, text filled pages, inbound links and keywords contained 
in link text; and Yahoo directory emphasises concise and accurate descriptions and keywords, 
choice of appropriate category, etc.  

Arasu et al. (2001) explain how the ranking and link analysis of different websites is conducted 
by search engines. When a search is started at a search-engine, it will retrieve pages that are 
likely to be relevant. Metrics used by search engines to identify and rank the more relevant 
pages are a mix of Interest driven, popularity driven and location driven metrics.  

The Interest driven metric is finding textual matches between sought for keywords and web 
pages. This is calculated, for instance, by computing how many times the sought after words 
exist on the webpage in relation to the whole web. (Arasu et al., 2001) 

The popularity driven metric scheme works by rating a higher importance or relevancy between 
websites with similar content (i.e., keywords) to the website that have more websites with links 
pointing to it – called citation count. The rank of page A could thus be defined as the number of 
pages on the Web that point to A, and could be used to rank the results of a search query. A 
technique that works by this strategy is PageRank. However, PageRank also emphasise that the 
more important the website that point to A the higher the rank A will get because otherwise it 
would be possible to artificially create a lot of web pages that point to a desired web page. 
(Arasu et al., 2001) 

The location-driven metric is calculated by looking at the Website address (URL). Some search 
engines deem addresses ending with “.com”, fewer slashes, etc as more useful than others. 
(Arasu et al., 2001) 
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5.2.4 Relationship Marketing 
Luo (2002) suggests an approach to relationship marketing based on sociological and economic 
research in the United States between 1840 and 1920. This approach includes three types of 
trust production mechanisms, characteristic-based, process-based and institutional-based. 
Character-based trust is specific to the person or group, focusing on defining characteristics 
such as ethnicity or family background. Process-based trust refers to the type of trust produced 
from past exchanges or expected future exchanges (repeated purchases or gift exchange). 
Institution-based trust is tied to formal societal structures and depends either on firm-specific 
attributes (e.g., certification as an accountant) or on an intermediary mechanism (e.g., use of 
escrow accounts). (Luo, 2002) 

Table 5:3 – Trust Building mechanisms 
Source: Luo (2002)  

Trust-
mechanism 

Basis of 
trust 

Source of trust Solution 
to privacy 
concern 

Examples of 
e-business 

Managerial implications 

Characteristic
-based 
 

Tied to 
person 
ascribed 
 

Family, 
community, clan 
membership 
 

Likely Covisint, 
Boschtools.com, 
Babycenter.com
 

E-business may build trust and brand loyalty 
though the sense of e-community on the Internet.  
B-to-B marketers should note that operational 
linkages among strategically allied companies 
could also create trust based on similarity. 

Process-
based 
 

Tied to 
repeated 
purchases 
or 
expected 
exchange 

Reputation, 
brands, gift-giving 

More likely Dell.com, 
Honda.com, 
Virtual 
Vineyard 
 

An e-business may build this type of trust by gifts 
and extra advice.  
Process-based trust is highly valuable to B-to-B 
exchange. Prior positive buying experience with a 
vendor will stimulate further cooperation, enhance 
commitment, and encourage a long-term oriented 
interaction 

Institutional-
based 
 

Tied to 
formal 
social 
structure 

Signals/cues Most likely  In the Wild West virtual market, e-business should 
generate more institution-based trust for its 
customers. This trust mechanism may provide the 
much needed trust infrastructure. 

Person/Firm 
specific 

 Professional, firm 
association 

 VeriSign.com, 
Trust-E, BBB 
online.com 

E-vendors should purchase institution-based trust 
in order to engage in long-term orientated 
exchange with their customers. 

Intermediary 
mechanisms 

 Bureaucracy, 
banks, regulation 

 MoneySave.co
m, E-cash.com 

 

Chaffey et al. (2003) and Hormozi et al. (1998) further highlight hands-on approaches to online 
relationship marketing as outlined below. 

• The targeting of customers may be conducted more efficiently by aiming at the website 
visitors, which, by visiting the website, is displaying an interest in the product and service 
offered. Online customer registration for updates and news will further specify a set of 
target customers.  

• Mass customisation of marketing messages is achievable through either tailored e-mails or 
web pages.  

• The depth, breadth and nature of the relationship can be increased through the deliverance 
of more information at a frequency decided by the customers, for instance personalised web 
pages or emails.  

• Different tools can highlight the online customer experience and thus help an organisation 
learn more to improve their marketing efforts. These tools include online feedback forms, 
questions through online emails, tracking website visitors, etc.  
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• Contacting customers via email or through the website costs less than distributing physical 
mail. Especially since online registrations may query the customer of the frequency they 
prefer to receive online mail-outs.  

• Frequently asked questions (FAQs) published on websites provide answers to common 
customer questions and customers can post questions on companies’ websites that the 
companies can answer directly via email or through other web-enabled forms of interaction 
(Hormozi et al., 1998). 

Work by Tellefsen (2002) show that, in a business-to-business context, purchasing managers 
form stronger relationships with suppliers who satisfy them both personally through efficiency, 
intra-firm power and certainty as well as on an organisational level of need for goods and 
services. Further, Tellefsen (ibid) propose that personal rather than organisational need 
fulfilment influence purchase managers.  

5.2.5 Statistics 
This section present statistics that is pinpointed at the retail and wholesale industry. It involves 
the more recent statistics of England and e-commerce released by governmental organisations 
(National Statistics Online, http://www.statistics.gov.uk, accessed September 2003): 

• Just over 40 percent of businesses in England had Internet access in 2000 and in the the 
wholesale sector just over 70 percent. (Williams, Aug 2002) 

• Fifty-five percent of English businesses in the wholesale, retail, catering and travel sector 
have their own or a third party website. (Williams, Aug 2002) 

• In the wholesale industry (excluding motor wholesale) approximately seven percent of 
businesses used broadband Internet connection in 2000. In the retail sector, this figure is 
four percent. (Gibbins and Williams, Sept 2001) 

• In wholesale and retail approximately 18 percent already used computer-mediated networks 
for making sales, ca twelve percent planned to do so in 2001, leaving ca 68 percent not 
planning to do so in the next year. (Williams, Aug 2002) 

• In wholesale and retail approximately 30 percent businesses already used computer 
mediated networks for making purchases, ca ten percent planned to do so in 2001, leaving 
ca 60 percent not planning to do so in the next year. (Williams, Aug 2002) 

• Wholesale, retail, catering and travel produced Internet sales of £7.61 billion in 2000 (0.27 
percent of all sales), with £1.12 billion being sold to households (0.04 percent of all sales) 
and £0.20 billion overseas (0.01 percent of all sales). The corresponding statistics when 
including sales over all electronic networks were £29.65 billion (1.07 percent of all sales), 
£2.72 billion (0.10 percent of all sales) and £0.66 billion (0.02 percent of all sales). 
(Williams, Aug 2002) 

DTI (2002) statistics also show that over half of businesses in the UK identified suppliers online 
as shown in Figure 5:1 below.  

http://www.statistics.gov.uk
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Figure 5:1 – Businesses that identify suppliers online 2000-2002 (in percentage) 
Base: All businesses weighted by number of employees 
Source: DTI (2002) 

Department of Trade and Industry (DTI, 2002) statistics show that online ordering changes with 
the size of the organisation. Twenty-nine percent of micro organisations use the Internet for 
ordering, compared to 61 percent of large businesses. In addition, businesses in the retail sector 
are among the least to use internet for ordering at 38 percent. The reasons businesses in the UK 
gave for not buying online are presented in Figure 5:2 below.  

 
Figure 5:2 – Reasons why businesses do not order supplies online – UK (in percentage) 
Base: All UK businesses that do not order supplies online, weighted by number of employees 
Source: DTI (2002) 

The sums of the percentages indicated in Figure 5:2 above come to 57 percent. Thereby, as the 
base of the figure is “all UK businesses that do not order supplies online, weighted by number 
of employees” the author assumes that it is the comparison between the different percentages 
that are interesting. 

DTI (2002) highlights that micro and smaller businesses were more likely than the larger 
businesses to state that they preferred to deal with their suppliers face-to-face or on the 
telephone. 
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6 Data Analysis  
This chapter will analyse the gathered data presented in the previous chapter. This analysis 
includes applying the data to the research questions through their individual conceptualisation 
and operationalisation.  

The research questions divide this chapter into sections. Each section present a summary of the 
relevant data from the Data Presentation chapter in relation to the research questions to simplify 
the analysis. The sections dealing with the analysis of research question two and three also 
includes summaries in order to apply the individual analyses of all the data collection to each of 
the research questions.  

Below is the analysis on research question one, which involves wholesalers’ perceived view on 
how footwear retail organisations use the Internet in their buying activities. Initially a summary 
is made regarding the interviews and the respondents’ websites, targeted customers, extent of 
emailing with potential and existing clients, what information that is sent using emails and some 
additional notes fields. 

6.1 RQ 1 – Perceived Internet use when buying 
This section contains the analysis of research question one – “How do Wholesalers Perceive 
that Small Footwear Retail Organisations are Using the Internet when Buying for Reselling 
Purposes?” 

The Conceptualisation and Emerged Frame of Reference-chapter (see Figure 3:3, Figure 3:4 and 
Figure 3:7 on pages 41, 42 and 48) highlights that this research question is based on the 
wholesalers’ website structure, website marketing and interaction with their customers. These 
factors are summarised for each interview in the table below. 

Table 6:1 – Summary of the Interviews for RQ One According to the Operationalisation  

 Website Structure Website Marketing Interaction with Buyers 
Interview 1 
1200 employees 
Independents 
and multiples 
targeted 

• Generalised Company info 
• Some Pictures of Products 
• No Price Information on 

products 
• No brochure function on 

website 
• Contact Details 
• Planning an extranet function 

• Most Major Search Engines 
• Clarifies a potential to reach 

existing clients through direct 
marketing (i.e. online) 

• Place little emphasis on the 
Internet and Internet Marketing

• No formal Internet Marketing 
plan 

• Initial meetings happens at shoe 
fares where brochures are 
exchanged 

• With existing clients emailing can 
start whenever during the buy 
phases 

• Emails are used extensively after 
finalisation of purchase for 
exchange of transactional 
information as the company works 
by the customers requirements 

Interview 2 
3 employees 
Targets mainly 
independents 

• Planning a website 
• Discussed very briefly therefore 

no further website structure 
characteristics 

No information  
due to the  

planning-stage  
of the website 

• Does not consider themselves as 
connected to the Internet 

• The increasing amount of emails 
coming in originate from 
manufacturers not buyers 

• All communication with buyers 
are non-online 
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 Website Structure Website Marketing Interaction with Buyers 
Interview 3 
25-35 employees 
Independent and 
multiples targeted 
Website 
established 2000 

• Reconstructing Website 
• Store-finding function aimed at 

the public 
• Contact details  
• Online brochure of best selling 

products that is browse-able 
• No online ordering functions 

• Website address marketed on 
letterheads 

• No online marketing 
• Not much emphasis placed on 

website 
• No formal Internet Marketing 

plan 

• Emails are used extensively to 
send buyers information including 
pictures of products if, for instance, 
their brochures have run out 

• Assumes that clients have 
contacted them after finding their 
website by searching for their 
brands 

• Standalone PCs to enable EDI with 
the bigger multiples 

• Shoe fares is where they present 
their products 

Interview 4 
2 employees 
Multiples and 
dept. stores 
targeted 
Independents 
included in 
clientele 

• Reconstructing Website 
• No online ordering (possibly 

within the year) 
• Online brochure of selected 

products where prices will be 
included 

• Contact Details 

• Website address on letterheads
• New website will be search 

engine marketed. The old one 
was not 

• Little emphasis placed on 
website 

• No outlined  Internet 
Marketing strategy 

• Logs on to bigger multiples 
extranets when receives orders of 
big multiples 

• Email is used to interact with most 
but the smallest independents 

• Not many faxes or letters are sent 
• Communication with existing 

clients is often initiated by sending 
brochures, information, 
photographs, etc 

• Trade shows are the main area to 
meet new clients 

Interview 5 
15 employees 
Established in 
1999 
Targets mainly 
independents 

• Website has gradually been 
abandoned 

• Website was mainly aimed at 
the public for direct selling 

• The website did sell some 
shoes, but not to the extent that 
was hoped for 

• Currently no marketing offline 
• Currently no marketing online
• Sees a hole in the market for 

direct selling of shoes online 
• The website has the least 

priority 

• Not emailing much with customers 
as it is considered damaging in the 
long run and loss of feedback 

• Buyers and the respondent’s 
organisation visit each other when 
much information needs 
exchanging 

Interview 6 
40 employees 
Have currently 
800 independent 
accounts and sell 
to all the major 
multiples and 
many store 
groups 

• One of their factories has a 
website 

• Currently in process 
outsourcing the implementation 
of their own website 

• Certain product info 
• Contact Details 
• Probably online ordering 

function aimed at independents 
where “packs” of shoes but no 
samples can be ordered 

• Probably no extranet 
• Store-finding function aimed at 

the public 

• Will be marketed indirectly 
through brochures 

• Implementation of website will 
be outsourced  

• The target of the website are 
the independents and general 
public 

• Places medium-to-low amount 
of emphasis on their Website 
due to professional outsourcing

• Emails are used extensively 
• No EDI systems in use 
• Initial contact would be at trade 

shows or through trade press… 
• … After initial contact 

independents would ask for 
brochure… 

• … then, Independents work by the 
cash-and-carry system (see page 9)

• Computer literacy among retailers 
is getting better 

Interview 7 
15 employees 
Mainly 
independents 
targeted 
Established in 
Dec 2001 

• Small website 
• Company history 
• Contact details 
• Few pictures of shoes 
• Updated once-a-quarter 
• Currently no plan to extend 

website 

• Website’s main aim is as a PR 
tool 

• Website marketed through 
letterheads and on brochures 

• Does not know if marketed 
online 

• Little emphasis on Website 
and online marketing 

• Internet is used minimally when 
contacting clients 

• Customers do not purchase online 
• Normal procedure for buyers is to 

visit shoe fares and get brochure 
then contact by traditional means if 
interested 



Jonas Olofsson 
Luleå University of Technology 6. Data Analysis 

 
 

 
 – 77 – 
 

Below is the summary regarding each of the highlighted areas starting with the website structure 
and followed by the website marketing and interaction with buyers. 

6.1.1 Website Structure 
When looking at the website structure of wholesale organisations the majority of the 
respondents’ organisations already have a website (Interview 1 and 2-7). Interview 3’s 
organisation, the only organisation without a website, is currently in the process of starting to 
plan a website according to the respondent.  

Out of most of the interviewed organisations, they are either planning a new website (interview 
2, 6), planning extensions to their existing website (interview 1) or reconstructing their current 
website (interview 3 and 4). Interview 7’s respondent stated that they had no plan on extending 
their website and interview 5’s respondent had practically abandoned their website. Still, both 
these two last organisations already had websites. Overall, this shows that wholesale 
organisations are keeping an open mind and are not sure what to assume regarding their 
Websites and Internet Marketing and Internet Commerce. Especially, since all but one of the 
organisations with websites or planning websites place specifically state that they place little 
emphasis on their websites and are without outlined Internet Marketing strategies (interview 1, 
3-5, 7). 

The functionalities that most websites have, whether planned or already in use, are generalised 
company information (interview 1 and 7); contact details (interview 1, 3, 4, 6, 7); limited online 
brochure (interview 3, 4, 6) or few product pictures (interview 1, 7). No website did have an 
extranet or a feature specifically designed to satisfy any of the other buy phases than the search 
for and qualification of potential sources (Table 3:1 on page 39 and phase four in Table 2:1 on 
page 11). Thereby, the wholesalers hope to satisfy, indirectly, other independent retail-buyers 
needs by having contact details on the website to contact them directly through offline means 
such as telephone or fax.  

Interview six’s respondent conveys mistrust towards the Internet and how easy it would be for 
other organisations to copy designs of products. However, the respondent is very positive on 
how to overcome these obstacles to facilitate an online ordering function targeted at 
independent buyers.  

Research by Silva et al. (2002) show that retail buyers in the clothing and fabric industry in the 
United Kingdom rate the following factors in a declining order as important during the decision 
making (1) work quality, (2) delivery time, (3) cost, (4) responsiveness to requests, (5) good 
design ideas and (6) innovative ability. However, Silva also highlights the individuality of 
buyers operating in very similar environments and the importance of not making any wrong 
purchases as they often make tradeoffs between cost versus delivery-time (Ibid). This leaves us 
to assume that the type of information that independent buyers would be looking at when 
searching for potential sources and products are of the type Silva lists.  

Some of the purchase facilitators that Lord et al. (2002) discuss are applicable as a 
complementary sales effort includes price information, listings of products for sale with detailed 
information (online brochure), e-mail link for correspondence and answers to buyers’ frequently 
asked questions (FAQs). Some of the factors that Lord et al. (2002) highlight as quality and 
performance assessment factors are applicable to provide online website marketing strategies as 
complementary sales efforts include company profile describing the organisation and 
distributor/purchase locations. Interviews (Bolt, 2003) have highlighted that independents are 
not bound by guarantees whereby the financial statements and certifications are not necessary 
aspects to emphasise.  
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However, few of the factors discussed exist in wholesalers’ websites. Thereby these websites do 
not allow retail buyers to do more than see a few pictures (interview 1 and 7) or browse a 
limited online brochure (interview 3 and 4) and are therefore limiting independent buyers to use 
the Internet for searching potential products and suppliers. It proves difficult for existing clients 
to gather enough information via wholesalers’ websites to make, or even start making a 
decision, on a purchase. This is highlighted by the financial involvement the respondents state 
that their organisations place on their websites, as shown in Figure 6:1 below, where the darker 
shades of grey reflect what type of websites the majority of respondents’ organisations’ have.  

 
Figure 6:1 – Responses of Website Structure Linked to Websites’ Financial Involvement 
Source: Adapted from Thelwall (2000) 

6.1.2 Website Marketing 
Most organisations are or will market their current, planned or reconstructed website offline 
using letterheads on faxes, invoices, specifications, etc and on brochures, flyers, etc (interview 
1, 3, 4, 6, 7). The respondent of interview five state that this organisation had abandoned all 
offline marketing efforts of their website. There is no coexisting offline marketing in trade press 
for the respondents’ organisations’ websites. Interview six’s respondent is the only respondent 
mentioning trade press alongside trade shows as an additional marketing medium to establish 
initial contact with potential customers. It is likely to assume that if an organisation would 
advertise through trade press their website address would be on this advertisement. This shows 
that existing clients would be able to find wholesalers’ websites through indirect reference 
through brochures, etc. but that new customers (also referred to as potential customers), that are 
in active search for a supplier or product, would have difficulty in finding most of the 
wholesalers’ websites as trade press is not an extensively used marketing forum.  

Interview one and four state their websites are or will be marketed online through search 
engines. These both organisations target bigger organisations than independents, but include 
independents in their clientele. Further, the respondents of interview six and seven state little 
information in regards to their online website marketing efforts. These answers could possibly 
be the outcome of search engine marketing’s technical nature and thereby the respondents’ 
inexperience or lack of knowledge in the area.  
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Interview seven’s respondent explain that the Internet is a PR tool for them. The author’s view 
of a PR tool is not only a marketing tool but includes customer interaction to some extent, 
though most often initiated by the organisation. This is an odd statement as the same respondent 
explains that they use the Internet minimally to interact with customers.  

The respondents’ answers regarding their website marketing is summarised in Figure 6:2 below, 
showing a majority of them conducting  offline indirect marketing, which is represented by 
letterheads, on brochures, etc. not with the direct aim of promoting the website. 

  
Figure 6:2 – Responses of Website Marketing Linked to Direct/Indirect vs. Online/Offline 

The author argues that there exists a lack of specification of why the interviewed organisations 
do have websites. The organisations sometimes, do not know for whom they target their website 
– the general public, organisational buyers or both.  

The author assumes that this discussion points to modest online marketing efforts overall. In 
such a situation, it is difficult for potential clients to find wholesalers’ websites. Offline 
marketing efforts are generally performed in combination with printouts such as brochures, 
flyers, letterheads, etc. This is relevant for existing clients and their ability to find the 
wholesalers’ websites, which seems to be easier.  

6.1.3 Interaction 
Below is a summary regarding the respondents view on their interaction with customers and 
additional facts that have been summarised due to ease of access for the coming analysis. 

Table 6:2 – The Respondents View Regarding their Interaction with Customers  

Interview-> 1 2 3 4 5 6 7 
Website? Yes No Under Re-

construction 
Under Re-
construction 

Yes No Yes 

Targeting 
independent 
customers? 

Yes quite a lot Yes 
very 
much 
so 

Yes Yes, but not 
targeted 

Yes Yes Yes 
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Interview-> 1 2 3 4 5 6 7 
Clients using 
the Internet 
when 
searching? 

No No Yes, also imagines 
that new clients 
have found their 
website 

No No No No 

Extent of 
emailing 
(potential 
clients)? 

No No Yes, as a channel of 
information 
exchange 

Yes to all but the 
smallest 
independents 

Very 
Little 

Not much Minimal 

Extent of 
emailing 
(existing 
clients)? 

Little before 
purchase is 
finalised, more 
after 

No, 
very 
little 

Se above Se above Se above Extensively Se above 

Type of 
information is 
exchanged via 
Email? 

After purchase 
mostly to send 
invoices, 
confirmations, 
etc 

n/a Product 
information, 
pictures, etc 

Brochures, 
information, 
photographs, 
requests to visit 
them at fares, etc. 

n/a General 
interaction 
and 
attachments 

n/a 

Additional notes   Organisation does 
not aim to send out 
pictures via email, 
but does it if 
brochures runs out 

 Website 
does not 
serve a 
purpose 

 They visit 
websites 
themselves to 
conduct minor 
market research

As the summary of the interviews in the table above show, the organisations that have been 
interviewed and target independents (interview 1-3 and 5-7) do not use email very much to 
communicate with potential clients (interview 1, 2 and 5-6), except for one respondent’s 
organisation (interview 3). This might possibly be due to that the organisation interviewed here 
targets smaller independents and indications show that the bigger the organisation the more they 
use the Internet and emailing.  

With existing clients, some organisations (interview 1 and 6) use emails to a greater extent that 
with their potential clients. The other respondents indicate no change in interaction in emailing 
with potential and existing clients.  

The situation that most of the respondents highlight to meet new potential clients is through 
footwear exhibitions (interview 1, 3, 4, 6 and 7). One respondent further highlight 
advertisements through trade press to reach new customers (interview 6). The author argues that 
this is done because of pure marketing tradition in this sector and that it works well, meaning 
that there is no need to change this procedure especially since wholesalers do not receive any 
feedback regarding their online efforts.  

According to the Interviews, there does not seem to be a general downside for buyers to use the 
Internet, at least not for general exchanges of requests and transactional attachments. The 
wholesalers might be positive towards the Internet, as they have to keep an open mind on what 
channels to use for communication and selling. However, there are no indications that the 
Internet is currently used much at all during the searching and for potential suppliers and 
products. For the respondent that could come up with examples of this actually happening 
within the demarcations for this research (interview 3) emailing of information was the only 
activity and the wholesaler initiated it in this instance.  
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One of the interviewed also argues a rise in the amount of incoming e-mails but that these 
mostly originate from the manufacturers (interview 2). Further, some of the respondents state 
that their organisations use email at a very low extent (interview 2, 5 and 7) whilst some say that 
they use Internet extensively when interacting with buyers and clients (interview 1, 3, 4 and 6). 
The latter organisations are more likely to target bigger organisations. This, the author argues, 
show that wholesalers use the Internet at a very individual rate, ranging from very low to 
extensively. One of the respondents also explain that they use emails with all their clients but 
the smallest of independents (interview 4) and interview six’s respondent explain that computer 
literacy is “getting better” among retailers.  

The author argues that these factors show that it is very individual how the independent buyers 
use the Internet for communication with wholesalers and that facsimile can be used by 
independents if needed as most of the respondents currently accept it (assumed through 
interview 1, 3, 4 and 6) and some prefer it (interview 2, 5 and 7). 

It is interesting to note that fax, brochures and leaflets are used quite extensively to exchange 
pictures of products with clients (interview 2, 5 and 7), but that some of the respondents doing 
this consider the use of emails as too impersonal and without “feel” of the product (interview 5 
and 7). Some influences show a small increase in Internet use by independents with new 
generations working in this field as well as bigger organisations influence. However, already 
today most respondents are positive towards the Internet and say that it could be used for direct 
selling and communicating more than it currently is (interview 1 and 3-6).  

The respondents explain that communication with their current suppliers (i.e. manufacturers) is 
quite common using the Internet (interview 1, 2 and 4), where many of the wholesalers said 
they used emails to interact with their manufacturers at varying degrees. Their view is that 
emailing is not currently used extensively as a means of communications, but that it does not lag 
far behind the traditional means of communication such as phone, fax and in-person visits.  

6.1.4 Buying Centre Composition 
The analysing of the buying centre composition is based on the case company interview with 
Mr. Bolt and his experiences both before and during his employment with the case company.  

The experience from the case company as a retail organisation classified as a smaller multiple 
(see sections “The Case Company – Chockers” on page 53 and “Definitions” on page 8) is that 
the owner and managing director is acting as the decider, influencer and buyer. As this company 
grew, it became difficult for only one person to be involved in this process and other persons 
got involved in roles to backup the managing director.  

The author argues that the managing director’s importance in independent-footwear-retail 
organisations’ buying is strong due to that in retailing, buying concerns selling of what has been 
bought without alterations of this product – i.e. reselling. This is contrary to what would happen 
for instance in a manufacturing environment. Further, in retailing the product P out of the four 
traditional marketing Ps – price, place and promotion – stands for the buying and reselling 
event, thus leaving a lot of emphasis on the purchase situation. In manufacturing, this product-P 
involves optimising not only the actual purchase process, but also additional areas such as the 
manufacturing, research and development, etc.  

The above discussion and the fact that independent organisations are small organisations that 
are usually run as sole traders or family businesses (Brassington and Pettitt, 2000) the following 
assumptions are made regarding the major dimensions of the buying centre – formalisation, 
centralisation and complexity (The Buying Centre on page 19). 
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• Formalisation is quite low as the manager is the main individual involved in the buying. 
When additional people get involved in the buying process, they initially have a supporting 
role towards the manager. 

• Centralisation is high as it is the owner and manager that is the strongest decider and 
influencer during a purchase decision. In support of this is high time pressure (Lau et al., 
1999).  

• The complexity is moderate due to the high importance of the buying event in matter of 
price and time (cash-and-carry situation is here assumed). In support of this is importance of 
the purchase and the time pressure (Lau et al., 1999). 

The above discussion leaves the assumptions that it is often the manager and owner as a single 
individual that is the strongest decider and influencer during the buying process. However, it is 
likely that this individual has further backup from within larger independent organisations of a 
handful of individuals in mainly influencing roles, for example parts of the family in a family-
run organisation. In addition, there are likely gatekeepers and buyers (The Buying Centre on 
page 19) within retail organisations as store managers and additional office personnel.  

6.1.5 Summary – Analysis of Research Question One 
The above discussion shows the following results regarding wholesalers’ website structure, 
marketing and overall interactive feedback.  

1. The website structure of wholesalers’ websites is limiting independent buyers to take 
advantage during the search for potential suppliers and products. 

2. Wholesalers’ Internet Marketing is modest and limited, proving it very difficult for new 
potential customers to find wholesalers online without a direct reference of a website 
address found in brochures or other printed material.  

3. No feedback provided by independent retailers to wholesalers highlighting the use of 
Internet when searching for suppliers and products.  

Due to the poor structure and online marketing of wholesalers’ websites, it is the wholesalers 
perceived view that it is unlikely that the Internet is used by independents to actively search for 
potential suppliers or products even though some would be willing to. This can be correlated to 
the secondary data found (Figure 5:2 on page 74) stating that too few suppliers online and no 
apparent benefit for online use among the top five reasons for businesses not to order supplies 
online, which the author assumes also includes using the Internet to search for suppliers and/or 
products. Secondary data found also present that smaller businesses were more likely to state 
that they preferred to deal with their suppliers face-to-face or via telephone. (See the Statistics-
section on page 73) 

However, it would be fair to state a correlation between managerial attitude and perception of 
the Internet as a strong factor on the extent of Internet use and thereby individual willingness to 
use the Internet and email by independent buyers. 

In addition, as can be shown through the previous section, the buying centre structure of 
independent organisations are likely to be made up of no more than a handful of individuals 
where the owner and managing director is in charge as decider and influencer. It seem to be 
very much up to this person if the Internet is use in the organisation and thus also in the search 
for potential sources and products.  

The secondary data found and the analysis of the interviews make the author assume that buyers 
in the footwear sector do not use the Internet when searching for suppliers, especially the 
products’ suitability to online handling seem to have a negative effect as this has been pointed 
out by some of the respondents (interview 1, 5 and 7). 
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Therefore, the extent of searching for sources by independents via the Internet is perceived by 
wholesalers to be very low. This conclusion has been drawn due to the above discussion and the 
additional facts presented below.  

• Wholesalers’ websites’ aim to target the general public 
• Limited Product catalogues online at Wholesalers’ websites 
• Limited product information on Wholesalers’ websites (price, colour schemes, etc) 
• No referrals to incoming emails or telephone calls originating from wholesalers’ website 
• The high referral-rate to exhibitions and somewhat referral to brochures and trade-press as 

the main marketing and advertising tools for wholesalers 

6.2 RQ 2 – Internet Marketing Strategies 
This section present the analysis of how to apply the results of research questions one and 
additional data found on research question two - How can Effective Low-cost Internet 
Marketing be Implemented to Attract Prospective Leads to a Footwear Wholesale Website? 

The effective low-cost Internet marketing strategies that have been found through the secondary 
data, gathered through articles and texts on the web and in printing, point towards website 
marketing through search engine marketing and other offline marketing efforts. Additional 
techniques that have been found relate to relationship marketing techniques that are suitable 
through the Web and Internet interfaces. Indirectly also the wholesalers’ website design is a 
marketing tool.  

It is the aim of the following sections to explain how web design, search engine optimisation 
and relationship marketing strategies could work together to attract prospective leads to a 
footwear wholesale web site. 

6.2.1 Web Design 
The web pages that make up a corporate website is the interface through which a visitor 
experiences this company’s online presence. It is therefore important that a website conveys a 
message that the visitor, in this case is an independent buyer, is looking for. The web design 
elements presented in Table 6:3 below have been found, through reviewing articles and 
textbooks (See chapter 5.2), to affect buyers and their opinion on suppliers’ websites (page 68).  

Table 6:3 – Summary on Buyers’ Preferences regarding Elements on Suppliers’ Websites 

Buyer Preferences on Suppliers’ Websites 
Price information, detailed product information, email links and frequently-asked-questions are in declining order 
valued purchase facilitators at suppliers’ websites. (Lord et al., 2002) 
Company profiles and distributors/purchase locations are in declining order valued quality/performance 
assessment factors at suppliers’ websites. (Lord et al., 2002) 
The following four characteristics were found to be  important to customers’ perception of the effectiveness of 
business-to-business websites. (Chakraborty, Lala et al., 2002) 
• Informativeness (product/company details and one-way communication)  
• Organisation (the arrangement of content, links and graphics; e-comprehension; readability; chunking; and 

complexity)  
• Transaction activities (order tracking, placing orders or make payments)  
• Personalisation (recognising visitors; customisation; explicit and implicit personalisation; etc) 
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The following characteristics were found not to have any importance to customers’ perception of the effectiveness 
of business-to-business websites. (Chakraborty, Lala et al., 2002) 
• Non-transaction-related interactivity 
• Privacy/security 
• Accessibility 
• Entertainment 
Schoenbachler and Gordon (2002) state that Cyberatlas.com identified some features that Internet shoppers seek. 
• trust that the site will keep personal information private  
• the site offers a secure environment 
• the site is technically reliable 
• the content is current 

In particular, retail buyers in the clothing and fabric industry in the United Kingdom consider 
work quality and delivery time as the two most important decision attributes. Further, cost, 
responsiveness to requests, good design ideas and innovative ability are of declining importance 
for these buyers. These buyers often try to balance higher costs and shorter lead times versus 
lower costs and longer lead times. Retail buyers is not a homogenous group and that is may be 
possible to segment the market not only by channel and product type, but by the characteristics 
of the buyer. (Silva et al., 2002) 

Analysing the above information and considering the results from analysing research question 
one, which show that independent buyers’ use the Internet for buying scarcely, it would be 
relevant to have an “online catalogue”-type of website (see page 29 – levels of websites’ 
financial involvement). This allows independent buyers that do use the Internet to continue to 
do so. The Web design of such a website would focus on the aspects that have been adapted 
through the above discussion, the literature chapter and Appendix C – The Seven Cs 
Framework.  

The type of information such an online brochure need according to buyers’ preference includes 
price, detailed product information (thumb-nailed6 product pictures in online brochures, 
compressed product pictures to download, product sizes, product colours, amount of products in 
stock, etc), purchase locations and telephone numbers to reach sales individuals. 

Web elements and marketing purposes that Arnott and Bridgetwater (see Table 2:5 on page 30) 
discuss highlight that the following web elements should be incorporated into an online 
catalogue website: Search facility (product and within the text of the website), browse facility, 
FAQs, company history and balance sheets to strengthen informational customer service. A 
product catalogue, location information, contact details and price details to apply to the 
information aspects of the traditional product, place and price. As shown no online buying 
mechanisms are recommended but only direct buying facilitators.  

6.2.2 Search Engine Optimisation 
The operationalisation of this section (see Figure 3:6 on page 46) involves looking at the 
following areas:  

• Individual web page layouts 
• Internal website themes  
• External link building 

                                    
6 Thumbnails are copies of images with less quality and smaller size than the original. This makes them ideal for 

publishing on webpages to reduce download times over the Internet but still allow for visitors to browse among 
many pictures on a webpage. (author’s note) 
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The author state that search engines’ internal ranking algorithms are well-kept secrets, as search 
engines success or failure depends on that the result they present are valid for visitors. If not, the 
number of people using their service would rapidly decline as less respectable and genuine 
websites would try to take advantage of these techniques to increase incoming traffic and thus 
presenting less relevant matches to what the search-engine users search for. However, the basics 
behind some of the algorithms are more openly reviewed, such as the PageRank method (see the 
Search Engine Optimisation section on page 70). 

Search engines rank web pages depending on outside and page-related factors (Shapiro and 
Lehoczky, www.searchengines.com, 2003) in a combination of interest-driven, popularity-
driven and location-driven approaches (Arasu et al., 2001). These methods are differently 
weighted at different search-engines so it is good to consider them all when applying search 
engine optimisation. For instance, Google weigh the popularity driven metric approach heavily, 
while AltaVista (and thereby also Yahoo!’s automatic keyword search) favours the interest 
driven metric (“Search Engine Optimisation”-section on page 70).  

The author state that the aim of Shapiro and Lehoczky’s (“Search Engine Optimisation”-section 
on page 70) is to provide a good practical model to work by when performing search engine 
optimisation to apply to as many search engines as possible, while Arasu et al. (2001) in a 
detailed manner explain how a modern search engine is built. It is therefore well that the hands-
on methods described by Shapiro and Lehoczky (Table 5:2 on page 70) matches how search-
engines rank websites through Arasu et al. (2001) explanation.  

Therefore, by increasing the factors outlined below, of which Table 5:2 (page 70) have more 
hands-on approaches, a website is likely to receive a good ranking at Google, Yahoo!, 
Yahoo!Directory and AltaVista. 

• Popularity of the incoming links to the website 
• First instance of keywords as high up in the document as possible (including title) 
• The proximity of keywords 
• Keywords in URLs and link text 
• Use of uncommon words 
• Good navigation 
• Text filled pages, 
• Inbound links and keywords contained in link text 
• Concise and accurate descriptions and keywords 
• Choice of appropriate category 

6.2.3 Relationship Marketing 
Relationship marketing is to conduct market efforts through relationships, networks and 
interaction where an organisation should focus on customer retention and duration towards a 
customer-centric approach. Focusing on the right customer (Gummesson, 1998) through gaining 
knowledge to know what customer is profitable, complementary or is not profitable. Any form 
of relationship Marketing effort is important to combine with personal contact. (Gummesson, 
1998) 
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The author also argues that relationship strategies implies taking a more proactive approach, as 
it is affordable and possible through the Web and Internet, to the reactive, accountable or basic 
relationship situations the case company is currently occupied in (Figure 3:5 on page 45). In this 
particular research it tries to create nearness in the close versus distant relation, use electronic 
marketing media, embed knowledge into the organisation and integrate market and technical 
functions. These functions correspond to the four relationships that are highlighted in the 
Relationship Marketing-section starting on page 33, based on Gummesson (1998) and the 30 
Relations framework.  

It is also important to successfully pervade mind-sets; values and norms of the buyers; gain 
customer knowledge and putting it to use; and internally and externally align key processes with 
customers as Day (2000) highlights as necessary to have relationship management as a 
competitive advantage. The author argues that in the current case-company situation trying to 
pervade mind-sets, values and norms is not an ideal approach as the independent buyer often 
works by the cash-and-carry model. Instead, the author believes in a traditional marketing 
model to enlighten customers of products by reaching them with relevant marketing messages. 
However, the second and third approach – to gain customer knowledge and putting it to use and 
internally and externally align key processes – can be incorporated into a case-company 
situation. The second by tracking website visitors and making customers fill out registration 
forms for product updates and news and the last approach by allowing customers to access 
extranet functions (order-tracking, transaction history, etc) and online web-brochures with in-
stock functions to simplify ordering.  

Day (2000) highlight that gaining customer knowledge is mainly conducted by assimilating 
employee experience through databases and transaction files. The data contained in these 
different systems should according to Day (2000) provide a picture over likelihood of 
defections, current profitability and the economics of retention. In order for such an IT system 
to be effective, it has to be accessible to all customer-facing employees where order status, 
complaints and their status, etc are visible. However, the author argue that this is an ideal 
situation and that the functions of these systems for the case-company situation should initially 
be of less complexity with its main aim to provide information to help sales efforts run more 
smoothly and embed knowledge into the organisation instead of each single employee 
individually.  

Trust is an important characteristic in relationships and (Luo, 2002) explain that characteristic-, 
process-, institutional-, person/firm- and intermediary-based trust mechanisms can be used to 
increase trust. The author argues that trust is also enabled through providing the right 
information to the customer as an aid to buyers during decision-making processes. In this case 
the first three trust building mechanisms would be possible to take advantage of in the following 
ways.  

• Characteristic is tied to credited individuals through a community feel. This could be used 
to highlight the industry similarities as the fashion market offers as well as the 
independency of independent organisations and similarities in wholesaler-independent 
organisation.  
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• Process based trust is earned through reputation and gift giving and is tied to repeated 
purchases or expected exchanges. This is likely to be a lengthy process to build and gift-
giving is a dangerous process in the footwear business as the designs could be copied. This 
is likely to be applied to independent buyers through good service, prices and delivery as 
Mr. Bolt identify these characteristics as important for independent buyers (Bolt, 2003).  

• Institutional based trust making is the most likely solution to privacy concerns. This 
mechanism is connected to signals and cues given through formal social structures such as 
firm-specific attributes. In this situation such mechanisms would not include many options 
as Mr. Bolt explain that guarantees and certifications are not used as independents buy 
through the cash-and-carry method (Bolt, 2003).   

By looking at what Chaffey et al. (2003) and Hormozi et al. (1998) describe as practical ways to 
perform relationship marketing through the web, the following aspects have been highlighted 
when looking at the low extent and how Internet is use by independents when searching for 
products and suppliers. These factors are left as feasible relationship marketing strategies for 
wholesalers and the Internet, though highly likely with varying potential success-rates. These 
activities should all be aimed toward the individuals within the independent organisations that 
operate as buyers, influencers or deciders and that are known to the wholesaler organisation.  

1. Send out emails for the buyer to actively register in order to receive further product updates 
and news 

2. Allow interested retail buyers to register via website  
3. Send out customised marketing messages on a frequent basis regarding news, updates and 

products. 
4. Track website visitors and thus gain knowledge of the visitors’ experiences.  
5. Allow users to decide the frequency of send-outs that reach them 
6. Provide feedback forms through the web and e-mail 
7. Provide frequent asked questions and answers 

In relation to the traditional product, place and price aspects they highlight value-added-
information (downloadable compressed high quality pictures, in-stock information, etc) and 
help with selection (outgoing emails for recommendation, in-stock alerts for products, etc) and  

The discussion above and Arnott and Bridgewaters’ (see Table 2:5 on page 30) web elements 
for marketing purposes, highlight the following aspects to succeed in relationship marketing. 
They are not mutually exclusive and the activity examples provided within the brackets may 
overlap and directly or indirectly influence the other areas positively. 

• Entice customers into active interaction (register for news e-mails, extranets, online 
brochures, quick simple questions through e-mails on what products they prefer, etc) 

• Gain customer knowledge and putting it to use (track website visitor, collect data of 
customers when registering to send-outs, collect customer information that employees now 
possess in a contact management system,  

• Provide customers with online information and customer support (Frequently-asked-
questions, quick e-mail responses to customers, online feedback forms on website or emails, 
frequent e-mail send-outs, messaging, etc) 

• Develop customer trust (highlighting similar experiences as the buyer, through the brand, 
through the employees’ backgrounds, etc.)  

• Give the customer what they want through the web as value added information (price 
information, logistical details, downloadable high-quality pictures, etc.)  

• Align processes with customers (extranets to check order status, online in-stock lists, etc.) 
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6.2.4 Summary – An Exploratory Model of Internet Marketing 
The above sections have been summarised into the following exploratory model of how 
effective Internet Marketing strategies can be implemented to attract prospective leads to a 
wholesale website. This approach relies on directly trying to attract prospective leads (Search 
Engine Optimisation for example), but also indirectly through word-of-mouth (Trust-building, 
etc).  

 
Figure 6:3 – Exploratory Model of an Online Catalogue and Internet Marketing (RQ 2) 

The solid arrows in the image could be read as “web design is possible through online 
brochures”. The dotted arrows a secondary improvement such as “Company Information also 
improves Trust Building” 

Online Brochure 
• Thumbnailed6 pictures of 

products 
• Downloadable compressed 

high quality images of products 
• Price information 
• Detailed Product Information 

(sizes, colours, amount in 
stock, etc) 

• Purchase Locations 
• Telephone number to express 

interest 

Web Design 
• Arrangement of content, links and graphics 
• Ease-of-Use 
• Readability 
• Chunking 
• Complexity 
• Customisation (recognising visitors, etc) 
• Current Information (up-to-date) 
• Technically reliable (download times, etc.) 

Company Information 
• Company Details & 

Profile (History, 
clientele, values and 
norms, etc.) 

• Contact  Details 
(emails, telephone and 
addresses) 

Extranet Functions 
• Order Tracking 
• Placing Orders / 

Express Interest in 
Products 

• Make Payments 
• Personalisation 

FAQ 
• Buyers’ 

frequently asked 
Questions 

Trust building 
• Keep information 

private and secure 

Search Engine Optimisation 
(see section 6.2.2 on page 86) 

• Use of Keywords  
• Use of Incoming Links 
• Good usability of website 
• Relevant text (if images, put in 

<ALT> tag) 
• Overall good Website theme 

Relationship Marketing  
(see section 6.2.3 on page 87) 
• Entice Interaction (website, 

emails, etc) 
• Gain & embed customer 

knowledge and experience 
• Online value added information 

and support 

Additional Marketing 
Aspects (see page 47) 

• Offline Marketing (Trade 
press, letterheads, flyers, 
etc) 

• Email marketing (frequent 
send-outs, etc) 

• High quality Content 
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7 Conclusions and Recommendations 
This chapter will serve as the overall conclusion to the analysis of the research questions and 
the whole thesis. The author takes a more open approach to the research problem and provides 
additional ideas to research question two, regarding how to conduct Internet Marketing.  

7.1 Perceived Internet use When Buying (RQ 1) 
Product and overall information on a website is often not extensive enough to provide indirect 
influence over buyers in all purchasing phases more than stating that the wholesaler exist and 
what, in general terms, they specialise in – what products they have in stock, prices, etc. The 
author states that this is not proactive enough for wholesalers to make good use of the Internet. 
This is shown through the interviews that many of the wholesalers are reactively contacting 
current and old clients offline when they receive new products to sell, often by remembering 
their clients preference in products and style.  

The conclusion derived from the analysis of research question one is that wholesalers’ perceived 
view of retailers Internet use when independent organisations search for potential suppliers and 
products is low. The different reasons for this may be that (1) Independents do not use the 
Internet much due to internal reasons and that therefore no wholesalers place much emphasis on 
the Web or (2) wholesalers’ initiatives on the Web are limiting independents not to use the 
Internet. Any further reasons may be available but have not been identified by the author. This 
is a very difficult question to answer provided the data gathered in this research as the feedback 
wholesalers’ get from buyers do not specify further why they do not use the Internet to a greater 
extent. Investigating this from the buyers’ angle and verify or dismiss this research’s findings as 
well as the reasons for such behaviour is out of the scope of this thesis and left for other 
researchers to investigate.  

The extent of Internet use for independents is individual, one of the reasons being that the 
managing director, often also being the company owner, is more or less the main buyer, decider 
and/or influencer during a buying situation (Bolt, 2003). Possibly because in a smaller 
organisation someone need to have an overlooking picture of cost-controlling, revenue-
generating, marketing, logistics and merchandising as Hansen and Skytte (1998) state being 
apparent for retail organisations’ buying. This is furthermore apparent as many independent 
retail organisations are family businesses (Brassington and Pettitt, 2000).  

Communication using e-mail is used between wholesalers and independent buyers. However, it 
proves difficult to connect this communication with any particular buy phase, but it seems to be 
connected more to the post-purchase finalisation of details – to send attachments including 
invoices, specifications, etc. to easily share documentation. Thus not the search phase, which it 
is the aim of this research to investigate. 

The size of organisations also seems to affect the extent of Internet use in the footwear sector. 
Wholesale organisations that target bigger organisations and are bigger themselves tend to use 
the Internet more when communicating with customers.  
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Information on the Internet could also reduce communication efforts in customer support, sales 
calls and marketing areas if more company, product and other types of information would exist 
easily found through online and offline media such as on a website. Type of information to 
reduce such communication would include pure product information such as pictures of 
products, prices, colour specifications but also other information necessary for independent 
buyers to start making a purchase decision such as contained stock levels, special deals, etc. 
This would also go hand in hand with providing information with the purpose to complement 
marketing efforts. 

The findings allow for the following generalised Online Organisational Buying Behaviour that 
state that the bigger the size of the organisation the more likely they are to use the Internet. In 
the chain between manufacturer, wholesaler and retailer, interaction between the manufacturer 
and wholesaler seem to be more likely to facilitate Internet technologies when interacting.  

The wholesalers interviewed explained that by far the most common way to get in contact with 
independents as a supplier was through trade fares and exhibitions  

The analysis of research question one resulted in the assumptions that there is an individual 
willingness among independent buyers to use the Internet when searching for potential suppliers 
and products. Furthermore, there is a limited wholesalers’ website-structure, Internet-marketing 
and website-initiated interaction is not enough to entice and sustain willing independent buyers 
to use the Internet when searching for potential suppliers and products. 

7.2 Website Marketing Strategies (RQ 2) 
The author believes that there is no groundbreaking Internet marketing strategy that can be 
implemented to increase complementary sales efforts via the Internet at this current time. 
Instead, this effort should be placed on building good functionalities through web interfaces 
alongside relationship marketing efforts that existing buyers would find beneficial and slowly 
influence existing customers towards the use of web-systems. Part of the blame for this is the 
confusion around the aim and goal of wholesalers’ websites. This is further reflected in the 
website visitors as these websites convey a confusing message – who are wholesalers’ websites 
targeted for? Is there any value added information on such websites? What is the benefit of 
using such features as a customer? etc. In addition, many wholesalers themselves are confused 
about this. This confusion should be minimised by allowing the use of the Internet actively as a 
tool and use it internally in every day activities to allow and influence customers to move over 
to the web functionalities at hand for them. It would be difficult to get independent buyers to 
use web enabled functions when purchasing, if the wholesaling company that enables these 
functions do not use the Web internally and in their every day activities such as communication, 
research, etc.  

Initially and individually, the problems addressed above should be addressed by developing a 
simple web marketing strategy in writing. It would include the extent of Internet use for 
employees: Who should have individual email addresses, what frequency of allocated time for 
answering emails, how quick received emails should be responded, etc. as well as the targeted 
visitors of the website. A more detailed Internet Marketing Strategy should be developed further 
in the future. This approach is necessary to attract the right visitors and maintain a good online 
presence with a solid marketing message to avoid confusion regarding the company’s web-
enabled functionalities. The website will become a brand and must be presented the right way.  

Below are the conclusions and recommendations regarding the areas that were discussed in the 
previous analysis chapter. 
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7.2.1 Web Design 
It is highlighted in the analysis chapter that a suitable level of financial involvement for a 
footwear wholesale organisation’s initial website would be of the online brochure (or online 
brochure type - see Table 2:4 on page 29). This is a common type of currently used website by 
footwear wholesalers (see Figure 6:1 on page 78) and it is a viable and would not too much of 
an effort to product preferable also to independent buyers. However, it is suggested to 
implement additional functions of such a website to complement some of the traditional sales 
efforts, which include providing up-to-date information (what’s in stock, special offers, etc). If 
this proves successful the next step could be to have a similar approach to what Dell computers 
have – special web pages called Premiere Pages for its business customers where they provide 
specific product information that speeds up the customer’s procurement process. (Rangan and 
Bell, 1998 through Osmonbekov et al. 2002) 

When it comes to web elements and their marketing purposes it is also important to be careful 
what and how to publish information so that competitors cannot copy designs of products, 
services and the setup of the website or that can indirectly become destructive of a web-enabled 
communicative approach. This was given by some respondents in this research as a great fear of 
using the Internet.  

7.2.2 Search Engine Optimisation 
There exist many different Search Engines that operate differently and that constantly change 
and improve how they collect and rate websites. Therefore, the author argues that the best 
approach to Search Engine Optimisation is consistency use keywords and themes throughout a 
website. However, the current main aim of a footwear wholesalers’ website should not be to 
attract potential buyers, but as a tool for existing buyers to use extranet functionalities, etc. The 
author believes that initially it is a too great a leap to initiate new contacts to purchase online.  

Registering the website amongst popular search engines and directories on the Internet serves 
the purpose of attracting visitors that have not heard of the website (brand) but is looking to 
source suppliers/products. Such an approach is also likely to attract customers that know of the 
website, but does not have the right web address or contact details. This is an activity that can 
easily be undertaken with a bit of hands-on knowledge of internet marketing and a few hours a 
week to keep or improve ratings. 

To get as many other relevant websites to link in to a website is important for high ranking 
within the search results of search engines. Hidden keywords on your web pages must also be 
included in the actual text. The further up on the page the keywords appear (even the title of the 
window – known as title-tag for web developers) the higher the score on a search engine search. 
Thus a higher ranking when someone searches for that keyword will be produced.  

The use keywords that searching independents would be looking for is important. This could 
include brand names (if they are well known), product characteristics (“buckles”, “heels”, 
material, colours, etc). Company keywords would include the company name, location 
(“England”, “London”, etc) and the type of business (“wholesale”, “shoes”, “footwear”, etc). In 
addition, seasonal keywords are useful (“Brazilian”, colours, etc). Using common sense and 
intuition when selecting relevant keywords should cover most options as well as frequent 
updating of website themes conveying keywords throughout the website. The best person to 
decide on keywords are person’s that are in the particular industry – in this case a footwear 
wholesaler or purchaser.  
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It is worth mentioning again that these keywords must be present in the text of the web page and 
in its links, alt tags, etc. There is not limit on how many keywords to use, but it is a good idea 
not to keep them over 30 as it is easier to manage 30 or less keywords and a waste to only use 
five.  

It is very important to work hard on building incoming links from other websites that also are 
popular both in general and among the websites that are in the same industry. Such links are 
best built and maintained through reciprocal programs with these websites – i.e. “we give you 
an incoming link if you give us one”. There exists software that help manage this process and 
check that these websites continuously have your link on their website, an example being 
Arelis©™ so that further discussions can be brought up again if a link is removed from a 
website with which an agreement has been made. 

7.2.3 Relationship Marketing 
The author believes that the base of relationship marketing should be incorporated via a 
corporate-wide contact management system where most knowledge of customers exists 
centrally and easily accessible. Everyone within the organisation that have customer facing 
work assignments can then access this customer knowledge – contact history, addresses, etc. 
and additional data that may enhance indirect or direct customer interaction – the contact’s birth 
date, customers’ children’s names, etc. Such a contact management system would also help both 
letters and e-mail send-outs.  

Many companies use a generic email or telephone number. However, this could act as a 
deferment to take contact and might impose a feeling of impersonal interaction. A way to solve 
this could be to provide all client-facing employees with individual email addresses and 
presenting them next to small pictures of the employees. This help visitors to “put a face” to the 
email address and may actually recognise the person from footwear exhibitions. Care should 
always be taken when publishing email addresses and other details online. 

7.3 Further Discussion 
It is cheap and easy to setup a website, which partly is why the Internet as a marketing medium 
is attracting a lot of attention. However, in many industries, Internet is such a vast source of 
information that the types of businesses that prevail online are the benchmarking option. The 
“winner takes it all” is a statement that often seem to be true on the Internet, referring to 
organisations such as Amazon, eBay, etc. – the largest organisations in their individual fields 
that operate on the Internet. This is especially apparent in a business-to-consumer environment 
where one-of sales are more frequent. This might possibly be due to the impersonal purchases 
become over the Internet and that the mainstream option becomes the norm and safe option.  

However, this research is interested in the strength of the Internet to complement sales efforts in 
a business-to-business environment, which is characterised by a more interactive and mutual 
relationship. As such, the researcher believes that the marketing efforts outlined in this report do 
not compete against other established marketplaces, especially due to the seemingly rare 
targeting of independents. Though it currently seems quite low in the footwear sector, 
wholesalers still have an open mind regarding the medium even though this research does not 
point towards very successful online marketing towards independent retailers as a complement 
to footwear wholesalers sales efforts.  
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In the footwear sector, gathered material show that a wholesale website should mainly be 
promoted and marketed on footwear exhibitions where independents source frequently. 
However, radical approaches are needed to attract independent buyers instantly to wholesaler’s 
websites. This must be backed up by high quality and value added content, functionalities and 
support both on- and offline.  

With the low internet usage amongst independents, the Internet should be used to strengthen 
current activities, for instance complement sales efforts, which is what Bahn and Fischer (2003) 
suggest. As internet naturally takes a stronger marketing position over time, it can naturally 
develop and grow to become an important aspect of an organisation’s general marketing and 
sales activies. An additional advantage with such an approach is also the lesser use of resources 
within a whole selling company, which often is crucial for a smaller organisation.  

It is difficult to see the positive and/or negative effects of website marketing. For example, a 
telephone call or fax may originate from getting the contact details from the website even 
though the salesperson might be unawares of this. On the other hand, a bad website may defer a 
buyer from contacting the company at all. Shoemaker (2001) state that advantages gained 
offline can be lost by having a poorly designed website or by initiating a less successful direct 
contact such as a rude phone interaction. 

An aspect that has not been investigated is the use of metrics to track website visitors: Are the 
targeted buyers visiting the site? If so, does the website engage them into interaction? Are the 
visitors to the website not relevant as targeted buyers? This is a feedback tool to ensure the 
success of websites.  

An identifiable and tracked customer accessing the website would also leave a lot of knowledge 
– what products and what website functionalities they visit, etc. Presenting this information to a 
sales-person within the organisation through a IT system (for example a contact management 
system) would provide them with means of offering products and making calls to customers that 
may be interested in similar products. It would also help with the further maintenance of the 
website by identifying popular and unpopular functionalities.  

Customer Relationship Management (CRM), Enterprise Resource Management (ERP) and 
Knowledge Management (KM) are three areas that need to be investigated for an organisation 
that is interested in how to integrate Information Technology with Sales, Marketing, Logistics, 
etc. and to align such functions with technical systems.  

7.4 Implications for the Future 
As this research’s primary data gathering has been conducted through interviews with 
wholesalers regarding their view of their customers and their use of the Internet, it would be 
interesting to investigate the retailers themselves and their use of the Internet for procurement. 
This would probably also provide additional primary data on website elements and 
functionalities they find as essential or nice-to-have on wholesalers’ websites for them to fully 
utilise them as a purchase or research channel.  
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It would also be interesting for future research to investigate how organisation’s size, location 
and industry of both wholesaler and buyer affect the amount of interaction through offline, 
traditional means such as telephone, fax, etc. This would potentially give reasons why smaller 
footwear retail organisations rely less on Internet enabled communication. For example, if 
communication generally was conducted to a lesser degree among smaller organisations, 
perhaps traditional means of communication is a safer option to provide benefits, such as trust 
building, when conducted at a lower degree. Perhaps larger organisations communicate through 
traditional means and provide these benefits also to allow for online communication means that 
is more convenient initiated as complementary methods.  

In addition, it would also be interesting to investigate how likely independent retailers use the 
Internet when sourcing suppliers and products. This is another research question altogether, but 
some of the factors that may have an effect to such a question are outlined below.  

Table 7:1 – Potential Influences of Future Internet use during Footwear Retailers Purchasing 

Use of the Internet will Increase Use of the Internet will Decrease 
• Technological advantages allow for greater benefits that will lead to a 

bigger and wider Internet usage group – especially in the working 
force’s younger generations. 

• With the greater impact of the Internet, the products’ end-users will 
have expectations of retailers having a web-based presence. 

• Entry-level costs to use the Internet will decrease in relation to 
knowledge, money and switching costs.  

• With more use of the Internet through both outgoing and incoming 
business channels all organisations will become pressured to also use it 
for communication, etc.  

• Independent retailers will still try to do their 
business their way – many  will always operate as 
family businesses.  

• Independents operate locally and at a smaller scale 
with no need to further extend their market using 
the Internet. 

• Footwear is not suitable for wholesale sourcing 
online more than as a means to communicate 
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Appendix A – Footwear UK 2003 Interview 
Guide  
Date Conducted: 11/08/2003 

I am researching Online Buying Behaviour for retailers in the fashion and footwear sector to 
finish my Master’s in computer science and Engineering with a specialisation in Marketing. 
Would you have time to answer some questions regarding how you generally interact with your 
clients using Computers? 

Company name: 

Job Title: 

Employers:  

Year of company establishment: 

Products (Niche): 
• Gender 
• Product  
• Age  

What type of retail organisations do you mainly sell to? 
• Targeted type of companies 
• Size 

Is your organisation connected to the Internet? 

Does your organisation have a website (year established)? 

Do you interact with your clients using the Internet? (ex: Email, messaging, etc) 

Do you have an EDI system linked with your clients? (Electronic Data Interchange – 
automatically interchange information between you and clients (reordering, etc) 

Do you market your organisation’s website?  
• Offline – on normal correspondence material (brochures, letterheads, trade press, etc)? 
• Online – banners, search engines, etc.  

What functionalities would a client of yours be able to do on your website? 
• Find product Information? 
• Online catalogue present (frequency of updating, extent of items – all, most, some, none)? 
• Express interest in products? (provided email addresses, automatic email sending, contact 

information, etc) 
• Order test ranges? 
• Order full ranges? 
• Read company specific information about your organisation (financial reports) 
• Read future trend reports for your niche market? 
• Other: 
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• Extranet (log in to check specific information for them – order status, dispatch times, etc) 

Do you plan to extend your website with further functionalities for your clients? 

Does your organisation place much emphasis on your online presence? 
• Time 
• Nr of employees 
• Budget 

Does your organisation have an outlined web strategy (formal or informal)? 

Does your organisation have an outlined web marketing pattern (try to penetrate the buying 
phases of buyers)? 

Do your clients or potential clients contact you via the Internet when they are: 
• Recognising a need of buying without further specifying their need? 
• Determining of the Characteristics and Quality of the Needed Items together with you? 
• Describing the Characteristics and Quality of the Needed Items together with you? 
• Searching for Potential suppliers and sources? 
• Analysing Proposals from suppliers 
• Evaluating Proposals and Selecting Suppliers 
• Selecting Order Routines 
• Conducting Performance Feedback and Evaluation 

When do potential clients of yours interact with you online for the first time in your 
relationship? 
• Recognising a need of buying without further specifying their need? 
• Determining of the Characteristics and Quality of the Needed Items together with you? 
• Describing the Characteristics and Quality of the Needed Items together with you? 
• Searching for Potential suppliers and sources? 
• Analysing Proposals from suppliers 
• Evaluating Proposals and Selecting Suppliers 
• Selecting Order Routines 
• Conducting Performance Feedback and Evaluation 

What search engines do you register your website with? 

What keywords do you use for your website? 
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Appendix B – Case Company Interview Guide 
Questions are asked from retailers’ point of view (not wholesaler) with a printed out buygrid 
model without empty matrix filled out! 

Full name: 

Job title: 

Years in industry: 

Years involved in footwear buying: 

Deriving from Multi-Channel Buying Behaviour 

How individual is buying behaviour in footwear retail organisations? 
• Training provided by company (Involving; continuous; length)? 
• What education is norm for buyers (ex: Marketing; Sales; other)? 

To what degree is Brand important when buying? 
• Heard of, knowledge of, etc.  

To what degree is Price important when buying? 
• Price vs quality, security, etc.  

To what degree is product guarantees important when buying? 
• Guarantees of product quality, etc? 
• Oral or written guarantees in agreements vs no guarantees? 

To what degree is supplier guarantees important when buying? 
• Guarantees to deliver in time, number of items, etc? 
• Oral or written guarantees in agreements vs no guarantees? 

Describe relationships with suppliers in the footwear retail industry? 
• Length of successful relationships 
• Degree of new buys, modified rebuys and straight rebuys.  
• Degree of loyalty to suppliers? 
• Long-term relationships with suppliers vs. often changing? 

Is familiarity with the supplying organisation important when initiating a buying-seller 
relationship from a retailer’s perspective?  
• Extent of Visiting the supplier and vice versa. 
• Length of relationship and negotiating before choosing a supplier 

If you have a bad experience with a supplier, what is the likeliness of you continuing to use this 
particular supplier? 

If you had a bad experience with a supplier’s product, what is the likeliness of you continuing to 
buy the product from that supplier? 
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Deriving from Business to Business marketing 

To what extent do retailers outline coming products with their current suppliers? 
• Designs (colours, trends, etc) 

Deriving from Organisational Buying Behaviour 

What is involved in the choosing of a new product? 
• How many individuals are involved in the buying organisation? 
• How many individuals are involved in the supplying organisation? 
• Who decides on the product (shoe) to buy? (MD, Buyer, Marketing Manager, etc) 
• Who influences on the product (shoe) to buy? (MD, Buyer, Marketing Manager, etc) 
• Who decides on the supplier to buy from? (MD, Buyer, Marketing Manager, etc) 
• Who influences on the supplier to buy from? (MD, Buyer, Marketing Manager, etc) 
• What is most important: Supplier capabilities (delivery, reliability, etc) versus product 

capabilities (shoe quality, shoe uniqueness, etc)? 

From a retailer’s perspective, how is buying organised around the year? (Same questions for 
Spring, Summer, Autumn and Winter:) 
• Determining the characteristics and quality of the needed footwear (when, how long)? 
• Putting down in writing the characteristics and quality of needed footwear (when, how 

long)? 
• Search for and qualify potential suppliers (extent of new buys, modified rebuys and straight 

rebuys)?  
• Acquisitions and analysis of proposals (extent of new buys, modified rebuys and straight 

rebuys)? 
• Evaluation of Proposals and Selection of Suppliers 
• Selection of an Order Routine (ex: standardised; Different depending on supplier; Etc?) 
• Performance Feedback and Evaluation 

Organisational Buying Behaviour and the Web 

What is your experience of retailers using the Internet for buying and sourcing footwear and 
suppliers? 
• Extent of use (ex: 1 in 10 buyers use the Internet somewhat)? 
• Searching 
• expressing interest 
• ordering 
• requesting further information  
• Customer enquiries? 

What do you personally use the Internet for? 
• Email, news? 
• Use the Internet professionally for buying purposes (contacting suppliers, expressing 

interest, searching for suppliers, etc) ? 
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Appendix C – The Seven Cs Framework 
The Seven Cs Framework, by Rayport and Jaworski (2001), is intended to provide an extensive 
method to understand the interface design choices to implement e-commerce business models. 
This framework is part of their customer interface part of their overall e-commerce framework. 
(Rayport and Jaworski, 2001, pp 113) Below are the individual seven Cs being further 
elaborated as well as the “fit” and reinforcement aspect them between. 

Context 
The context of the website is the aesthetic and functional look-and-feel it captures. Some 
websites have much graphics which can take time to download, whilst others mainly focus on 
easy navigation, etc. (Rayport and Jaworski, 2001, pp 114) 

A functionally oriented website focuses mainly on the core product, service or information 
offering. In contrast, aesthetically oriented sites focuses mainly on a distinct and artistic, 
visually appealing and surprising in blend of text, graphics and photographs. (Rayport and 
Jaworski, 2001, pp 118) Function and aesthetics can be combined in a mix to attract the 
intended targeted audience. 

The two dimensions of context are function and aesthetics. (Rayport and Jaworski, 2001, pp 
119) 

Function 
As most websites contain more information than can be usefully presented on a single computer 
screen or web page, this information has to be presented in a coherent fashion, so the customer 
can move from interest to interest within the website. That means that information has to be 
divided into sets of pages and that a means to navigate between these pages has to be put in 
place. (Rayport and Jaworski, 2001, pp 119) Below are the critical factors relating to the 
function of the layout and performance of the website further explained.  

Three factors are critical to the layout of the website. (Rayport and Jaworski, 2001, pp 119) 

• Section Breakdown. The way a website is organised into subcomponents. (Rayport and 
Jaworski, 2001, pp 119) 

• Linking Structure. How a website interlinks its alternative sections and categories so the 
visitor can move easily back and forth between sections of the website. (Rayport and 
Jaworski, 2001, pp 119) 

• Navigation Tools. The tools the website incorporates so the user can easily navigate through 
the website. Such tools include search and catalogue functions. (Rayport and Jaworski, 
2001, pp 119) 

The performance of the site is determined by the available connections to the Internet for the 
website and its visitors. Rayport and Jaworski include performance under the Context as it 
greatly affects the user’s perception and judgment of the look-and-feel of a website, especially if 
performance is poor. (Rayport and Jaworski, 2001, pp 120) The five dimensions of performance 
are further discussed below.  

• Speed. The definition of the speed of a website is how long it takes to display on the 
visitors’ screens. The less graphics and multimedia features on a website, the faster it is 
viewable for its visitors. (Rayport and Jaworski, 2001, pp 120)  
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• Reliability. Reliability is firstly based on how often the website experiences periods of 
“downtime” – when the website can not be reached over the Internet. Secondly, it is 
referring to, when viewed by a visitor, how the website is viewed correctly, because even if 
a website is fully accessible over the Internet, it may not download correctly. (Rayport and 
Jaworski, 2001, pp 120) 

• Platform Independence. How well a website is viewed and functions on the screens of users 
with different browsers, different operating systems and other access Internet software is 
referred to how platform independent a website is. (Rayport and Jaworski, 2001, pp 120) 

• Media Accessibility. Media accessibility is the ability of a website to download on various 
media platforms, something that may become increasingly complex. New technologies such 
as XML are improving media accessibility. (Rayport and Jaworski, 2001, pp 120) 

• Usability. Usability is the level of ease users can use and navigate a website. A website with 
great content may be unappealing to users because of its low usability. Speed, linking 
structure, graphical design, etc all affects the usability of a website. (Rayport and Jaworski, 
2001, pp 120) 

Aesthetic 
The visual characteristics such as colour, graphics, photographs, fonts etc, create the aesthetic 
nature of the website. (Rayport and Jaworski, 2001, pp 121) 

• Colour Scheme. The Colours used throughout the websites is referred to as the colour 
scheme. Colours can be used to convey moods such as softness, freshness, youthfulness, 
etc. (Rayport and Jaworski, 2001, pp 121) 

• Visual Themes. Visual themes help to tell stories, themes and messages across websites. A 
tag line can be used to convey a consistent story line throughout the website. (Rayport and 
Jaworski, 2001, pp 121)  

Content 
Content is defined as all digital information on the website. This include its form – text, video, 
audio and graphics – and its domains, including products, service and information offerings. 
Content focuses on “what” to the website design. (Rayport and Jaworski, 2001, pp 114) 

Heinen (1996) points out that online product catalogues may be the next preferred medium to 
access product information, just like ATMs, once seen as poor alternatives to bank tellers, now 
are the preferred choice for many due to their speed and ready access at all times. 

The four dimensions of Content are offering mix, appeal mix, multimedia mix and content type. 
(Rayport and Jaworski, 2001, pp 126) 

Offering Mix 
The offering mix is the mix of product, information and/or services the website content consists 
of. (Rayport and Jaworski, 2001, pp 126) 

Appeal Mix 
The appeal mix of the content is the promotional and communications messages projected by 
the firm. Cognitive appeals focus on functional aspects of the offering such as price level, 
reliability, availability, breadth of offerings, customer support and degree of personalisation. 
Emotional appeals focus on aspects such as humour, novelty, warmth, stories, etc. (Rayport and 
Jaworski, 2001, pp 127) 
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Multimedia Mix 
The multimedia mix of the content refers to the choices of media including text, audio, image, 
video and graphics. (Rayport and Jaworski, 2001, pp 127) 

Content Type 
The content type on a website can have different time-sensitivity characteristics. Current 
content such as financial market data is time-sensitive except for archival purposes – reference 
content - which is less time sensitive with a longer shelf time. (Rayport and Jaworski, 2001, pp 
127) 

Community 
Community is defined as the interaction that occurs between site users, not site-to-user 
interaction. Examples of this interaction between users include activities such as emails, joint 
game-playing, chat-rooms, etc. The website Landsend.com has a “shop with a friend” 
functionality, which enables two users to view the site at the same time, browse and purchase 
the product – a virtual shopping experience. (Rayport and Jaworski, 2001, pp 114) 

A group of people with strong sense of involvement and shared common interests can create 
strong, lasting relationships that may lead to a sense of community. A sense of community can 
help encourage users and customers to return to a website. (Rayport and Jaworski, 2001, pp 
133) 

Figure below outlines how the components of a community can be integrated. These 
components are elements of a community, types of communities, the degree of member 
participation and member benefits. (Rayport and Jaworski, 2001, pp 133)  

Figure – Communities – Elements, Types and Benefits 
Source: Rayport and Jaworski (2001, p. 135) 

To further explain the elements of online communities, as can be seen in the figure above, 
formation can be assessed along the six criteria outlined below. (Rayport and Jaworski, 2001, 
Page 133) 

• Cohesion. Sense of group identity and individual sense of belonging. 
• Effectiveness. The impact of the group on members’ lives. 
• Help. Perceived ability to ask for and receive help.  
• Relationships. Likelihood of individual interaction and friendship formation.  

Elements of 
Community 

Just Friends 

Enthusiasts 

Friends in Need 

Players 

Traders 

• Cohesion 

• Effectiveness 

• Help 

• Relationships 

• Language 

• Self-regulation 

Types of 
Communities 

Member Outcomes: 
Participation and Benefits 

Degree of Participation 

• Need Fulfilment 
• Inclusion 
• Mutual Influence 
• Shared Emotional 

Experiences 
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• Language. The frequency of specialised language.  
• Self-Regulation. The ability of the group to police itself.  

To further explain the degree of the users participation, as can be seen in the figure above, there 
are four categories; passive, active, motivators (topics and activity planners and creators) and 
caretakers (acting as intermediaries between community members). (Rayport and Jaworski, 
2001, Page 134) 

The dimensions of community include the levels of interactive and non-interactive 
communication. (Rayport and Jaworski, 2001, Page 135) 

Interactive Communication 
In an online community interactive communication is used for visitors to directly and 
continually interact with responses. This is done with real-time or near real-time facilitated 
support on the website in the forms outlined below. (Rayport and Jaworski, 2001, Page 135) 

• Chat. Asynchronous text chatting.  
• Instant Messaging or Instant Chat. Allows messages to happen quickly with each 

participant accessing the message within seconds after being sent.  
• Message Boards. Allows users to communicate by posting messages on an allocated space 

on the website.  
• Member-to-Member e-Mail. As e-mailing is the major interaction function on the web, 

acting as a virtual post office for digitised messages. 

Non-interactive Communication 
Information contributed by the members of the online community as non-direct and 
discontinuous interaction between users, with no provided means for other visitors to directly 
respond to, is described as non-interactive communication. It has a sense of permanence and 
place on the website and may only be updated periodically. Members may contribute to a 
community in such fashion in two ways. (Rayport and Jaworski, 2001, Page 136) 

• Public Member Webpages. Online community members may have the option of building 
their own webpages on the particular community’s website.  

• Member Content. Similarly to member webpages this is content generated by members 
published on the community website.  

Customisation 
Customisation is defined as the website’s ability to tailor itself or by the visitor. Tailoring is the 
term Rayport and Jaworski (2001) use when the company and personalisation initiate the 
customisation when the user is performing the customising. More appropriate banner 
advertisements, content and email messages could for example be shown and sent to visitors 
with previously expressed and registered interests on the website. (Rayport and Jaworski, 2001, 
pp 114) 

There are two dimensions to customisation: Personalisation and Tailoring by Site. (Rayport and 
Jaworski, 2001, pp 141) 
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Personalisation 
Visitors are allowed to customise their preferences in content and context selection and 
personalisation tools on some websites. When these preferences are saved, the visitor can return 
to his/hers personal settings by being identified on the website through a log-in registration or 
with through the use of cookies7 that the website has downloaded onto the visitors hard drive. 
(Rayport and Jaworski, 2001, pp 141) The following ways can be used to customise websites, 
and they are often combined into one seamless customising process.  

• Log-in Registration. The website recognises the returned user and configures itself to the 
visitors preset preferences when the user logs on to the website and enters the requisite 
identification information. (Rayport and Jaworski, 2001, pp 141) 

• Cookies7. Some websites use cookies to gather information to understand the visitors and 
their use of the websites better. Cookies can also be used to store other small pieces of 
information to be retrieved when the visitor later visits. (Rayport and Jaworski, 2001, pp 
141) 

• Personalised email Accounts. Many websites provide free e-mail accounts to visitors, so 
users may use the website to send and receive emails. (Rayport and Jaworski, 2001, pp 141) 

• Content and Layout Configuration. Some websites allow visitors to select the content 
sources, layout or certain design elements of the website. (Rayport and Jaworski, 2001, pp 
141) 

• Storage. Some websites provide virtual hard disk storage space where users can store 
emails, URLs and other interesting content. (Rayport and Jaworski, 2001, pp 142) 

• Agents. Agents are computer programs that can be initiated by visitors of websites to 
perform specific simple tasks such as sending emails to the visitor events happen. For 
example when a product is available for purchase. (Rayport and Jaworski, 2001, pp 142) 

Tailoring by Site 
Software on many websites have the ability to dynamically display unique versions of the 
website to reflect specific user’s interests, habits and needs more appropriately. Websites can 
for example use recommendation engines to adapt automatically to visitors’ behaviour and 
change the displayed offering mix of products, information and services.  (Rayport and 
Jaworski, 2001, pp 142) 

The tailoring initiated by the website can be accomplished in the following ways: 

• Tailoring Based on Past User Behaviour.  Depending on a visitor’s past behaviour and 
preferences, many websites adjust themselves dynamically. This could include price, 
payment terms and marketing messages. (Rayport and Jaworski, 2001, pp 142) 

• Tailoring Based on Behaviour of Other Users with Similar Preferences. Recommendations 
to the visitor, such as products or services, can be based on preferences of other users with 
similar usage profiles (e.g. collaborative filtering). (Rayport and Jaworski, 2001, pp 142) 

Communication 
Communication refers to the interaction or dialogue between the users and the site. It comes in 
three forms – site-to-user communication (email notifications, etc), user-to-site (customer 
service requests, etc) and two-way communication (instant messaging, etc). (Rayport and 
Jaworski, 2001, pp 114) 

                                    
7 Cookie – a small temporary computer file stored automatically being downloaded onto internet visitors’ hard drives. 

These cookies can be retrieved by websites when the user revisits them. Websites can use cookies to store small 
pieces of information to, for example, identify previous website visitors, see how many times the visitor visits the 
website (by incrementing the value in the cookie for each visit), store visitor specific information (such as login 
name so the user does not need to re-enter this information on each visit), etc.  
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Below are the two dimensions of communication, broadcast and interaction, further outlined. 

Broadcast 
To broadcast is to communicate one-way by information change from organisation to user.  
Direct responses are not intended. (Rayport and Jaworski, 2001, pp 143) Below are the 
broadcast alternative forms.  

• Mass Mailing. Mass mailings are emails sent to relatively large audiences. (Rayport and 
Jaworski, 2001, pp 145) 

• FAQ. Frequently Asked Questions (FAQs) are often found on websites to answer the most 
common of questions visitors might have. (Rayport and Jaworski, 2001, pp 145) 

• E-Mail Newsletters. Newsletters are sent regularly to inform web site subscribers of events 
such as new features, changes to the website, special offers, corporate news, etc. (Rayport 
and Jaworski, 2001, pp 145) 

• Content-Update Reminders. Emails can serve to remind subscribers’ interests by being 
further tailored. (Rayport and Jaworski, 2001, pp 145) 

• Broadcast Events. Broadcast events (Webcasts) can be used to send out mass information 
that can allow users some control of view variables such as camera view. (Rayport and 
Jaworski, 2001, pp 145) 

Interactive 
In contrast to broadcast, interactive communication is two-way – between the user and the 
organisation. (Rayport and Jaworski, 2001, pp 145) 

• E-Commerce Dialogue. Organisations and users regularly trade email messages regarding 
order placement, tracking and fulfilment, which is part of the e-commerce dialogue. 
(Rayport and Jaworski, 2001, pp 145) 

• Customer Service. Customer services can be conducted through swapping of email or 
through live online dialogues. (Rayport and Jaworski, 2001, pp 145) 

• User Input. User input is part of the content on some websites. Amazon.com, the widely 
known online bookstore, allows users to review products that are then displayed on the 
website so other visitors may read them. Articles or other user ratings are other examples. 
(Rayport and Jaworski, 2001, pp 145) 

• Hybrid. This type of communication is a mix of broadcast and interactive communications. 
Websites with hybrid communication offer freeware8. These programs are often passed on 
in a type of viral marketing with the hope of fast, broad distribution and immediate creation 
of brand recognition. (Rayport and Jaworski, 2001, pp 146) 

Connection 
Connection is defined as the extent of the formal linkages between the website and other sites. 
Some websites also have affiliate sites to which banner ads to link visitors from the affiliate site 
to the company’s site are distributed. The affiliate sites get provision from the company by 
sending more visitors to the company. The schemes that control the extent of the provision 
varies – percentage of sale instantiated by the click on the banner ad, first time buyer extra 
provision, etc. (Rayport and Jaworski, 2001, pp 114)  

Below are the different dimensions of website Connection.  

                                    
8 Freeware is software tools that can be downloaded free of charge for work or entertainment.  
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Links to Sites 
Links to sites refers to links on a website that take the visitor completely away from the current 
website into a third party website. (Rayport and Jaworski, 2001, pp 150) 

Home Site Background 
This situation refers to linking to third party websites, but with the initial website visibly 
running in the background. (Rayport and Jaworski, 2001, pp 150) 

Outsourced Content 
This refers to when the content of a website is clearly labelled originating from a third party. 
Stock quotes, weather reports and news feeds are often retrieved from third party sources 
(websites for instance) to be displayed on websites. (Rayport and Jaworski, 2001, pp 150) 

Percent of Home Site Content 
This refers to the percentage of content that originates from the website. Newspapers, for 
instance, do not only publish their own generated, owned or controlled material. Therefore, it is 
important to understand how content is in-sourced or out-sourced with respect to a given site’s 
content strategy. (Rayport and Jaworski, 2001, pp 151) 

Pathway of Connection 
A pathway is accessing content on other websites (third parties) without leaving the original 
website. A “pathway-out” is leading a user outside the environment of the website. It is absolute 
in the sense that the user’s click on the link causes an absolute exit from the website. “Pathway-
in” links are leading users to retrieval from other sites, but not formally leaving the original 
website. These links are hybrid and the link action initiated by the visitor causes the retrieval of 
material from the same or other websites without exiting the original website. (Rayport and 
Jaworski, 2001, pp 151) 

Commerce 
Commerce is defined as the sale of goods, products or services on the website. If transactional 
capabilities exist on a website a typical “shopping basket” feature can be present. (Rayport and 
Jaworski, 2001, pp 114) 

Below are the different dimensions of website commerce.   

Registration 
Registration may allow a website to store credit-card information, shipping addresses and 
preferences. (Rayport and Jaworski, 2001, pp 156) 

Shopping Cart 
This is where users store items before instantiating the payment when purchasing over the 
Internet. (Rayport and Jaworski, 2001, pp 156) An e-commerce shopping cart is virtual in 
relation to its physical counterpart and has to be provided by the websites themselves. Therefore 
there are therefore many different variations of them. They normally contain information such 
as the list of products in the cart, their quantity and price. Users often can then add and remove 
items from the shopping cart, as well as changing the individual quantities.  
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Security 
Another dimension of Commerce is security, which is the attempts to which websites secure 
financial and other transactions through encryption (see SSL – Secure Socket Layer) and 
authentication technologies (such as SET – Secure Encryption Technology) (Rayport and 
Jaworski, 2001, pp 156) 

Credit-Card Approval 
Websites can have the ability to receive instant credit approval for credit-card purchases through 
electronic links to credit-card clearance houses. (Rayport and Jaworski, 2001, pp 156) 

One-Click Shopping 
By applying the patented one click purchase system, Amazon.com allows users to place and 
order with a single click by using current default settings for delivery. (Rayport and Jaworski, 
2001, pp 157) 

Orders through Affiliates 
To be able to determine affiliate fees for business generation, websites with affiliate programs 
must be able to track orders that originate from the affiliate websites. (Rayport and Jaworski, 
2001, pp 157) 

Configuration Technology 
Websites can use configuration software to analyse performance/price trade-offs, 
interoperability among complex components within a system and substitution of generic for 
branded products so that users can get the right mix of products and services matching their 
needs and demands. (Rayport and Jaworski, 2001, pp 157) 

Order Tracking 
Another dimension websites can offer is the ability to check the delivery status of products 
ordered. (Rayport and Jaworski, 2001, pp 157) 

Delivery Options 
Delivery option choices can be offered to the user to match their desired speed and cost of 
delivery. (Rayport and Jaworski, 2001, pp 157) 

Fit and Reinforcement 
The success of a particular website is determined by how the seven Cs interrelate to support the 
value proposition and business model of the web initiative. Rayport and Jaworski (2001) 
explain that two concepts in particular are particularly helpful in explaining how it is possible to 
gain synergy among the seven Cs. (Rayport and Jaworski, 2001) 

Fit 
Fit refers to what extent the seven different Cs individually support the business model (Rayport 
and Jaworski, 2001). An exclusively designed website which reflects high prices of its products 
may not “fit” well to a targeted audience with a low income level and a business model 
including focus on great service may “fit” with a live chat function on the website.   
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Reinforcement 
Reinforcement refers to the degree of consistency between each of the seven Cs. The elements 
of the seven Cs should work together to provide a clear, reinforcing statement of the value 
proposition. (Rayport and Jaworski, 2001) 

Schwab.com’s, an online brokerage service firm, context reinforces its content by providing 
useful and to the point investment content to the user. Also, its connection is reinforcing its 
content by providing links on their website to mutual fund providers. Finally, communication 
and commerce reinforce each other by Schwab.com’s community investment forums and 
learning centre alongside the advanced software tools that facilitate commerce transaction. 
(Rayport and Jaworski, 2001) 

 
Figure – The Fit and Reinforcement of 7Cs  
Source: Rayport and Jaworski (2001, p. 117) 
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