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“There is magic in the Web”
                         -Shakespeare, Othello



SAMMANFATTNING

Traditionellt sett sker marknadsförings aktiviteter via kommunikations-, transaktions-
och distributions kanaler. Idag finns möjligheten att utföra dessa aktiviteter via Internet
och ”World Wide Web”. Detta fenomen skapar en ny möjlighet för företag och speciellt
då små sådana, eftersom att detta verktyg kan nyttjas till en relativt låg kostnad. Syftet
med denna uppsats är att undersöka hur små företag använder sina webbplatser som ett
marknadsförings verktyg. För att nå detta syfte så har vi undersökt de mål som fyra
företag har med sina webbplatser. Vi har även tittat på hur dessa webbplatser är
utvecklade och slutligen så har vi undersökt hur företagen utvärderar dessa. Vi har utfört
fallstudier på fyra svenska företag. För att samla in data så har vi använt oss av
intervjuer samt direkta observationer av webbplatserna. Denna D-uppsats påvisar att
företagens primära mål är relaterade till marknads kommunikation. Därtill kommer att
företagen föredrar att designa och underhålla sina sidor själva och dessutom framgår det
att företagen utvärderar effektiviteten på sina webbplatser.



ABSTRACT

Marketing activities have traditionally been conducted via communication-, transaction-
and distribution channels. Today activities from these channels can be performed on the
Internet and the World Wide Web. This phenomenon provides a new opportunity, for
small companies in particular, considering that they can make use of this tool at a
relatively low cost. The purpose with this thesis was to investigate how small
companies use their Web sites as a marketing tool. To reach the purpose we have
studied the objectives of four companies, how they have developed their Web sites and
how they assess the effectiveness of these. We have conducted a multiple case study of
four Swedish companies and have used interviews and direct observations to collect
data. Our study shows that the companies’ primary objectives are related to marketing
communication, they prefer to design and maintain the site themselves, and all four
companies assess their sites’ effectiveness.
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1 INTRODUCTION

n the first chapter of this thesis the study will be introduced. First, some background
information of the Internet and the World Wide Web will be provided, followed by

the problem discussion. Finally, the purpose and the research questions will be
presented.

1.1 BACKGROUND

An increasing number of companies are establishing a presence on the Internet.
Information technology, marketing and sales, as well as public relations are driving
companies to develop a Web site. (Czinkota & Ronkainen, 1998) The Internet as a
marketing medium is on its way to become the easiest and most cost effective way to
global marketing. No other medium has, even at its inception, offered this promise
(Silverstein, 1999).

1.1.1 The Internet

The Internet can be described as a collection of millions of interconnected computers
located in countries throughout the world. It is a collection of thousands of smaller
computer networks that are linked to each other by phone lines and high-speed cables to
form one large world wide network. The Internet is today the largest computer network
in the world. Over the Internet a gigantic amount of data, text, graphics, sound, voice
and live broadcast video can be transmitted from one computer to another at the speed
of light. The Internet is quickly becoming the preferred channel of communication by
millions of people all over the world and in business it is a fast, global and inexpensive
way of reaching customers. (Gonyea & Gonyea, 1996)

The Internet originates from ARPANET (Advanced Research Projects Agency
NETwork), which started to develop in 1969 in order to connect computers at American
research institutes all over America. Its purpose was to give researchers the possibility
to share the scarce computer resources at the time. (Jakobsson, 1998) This network was
mostly an academic research network with users mainly from teaching and research
institutions together with government organisations that were directly or indirectly
involved in research activities. (Pitt, Berthon & Watson, 1996)

In 1990 ARPANET ceased to exist and the network of computers became officially
known as the Internet. (Lederer & Maupin, 1997) In the early 1990s public interest of
the Internet exploded as it was opened up to other groups, including individuals and
companies.  Full commercial Internet connections became available in 1991, with the
establishment of the Commercial Internet Association, whose aim was to encourage
greater business participation. This lead to an expansion of commercial sites, which
remain the fastest growing part of the Internet today. (Hamill & Gregory, 1997)

People in 250 countries use the Internet today. Through the Internet there are many
services available, everything from searching for information, electronic newspapers
and e-mail, to discussion groups and ordering of goods and services. (Jakobsson, 1998)
All sorts of information can be found on the Internet. This information can be displayed

I
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on the computer monitor in two formats, either textual or graphical. In the textual
format only words appear on the screen and in the graphical format pictures, graphics,
text and other elements appear on the screen. (Gonyea & Gonyea, 1996)

The World Wide Web (WWW or simply the Web) is the function on the Internet that
can display graphical information and because of this, it has become the most popular
function (ibid.). The Web is today the most used service on the Internet and around 75
percent of all Internet traffic are today Web traffic (Jakobsson, 1998).

Although the term Internet originally refers to the computer network infrastructure that
enables the delivery of digital data, it is frequently used to represent the interactive
graphical communication medium known as the World Wide Web (Samiee, 1998). Due
to this fact the term used by respective author will be applied in this study.

1.1.2 The World Wide Web

The Web is a network of documents that is accessible via the Internet and it offers
facilities including the additional features of multimedia: sound, video and full-colour
graphics (Bennett, 1997). The Web was created because communication on the Internet
was difficult. As a response to this, scientists at CERN (Conseil Européen pour la
Recherche Nucléaire), the European Particle Physics Laboratory in Geneva, begun
development of the Web. The purpose with the Web was that researchers would be able
to communicate more easily and efficiently on the Internet. The scientists’ goals were to
make all information available in a more simple and consistent way. In 1990 a Web
prototype with the ability to index and search all information was released. (Lederer &
Maupin, 1997)

Anyone can be present on the Internet through specially written files, or Web pages.
These appear on a Web site, which Internet users can visit, browse, explore in detail,
and sometimes interact with. The Web consists of an enormous amount of Web sites
and a Web site can be located on any Web server connected to the Internet (Bennett,
1997). Every Web site has its own address, which is referred to as URL (Uniform
Resource Locator) (Gonyea & Gonyea, 1996). So called hypertext links connect the
pages to each other. By clicking on the hypertext link a user can move from one Web
site to another. (Jakobsson, 1998)

The Web is 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 & Chatterjee, 1995). According to McGaughey and Mason
(1998) the Web’s potential to support business activities seems almost unlimited.

1.1.3 Marketing Activities on the Internet

The Web is the fastest growing Internet phenomenon and because of its rapid growth
and ease of use, the Web is of great importance to marketers (ibid.). The Internet has
become the first truly cost-effective, widespread global marketing medium. The Internet
has its roots in world wide networking and its technology has enabled any marketer to
reach online consumers anywhere throughout the world at any given time. Information



                                                                                                      INTRODUCTION

      3

can be transmitted over the Web and be received quickly regardless of time zones or
geographic location. (Silverstein, 1999)

Traditional marketing activity occurs through three channels, communication channels,
transaction channels and distribution channels, each of which has a discrete function.
The function of communication channels is to enable the exchange of information
between buyers and sellers. Furthermore, transaction channels generate sales activities
between buyers and sellers. Finally, distribution channels facilitate the physical
exchange of products and services. (Peterson, Balasubramanian & Bronnenberg, 1997)

The Web is a flexible interactive and efficient medium and activities from all three
channels can be performed on the Internet. According to Peterson et al. (1997, p.333)
the Internet as a marketing channel has the following characteristics:

• The ability to inexpensively store vast amounts of information at different virtual
locations.

• The availability of powerful and inexpensive means of searching, organising and
disseminating such information.

• Interactivity and the ability to provide information on demand.
• The ability to provide perceptual experiences that are far superior to a printed

catalogue, although not as rich as personal inspection.
• The ability to serve as a transaction medium.
• The ability to serve as a physical distribution medium for certain goods (e.g.,

software).
• Relatively low entry and establishment cost for sellers. (ibid.)

1.2 PROBLEM DISCUSSION

The Web has in the past decade been one of the most revolutionary topics discussed by
marketing practitioners and academics (Palmer & Griffith, 1998a), and according to
McGaughey and Mason (1998) it is important to study how companies can best utilise
the Internet as an emerging marketing tool. Commercial usage has become the fastest
growing part of the Web and the Internet can, if used properly, be a powerful source of
competitive advantage. Furthermore, an escalating number of companies are developing
Internet based strategies to support overall business development. (Hamill & Gregory,
1997)

The Web has a remarkable levelling effect on business. It can make a very small
company look larger than it is (Silverstein, 1999). The physical size and location of
companies are no longer major characteristics to their success when doing business on
the Web, because, it is not restricted by geographic barriers (Angelides, 1997). This
means that even a small company can compete with organisations many times its size.
Internet technology is inexpensive and easily available and it can also be completely
out-sourced. A company does not have to make a major investment to be on the Web
and use it as a powerful means of marketing. (Silverstein, 1999)

The Internet is more important for small companies than for large ones, because small
companies, despite their flexibility, adaptability to change, venture orientation and
ability to specialise in products and markets, are also disadvantaged by resource
constraints, lack of appropriate strategic planning and difficulties in expanding market
share. (Poon & Jevons, 1997)
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The Web has become so apparent and many believe that if a small business fails to use
it to promote their products and services they will miss significant business
opportunities. However, it is essential for small business managers to have an
understanding of the Web and how to use it in order to achieve business goals before
making the decision to launch a Web site. (Lederer & Maupin, 1997)

Berthon, Lane, Leyland and Watson (1998) claim that previous studies conducted in the
area of marketing on the Internet do not address specific issues of concern. Such issues
are: what the objectives are that companies have with a Web site, how might these
companies expect a Web site to contribute towards the attainment of the objectives and
how is the effectiveness of a Web site assessed.

According to Lederer and Maupin (1997) an important issue in a company’s decision to
use a Web site is what the objectives for it are. A small company needs to decide why
they want a Web site before investing the time and resources needed to create a Web
site. Day (1997) further states that the purpose and aims of the Web site must be
carefully considered in order to create an effective Web site.

Another important issue, Lederer and Maupin (ibid.), point out is the actual
development. The development of the Web site should be thoroughly thought out. In
addition Ellsworth and Ellsworth (1997) state that to be able to conduct marketing
activities through the Web site, it must be developed in such a way that it attracts
visitors. Moreover, Palmer and Griffith (1998b) state that it is important for companies
to have an understanding of the dimensions of Web site development.

Furthermore, according to Evans and King (1999), there are tools to assess Web site
effectiveness, and these are vital for a company that has developed a Web site.
However, according to Buchanan and Lukaszewski as referred to by Evans and King
(ibid.), companies now find themselves trying to manage Web sites without proper
assessment tools. Additionally, Lederer and Maupin (1997) argue that assessing the
success of the Web site is an important issue, which provides valuable information that
can help the company reach more customers.

1.3 PURPOSE

The purpose of this study is to gain a better understanding of how small companies use
their Web sites as a marketing tool.

To be able to reach this purpose the following research questions will be studied:
• What objectives do small companies have with Web sites?
• How are the Web sites of small companies developed?
• How do small companies assess the effectiveness of their Web sites?
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2 LITERATURE REVIEW

n this chapter earlier studies connected to the problem area and more specifically to
the research questions, will be reviewed. First, previous studies related to the first

research question, objectives of Web sites, will be presented. Then, literature regarding
the second research question dealing with Web site development will be brought up.
Finally, previous work connected to the third research question, concerning Web site
effectiveness will be discussed.

2.1 WEB SITE OBJECTIVES

According to Peterson et al. (1997) all Internet related marketing activities occur in the
context of marketing activities in traditional marketing channels and have to be
considered in this context. Marketing activity, according to these authors, occur through
three types of channels: communication, transaction and distribution.

Different companies may have different marketing objectives for establishing and
maintaining a Web presence (Berthon et al., 1998). However, in order to create an
effective Web site, the purpose and aims of the site must be thought through with the
utmost concern and attention (Day, 1997). Before a small company invest the time and
resources to create a Web site it is important to understand for what reasons they want a
Web site (Lederer & Maupin, 1997).

According to Berthon et al. (1998) many companies have a Web site only because it is
relatively quick and easy and because they are afraid that the results of not having one
will out weigh whatever the outcome of a hastily poor considered Web site might be.
Angelides (1997) states that many companies have sites on the Web solely for spreading
information about the company and its products. According to this author, it seems that
the Web is more successful as a communication medium rather than as a sales channel.

2.1.1 Marketing Communication

Marketing communication is referred to as the activity of creating information, and
distributing it (Peterson et al., 1997). Advertising information has typically been created
by intermediaries such as advertising agencies and then placed on information outlets
such as television, magazines and newspapers. With the Internet, we are entering an era
of direct information; companies are creating Web pages and placing small
advertisements on other Web pages to encourage customers to visit their sites. (Sheth &
Sisodia, 1999)

Two models, provided by Hoffman et al. (1995), illustrate the new marketing
communication on the Web compared with the traditional marketing communication.
These models are shown in figure 2.1.

I
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The Traditional Marketing Communication Model

   The New Marketing Communication Model for the Web

F=firm
C=Customer

Figure 2.1: Models of Marketing Communication.
Source: Adapted from Hoffman et al. (1995).

The traditional one-to-many marketing communication model for mass media is a
passive model where companies provide content via a medium to a mass market of
consumers. The Web on the other hand offers interactive multimedia and many-to-many
communication. The Web is radically changing the traditional view of communication
media and offers a departure from traditional marketing environments. As a marketing
and advertising medium, the Web can change the way companies do business with their
customers by mixing publishing, real-time communication broadcast and personalised
content. (Hoffman et al., 1995)

With the Web a company is no longer broadcasting a single communication message to
many consumers, but instead tailoring its communications according to the consumers’
different interests and needs (ibid.). The Internet has been designed to deliver
information efficiently and to help connectivity. It has more flexibility than other mass
media channels. The Internet is also potentially superior in targeting individual buyers
as well as potential buyers and it provides the means for direct interaction. In addition, it
can offer communication options that have practically no variable cost. (Peterson et al.,
1997) The use of the Web for communication can enable a company to achieve a
competitive advantage in the market place. (Berthon, Pitt & Watson, 1996)
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Advertising and sales promotions have had a tendency to be initiated and driven by
marketers at targeted and often untargeted customers. It is expected that customers will
start to take a more active role in gathering information. Web-based advertising is
ideally suited for this since it instantaneously permits customers to get as much detailed
information as they desire. (Sheth & Sisodia, 1999)

2.1.2 Objectives Connected to Marketing Communication

For companies the most common use with a presence on the Web, is to increase
corporate and product awareness. The Web can be used to inform potential customers of
their products in a way that other media cannot. (Lederer & Maupin, 1997) According
to Cormier (1999) a company can through the Web establish corporate image and brand
identity. The Web site is a reflection of a company and it has the opportunity to attract
and maintain customers.

Some companies wish to use the Web site as a medium to introduce itself and its
products to a potentially wide audience. The company’s objectives could also be to
create corporate and product awareness internationally. This way the Web provides the
opportunity to expand the potential customer base on a global level at a minimal
expense. (Honeycutt, Flaherty & Benassi, 1998) Further, the objectives with having a
Web site can be to gain access to previously unknown or inaccessible buying influences
(Pitt et al., 1996). Through the Web a company can market goods and services to
customers who may not otherwise come in contact with the company, because, on the
Internet geographic limitations do not apply (Cormier, 1999).

The advertising cost, for regular media used to reach local markets, is for many small
companies very high and the Web can reduce this cost radically (Colarelli O’Connor &
O’Keefe, 1997). Quelch and Klein (1996) also state that spreading information through
the Web to internal and external audiences can reduce costs by substituting less cost–
efficient communication channels. In addition, Sheth and Sisodia (1999) discusses that
traditional advertising agencies can get disintermediated together with media such as the
Yellow Pages and newspapers when a company uses its Web site solely for advertising.

Small companies will through the Web be able to compete more easily in the global
marketplace. The Internet removes many barriers to communication with customers by
eliminating the difficulties created by geography, time zones and location, forming a
business environment that is “frictionless”. (Quelch & Klein, 1996) Companies selling
via catalogue can through the Web have complete control of their catalogues and
marketing without having to rely on printers or postal services. These companies can
change and update the catalogues to better match the needs of the customers. (Colarelli
O’Connor & O’Keefe, 1997)

Some companies may want to use the Web site to solicit feedback from current
customers as well as informing new ones (Pitt et al., 1996). According to Griffith (1998)
a common objective is to increase customer service. Lederer and Maupin (1997) discuss
that in order to provide good customer service a company has to provide more than
merely the product. A business can through the Web, provide additional information to
customers and in this way improve the service (ibid.). Via the site a company can
establish new communication tools for customers. Companies may publicise product
information, special offers, company newsletters, and provide e-mail addresses to which
customers can send comments or inquiries. (Cormier, 1999)
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Customer complaints, queries and suggestions can also be handled on the Web site. (Pitt
et al., 1996) Time zones take on a whole new meaning with the Internet. A company is
through the Web able to provide potential and existing customers with information 24
hours a day, seven days a week. (Cormier, 1999 and Peterson et al., 1997) Quelch and
Klein (1996) state that providing information to internal and external audiences can
increase revenues by facilitating for increasing sales.

2.1.3 Transaction and Distribution

A transaction function generates sales activities between buyers and sellers and the
function of distribution activities is to facilitate the physical exchange of products and
services. The Internet can as a transaction medium help sellers to efficiently interact
with individual buyers and potential buyers. (Peterson et al., 1997) The Internet enables
transactions and distribution for many types of goods and services (Sheth & Sisodia,
1999). The use of the Web as a new channel of distribution is limited but growing.
Products that can be delivered physically via the Web are for example software and all
kinds of services such as ordering of plane tickets, concert tickets, hotel reservations,
holiday and rental cars. (Van den Poel & Leunis, 1999)

The main purpose of a distribution channel is to provide a link between production and
consumption. The organisations involved in the channel fill the main time, place and
possession gaps that separate products and services from those who will use them.
Distribution channels can be described by the number of channel levels involved. Each
marketing intermediary that carry out some work in bringing the product and its
ownership closer to the final buyer, is a channel level. Figure 2.2 shows some consumer
distribution channels with different lengths.

In Figure 2.2 channel one, is called a direct-marketing channel and has no intermediary
levels. It consists of a manufacturer selling directly to consumers. The rest of the
channels are indirect-marketing channels with varying length. Channel two contains one
intermediary level. In consumer markets, this level is typically a retailer. Channel three
contains two intermediary levels, wholesaler and retailer. This is a channel often used
by small manufacturers.

Channel four contains three intermediary levels, which is the case in some industries
where jobbers usually come between wholesalers and retailers. The jobber buys from
wholesalers and sells to smaller retailers who generally are not served by larger
wholesalers. There are distribution channels with even more levels then mentioned here
but they are unusual. From a producer’s point of view a greater number of levels means
less control and greater channel complexity.

Figure 2.2 also shows some common industrial or business distribution channels. The
company can use its own sales force to sell directly to business customers. It can also
sell to industrial distributors, who in turn sell to business customers. It can sell through
manufacturers’ representatives or its own sales branches to business customers, or it can
use these representatives and branches to sell through industrial distributors. Hence,
business markets generally include multilevel distribution channels. (Kotler, Armstrong,
Saunders & Wong, 1996)
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Figure 2.2: Consumer and Industrial Marketing Channels.
Source: Kotler et al., 1996, p. 811.

According to Hoffman and Novak (1996) the Web has many advantages as a
distribution channel. It has very low entry and exit barriers for companies. It also
increases the irrelevance of distribution intermediaries and it is not only capable to keep
pace with market change, it can in fact accelerate it.

With the Internet, sellers (especially producers or manufacturers) can efficiently interact
directly with individual buyers. In this way a seller can internalise the transaction
functions instead of using channel intermediaries. This is possible because of the lack of
distance and time constraints. (Peterson et al., 1997)

The proportion of a retail dollar applied to distribution related activities that can be
performed more efficiently on the Internet may be as high as 90 percent for information-
intensive products and services. Even products that are not information intensive can
experience distribution cost savings if the matching of buyers and sellers can be
performed more efficiently on the Internet. (Sheth & Sisodia, 1999)

With the Internet, companies can more easily engage in selling without a sales force,
order taking, and technical support. Basically, the same shift that took place with
customer service is now happening with personal selling; for example, operator services
and bank teller services have both been dramatically effected by technology that allows
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more customers to serve themselves most of the time. (Sheth & Sisodia, 1999) The Web
moves more of the selling function to the customer through online ordering and the use
of fill-out forms. This permits a benefit in the form of gathering customer information.
The technology offers the firm the opportunity to gather market intelligence and watch
consumer choices through customers' revealed preferences in navigational and
purchasing behaviour on the Web. (Hoffman et al., 1995)

Even though some consumers have a fear of transmitting their credit card information
over the Internet, an increasing number are becoming comfortable with the concept of
using the Internet to purchase products. (Klemow, 1999)

2.1.4 Objectives Connected to Transaction and Distribution

Companies have through the Web access to potential customers all around the globe for
a very low cost. This is especially advantageous for companies that sell to small niche
markets with highly specialised products. The Web helps these companies to survive in
the long run, which otherwise could be difficult due to that the cost of locating and
selling to enough customers would have been so high that businesses might not be
profitable. (Colarelli O’Connor & O’Keefe, 1997)

Griffith (1998) states that offering products for sale directly to the end customers is one
dominant justification for establishing and maintaining a corporate Web site.
Companies can through the Internet establish a direct link to customers to complete
transactions more easily. The technology allows companies to bypass others in the value
chain and sell directly to the consumer. (Ghosh, 1998) Furthermore, if products and
services can be distributed over the Web, cost in distribution and transaction can be
reduced (Colarelli O’Connor & O’Keefe, 1997).

Many companies use the Web to avoid regular distribution channels. Small companies
can usually not afford to have their own salespeople and they often have to rely on
intermediaries to represent promote and handle their products in the marketplace. It is
difficult for small firms to get their products on store shelves and this could be an entry
barrier that can be avoided through the Web. Through the Web companies can avoid the
problems dealing with distributors and they have control over the product until it
reaches the customer. (ibid.)

2.2 WEB SITE DEVELOPMENT

To conduct marketing activities through the Web, the Web site must be developed in
order to attract visitors (Ellsworth & Ellsworth, 1997). A Web site is first of all an
information medium (Palmer & Griffith, 1998a), and in order to sell things on the
Internet companies first need to focus on communication (Angelides, 1997).

Communication is a very important aspect of successful marketing of a product or
service and understanding the dimensions of Web site development has become critical
for companies (Palmer & Griffith, 1998b). Developing a Web site is an exciting
challenge and there are a number of factors to consider during the process (Cormier,
1999).
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2.2.1 Web Site Establishment

When a company decides to establish a Web site it needs to determine if it will have its
own server where the Web site is placed or hire place from an Internet Service Provider
(ISP). There are different types of ISPs and some offer different services, speed and
technical support. A small company can benefit from the collective traffic by locating in
a cybermall with similar types of business. If a Web site will be small with little traffic
it could be a good idea to rent space with an ISP. If the Web site on the other hand will
be large and generate much traffic it may be better for the company to operate the site
itself, on a server of their own. (Lederer & Maupin, 1997)

There are advantages with both alternatives and a company needs to consider these
before deciding which alternative to use. Advantages of building a site are for example:
full control over site management, ease of information collection, ability to choose
security tools, maximum ability for changes of content and maximum creativity for
page design. Advantages of renting ISP space on the Web include: no system
maintenance or setup expenses, lower expense to the business, no internal management
of the server and requirement of a smaller, dedicated staff. (ibid.)

If the company chooses not to set up its own server but rather to use an ISP server, it
has to select one that meets its needs. It would be advantageous for many companies to
choose an ISP with access to storing its sites on electronic malls, kiosks, villages,
markets or plazas. Some ISPs also provide extra services like clickable image maps,
forms, tracking, searchable indexes, secure financial transactions and data publishing. If
the company choose to use an ISP it also has to know how much they charge for their
services, the speed of the connection, traffic data, information on extra services, services
covered by the set up fee, the cost of a domain name and the type of server. (ibid.)

In order to set up a Web site on its own server, a company can hire a consultant that is
experienced in creating Web sites. This consultant can guide the company through the
process of setting up the server. Consultants that have general knowledge and will bring
in specialists for specific work are those who are best to hire. (ibid.)

Concerning the actual creation of the Web site a company can create the Web site on
their own by learning Hyper Text Markup Language (HTML), the system of commands
and punctuation that defines a Web site. This could be advantageous due to that this
language is relatively straightforward to learn and it is much easier to update, refresh
and manage the Web site when an employee does the work than when a consultant does
it. The HTML could be learned through local colleges, software distributors, books and
online tutorials. It is also recommended that marketers manage the Web site rather than
information system specialists, due to that marketers usually have the most detailed
knowledge about the customers. (Honeycutt et al., 1998)

2.2.2 Web Site Design

According to Guenther (1999) an important part of the Web development strategy is to
adopt standards for Web site design. Cormier (1999) states that the Web site design
must be carefully considered since competitors are only a click away on the Internet.
According to Jakobsson (1998) there are some fundamental rules on how a Web site
should be designed and these rules will be presented in this section concerning Web site
design.
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Number of Web pages
An effective Web site should have few well structured pages. Many large companies
have created Web sites with thousands of pages that they cannot maintain and too many
pages makes it difficult for the visitor to navigate on the Web site.

Moving elements
Objects that are twinkling, moving or shifting in shape draw attention to the Web site.
However, the important thing is not to draw attention to the site but to communicate
with the visitors. Most of the times very little animation or animation that is only
performed once is the most effective since too much of it distracts the visitor. A basic
rule is to not have a twinkling text, rather a twinkling frame or symbol.

Colour
On the Web site, colours should be used with caution and they should be functional.
Light colours are the most suitable and dark colours should not be used on large areas,
but rather to bring out a few important elements. Further, red, black and white should be
avoided on large areas. A black background is often decorative but makes the text
difficult to read. If the text in addition is coloured, this makes the reading even more
difficult. Especially important is the contrast between the text and the background and
that the colours on the pages match each other.

Text
Long pieces of text do not work very well on a Web site. The text must be concise and
easy to understand because visitors usually do not wish to take in large amounts of
information. Unfortunately, it is common that companies put their regular brochures on
the Web site. Usually this does not work well. It is also important to add information
continuously and the best way to do this is by having a specific place on the site where
visitors can expect to find all new information.

Graphics
It is important that the Web site has a specific and consistent appearance throughout the
Web site. It is good to use certain graphics so that the visitors do not get lost. It could be
a good idea for the company to have a map for orientation on the Web site.

Fast to download
A slow Web site is not a good one even if it is very appealing. A visitor should be able
to move further in the structure in about ten seconds when downloading a page and be
able to see the whole page in a maximum of 20 to 30 seconds.

The following issues concern the user interface of the Web site, that is the way the user
communicate via the computer and the tools that he or she uses for the purpose, a
combination of icons, menus, screen layout etc. A well thought out user interface is
necessary in order to reach quality and productivity.

General view
The information should be easily available on a small screen as well as on a large one. It
is usually difficult to fit everything in that we wish to be present on a Web page. A user
interface is usually built up on five to six different main elements, for example a
window, dialogue boxes, an index, an area for icons, and a menu. It is important how to
choose these elements. The main parts in the user interface should be separated from
each other and they should differ in appearance or position. The size of the elements
should be adjusted to the size of the screen in order to make several main parts
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observable at the same time. Except from these main elements there are several other
more standardised elements, for example scroll menus, pop-up menus, buttons and
icons. It is best if the user can see what the elements are just by looking at appearance
and position, without having to read the explanation. The space on the screen should be
dominated by the most important information and less important information and
decorations should not occupy space that could be used for more important things. Too
much empty space should also be avoided.

Menu
The position of different elements of the Web site should be consistent and well thought
out. Menus fill an important function on the Web site. A menu is a list of options that
the visitor can choose between. There are different kinds of menus, traditional menus
where the alternatives are presented in a list, and scroll menus where the next level of
the menu comes up after a choice has been made. Menus are used to choose between
functions or to get to information. It is important that the most used functions are at the
top of the menu.

Scroll and skim
When a Web page is used for text presentation or lists that contain more information
than fits on the screen, it is possible to scroll through the page or to skim. Scrolling is
very common but surveys have shown that skimming page for page is preferable
because it helps the viewer to remember the content. It is good if the visitor can read all
information on a page without having to scroll the page.  Skimming also makes it easier
to go back and forward to a page. Furthermore, skimming makes it possible to skip
pages and go to a specific page.

Customer input
It is common that companies require their visitors to fill in data on a Web site. It is
important that input of data is easy and with a minimum number of presses on the
keyboard. Switches between using the keyboard and the mouse should be avoided. It
should also be easy to correct input errors. Furthermore, it should be easy to understand
what inputs that are compulsory and what inputs that are voluntary. In addition, the
compulsory inputs should come before the voluntary. Finally, error message should
always come up if the user puts in wrong data.

Typeface
The choice of typeface affects the degree of how easy it is to read the text and what
impression the pages give. It is not possible to chose the same typeface for the Web site
as for printed text because a typeface that is suitable for printed text might be difficult to
read on the screen and vice versa. Too many kinds of typefaces should not be mixed on
one page, two kinds at the most is a good rule to follow.

Aesthetics
It is important that the Web site is aesthetically appealing but this is a very subjective
issue and therefore there are few general rules. It is however favourable if it is
symmetrical and if it is easy to see and discern the different elements of the user
interface. Furthermore, the amount of frames should be limited and typefaces that do
not match each other should not be used.
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Icons
Icons are usually a decorative element of a Web site and attract visitors. The meaning of
the icons should be obvious and they should be easy to distinguish between. Simple
icons are usually better than icons with a lot of details.

Layout
The layout concerns the overall impression of the Web site. Layout includes the usage
of colours and typeface, and how the different elements are grouped and placed on the
screen. The Web site should be readable, clear, concise and aesthetically appealing.
Furthermore, the different elements in the user interface should be well proportioned.

2.2.3 Successful Web Site Characteristics

According to Foster (1999) there are some issues that a company should consider when
developing a Web site. Most of these are very easy and inexpensive to implement and
will contribute to profit. These issues are:

Domain name
When a company should set up a Web site, the first thing that has to be done is to
register a domain name. (Lederer & Maupin, 1997) A domain name is the address of a
Web site that allows users to access that Web site by using a Web browser. The domain
name is registered to a company or user on the Internet. The domain name may be up to
26 characters long and can contain numbers, letters and hyphens. (Farris, 1999)

It is a very good investment for the company to buy a domain name. Once the domain is
purchased, it will always be the company’s property and can become a very valuable
asset over time. A virtual domain might seem like a good idea because they are usually
much cheaper, sometimes even for free, when a company sign up for a Web hosting.
But the virtual domain names have disadvantages. For instance, according to Lederer
and Maupin (1997) search engines are programs that search the Web, based on
keywords in the URL, name and site descriptions. Many search engines have difficulties
in adding virtual domain names to their databases and this fact alone make virtual
domains a bad idea. Furthermore, since virtual domains are not internationally
registered, the company does not really own a virtual domain. (Foster, 1999)

To be able to attract as many visitors as possible there are a number of factors that a
company has to consider when choosing a domain name. It is important to have a
domain name that is easy to remember. “dotcom” is the most attractive domain
extension because people automatically assume that a domain name ends with this.
Another thing to make the domain name easier to remember is to not use any
abbreviations in it. (Farris, 1999)

Site content and homepage
It is very important to remember that good Web sites are always rich in content. As
much relevant information as possible about the product should be included on the site.
(Foster, 1999, Honeycutt et al., 1998 and Silverstein, 1999) The first page of the Web
site, the homepage, is without question the most important one. It should contain
enough information so that a visitor can tell directly what the company does. The first
page should be a concise introduction of the company and its products. A brief
paragraph or two that explains the company and its products should be present on this
crucial page, and not just pretty graphics. The details should, however, come in later
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pages. (Foster, 1999) According to Evans and King (1999) the first page of the Web site
should also contain points of contact and note the sites major components through icons
with text captions.

Offline and online promotion
An important issue for a company that has a Web site is to attract visitors to it. (Lederer
& Maupin, 1997 and Hoffman et al., 1995) A good way to promote the site is to have
the URL address on company business cards, letterheads, brochures, advertisements,
invoices and spread it through word-of-mouth. (Foster, 1999 and Honeycutt et al., 1998)
Traditional promotional methods such as radio and TV advertisements are also an
alternative to consider when a company strives at attracting visitors to their Web sites.
(Lederer & Maupin, 1997)

It can also be useful to build relationships with other Web sites. A company can locate
Web sites that sell similar but non-competing products and cross link to each other’s
sites. This will generate traffic for both sides. (Foster, 1999, Honeycutt et al., 1998 and
Lederer & Maupin, 1997) To create an affiliate program for the product is a good way
to promote a site (Foster,1999 and Silverstein, 1999). An affiliate program is a way of
paying a commission to a Web site owner, when he/she sends a customer that ends up
buying the company’s products. Affiliate programs work very well for products and
services that can be bought online with credit cards. Furthermore, banner advertising
has always been popular on the Internet. When somebody clicks on a banner, they are
taken to a Web site that gives more information about the products exposed on the
banner. Banner ads work for some products, but their effectiveness has started to
decrease during the last two years. (Foster, 1999)

One of the most effective ways to publicise the Web site is to list it with the most
popular search engines (Guenter, 1999, Lederer & Maupin, 1997 and Honeycutt et al.,
1998), Web directories and guides. The most popular search engines and search engine
hybrids are Lycos, Excite, Alta Vista, Infoseek, HotBot, WebCrawler and Northern
Light. The most popular directories are The Mining Company, Beaucoup and Yahoo!.
The most popular guides are The Argus Clearinghouse, Galaxy and Encyclopedia
Britannica’s Internet Guide. (Guenther, 1999) Most Web site owners are however
completely unaware of how their site is being ranked by the relevant keywords. To
generate meaningful traffic the site must be in the crucial top 20 positions on a major
search engine for the specific keywords. There are programs available that report how a
Web site ranks on the major search engines for certain keywords. (Foster, 1999)

Web counters
Many early Web sites used counters, which showed how many people that had visited
the site since a specific date. This is not a good idea but many sites still use them. It is
not good to advertise that a site is so poorly marketed that it has had very few visitors in
the last year. It is better to let competitors guess how big the site is. If the site on the
other hand has a large number of visitors every day and the company needs to advertise
this fact, it should do so. (Foster, 1999)

E-mail addresses
If the company has its own domain name, it is a good idea to use this in the e-mail
address. To have personal e-mail addresses seems very amateurish. If the company
wants all the e-mails for a domain to be forwarded to another e-mail address, the
company’s hosting company should be able to forward it. A good Web hosting
company will be able to do this and it is usually for free. (ibid.)
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Designer and maintainer
When designing the Web site it is best for a company to either spend the time to learn
HTML and create an original looking Web site themselves or to hire a Web site
designer to design the site using guidance from the company. It is not a good idea to use
samples that come with for example Front Page to design and maintain the site. (Foster,
1999)

The Web site is usually very important to the company and should not be created by
someone who will not be immediately available for updates and changes. It is important
that the one who designs and maintains the site is available to the company in the long
run. (ibid.)

Navigation
The non-linear nature of the Web demands a navigational system that is structured to
offer maximum flexibility for a visitor to move around the site. Most navigational
systems use several buttons, icons or images accompanied with words or phrases in
order to identify major areas of the Web site. (Silverstein, 1999) By good navigation
means to use menus that are easy to understand and to never put the user into a dead-
end page. Search engines can send a visitor to any page of a Web site and therefore it is
extremely important to make it easy to get back to the homepage from any other page
on the site. (Foster, 1999)

Interactivity opportunities
A good Web site should provide customers with opportunities to interact with the
company and provide various ways for customers to offer feedback (Silverstein, 1999
and Foster, 1999). The Web site should have some type of “Contact Us” links that lists
the company name, e-mail addresses, mailing addresses, phone numbers and facsimile
numbers. People like to be able to talk to someone on the phone when they have
questions and if they cannot reach a company on the phone, they might move on to a
company that can be reached. (Foster, 1999)

It is also important that the company is prepared to handle a heavy load of
correspondence from new and existing customers. The company has to prepare an
efficient, internal system for responding to customer request, questions and comments.
Customers that communicate electronically often expect to get an answer within 24
hours and it is therefore important for the company to answer all inquires as quickly as
possible. (Honeycutt et al., 1998)

Ellsworth and Ellsworth (1997) state some further issues that should be considered in
order to develop a successful Web site, including:

• The content is always fresh. New pages should be added to the Web site and old
pages updated.

• The pages do not funnel the user out too quickly. A good site should not send
visitors out right away with too many prominent links to other sites.

• The site can be viewed successfully with many browsers.
• Every page is treated as a starting point
• The site has true value added. It should offer service, content, products or other

resources. It is not just a place to market and sell. Users should get real information,
products and services for free.

• The site maintainers are responsive. Visitors should not receive a message that the
URL cannot be found.
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• The site is capable of gathering information. Information about users should be
routinely gathered through contests, newsletters, surveys, etc. so that the maintainers
know who has been visiting the site, as well as the visitors’ preferences and
reactions.

• The site is a marketing channel integrated with other channels.

2.2.4 Tools for Transaction and Distribution

A Web site is a direct contact between the company and the public and therefore it
provides an opportunity for both delivery and selling of products. Sales and delivery
include the availability to purchase online and to download software. (Palmer &
Griffith, 1998a) Only specific types of products can be delivered physically via the Web
(Van den Poel & Leunis, 1999). According to Peterson et al. (1997), for products that
consist of digital assets such as computer software, music, or reports the Internet may be
the ideal distribution channel.

Online ordering is becoming more and more common. First, online ordering often
involves setting up an account for an individual by sending credit card or other sensitive
information via facsimile, telephone, or postal mail. Once an account is established,
ordering is performed through online forms or e-mail addresses on the Web site.
(Ellsworth & Ellsworth, 1997)

An electronic catalogue is the place where a visitor can browse, learn about a product
and potentially purchase them. The most common customer purchase model is a shop
with products that can be put into a “trolley”, which usually is an electronic inventory
list of product names, numbers and prices. A visitor adds or deletes product into his or
her “trolley”. When the visitor is finished shopping, he or she checks out – the point at
which payment is authorised and the order is placed. (Silverstein, 1999)

On some corporate Web sites it is possible to place orders using a credit card and
transactions are sent in an encrypted form directly to the shops. (Angelides, 1997) In
order to make purchasing through a Web site attractive, secure transactions are very
important (Ellsworht & Ellsworth, 1997), and this aspect of electronic commerce is not
allowed to be a weak link. A company has to establish security procedures in order to
protect the privacy of the customer’s ordering and credit card information. (Silverstein,
1999)

Secure Socket Layers (SSL), a common Internet security standard, are used in order to
secure areas on Web sites. Transaction information, for example a credit card number,
that is entered within the secured area is encrypted and sent over the Internet to the
company’s Web site. SSL protocol requires the company to have a “digital certificate”
on its Web server. A digital certificate provides the means for consumers to verify the
authenticity of a business. These certificates are provided by reliable third parties called
“certificate authorities”. (Klemow, 1999)

Another protocol available is Secure Electronic Transactions (SET) encryption. While
SSL offers merely a secure method for exchanging data, SET provides a method to
authenticate all involved parties. SET requires the customer to have a “digital wallet” on
his/her computer. It may though be another year before SET becomes more widely
accepted. (ibid.)
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Silverstein (1999) states that the initial concerns regarding online ordering are quickly
declining with the technological advances from companies such as CyberCash. This
company pioneered major electronic commerce payment advances on the Internet.
CyberCash makes it possible for companies world-wide to accept multiple forms of
payment, for example SET. According to Ellsworth and Ellsworth (1997), though, just
as with transactions involving the postal system, the phone system, and in-person
transactions - Internet transactions will never be completely safe.

The last part of the development of a Web site is to monitor results and measure the
success of the Web site (Cormier, 1999). This leads into the subject of Web site
effectiveness and the last research question of this thesis.

2.3 ASSESSMENT OF WEB SITE EFFECTIVENESS

The Web is much easier to measure than many other marketing communication efforts
(Berthon et al., 1998). To measure the success of a Web site can give companies
valuable information that helps them in reaching more customers. Data on how visitors
use a Web site, what attracts the visitors and why they return to a site can help a
company to manage and expand its site. These kinds of data are often available in
electronic documents called access logs. (Lederer & Maupin, 1997)

2.3.1 Measurement Tools

The access log file is the foundation for analysing effectiveness of a Web site. It is a set
of records maintained in a text file on a server. Every transaction between a user and a
Web site is documented in the log file, which can include the IP (Internet protocol)
address (a unique identifier for a specific host server), the domain name, files
downloaded, the URL, where the user was when the request was made to the site, the
time and date of the download, and the number of bytes transferred. (Griffith, 1998).

Despite limitations in the accuracy of such information there are several tools and
services that permit its analysis. They provide reports about the number of accesses for
each page, breakdowns of requests based on host name, server load and performance
statistics, average time spent on each page, paths a visitor takes through a site, URLs of
users, and correlation between these data. (Lederer & Maupin, 1997)

Small companies without their own server, normally obtain “traffic” reports from their
ISPs. These reports are often included in the hosting fee. The reports show the number
of visitors at the site and individual page traffic, which pages that have been visited
more and which pages that have not been visited as much. Information gained from
these reports will give insight to whether or not changes should be made on the Web
site and if some pages should be removed altogether. (Cormier, 1999) 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).

2.3.2 A Conceptual Framework for Measuring Web Site Effectiveness

Berthon et al. (ibid.) have developed a conceptual framework where some of the most
frequently mentioned objectives of a Web site presence are related to performance
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measures associated with Web site traffic flow. The framework is showed in Figure 2.3
and consists of performance measures, which marketers on the Web can use to measure
the effectiveness of the performance.

Figure 2.3: A Model of the Conversion Process on the Web.
Source: Adapted from Berthon et al. (1998).
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All surfers on the Web are not target audience to a given company. Surfers are either
potentially interested in the company or not interested. How attractive a Web site is to
the organisation depends on the number of potentially interested surfers on the Internet,
where the size of the Internet is measured in terms of surfers. (Berthon et al., 1998)

The first stage of the model shows the flow of surfers to land on the Web site belonging
to a company. It is acknowledged that only a fraction of the target surfers visits the
company’s Web site. This shows the awareness efficiency of the Web site. With the
awareness efficiency it is possible to see how effectively the organisation is able to
make target surfers aware of the Web site. Target surfers refer to the surfers who are
potentially interested in the company’s products or services. (ibid.)

In the second stage of the model, the locatability/attractability efficiency of the Web site
is presented. With this, it is possible to assess how effectively the organisation is able to
change target surfers into Web site hits. Berthon et al. (ibid.) distinguish between active
information seekers, which are surfers who actively look for the site and passive
information seekers, which are the surfers not actively looking for the Web site, but not
against finding it either. By facilitating active seeking behaviour or by attracting passive
seekers the company help target surfers to find the Web site.

The following stage of the model deals with the Web site’s ability to convert hits into
visits. A hit merely means landing on a page without necessarily doing anything with
the information found there, while a visit involves greater interaction between the surfer
and the Web page. (ibid.) According to Griffith (1998) a visit is a sequence of requests
made by a surfer.  Berthon et al. (1998) continues with stating that this stage in the
model represents the contact efficiency of the Web site. This shows how effectively the
company converts Web site hits into visits.

Once the visitor is engaged in a visit at the Web site, he or she should be able to
establish a dialogue and/or place an order. This capability of turning visitors into
purchasers can be measured and is referred to as conversion efficiency. In the final stage
of the model, it is possible to measure the capability of turning purchases into
repurchases. The customers should be turned into loyal customers who return to the site
and make purchases on an on-going basis. This is referred to as retention efficiency.
(ibid.)

3.3 Other Tools for Assessment of Web Site Effectiveness

Mechanisms to assess Web site effectiveness are vital (Evans & King, 1999). Apart
from the above mentioned Web visitor tracking tools, the Web offers other forms of
feedback options that expand the data available to marketers.

Online surveys is one form of feedback option and it provides possibilities for
companies to place surveys on Web sites and offer incentives for participation. Internet
surveys are more powerful than mail surveys because of the medium’s “branching”
capabilities, it is possible to ask different questions based on previous answers. Online
surveys are also cheaper than both mail or phone surveys. (Quelch & Klein, 1996)

Another feedback option is online bulletin boards. These are much like the traditional
corkboard, except that the software enables “threading” messages, so readers can follow
a conversation and easily check responses to each posting. Companies can monitor and
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participate in such group discussions in many countries concurrently. A customer
identification system is another form of feedback option for a company and both
business-to-business and consumer marketers are installing registration procedures that
enable them to identify individuals and track purchases over time. (ibid.)

E-mail marketing lists can also help a company to gain feedback and assess its Web
site. Many company Web sites ask customers to sign up on a mailing list in order to
receive company news. Information concerning the company and products can this way
be spread quickly to the audiences on these lists both nationally and internationally at a
very low cost. (ibid.)

In order to gain feedback from visitors and customers, companies can incorporate an e-
mail address to the person in charge of the site, that is, the Webmaster. In this way
visitors can write to the Webmaster and express their thoughts and opinions of the Web
site. (Janal, 1998)

According to Ellsworth and Ellsworth, (1997), most companies use some form of the
following methods in order to estimate Return On Investment (ROI) for their Internet
enterprise. The company can for example assess possible business growth. A question
that can be asked is, if the business has grown overall. If this is the case, the firm can
look closer upon in what product lines the growth has occurred. The company can,
furthermore, analyse the overall business profitability and see if the Web site has
returned a profit or not, since its establishment. According to both Ellsworth and
Ellsworth (ibid.) and Griffith (1998) the firm can also look at the actual ROI, that is,
sales accumulated through the Web site measured against the total investment in the
site.



                                                                                         CONCEPTUALISATION

    22

3 CONCEPTUALISATION AND FRAME OF REFERENCE

n this chapter the issues that are going to be studied will be explained. First the
conceptualisation will be presented and then the emerged frame of reference

developed from the research questions will be shown.

3.1 CONCEPTUALISATION

The purpose of a conceptualisation is to explain either graphically or narrative, the main
things that are going to be studied (Miles & Huberman, 1994). In order to collect data
and answer the research questions, a conceptualisation of the literature review will be
presented here. First of all, we will motivate why we have chosen to exclude some parts
of the literature review.

We will not collect data on the sections 2.1.1 and 2.1.3, due to the reason that these
sections provide an understanding as well as lead to the discussion of specific Web site
objectives. Hence, what Peterson et al. (1997), Sheth and Sisodia (1999), Hoffman et al.
(1995), Berthon et al. (1996), Van den Poel and Leunis (1999), Kotler et al. (1996),
Hoffman and Novak (1996) and Klemow (1999) bring up in this sections will not be
used in the data collection.

We have chosen to use the following authors due to that they all bring up important
issues that we find relevant for the data collection. The literature review that we have
selected is presented below.

Research question one: What objectives do small companies have with Web sites?

Day (1997) and Lederer and Maupin (1997) discuss that the purpose and aims of a Web
site must be thought through with the outmost concern. Berthon et al. (1998), on the
other hand, discuss the possibility that the only reason for why companies have Web
sites is because it is relatively quick and easy. Further, Angelides (1997) discusses that
the Internet seems to be more successful as a communication medium rather than as a
sales channel. To be able to answer the first research question we intend to look at these
discussions and see what apply to the cases in our study.

We will continue with an eclectic list of Web site objectives that we have gathered from
the following authors: Lederer and Maupin (1997), Honeycutt et al. (1998), Cormier
(1999), Pitt et al. (1996), Colarelli O’Connor and O’Keefe (1997), Sheth and Sisodia
(1999), Quelch and Klein (1996), Griffith (1998), Peterson et al. (1997) and Ghosh
(1998). Our purpose with this is to study if companies have any of the following
marketing communication, transaction and distribution objectives:

• Increase corporate awareness.
• Increase product awareness.
• Establish corporate image.
• Establish brand identity.
• Attract and maintain customers.
• Create corporate and product awareness internationally.

I
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• Gain access to international customers.
• Reduce advertising costs.
• Disintermediate traditional advertising agencies and media.
• Remove barriers to communication.
• Gain complete control over catalogue.
• Solicit customer feedback.
• Increase customer service.

• Offer product for sales directly to end customer.
• Reduce cost in distribution.
• Deliver products and services directly via the Web.
• Avoid regular distribution channels.

Research question two: How are the Web sites of small companies developed?

When investigating companies’ decisions to launch Web sites we will look at Lederer
and Maupin’s (1997) discussion of; if a company has the site on its own server or hire
place from an ISP. We will also look at the advantages that Lederer and Maupin (1997)
bring up with each alternative. We will look at the discussion by Honeycutt et al. (1998)
and see if the companies hired consultants to design the Web sites or if the companies
did it on their own by learning the HTML system.

In order to study how companies’ Web sites are designed we will look at the
fundamental rules of how a Web site should be designed stated by Jakobsson (1998).
These fundamental rules concern:

• Number of Web pages
• Moving elements
• Colour
• Texts
• Graphics
• Fast to download
• General view
• Menu
• Scroll and skim
• Customer input
• Typeface
• Aesthetics
• Icons
• Layout

To be able to study what issues companies should consider when developing Web sites
we will further look at the following:

• The domain name (Lederer & Maupin, 1997, Farris, 1999 and Foster, 1999).
• If the Web sites are rich in content and what information that could be received

through them (Foster, 1999, Honeycutt et al., 1998, Silverstein, 1999 and Evans and
King, 1999).

• If and how the Web sites are promoted:



                                                                                         CONCEPTUALISATION

    24

- Offline: business cards, letterheads, brochures, advertisements, invoices, word-
of-mouth, radio, TV (Foster, 1999, Honeycutt et al., 1998 and Lederer &
Maupin, 1997).

- Online: links and affiliate programs, banner ads, search engines, Web directories
and guides (Lederer & Maupin, 1997, Foster, 1999, Honeycutt et al., 1998,
Silverstein, 1999 and Guenter, 1999).

• If counters are used at the Web sites. (Foster, 1999).
• If the companies use personal e-mail addresses on the Web sites (Foster, 1999).
• If the site is original and if someone that is available for updates in the long run

creates the site (Foster, 1999).
• The navigation of the Web sites (Silverstein, 1999 and Foster, 1999).
• If and how the companies tells the customers how to reach them (Silverstein, 1999

and Foster, 1999).
• How the company handles requests, questions and comments from new and existing

customers online (Honeycutt et al., 1998).

Furthermore, we will look at if companies consider the issues that Ellsworth and
Ellsworth (1997) brings up in order to develop good Web sites. These are:

• The content is fresh.
• The pages do not funnel the user out too quickly.
• The site can be viewed successfully with many browsers.
• Every page is treated as a starting point.
• The site has true value added.

- Offer service, content, products and other recourses.
• The site maintainers are responsive.
• The site is capable of gathering information.
• The site is a marketing channel integrated with other channels.

Finally, in research question two we will look at the following issues regarding
transaction and distribution:

• If delivery of products is possible directly via the Web (Van den Poel & Leunis,
1999).

• How ordering is performed (Ellsworth & Ellsworth, 1997 and Silverstein, 1999).
• If the company have security procedures for transactions (Silverstein, 1999 and

Klemov, 1999).

Research question three: How do small companies assess the effectiveness of their Web
sites?

With the intention to answer the last research question, we will first of all look at
measuring and analysing traffic discussed by Lederer & Maupin (1997), Griffith (1998)
and Cormier (1999) in order to collect data. Then we will use the conceptual framework
developed by Berthon et al. (1998) together with the eclectic list below, in order to see
how/if small companies asses their Web sites’ effectiveness:

• Online surveys (Quelch & Klein, 1996).
• Online bulletin boards (Quelch & Klein, 1996).
• Customer identification (Quelch & Klein, 1996).
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• E-mail marketing lists (Quelch & Klein, 1996).
• E-mail to Webmaster (Janal, 1998).
• Overall business growth (Ellsworth & Ellsworth, 1997).
• Overall business profitability (Ellsworth & Ellsworth, 1997).
• Actual ROI (Ellsworth & Ellsworth, 1997 and Griffith, 1998).

3.2 EMERGED FRAME OF REFERENCE

In Figure 3.1 below the frame of reference, emerged from the conceptualisation and the
three research questions, is presented.

Figure 3.1 Emerged Frame of Reference.
Source: Authors’ own figure.

The figure shows the three research questions: what objectives do small companies have
with a Web site, how do small companies develop their Web sites and, finally, how do
small companies assess the effectiveness of their Web sites. Further, the figure clarifies
how these research questions fit together as a means to answer the purpose of this
thesis. The emerged frame of reference starts with the Web site objectives and these are
the foundation for how the Web site is developed. The Web site development, in its
turn, leads to how the company can assess the Web site effectiveness in relation to the
objectives.
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4 METHODOLOGY

 method is a tool, a way to solve a problem and reach new knowledge (Holme and
Solvang, 1997). In this chapter the procedure of the research will be presented.

The method of how the thesis is created will be described. In order to do this there are a
series of steps to be followed, while at the same time using validity and reliability
criteria to assure that the study fulfils certain standards (Foster, 1998). These steps are
showed in figure 4.1.

Figure 4.1: Schematic Presentation of the Methodology.
Source: Adapted from Foster (1998).

4.1 RESEARCH PURPOSE

Reynolds (1971) divides research into three different stages, the exploratory, the
descriptive and the explanatory stage. Exploratory research is useful when the problem
is difficult to limit, when the perception of which model to use is diffuse and it is
unclear what characteristics and relations that are important (Eriksson & Wiedersheim-
Paul, 1997). The purpose of an exploratory research is to gather as much information as
possible about a specific subject. It is further common to use many different sources to
gather this information (Patel & Davidson, 1994). An exploratory study should be
designed by stating a purpose and stating the criteria to judge the exploration successful
(Yin, 1994). In the exploratory stage the researcher gain a better understanding of the
research area. This stage should guide the procedures that will be used in the next stage
of research, the descriptive stage. (Reynolds, 1971)

As presented by Miles and Huberman (1994, p. 90) with reference to Bernard (1988) to
describe is to make “complicated things understandable by reducing them to their
component parts”. According to Reynolds (1971) the goal with the descriptive study is
to develop careful descriptions of different patterns that were expected during the
exploratory stage. The purpose could be to develop empirical generalisations and to
explain these. This leads to a development of theory.

According to Miles and Huberman (1994) with reference to Bernard (1988) explanation
concerns the activity of making complicated issues understandable by presenting how
their component parts fit together according to some rules, that is, theory. According to
Reynolds (1971) the goal with the explanatory study is to develop a theory that could be
used to explain the empirical generalisation that was developed in the descriptive stage.
This provides a cycle of theory construction, theory testing and theory reformulation
(back to step one).

A

Research
Purpose

Research
Approach

Research
Strategy

Data
Collection

Sample
Selection

Data
Analysis

VALIDITY & RELIABILITY



                                                                                                     METHODOLOGY

    27

We will in this study explore, describe and possibly start to explain how small
companies use their Web sites as a marketing tool. The study is primarily exploratory,
because, few studies have been conducted on the subject of small Swedish companies’
use of Web sites as a marketing tool. The Internet is such a new phenomenon within
marketing and we will aim to gain a better understanding of this research area. Our
study is also descriptive due to the fact that we strive to describe the discovered patterns
of the exploratory stage. Finally, we aim to start the explanatory stage because we
intend to explain the results that we gained in the two previous stages, by drawing
conclusions on the matter.

4.2 RESEARCH APPROACH

When conducting a research there are different ways to address the matter. Here we will
present and give the reasons for the way we have chosen to approach our study. First,
we will look at deductive versus inductive research approaches and secondly we will
look at qualitative and quantitative research.

4.2.1 Deductive versus Inductive Research

Conclusions can be drawn through either inductive or deductive research. These two
approaches represent two different philosophies. The inductive way to draw conclusions
is founded on empirical data. The researcher establishes theories and models that are
based on different phenomena in reality. If the researcher on the other hand has a
deductive approach then he/she uses existing theories, and investigates these
empirically, with different methods. (Eriksson & Wiedersheim-Paul, 1997) Existing
theory is the base for deciding what information that should be selected, how it should
be understood and, finally, how to relate the results to the theory (Patel & Davidson,
1994).

Our study is deductive due to the way we developed our purpose and research
questions. We have started from already existing theories, which we later will compare
with reality. Finally, we aim to draw logical conclusions from our findings.

4.2.2 Qualitative and Quantitative Method

The qualitative and quantitative methods refer to the way one chooses to treat and
analyse the selected data (Patel & Davidson, 1994). Both the qualitative and
quantitative approach are aimed at creating a better understanding of the society and to
comprehend how individuals, groups and institutions act and have an influence on each
other (Holme & Solvang, 1997). According to Yin (1994) the best approach to use for a
study depends on the purpose of the study and the accompanying research questions.

Some researchers distinguish between qualitative and quantitative research, but there is
a mutual basis for the two (ibid.). There is no definite distinction between qualitative
and quantitative methods. Somewhat simplified, quantitative methods transform the
information to numbers and amounts that later gets analysed statistically. Meanwhile, in
the qualitative method it is the researcher’s perception and interpretation that is in focus,
in the form of frames of reference, motives etc. The qualitative method aims at reaching
a better understanding of the phenomenon that is being studied. Furthermore, qualitative
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studies tend to be more flexible, while the quantitative ones are more structured. (Holme
& Solvang, 1997)

Based on our purpose and research questions, as well as the above discussion, the
procedure we have chosen is of a qualitative nature. We have focused on the Web site
as a marketing tool for small Swedish companies. We will use a frame of reference and
aim to gain a deeper understanding of this phenomenon instead of analysing data in the
form of numbers statistically, as you do in the quantitative study.

4.3 RESEARCH STRATEGY

There are a number of approaches for a researcher to make when conducting an
empirical data collection. Depending on the character of research questions, to which
extent the researcher has control over behavioural events and to what degree the focus is
on contemporary events, the researcher can choose between an experiment, a survey,
history, an analysis of archival records and a case study. (Yin, 1994) These are shown in
TABLE 4.1.

TABLE 4.1: Relevant Situations for Different Research Strategies

Strategy Form of research
question

Requires control over
behavioural events

Focuses on contemporary
events

Experiment How, why YES YES

Survey Who, what,
Where, how many, how
much

NO YES

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

NO YES/NO

History How, why NO NO

Case study How, why NO YES

Source: Yin, 1994, p. 6

An experiment was not a suitable research strategy in this study, because it did not
demand any control over behavioural events. A survey was neither an appropriate
strategy due to that we do not aim to answer who, where, how many, or how much
questions. Furthermore, this type of study does not correspond to the qualitative way of
research. Archival analysis gives answers to how many and how much. Because this
study is qualitative and does not answer these questions, we did not find this to be a
suitable research strategy. Furthermore, this study is focused on present time and
therefore we have not chosen to conduct an historical research.

The case study is generally superior when answering how and why questions about a
specific topic, when the researcher have little control over the behavioural events and
when the events under investigation are contemporary (Yin, 1994). To reach the
purpose of this thesis, the case study has been used as a research strategy, since we
found this to be the most suitable. We believe that case studies would enable us to gain
in-depth understanding of how and why the companies in the investigation are using
their Web sites as marketing tools. Further, we have no influence over the way in which
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the studies’ participants use their Web sites. Our study is also based on present
occurrences, hence we are investigating contemporary events, and this is another motive
for choosing case study as a research strategy.

For case studies, there are five parts that are of significant importance when designing
the study. These are the questions of the study, possible propositions, the unit or units of
analysis, logic linking of data towards the propositions and, finally, the criteria for
analysing the data. It is however possible to state a purpose instead of propositions if the
study is of an exploratory nature. (Yin, 1994) Since this study is mainly of an
exploratory nature, we have stated a purpose instead of propositions.

According to Yin (1994), a major distinction when designing a case study is between
single- and multiple case design. This means that a researcher has to decide whether to
do a single or a multiple case before conducting the data collection. “The evidence from
multiple cases is often considered more compelling, and the overall study is therefore
regarded as being more robust” (p. 45). In addition, the validity increases with the
number of cases selected (ibid.). We are in this study going to use a multiple case
design by studying four small Swedish companies that have Web sites. By doing this we
will be able to compare the four cases with each other.

4.4 DATA COLLECTION METHOD

In the qualitative field of research, Yin (ibid.) has listed six forms of, what he refers to
as, sources of evidence for collecting data. These are documentation, archival records,
interviews, direct observations, participant observation and physical artifacts. The
strengths and weaknesses of the different data collection methods are presented in
TABLE 4.2.



                                                                                                     METHODOLOGY

    30

TABLE 4.2: Six Sources of Evidence: Strengths and Weaknesses

Source of evidence Strengths Weaknesses

Documentation Stable: can be reviewed repeatedly
Unobtrusive: not created as a result of
the case
Exact: contains exact names, references,
and details of an event
Broad coverage: long span of time,
many events and many settings

Retrievability: can be low
Biased selectivity: if collection
is incomplete
Reporting bias: reflects
(unknown) bias of author
Access: may be deliberately
blocked

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

(Same as above for
documentation)
Accessibility due to privacy
reasons

Interviews Targeted: focuses directly on case study
topic
Insightful: provides perceived causal
inferences

Bias due to poorly constructed
questionnaires
Response bias
Inaccuracies due to poor recall
Reflexivity: interviewee gives
what interviewer wants to hear

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

Time consuming
Selectivity: unless broad
coverage
Reflexivity: event may proceed
differently because it is being
observed
Cost: hours needed by human
observers

Participant observation (Same as for direct observations)
Insightful into interpersonal behaviour
and motives

(Same as for direct
observations)
Bias due to investigator’s
manipulation of events

Physical artifacts Insightful into cultural features
Insightful into technical operations

Selectivity
Availability

Source: Yin, 1994, p. 80

In this study we have not used archival records since it is precise and quantitative and
this does not fit our qualitative study. We have neither used participant observation
because this type of data gathering is bias due to investigator’s manipulation of events.
We also excluded physical artifacts since this study does not involve the need to obtain
evidence on cultural features.

Yin (1994) states that one of the most significant sources of case study information is
the interview. He further clarifies that positive aspects with the interview are that it is
“targeted” because it concentrates directly on the case study topic. It is also “insightful”
because it gives perceived causal conclusions. These positive aspects discussed by Yin
(ibid.) are the reasons for why we have chosen the interview as a method of collecting
data.

Yin (ibid.) describes three types of interviews, open-ended, focused and structured. In
the open-ended interview the key respondents are asked for facts as well as for their
opinions. The focused interview is also performed in a conversational manner but
follows a set of questions derived from the case study protocol. This type of interview
takes only a short time. The structured interview is best suited for surveys and this type
of interview follows a structured questionnaire.

We conducted interviews of focused nature since we had an interview guide (see
APPENDIX A and B) and conducted them in a conversational manner. We let the



                                                                                                     METHODOLOGY

    31

respondents talk freely with the interview guide as a base. The interviews were also
conducted in a short time, approximately 30 minutes each.

To collect the data we did telephone interviews with four small Swedish firms. First, we
called the companies and figured out whom the persons most suitable to interview
where. Then we contacted these people and asked if we could book a time for an
interview. We then sent, by e-mail, a letter with a presentation of the subjects that we
were going to discuss, during the interview, so that the respondents would be able to
prepare themselves.

Yin (1994) discusses the strength provided by having multiple sources of evidence. He
portrays this evidence gathering as “triangulation” and this makes the study more
reliable. We have in this thesis used “triangulation” and the sources of evidence that we
have used for our data collection are, except from interviews, direct observation and in
addition to this we have used documentation.

According to Yin (1994) by making a field visit to the case study “site” the researcher
are creating the opportunity for direct observation. If the object being studied is not
purely historical some relevant behaviours or conditions will be available for
observation. This type of observation serves as yet another source of evidence. Evidence
from an observation is often useful in providing additional information about the object
that is being studied. If the case study, for example, is about a new technology,
observations of the technology are valuable to the understanding of it.

Due to the above discussion we have chosen to use direct observation as an additional
source of evidence for this study. After we had done the interviews with the respondents
at the companies, we conducted direct observations at the companies’ Web sites.

Finally, we have used documentation in the form of secondary data, such as brochures
and other printed sources provided by the companies. As stated by Yin (ibid.),
documentation offers advantages due to that it is stable because it can be re-examined
over and over again. It is also unobtrusive, meaning that it is not made for the case. It
can be exact and contain accurate names, references and other details. In addition, it has
a broad coverage over time.

4.5 SAMPLE SELECTION

We have chosen four small Swedish niche companies for our case studies. The choice
of small niche companies is based on Quelch and Klein’s (1996) statement that small
companies offering specialised niche products should be able to, with the help of the
Web, find the critical mass of customers necessary to succeed. The choice is,
furthermore, based on the statement by Peterson et al. (1997) that the Internet appears to
be especially suitable for reaching niche markets and is consequently suitable for
companies with products that are specialised or unique.

In order to find appropriate companies we used several search engines, and we chose to
search on words such as “små företag” (small companies), “nisch företag” (niche
companies), and “nisch produkter” (niche products). We looked at the Web sites of
companies that came up at top positions to see if they were small niche companies.
Further, we double-checked this by calling them. The choice of four cases was made
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due to the limited time that we had to write the thesis and due to that with this number it
is possible to find patterns of similarities and differences when analysing the data.

The companies that we have selected are Ikonostasion, Logosol AB, Radarteam Sweden
AB and Stenudd AB. The reason for why we choose to look at these companies are
because they all claim to be small niche companies and because they all have Web sites.
Furthermore, all these companies fall into the criteria of the definition of small
enterprises that the Commission of the European Communities has set up. According to
this definition a small enterprise is defined as having less than 50 employees, having
either an annual turnover not exceeding seven million ECU or an annual balance sheet
total not exceeding five million ECU, further it must conform to the criteria of
independence (see APPENDIX D).

4.6 DATA ANALYSIS

According to Yin (1994) data analysis involves examining, categorising, tabulating or
otherwise recombining the collected data. Every investigation should have a general
analytical strategy in order to determine what to analyse and why. Two general
strategies are suggested. The researcher can either follow the theoretical propositions
that led to the case study or develop a descriptive framework to organise the case study.
Within these strategies, there are four different techniques for analysing the collected
data. The first is pattern matching, which means to compare an empirical based pattern
with a predictable one. The following technique is explanation building, which refers to
a kind of pattern matching where the goal is to analyse the case study data by building
an explanation about the case. Furthermore, the third is time-series analysis that refers
to repeated measures of the dependent variable/variables in order to look at changes
over time. The last technique is to use program logic models, which is a combination of
pattern-matching and time-series analysis where the analysis stipulates a complex chain
of patterns over time.

In this study we will follow the theoretical propositions that led to the case study. We
will within this strategy use pattern matching as discussed by Yin (ibid.) due to that the
case study will be compared with previous theories presented in the literature review.

Data analysis can, according to Miles and Huberman (1994), be defined “as consisting
of three concurrent flows of activity: data reduction, data display and conclusion
drawing/verification” (p.10). The data reduction stage of the analysis helps the
researcher to make the data sharp, sorted, focused, discarded, and organised in order to
be able to draw and verify conclusions. The data display is a way to organise and
compress the reduced data so that it will make it easier to draw conclusions. This phase
is useful when the researcher studies more than one case, a so-called multiple case. In
the conclusion drawing and verification the researcher notes regularities, patterns,
explanations, possible configurations, casual flows and propositions.

We will in this study follow these three steps in order to analyse the empirical data. We
will use the within-case analysis and the cross-case analysis as discussed by Miles and
Huberman (ibid.). The data will be reduced through a within-case analysis where the
cases will be compared against the frame of reference. Further, the data will be
displayed through a cross-case analysis where the cases will be compared against one
another. Finally, conclusions from these analyses will be drawn based on the patterns of
similarities and differences, which are discovered in the data reduction and data display.
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4.7 QUALITY STANDARDS

Validity and reliability are two useful measures when defining the quality of a research.
Validity is defined as the instrument’s ability to measure exactly what concepts it is
supposed to measure. (Eriksson & Wiedersheim-Paul, 1997) According to Yin (1994)
there are three forms of validity: construct validity, internal validity, and external
validity. For construct validity it is important to establish correct operational measures
for the concepts that are being studied and that objective judgement is used to collect
the data. Internal validity means to establish a casual relationship, which is showing that
specific conditions lead to other conditions. The internal validity should though,
according to Yin (ibid.), not be used in a descriptive or exploratory study and therefore
it will not be used in this study. External validity refers to establishing the field to which
the findings can be generalised. The findings of a case study should be generalised
analytically and not statistically.

We use “triangulation” in the form of interviews and observation together with
documentation in order to increase the construct validity of our study, as recommended
by Yin (ibid.). To increase the construct validity further we also sent a letter in advance
containing the issues that we were going to discuss, so that the respondents would be
able to prepare for the interviews and as far as possible avoid misunderstandings.
Another thing we did to increase the construct validity is that we let Tim Foster, our
supervisor, proof-read the interview guide (see APPENDIX A and B) and the checklist
for observation (see APPENDIX C), and comment on it. The external validity is in this
case study increased due to the fact that we have made analytical generalisations based
on our findings.

Reliability is defined as the measurement that demonstrates that the operations of a
study have the ability to be repeated with the exact same results. If a later researcher
follows the exact same method and investigates the same case or cases, he or she should
come to the same results as in the first study. To do this the procedures followed in the
case study must be carefully documented. (ibid.)

To increase the reliability of the study the persons we talked with, was the persons in
the companies that had most knowledge in the area, so that we would receive relevant
information. When we first got in contact with the company we asked whom the most
knowledgeable person in the area were. When we got in contact with the person in
question we made sure that this person really was in charge of the major decisions
regarding the Web site. To increase the reliability further we used a tape recorder to
record the interviews. By doing this we were less likely to misunderstand or forget
anything of importance. Another thing we did to increase the reliability was that we
tried to avoid affecting the answers of the respondents by not asking leading questions.
A thing though that could affect the reliability negatively is that personal interpretation
is difficult to avoid.

According to Yin (1994) it is good to have more than a single observer making the
observation to increase the reliability of observational evidence. In order to increase the
reliability of the observations in this thesis both the researchers made observations of
the company Web sites, separately. To further increase the reliability of the observations
we made one major observation each of every Web site and then inspected them again
at several occasions.
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5 DATA PRESENTATION

n this chapter the empirical results of the study will be presented. The four cases that
have been conducted will be shown. The first case that will be presented is

Ikonostasion, followed by Logosol AB, then Radarteam Sweden AB will be presented
and the last case in this study is Stenudd AB.

5.1 IKONOSTASION

Ikonostasion is a small company situated in Stockholm that produces holy icons in
Greek Orthodox tradition. The company also imports various religious items from
Greece and some Russian Orthodox and Catholic icons. Ikonostasion was founded in
1994 and there are today two employees in the company. In 1998 the Web site was
established and today they have customers in many countries around the world, for
example Norway, Denmark, Finland, Australia, the U.S. and Argentina.

The interview at Ikonostation was conducted with Dimitri Modig-Georgiadis, the owner
of the company. Observations were also done at the Web site of Ikonostasion,
“www.ikonostasion.se” (see APPENDIX F).

5.1.1 Web Site Objectives

The decision to establish a Web site was taken by Modig-Georgiadis’ wife. Modig-
Georgiadis himself was not positive towards the idea in the beginning and did not find it
appealing so this decision was not very well thought through. His wife however insisted
and today Modig-Georgiadis is very grateful for this decision because it has helped
Ikonostasion a great deal.

Modig-Georgiadis explains that the objective for establishing a Web site was to use it as
a means of communication and to show that the company exists. The Web site was
however not intended as a tool for selling directly to the end customers. The owner of
Ikonostasion believes that it is better to have retailers for the company’s products, since
customers usually want to see the icons in reality before they buy them.

The main objective that Ikonostasion had with establishing a Web site was to reach the
world and get access to international customers. Today they have customers in for
example Australia, the U.S. and Argentina, so in this aspect they have succeeded.
Another objective that Ikonostasion has with the establishment of a Web site is to
decrease advertisement cost. This has also occurred because before they established
they Web site they had more advertisements in magazines than they have at present.
(Modig-Georgiadis)

5.1.2 Web Site Development

Ikonostasion rent space at Algonet for their Web site. The reason for why they do not
have their own server is because it is so expensive. It was the wife of the owner that

I
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developed the Web site and she has learned the HTML through relatives, courses and
reading. (Modig-Georgiadis)

Web site design

The number of pages at the Web site of Ikonostasion are around 35, of which all are
available. The company Web site does not have any moving elements such as objects
that are twinkling, moving or shifting in shape. Regarding the colours of Ikonostasion’s
Web site, the background is white with a light grey pattern. Most text on the site is
black but some are blue. In pictures and icons a great deal of colours are used.
Furthermore, orange is used around the menu. (Observations)

The text at the site is short, concise and easy to understand. There is a specific place
called “nyheter/newsletters” where all new information is added. When it comes to the
graphics of the site, all the pages have the same background and every page has the
company name at the top. There is no specific map of orientation on the site, but there is
a menu that is implemented in all pages of the site. (ibid.)

Regarding the speed of the Web site, visitors are able to move further in the structure of
a Web page in a few seconds while downloading and it takes 25 seconds to download
the entire homepage. This applies with Microsoft Internet Explorer 4.0 and a 56 kilo
bytes per second (kbps) modem at around five p.m. on a weekday. Concerning the
general view, the main parts of the user interface differ in position and appearance but
are not adjusted to the size of the screen. Further, there are large areas of empty space in
most pages of the site. The homepage is not dominated by the most important
information since logotypes, addresses and links to other companies and organisations
occupy much of the space on this page. (ibid.)

The site has a traditional menu that is implemented in all pages of the site. This menu is
on the same place in every page of the site. The most important information is at the top
of the menu. Additionally, the menu is quite small compared to all the information that
it includes, this also makes the text in the menu small. (ibid.)

The visitor must scroll most pages in the site to be able to see all information. On some
pages there is a next page link and it is possible to skim. It is also possible to skim via
the menu to a specific page. Regarding customer input, Ikonostasion does not require
that their visitors fill in data on their Web site. (ibid.)

When it comes to the typeface of Ikonostasion’s Web site, the company does only have
one font type on its Web site. The font that they use is Times New Roman. There are in
addition a few different sizes of the text depending on if it is a hypertext link, heading,
or a paragraph of information. Concerning the aesthetics, the Web site is not very
symmetrical, the typefaces match but the site gives an impression that it is quite
disorganised due to the patterned background and many pictures that looks like icons
but are just decorations. The site has furthermore no frames. (ibid.)

There are few icons in the site and the icons that exist are not easy to distinguish
between just by looking on their appearance because they are all small religious icons
with a lot of details. Below these icons there are though a small explaining text that
helps the visitor to distinguish between them. Concerning the layout of the site the
colours of the background make the site somewhat disorganised. The size of the text in
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the menu and icons are quite small. Furthermore, there is much empty space on the site
and the different elements are not well proportioned, the menu is small and links take a
lot of space. (Observations)

Web site characteristics

According to Modig-Georgiadis, Ikonostasion own its domain name and he believes
that it was a good investment. The domain name of the company is “ikonostasion.se”.
Furthermore, the observations show that the Web site is rich in content. There is much
information about the company’s products and there are also pictures of these products.
The homepage, though, does not contain information about the company and not much
about its products. It is, however, possible to see to which page one should go in order
to receive the needed information. The homepage also contains points of contact and
icons of major components. (Observations)

Regarding the promotion of the site Ikonostasion promotes it both offline and online. At
the time of the Web site establishment, the company advertised this fact several times in
a magazine for ministers. Ikonostasion also sends a newsletter by mail, with facts about
the company, four to five times a year to their customers. To attract visitors to their
Web site there is a note in this newsletter that the customers should look at the Web site.
(Modig-Georgiadis)

Another thing that the company does offline to attract visitors is that they have its
domain name on letterheads and order forms. In addition, the domain name is placed on
company business cards and promoted through word of mouth. To promote the Web
site online, Ikonostasion has links to its Web site on other Web sites. There are, for
example, some theologians that have links to Ikonostasion’s Web site on their Web
sites. The company has also registered the Web site in almost all search engines,
directories and guides and if a surfer search on words like icon, religion, church etc.
Ikonostasion’s site comes up. (ibid.)

The company does not have a Web counter on its Web site. Furthermore, Ikonostasion
does not have a personal e-mail address on its Webs site. The e-mail address that it has
is “order@ikonostasion.se”. (Observations) It was the owner’s wife that created the
Web site with her knowledge of HTML and she is also responsible for updating the site.
Every time the company makes a newsletter it puts it on the Web site and through this
the site gets updated continuously. (Modig-Georgiadis)

The site has a structured navigational system. A visitor can easy get to a specific page
from any other page in the site due to the menu that is very easy to understand. There
are further no dead end pages on the site and it is possible to get to the homepage from
any page in the site. Concerning the interactivity opportunities, the company e-mail
address is placed on almost all pages in the site and the visitor only has to click on it to
be able to send an e-mail to the company. The site also has a “Contact Us” link and
when the visitor clicks on it he/she comes to the e-mail. Further, the Web site has an
“order” link where the company address, e-mail, telephone number and facsimile
number is to be found. (Observations) Modig-Georgiadis explains that they try to
answer e-mails within 24 hours when they have the possibility to do so. They are also
planning to buy a portable computer so that they always will have the possibility to
answer e-mails.
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The content of the company’s Web site is always fresh because it gets updated at least
four to five times a year when they add news to the site (Modig-Georgiadis). The page
has, however, quite a lot of links to Ikonostasion’s retailers’ Web sites and these links
could easily funnel the visitor out of the site (Observations). Furthermore, the site can
best be viewed with Microsoft Internet Explorer and Netscape Navigator (Modig-
Georgiadis). Every page has a menu and company name so it could be seen as a starting
point. To offer value to the visitors the site has a large amount of information about
products for free. Moreover, the site maintainers are responsive because the visitor does
not receive any messages that the URL cannot be found meaning that all pages in the
site can be visited. (Observations)

The site is, however, not capable of gathering information through contests, newsletters
or surveys etc (ibid.). In addition, the site is a marketing channel integrated with other
channels. The company has for example an advertisement in every number of an
Orthodox magazine, which four to five thousand people in Sweden, Norway, Finland,
Denmark and some in Germany and England subscribe for. They also have
advertisements in a magazine for people with high interest in the church. In addition,
they advertise together with their resellers, for example in the magazine of the Swedish
church. (Modig-Georgiadis)

Tools for transaction and distribution

Regarding transaction and distribution Modig-Georgiadis explains that they do not
deliver products directly via the Web, because they do not have products that are
possible to send physically through the Internet. It is though possible to order through
the e-mail on the Web site, and Modig-Georgiadis explains that many customers order
via e-mail. The company does however not have a trolley that customers can shop
through. In addition, it is not possible to perform any monetary transactions directly via
the Web site.

5.1.3 Web Site Effectiveness

According to Modig-Georgiadis the company receives traffic reports from their ISP,
Algonet, and they read and analyse these reports to receive an overview of their visitors.
They can, with the help of these traffic reports, check the time visitors have visited the
site and from which countries the visitors are etc. Modig-Georgiadis explains that if, for
instance, the visitors come from India, the company can be almost certain that they visit
the site by chance, because there are not so many Orthodox people in India. If the visitor
on the other hand is from Australia, where there are many Orthodox people, the chance
is greater that they will buy the company products.

With the help of these traffic reports the company can see that they actually have
reached the world and hence been successful in this objective. This they can see because
they have had visitors from for example India, Japan, Peru, Russia and all of Europe.
(ibid.)

Modig-Georgiadis explains that he knows that the Web site has been effective because
it has brought new customers to the company. There is for example a person in
Australia and one in Chicago that orders a lot of products from the company. They have
received these customers directly through the Web site.
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The company does however not use online surveys, online bulletin boards or customer
identification but it has an e-mail marketing list where customers can sign up to receive
company news. In addition, Modig-Georgiadis explains that they have an e-mail address
to the Webmaster and that they have received feedback from customers and most of
them like the site. The only negative reaction that they have received is that customers
think that prices also should be present on the site. He says, though, that this is not
possible due to that they sell mainly via resellers and they therefore cannot control the
prices.

Modig-Georgiadis further says that the sales have increased due to the Web site but not
remarkably. Modig-Georgiadis believes that the company’s Web site is at an early stage
and that in a couple of years the sales will increase more due to the Web site. The Web
site has, though, been a very helpful tool to the company.

5.2 LOGOSOL AB

Logosol AB (Logosol) is a small company positioned in Härnösand. Bengt-Olov
Byström founded Logosol in 1989 and at first Byström ran the company by himself
with the production placed at home. Today the company has 17 employees and it has a
turnover of 32 million Swedish crowns. The company also exports its products to
around 50 countries all over the world and has a small subsidiary in the U.S.

Logosol is a company that develops and markets products for small-scale woodworking.
This includes accessories and machines that manage the entire process from felling to
finished product. Examples include portable board mills, planes/planers, chain saws,
electric saws, and other accessories for log handling and protective equipment. The
main products are sawmills and planes/planers. The company’s Web site was
established in 1997.

The interview at Logosol was conducted with Joakim Byström who is the export
manager at the company and observations were made of the company’s Web site,
“www.logosol.se” (see APPENDIX F).

5.2.1 Web Site Objectives

The decision to create a Web site was well thought through and the reason for doing it
was mainly for communication, to use it for advertisement. The company, which is
exporting to around 50 countries, finds the Web site to be a very useful tool to reach
customers internationally. The Web site has pages in English, Spanish, German and
French to facilitate for foreign customers who are interested in the company’s products.
Initially, the objective was to focus on advertising but this has changed some since
1997, when the site was made. Then it was only used for advertisement while now it is
possible to order via the site, through e-mail. One objective with the site is also to
facilitate the sales directly to the end customer. (Byström)

Byström claims that the company waited on purpose a long time before they launched
the Web site because they wanted to wait and see how the progress of Web sites came
along. Not much resources in the form of time and money were spent on the Web site.
The Web site, was in the beginning fairly good but today it is quite outmoded.
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5.2.2 Web Site Development

The company does not have a server of their own but they rent space with an ISP.
Logosol finds this advantageous because their lack of resources. The one who created
the Web site used to be hired at the company, but does not work there any longer. This
person manages HTML and he now runs an IT consulting company. It is this person
who designed the Web site and who also updates it. (Byström)

Web site design

The number of Web pages at the site is around 50. Some of the pages look the same, the
only differing factor is that they are written in different languages. Throughout the Web
site there are no moving elements of any sort. The colours at the site are continuous
throughout the site, a green background where the text is black. The hypertext links are
blue and after they have been clicked on they turn brownish and this colour is hard to
distinguish from the rest of the text but it is still noticeable because it is underlined.
(Observations)

The text on the site is concise and grouped in short paragraphs. There is also a specific
place where new information about the company and its products is added continuously.
The graphics throughout the site is consistent. At the top of every page the logotype of
the company is placed. There is also a menu positioned just beneath the logotype and
this is present in all the pages written in Swedish. At the Spanish, English, and French
written pages the menu is at one side of the screen in a frame. (ibid.)

The pages in the site are fast to download. At approximately five p.m. a weekday, with
Microsoft Internet Explorer 4.0 and a 56 kbps modem it takes 15 seconds to download
the homepage and it is possible to move in the structure in a couple of seconds, while
still downloading. Concerning the general view of the user interface, the main elements
are well separated from each other because they differ in position and appearance. It is
possible to observe all elements at the same time. There is a lot of empty space on the
screen to the right, because the text and graphics are positioned to the left. (ibid.)

The main menu at the pages written in Swedish is a traditional click on menu that has a
logical order of the content. There are also smaller menus in some pages that are page
specific. Most pages do not contain more text than what fits on the screen. It is instead
possible to skim to the next page. Only a few pages contain more text than what fits on
the screen and it is then possible to scroll the page to read the text. There are no places
on the site where Logosol can gather information about visitors. (ibid.)

Concerning the typeface on the site, one font style is used throughout the whole site and
it is used both in the text paragraphs and in the headings, the font is Times New Roman.
The sizes of the letters vary and on some pages more than three different sizes are used.
The typeface at the site is further easy to read. The different elements in the user
interface are well separated and the site is symmetrical. The site is simple and clear
which improves it aesthetically. In the pages written in foreign languages there is one
frame to the left at the screen. (ibid.)

The site has seven icons. There is a map of the world where it is possible to click on the
continents and then a map of the continent appears. It is then possible to click on an area
of the continent and a page with information about retailers present in that area appears.
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At the homepage there are country flags and when the visitor clicks on the flag of their
choice they come to the part of the site written in the language of this country. The
icons are further easy to distinguish between and they do not have so many details.
(Observations)

Concerning the layout of the site the colours match. Different elements are easy to
discern and the text has a readable size. The different elements at the site are well
proportioned and the text is very concise, this makes it clear and easy for the people
visiting the page. (ibid.)

Web site characteristics

According to Byström, the company has its own domain name, it is “logosol.se” and he
believes that this is a good investment. The observations show that concerning the
content of the Web site, this is rich. However, the homepage of the site only contains
icons to different parts of the Web site and no introduction of the company and its
products. The visitor can on this page choose in which language he/she wants to read
the site. It also has a link to the company’s subsidiary in the U.S. Furthermore, at the
homepage there are no points of contact for visitors or icons of major components. The
company’s products are presented in later pages, with graphics and text.

The company promote the Web site both offline and online. In order to attract visitors to
the Web site they have the domain name in advertisements and catalogues, on business
cards, stationary, invoices and all places where the Logosol’s ordinary address is placed.
They also use word of mouth to promote their site. Online the site is registered in some
search engines, directories and guides like Altavista and Yahoo!. The subsidiary’s site is
registered in all search engines, directories and guides and this company has put down
effort to make this right. This fact has a positive effect on Logosol´s site as well,
because these sites are linked together. The company does not have links on other Web
sites except from their subsidiary’s site and they do not have any banner ads. (Byström)

Logosol has no Web counter on its Web site. Further, the company does not have any
personal e-mail addresses, instead the e-mail addresses presented are “info@logosol.se”
and “order@logosol.se”. (Observations) The company did not use any sample to create
the site. It was a former employee who designed the Web site with HTML and this
person is still available for updates. (Byström)

Regarding the navigation at the Web site, all pages except the homepage have a menu at
the top of the screen. This menu contains the main pages of the site, there is also another
menu to the right of the screen. If the visitor click on, for example, products in the main
menu, he/she comes to a page with the heading called products and to the right, there is
a menu where the products are presented in their main group. This helps the navigation
for the visitor. There is no dead-end page because it is possible to get to the homepage
from any page in the site. (Observations)

There is a page on the site named “order products or information” where the phone
number, the facsimile number, the address and e-mail addresses are listed. The visitor
can, due to this, choose in which way they wish to interact with the company. There are
no dialogue boxes where the visitor can write its inquires direct on the Web site, but this
is under construction. (ibid.) The company does, however, not have a policy to answer
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e-mails quickly. If a site visitor requests more detailed information about a product this
will be sent by ordinary mail. (Byström)

Logosol’s Web site is updated regularly (ibid.). As a visitor at the site, it is impossible
to se if links go to other sites or to other pages in the same site. Consequently, this
easily funnels the visitor out of the site. For example, there is a link at the homepage to
Logosol’s subsidiary’s homepage and this link have the same appearance as links to
pages within the site with another language. There is also a link to “Härnösand
kommun” and this looks like a link to another page at the company’s site.
(Observations)

Moreover, the company has tried to download the Web site with the most common
browsers and made sure that it works properly. (Byström) All pages have the company
logotype and a menu so all pages can be seen as a starting point. The site offers an
abundance of information about its products and other sort of information, such as when
and where the company will be present at trade fairs. (Observations)

At the time of the observations there was only one page at the site where visitors receive
a message that the URL could not be found. However, the site is not capable of
gathering information about the site’s visitors. It has for example no contests,
newsletters, surveys etc. (ibid.) The company has besides the Web site, other marketing
activities, for example brochures and they also attend trade fairs. The cost of the Web
site is a small part of the total advertisement cost that the company has. (Byström)

Tools for transaction and distribution

Regarding transaction and distribution, the company does not deliver directly through
the Web. This is impossible due to the type of products the company produces. At the
Web site it is, however, possible to order products via e-mail. It is, though, not possible
to order via a trolley. It is not possible to pay directly on the site either. (ibid.)

Byström, moreover, explains that the company’s subsidiary in the U.S. has come much
further in their development with their Web site than Logosol has. There it is possible to
order online as well as pay with credit cards. According to Byström it will still take a
while before Logosol will develop its Web site in order to be able to perform these
functions. This is the case, because in the U.S. these commercial activities are more
commonly accepted and more customers prefer this way of doing business.

5.2.3 Web Site Effectiveness

Byström states that the company receives traffic reports from its ISP and the company
analyses these to receive facts about their visitors. They are also about to measure how
much sales the Web site generates and they try to track where the customers have found
the company and what and how much these visitors buy. Moreover, according to
Byström, it is possible that potential customers that finds them in magazine
advertisements buy the company’s products and the potential customers that find them
on the Internet only view the site, send them e-mail and disturb them, without buying
anything. Therefore they have to assess the effectiveness and see where they have their
customers and not only where they have the people interested. He further states that
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when potential customers are interested and contact the company, Logosol asks where
they got the information about the company from.

Those visitors that find the address both to Logosol’s and to its subsidiary’s Web sites
search on the Web address directly. Byström does not know how this is possible but he
guesses that these visitors know the brand and then guess the address.

Byström states that the company does not use tools like online surveys, online bulletin
boards, customer identification or e-mail marketing lists. Byström however explains
that the company has a link to their Webmaster so that the customers can send feedback
about the site, to the company. He says that they receive feedback and the most
common thing that they get to hear from visitors is that the site contains a lot of old
material. Finally, he says that the company has not measured overall business growth,
overall business profitability or the investment that they have made on the Web site,
compared to sales.

5.3 RADARTEAM SWEDEN AB

Radarteam Sweden AB (Radarteam) is a high-tech company situated in the city of
Boden. It is an independent private shareholding, research and development company
specialised in design and building of client specific ground penetrating radar systems
for a variety of applications. Radarteam was founded in 1992 and today the company
has three employees and five million in turnover. The mission statement of Radarteam
is to be the world leader in their very small niche of ground penetrating radar systems.

Radarteam has customers in 58 countries all over the world and sales agents in for
example North and South America, Africa, Austria, Australia, Belgium, England,
France, Germany, Holland, Ireland, Italy and Switzerland. In 1995 the company
established their Web site.

The interview at Radarteam was conducted with Per Wikström who is a civil engineer
and also the managing director of the company. Observations were conducted at the
Web site of Radarteam, “www.radarteam.se” (see APPENDIX F).

5.3.1 Web Site Objectives

According to Wikström the decision to establish a Web site was thoroughly thought
through by Radarteam. The company has customers in 58 countries and therefore they
believe that they must have a Web site. The company works in a narrow niche and the
only advertising that they use are the Web site and some information sent to sales
agents, therefore the Web site is very important for them. Wikström further states that it
was communication and not to facilitate the sales and distribution of products that was
the main objective of their Web site establishment.

According to Wikström the main objectives with the Web site is to increase customer
service and to get in contact with new customers that otherwise would not have come in
contact with the company. Wikström states that another objective with their Web site is
to increase corporate and product awareness for potential customers involved in their
field of business. Furthermore, they use the site to create company image and to create
international awareness because of the company’s international market. Another
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objective for the company to have a Web site is to keep low advertising costs. This is
because the company does not use regular company brochures and other advertisements.
Instead they send out brochures in Portable Document Format (PDF), acrobat reader
format. If a customer is interested in a product, the company sends them a brochure in
PDF format by e-mail. These brochures will also be placed on Web site in a near future
with a list of prices and information about specific products.

5.3.2 Web Site Development

The company has its Web site situated at an ISP but they do all the work with the site
themselves. The advantages with this is according to Wikström that both the company
and the Web site are small and it is much cheaper and less time consuming to rent place
from an ISP than to have a server. The Web site is designed by the managing director
and his son. The knowledge the managing director has about HTML comes from
working with computers for many years.

Web site design

According to observations, the company’s Web site is small and the number of Web
pages on the site is 17. Of these pages eight is under construction and on one page the
URL could not be found. Concerning moving elements at the site, the company has
almost no objects at all that are twinkling, moving or shifting in shape at the Web site.
The only moving element that exists on the site is one very small face that blinks with
its eyes. This face is at the bottom of the homepage.

Regarding the use of colours at Radarteam’s Web site, it has a white background with
black text. The figures and icons that exist on the Web site are in several colours.
Furthermore, the site has a light blue menu. The text, in most pages of the site, is
presented in short pieces but the paragraphs are a bit irregular. In some pages there are
long pieces of text and here the size of the text is also quite small. The text is, in most
pages, written concisely but it contains a large amount of technical terms, which can be
difficult to understand for a person that is not familiar with the company and its
products. Some pages also seem to come from a regular company brochure. Further, the
site has a specific place where they announce the most recent additions to the site.
(ibid.)

Concerning the use of graphics at the Web site, it is not consistent throughout the site.
The company has its logotype on some pages on the site but not on all. The site does not
have a specific map for orientation either. The site is fast to download, with Microsoft
4.0. a modem with 56 kbps it is possible to go further in the structure straight away
when downloading the site. It takes 15 seconds to download the homepage from start, at
around five p.m. a weekday. (ibid.)

Regarding the Web site’s general view, the different main elements of the user interface
are separated from each other and they differ in appearance. The size of the menu is not
adjusted to the size of the screen and it is not possible to view all the elements at the
same time. It is though easy to see what elements that are appearing on the screen just
by looking at their appearances. Icons with different meanings differ very much in
appearance and are easy to distinguish. There are not many decorations on the site
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except for icons and the company’s logotype, but there are on the other hand large areas
of empty space. (ibid.)

The content is not consistent throughout the site and the pages differ very much in
appearance compared to each other. There is a traditional click on menu to the left on
the screen on the homepage. However, this menu is not present at other pages
throughout the site. The most important parts of the Web site are not at the top of the
menu, pages that are impossible to get access to, come at top places in the menu.
(Observations)

In all pages of the site the visitor has to scroll to be able to read all information on it. On
the homepage it is possible to skip to a specific page through the menu or via icons but
on all other pages it is only possible to go back to the homepage. Regarding customer
input at the site, the company has no place where customers are required to fill in data.
They have a “contact info” icon, but this icon leads to a page that is under construction.
(ibid.)

Regarding the typeface, there are two different fonts that are used on the site. These are
Times New Roman and Lucida Sans unicode and these are very easy to read on the Web
site. Further, the text is written in six different sizes depending on if it is a heading,
address or paragraph of information etc. On some of the pages the text is very small and
this makes reading difficult. (ibid.)

Concerning the aesthetical aspects of Radarteam’s Web site, it is easy to separate the
different elements of the user interface. The typefaces that are used match each other
and no frames at all are used in the site. The empty space and the fact that everything on
the site is placed to the left make the site asymmetrical. The margins of the text are not
in a strait line and this also contributes to the asymmetrical impression of the site. (ibid.)

There are only icons on the first page of the site and these icons are five in number and
placed at the bottom of the page. Three of the pages that these icons lead to are to be
found also in the menu. These icons are quite big and simple, with few details. It is easy
to comprehend what the icons mean and to see where they lead and a short explaining
text is also displayed below each icon. (ibid.)

Concerning the layout and the overall impression of Radarteam’s Web site, the use of
white as a background colour worsens the impression, it has readable typefaces and this
facilitate the reading. On some pages, though, the text is very small but readable. There
is a lot of empty space on the site and the elements of the user interface are all placed on
one side of the screen. The proportions of the icons are quite large in relation to the
other elements of the user interface. (ibid.)

Web site characteristics

Radarteam has its own domain name it is “radarteam.se” and Wikström believes it is a
worthy investment. According to the observations, on the homepage there is a short
presentation about the company and its products. The company has specific pages for
product information where the information is detailed and there are pictures of the
products. The first page also contains the company mail address, phone number,
facsimile number, and e-mail addresses. There are also icons showing the main
components of the site.
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According to Wikström, the company promotes its Web site mostly offline but also
online. Offline they try to attract visitors to the Web site by referring to the Web address
in all communication material given to customers. The company attaches the Web
address to all e-mails the company sends. The Web address is also printed on business
cards etc. The company does, however, not have the address on invoices but on all other
material. Online not so much is done to attract customers as offline. One thing, though,
that they do online, is that their sales agents around the world have links to the
company’s Web site. The company Web site is also registered in Altavista, but
Wikström does not know if it is registered in other search engines, directories or guides
because it was the ISP who did this when the company established its initial Web site.

Radarteam does not have a Web counter showing the amount of visitors on the site
(Observations). According to Wikström the reason for why the site does not have a Web
counter is because Wikström perceives this to be unprofessional and that Web counters
only are used by amateurs. According to observations, the e-mail address that the
company has on its Web site is “info@radarteam.se”, which is not a personal e-mail
address.

It is Wikström and his son, who designed the Web site with their knowledge of HTML.
Wikström is also the one responsible for updating the site. He though explains that it is
time to update the site because no changes have been made since 1997. The site needs
to have its presence changed but he has not had the time to do it.

According to the observations of the navigational system on the site, the site has a menu
that is easy to understand but it is not present on every page in the site. Further, the site
does never put the visitor into a dead end page, it is always a hypertext link that goes to
the homepage. According to the observations of the interactivity opportunities for
visitors, the site has an icon that is named “contact info” but the page that this icon leads
to is under construction. The address, facsimile, and telephone number are however at
the top of the homepage and the e-mail address is at the bottom of the homepage. To
handle inquiries the company answers e-mail and they have a “Frequently Asked
Question’s” (FAQ) page, but this is also under construction.

Web generated communication is handled with the goal to answer e-mails within a
couple of days, preferable one day. Radarteam is often told that they answer e-mails
quickly. Most e-mails go directly to the managing director. He is though travelling a
great deal but he has a portable computer and a GSM phone that receives e-mails. Due
to this he can answer his e-mails no matter where he is at the time. (Wikström)

According to Wikström the content of Radarteam’s Web site is not fresh. This is due to
that the site has not been updated since 1997 and no new pages have been added to it.
Furthermore, according to the observations the pages do not funnel out the user because
it has no links to other sites. Wikström says that Radarteam has made sure that their
Web site can be downloaded with different browsers. The ones that work the best are
Netscape Navigator and Microsoft Internet Explorer. This is stated on the Web site as
well, so that the visitor can see what browsers that are best to use when visiting the Web
site. (Observations)

It is, further, obvious from the observations that every page is not treated as a starting
point. The site, though, offers a lot of information about products for free and has hence
true value. A lot of pages in the site are, however, under construction and one page in
the site, the URL cannot be found, therefore the site maintainers are not responsive. The
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site is further not capable of gathering information through contests, newsletters, and
surveys etc. According to Wikström the only marketing channels that the company uses
are the Web site and information sent to sales agents and customers that require it. The
site is therefore a marketing channel integrated with one other channel.

Tools for transaction and distribution

According to Wikström the company’s products are such that these cannot be delivered
through the Web. It is neither possible to buy products directly via the Web site of
Radarteam. This Web site is only an information source for potential customers, about
the company and its products. This information supplied is important because the
company makes products specially adapted for each customer. It is neither possible for
customers to pay for products directly through the Web site. (Wikström)

5.3.3 Web Site Effectiveness

Radarteam does not receive any traffic reports from their ISP and the company has no
immediate plan to start receiving and to begin analysing traffic reports. Wikström
believes that this is not an interesting aspect for the company at this point, because the
company addresses themselves to a narrow niche of customers and that more
knowledge about the visitors would not be of any help to the company.

Radarteam does not use online surveys, online bulletin boards, customer identification,
or e-mail marketing lists in order to gain feedback from customers. However, the
company has an e-mail address placed on the site which visitors can use to get in
contact with the person in charge of the Web site and offer feedback on the site. They
are with this able to assess their Web site effectiveness towards their objective to
increase customer service. The Web site has given result regarding increased customer
service since the establishment of the Web site. (ibid.)

According to Wikström the company can assess that they have gained more contracts
due to the Web site. Since they do not receive traffic reports this knowledge does not
come from such, but instead they find this out from the customers themselves when they
tell the company that they found them on the Web. In this way the company knows that
every year they have gained some customers that found them through the Web.

5.4 STENUDD AB

Örjan Stenudd founded the company Stenudd AB in 1985. Stenudd AB is situated in
Kalix in the north of Sweden. Today the company has 15 active employees and a
turnover of three million Swedish crowns. Stenudd AB’s first Web site was created in
1996.

Stenudd AB is a manufacturing company that produces various specialised products
made of steel, among other things, a construction meant to lift hospital beds to facilitate
cleaning. The company also do some contract work. The interview was conducted with
Örjan Stenudd who is the managing director of the company and he works with the
development of the business. Observations were made at Stenudd AB’s Web site, at
“www.stenudd.se” (see APPENDIX F).



                                                                                          DATA PRESENTATION

    47

5.4.1 Web Site Objectives

The decision to launch a Web site was according to Stenudd well thought through and
they regarded the creation of the site as a trial. The company did not possess much
knowledge and experience in the area and it was an attempt for them to find out how
they could make use of this media. The purpose was to test the Internet and initially the
company’s aim was to present their products for potential customers. Therefore, initially
the objectives with the Web site were primarily connected to communication.

Now Stenudd AB has come to the second stage of their trial. A new version of their
Web site was launched in 1998 and it is now possible to order products directly from
the Web site. What they wish to determine is if it is possible to sell their kind of
products on the Web. The company’s objectives with the Web site are to provide
information about their products and to increase their customer service through
providing information to their customers 24 hours a day and to offer the possibility for
customers to order products directly on the Web. (ibid.)

5.4.2 Web Site Development

According to Stenudd the company has its Web site at an ISP and the reason for this is
that the site is small and that the company has resource constraints in the form of capital
and time. The company was initially looking for an ISP that could provide consulting
services and that focused on manufacturing companies, but Stenudd could not locate
such an ISP. Instead the company rent space at a local ISP and the first Web site was
designed by one of its consultants.

An employee designed the second Web site because Stenudd AB wished to have
someone at the company in charge of the site, someone who would work closer to the
customers. This employee is responsible of information technology at the company and
is in charge of updating the site. The person responsible of the Web site has studied
Web design and he has a great interest in the area. The company has been in contact
with other companies and discussed the possibility off gathering the companies’
different Web sites on a mall, kiosk, village, market or plaza. This is yet only at a
visionary stage and this idea will have to mature for another year or so, according to
Stenudd.

Web site design

The number of pages is very limited and Stenudd AB’s Web site is small. The site has
less than ten pages as a total. Regarding moving elements, nowhere at Stenudd AB’s
Web site there is a twinkling or moving element and there are no objects that shift in
shape either. Concerning the colours at the site, it is light grey with a pattern of the
logotype hardly visible. (Observations)

There is a frame at the top of the screen and in this frame the background is dark red
with white horizontal stripes. The text in the main area is black and the text in the frame
is white. The text is concise on all pages and no page has a long piece of text on it. The
first page has an area where new information is added. Here the company tells the
visitor when the site has been updated and what information that has been added. (ibid.)
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When it comes to the graphics at the Web site, the company has chosen to have a frame
at their site and this frame, which is positioned at the top of the screen, is present on
each page of the site. The light background with the logotype pattern is present at all
pages as well. The site is fast to download. There are no large graphics that slow down
the downloading time, instead, the pictures on the site are small, only about five square
centimetres. It is possible to click on most of the pictures and then view these in more
detail and some of the pictures become many times its original size. It is possible to
move downwards in the structure within a few seconds, while the page is still
downloading and to see the whole homepage take 15 seconds with Microsoft Internet
Explorer and a modem with the speed of 56 kbps, at approximately five p.m. a
weekday. (Observations)

Concerning the general view of the site, the main elements in the user interface are a
window, an index, a dialogue box and a menu and these elements are well separated in
appearance and position. The sizes of the elements are adjusted to the size of the screen.
The text and graphics in the window is centred and the most important information
dominates the screen. The site does not contain much empty space. (ibid.)

There is a scroll menu in the frame that is displayed at all pages and there is also another
index present in the same frame. This index is a traditional menu with hypertext links
positioned horizontally in the frame. The purpose of this index is unclear. The index
brings up three of the five factors that are displayed in the scroll menu. The factors in
the menu are home, products, ordering and contact form. The order of the factors are as
mentioned. (ibid.)

Concerning the use of scroll and skim, at Stenudd AB’s site, the visitor uses both
scrolling and skimming through the pages. From the menu it is possible to choose to go
straight to the ordering form, but it is also possible to get there through scrolling down
the product page. When it comes to customer input, the company has a mail form. A
visitor can write his/her name and e-mail together with the inquiries, directly in
dialogue boxes at a mail form displayed on the site. It is easy to correct mistakes and
one can easily move from one dialogue box to the next. (ibid.)

The typeface at the site is easy to read. The fonts used throughout the Web site are
Times New Roman and Verdana. Verdana is used in many of the headings while Times
New Roman is mainly used in the text paragraphs. At some pages more than three
different sizes of the text are used. Regarding the aesthetical aspect of the site, the text is
centred, the site is symmetrical and it is easy to see and discern the different elements of
the user interface. There is only one frame used throughout the Web site. The two fonts,
Times New Roman and Verdana, match each other. The stripes in the frame do,
however, decrease the aesthetical aspect of the site. (ibid.)

There is one sort of icon present at the Web site and this is the logotype of the company.
This icon is displayed at four places at the site and when clicked upon, the visitor is
brought back to the homepage. The final factor regarding Web site design is the layout
of the site. The colours at the site match each other and the different elements are well
proportioned. The centred text and graphics throughout the site creates a continuous
structure. The Web site is readable, clear, concise and aesthetically quite appealing
except from the stripes in the frame. (ibid.)
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Web site characteristics

The domain name, of the company Web site, is “stenudd.se” and the company owns this
name and sees it as a valuable investment (Stenudd). Concerning the content of the site,
Stenudd AB’s homepage contains a short description of the company and a picture of
the company is displayed. This page is also very concise and does not tell what kind of
products that the company manufactures and sells. Details about the products are
presented at other pages in the site but this is not the fact regarding more information
about the company. The company address is displayed at the bottom of the homepage
but there are no icons of major components. (Observations)

Concerning offline promotion of the Web site, the company has the address to the Web
site on all delivery notes, invoices and all other material sent from the company.
Stenudd AB do not have its Web address on their business cards at the moment but they
will on the next set of cards they print. The promotional activities the company conducts
online are through a few links going from other Web sites to their site, these are
“Kommunen”, “landstinget” and “Företagarna”. In addition to this, the company is
registered in Altavista and other search engines. Stenudd does not know their ranked
position at these search engines. (Stenudd)

The company has a Web counter positioned in the frame above the window. It is not
present at first sight, instead the frame needs to be scrolled down for the Web counter to
appear. At the time of the observations 770 was displayed at the Web counter. The
company does not have any personal e-mail addresses on the site. There is a mail form
and for computers with browsers where the mail form does not function properly there
are regular e-mail addresses presented. One address is to customer service, one to the
managing director and one e-mail address is to the employee in charge of the site.
(Observations) It is the same employee who designed the Web site that is in charge of
updating it. This person is consequently available for updates and changes. The Web
site is not designed out of a sample, instead the person in charge knows HTML.
(Stenudd)

The navigation at the site is facilitated by the scroll menu at the top of the site, which is
displayed at each page. Because of this, the visitor never ends up on a dead end page. It
is also possible to get back to the homepage from any page at the site. A confusing issue
concerning the navigation at the Web site is that a product name is displayed the same
way in the menu as in the index but the visitor is brought to different pages when he/she
clicks on the index respectively the scroll menu. (Observations)

The interactivity opportunities for visitors at the Web site are to use the mail form,
which is present at the site. In addition to this, the address, e-mail address, facsimile and
phone number is also presented at the bottom of the homepage to facilitate for
customers to get in contact with the company. At Stenudd AB the answering to
incoming customer request, questions and comments, functions well. The company has
no stated policy to get back within 24 hours but Stenudd believes this is done anyway.
(Stenudd)

The content on the Web site is updated approximately every second month and new
pages are added continuously. (ibid.) There are no links on the site that goes to other
Web sites so the risk of funnelling the visitor out quickly is minimal. (Observations)
The Web site has been tested with different browsers and the company has made sure
that the site can be viewed successfully with the most common browsers. (Stenudd) At
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the beginning of each page there is a heading and each page is treated as a starting point.
Stenudd AB offers value to the customer through supplying valuable information about
the products and with the mail form, which provides the possibility to order products
directly on the site with the order form. The site maintainer is responsive, at the time of
the observations it was no messages that the URL could not be found at any of the
company’s Web pages. There is no place where the company can gather detailed
information about the visitors except at the mail and order form and there the company
can only receive information such as name, address and e-mail address. (Observations)

The company received inquires springing from other marketing activities. Hence, they
found it advantageous to be able to refer to a Web site and provide information about
their products on the site. Stenudd AB does not rely solely on their Web site when it
comes to marketing activities. The Web site is more regarded as a complement to other
marketing activities. The company works with marketing and has a different marketing
plan each year. This is built on orientation of customer, direct mail to different branches
and niches who fit to the products the company produces. (Stenudd)

Tools for transaction and distribution

Regarding the transaction and distribution abilities at the Web site, the company’s
products cannot be delivered via the Web. However, it is possible to place orders
directly on the site using an ordering form, but it is not possible to pay directly on the
site. When people order from the Web, they fill in an order at the Web site and because
the site is placed at an ISP server, this come to the company in the form of e-mails.
(Stenudd)

5.4.3 Web Site Effectiveness

Stenudd believes that it will take some years before the use of Web sites is in the shape
of something that is assessable in accordance with the market. Stenudd believes that the
business with Web sites at the moment is a fad and so far he has not seen anyone who
has made a profit out of this. He, though, believes that this will continue to develop and
his company is present because they wish to learn and make use of what they can. They
do, however, not have the resources to spend a lot of money on this activity. (Stenudd)

The company however receives traffic reports from their ISP and they also analyse
these. In addition to this they have a Web counter. The company is pleased with the
frequency of hits. They look at the traffic reports and see where the surfers come from.
In the beginning when they started the direct ordering they also assessed number of
orders in comparison with actual hits. (Stenudd)

The company does not use online surveys, online bulletin boards, customer
identification or e-mail marketing lists in order to gain feedback from visitors at the site.
People can however write an email to the person in charge of the Web site and tell him
what they think of it and if they wonder about anything regarding the site. The company
has so far not received any point of views this way. But instead, feedback has come
through people who has visited the Web site and then contacted the company in other
ways such as through phone or in person. (Stenudd)
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The company wish to find out if it is possible to sell their kind of products on the Web
and concerning the effectiveness so far it has not worked out. Very few products have
been sold online. The investment in comparison to the sales is today negative. The
company has come to the conclusion that they have the wrong products for sale on the
Web. It is not the tool that is the problem but instead the products. Stenudd believes that
the people that buy the products that the company has on their Web site, need to know
that these products exist before they visit the site.
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6 DATA ANALYSIS

n this chapter the collected data will be analysed. First, the data will be analysed
within each case and against previous research. Second, it will be analysed across

the four cases and these cases will be compared with one another.

6.1 WITHIN-CASE ANALYSIS OF IKONOSTASION

In this first section the empirical data collected from Ikonostation and presented in
chapter five will be analysed against the previous research in chapter two. The analysis
will be displayed in the order of the research questions, starting with objectives, then
development and finally assessment of Web site effectiveness.

6.1.1 What Objectives do Ikonostasion have with the Web Site?

The decision that Ikonostasion was going to establish a Web site was not very well
thought through. This therefore complies with the discussion by Berthon et al. (1998)
that the only reason for why companies establish a Web site is because this is relatively
quick and easy. On the other hand it does not comply with the theory of Day (1997) and
Lederer and Maupin (1997) that the purpose and aims with the Web site must be
thought through with great concern before establishing it. Furthermore, Ikonostasion
established the Web site primary for communication purposes rather than for sales so
this is in accordance with Angelides’ (1997) theory that Internet is more successful as a
communication medium than a sales channel.

The objectives that Ikonostasion has with its Web site is to get access to international
customers and to decrease advertising cost, this fits with the objectives that Honeycutt
et al. (1998) and Quelch and Klein (1996) bring up. They do not wish to sell directly to
end customer, which is brought up as an objective by Griffith (1998) and Colarelli
O’Connor and O’Keefe (1997).

6.1.2 How is the Web Site of Ikonostasion Developed?

The company rent space from the ISP, Algonet for their Web site and the reason for
why they do not have a server of their own is because this is too expensive. This is in
accordance with the theory of Lederer and Maupin (1997) that a company can hire
space from an ISP and that one of the advantages with this is lower expenses.

At Ikonostasion it was the wife of the owner that created the Web site by learning
HTML through relatives, courses and reading. According to Honeycutt et al. (1998) a
company can create their own Web site by learning HTML through for example local
colleges and books so in this case, theory and the collected data partly complies. What
does not comply is that the theory of Honeycutt et al. (ibid.) does not bring up personal
relationships as a source for learning HTML.

I
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Web site design

Ikonostasion has around 35 pages on the Web site, which is quite few, so this complies
with the discussion by Jakobsson (1998) that an effective site should not have too many
pages. The company does, however, not have any moving elements and this is,
therefore, not in accordance with the fundamental rules stated by Jakobsson (ibid.).
Ikonostasion has a light background and black and blue text. Further, darker colours are
used to bring out more important elements, hence this complies with Jakobsson’s (ibid.)
discussion. Further, the contrast of the colours are good and the colours of the
background and text match each other, which is also brought up by Jakobsson (ibid.).
When it comes to the text, Ikonostasion’s Web site has short and concise pieces of text
and Jakobsson (ibid.) brings this up as an important factor. Further, the author discusses
that it is valuable with a special place for new information and also this is present on the
site.

The Web site of Ikonostasion has the same background and the logotype on every page
in the site and, hence, consistent graphics throughout the site, which Jakobsson (ibid.)
explains is important. The site does however not have a map of orientation that
Jakobsson (ibid.) suggests, but instead it has a menu that is implemented in all pages of
the site, here the collected data and the theory therefore not comply. When downloading
the site, it is possible to go further in the structure in less than ten seconds and the whole
site takes about 25 seconds to download. This means that the collected data follows the
discussion by Jakobsson (ibid.).

On Ikonostasion’s Web site the main parts of the user interface is not adjusted to the
size of the screen but they differ in appearance and position. There are also large areas
of empty space on the screen and the homepage is not dominated by the most important
information. Except from that the main parts of the user interface differ in appearance
and position the collected data does not comply with the fundamental rules stated by
Jakobsson (ibid.).

The Web site has a traditional menu with the most important functions at the top and
this is implemented in all pages. Jakobsson (1998) states that menus fill an important
function and that the most used functions should be at the top, therefore this complies.
To be able to see all information on the site the visitor must scroll the site but on some
pages there is a next page link that makes it possible to skim. In addition, it is possible
to skim via the menu to a specific page. According to Jakobsson (ibid.) skimming page
for page is preferable and it makes it possible to skip to a specific page. In this case the
collected data and the proposal of Jakobsson (ibid.) therefore do not comply.
Ikonostasion does not have a place on its Web site where it is possible for visitors to fill
in information, therefore it is not possible to analyse this further against Jakobsson’s
(ibid.) discussion on how the customer inputs should be performed.

The company does only use one font and a few different sizes in the typeface on the
site. This therefore does not comply with the discussion by Jakobsson (ibid.) that two
typefaces at the most should be used on each page. The site is not aesthetically
appealing due to that it is not symmetrical. Hence it does not comply with the
discussion of Jakobsson (ibid.).

The icons that exist in the site have a lot of details and are difficult to distinguish
between, hence this is not in accordance with the rules that Jakobsson (ibid.) states of
how the icons should be designed. Furthermore, Jakobsson (ibid.) states that the site
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should be clear and readable and that the different elements of the user interface should
be well proportioned. The colour of the background and the size of the text makes
Ikonostasion’s Web site somewhat difficult to read and the different elements are not
proportioned, therefore this does not comply with the theory.

Successful Web site characteristics

The company has its own domain name and believes that this is a good investment.
Hence, this is in accordance with the theory of Foster (1999). Further, the domain name
is the company name and not an abbreviation so, in addition, it is easy to remember and
this complies with the theory of Farris (1999). It does, however, not end with “dotcom”
which is proposed by Farris (ibid.).

Foster (1999), Honeycutt et al. (1998) and Silverstein (1999) state that a Web site
should be rich in content and the Web site of Ikonostasion is. However, the homepage
does not contain much information about the company and its products. This does,
therefore, not comply with the theory by Foster (1999). Further, the homepage does
contain points of contact such as the address and icons of major components as
discussed by Evans and King (1999).

Offline, the company promotes the site in all the ways that are brought up by Foster
(1999) and Honeycutt et al. (1998). They do, however, not advertise it on TV and radio
as recommended by Lederer and Maupin (1997). Online, the company has links on
other sites and are registered in almost all search engines, directories and guides so this
complies with the theory of Foster (1999), Honeycutt et al. (1998), Lederer and Maupin
(1997), Silverstein (1999) and Guenter (1999). It does not comply with the discussion
by Foster (1999) though, that affiliate programs or banner advertising is good to use,
because the company does not use this.

Ikonostasion does not have a Web counter or personal e-mail addresses on the Web site
and this, therefore, comply with the theory of Foster (ibid.) that this is not a good idea.
It does further comply with the theory of Foster (ibid.), that someone who is available in
the long run should create and update the site with HTML.

The Web site has a structured navigational system that follows the discussions by
Silverstein (1999) and Foster (1999). The collected data and theories are, therefore, in
accordance with each other. Furthermore, the company has good interactivity
opportunities on the Web site and this is in accordance with the theories of Silverstein
(1999) and Foster (1999). In addition, the company strives at being efficient to
responding to customer request so this is in accordance with the theory of Honeycutt et
al. (1999).

Ikonostasion updates the site regularly and the content is always fresh, so this complies
with the theory of issues that should be considered in order to develop a successful Web
site, by Ellsworth and Ellsworth (1997). It has, however, a lot of links that funnel the
user out, so this is not in accordance with this theory. The site can further be viewed
with the most common browsers, every page can bee seen as a starting point, the site
has value added for the visitors and the site maintainers are responsive, so therefore this
complies with this theory. The site is though not capable of gathering information about
the user and hence this does not comply with the theory of Ellsworth and Ellsworth
(ibid.). Finally, regarding the theory of these authors, the site is for Ikonostasion a
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marketing channel integrated with other channels and therefore this complies with the
theory.

Tools for transaction and distribution

The company does not deliver products directly through the Web and this is in
agreement with the theory of Van den Poel and Leunis (1999) that only specific types of
products can be delivered via the Web. It is possible to order via e-mail on
Ikonostasion’s Web site and this therefore agrees with he theory of Ellsworth and
Ellsworth (1997). It is however not possible to order with the help of a trolley, hence
this does not follow the theory of Silverstein (1999). Further, it is not possible to
perform any monetary transactions on the site, so the collected data is therefore not
comparable with the theory by Silverstein (1999) and Klemow (1999) regarding this.

6.1.3 How does Ikonostasion assess the Effectiveness of its Web Site?

Ikonostasion receives traffic reports and this is, therefore, in accordance with the theory
of Cormier (1999). They can, further, with the help of these traffic reports, see for
example the URLs of users and time spent on each page. This is therefore in accordance
with the theory of Lederer and Maupin (1997).

The company analyses the traffic reports and reads them to receive an overview of their
visitors. This means that they look at all of the things that are brought up in the different
steps of the model developed by Berthon et al. (1998). In this case the collected data and
the theory comply.

The company does not use online surveys, online bulletin boards or customer
identification, but it does on the other hand use an e-mail marketing list and this
therefore complies with the theory of Quelch and Klein (1996). Furthermore, they have
the e-mail address to the Webmaster on the site and they have received feedback from
their visitors, so this is in accordance with the theory of Janal (1998). Finally, the
company has estimated that the business has grown overall due to the Web site. Hence,
this complies with the theory of Ellsworth and Ellsworth (1997).

6.2 WITHIN-CASE ANALYSIS OF LOGOSOL

In the following section the collected data from Logosol AB will be compared against
the previous research presented in the literature review chapter. The analysis will be
presented in the order of the research questions.

6.2.1 What Objectives do Logosol have with the Web Site?

The decision taken by Logosol to establish a Web site was well thought through and the
objective was clear, hence it complies with the theory of Day (1997) and Lederer and
Maupin (1997) that this is important. Further, this does not comply with the discussion
by Berthon et al. (1998) that the reason is purely because it is comparably quick and
easy to do so. In addition, the objective was mainly for communication but this has in
the company changed over time and today it is also possible to order via the site,
through e-mail. Hence, this fits with the theory of Angelides (1997).
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The objectives with Logosol’s Web site are to use it for advertising, to reach
international customers and to facilitate direct sales to end customers. The initial
objective was to use the site for advertising but today it also is to facilitate the sales
directly to end customer and to make it possible for customers to order via the site.
These objectives are in accordance with the theories of Lederer and Maupin (1997),
Honeycutt et al. (1998), Cormier (1999), Griffith (1998), Ghosh (1998) and Colarelli
O’Connor and O’Keefe (1997).

6.2.2 How is the Web Site of Logosol Developed?

Logosol rent space from an ISP for their Web site. The advantage that they see with this
is due to their lack of resources. This complies with the theory of Lederer and Maupin
(1997) that it is possible for a company to rent space at an ISP and that one advantage
with this is less expenses and the need of a smaller staff.

At Logosol a person that knows HTML and used to be hired in the company created the
Web site. This is in accordance with the discussion of Honeycutt et al. (1998) that
someone in the company can create the Web site by learning HTML.

Web site design

Logosol has about 50 pages on the site, which is quite few and therefore fits with the
discussion of Jakobsson (1998). In addition the site has no moving elements, which is
not in accordance with the discussion by Jakobsson (ibid.). Furthermore, the use of
colours on the site complies with Jakobsson’s (ibid.) fundamental rules that the
background not should be too dark, that the contrast should be good and that the text
and background should match each other. The text in the site is concise and displayed in
short paragraphs and there is a specific place for new information. According to
Jakobsson (ibid.) this is positive and therefore these two comply.

The Web site of Logosol has consistent graphics throughout the site, with the logotype
at the top of every page. This is in accordance with Jakobsson’s (ibid.) fundamental
rules that it is good to use graphics that is consistent. The site also has a menu in all
pages but not a map of orientation that Jakobsson (ibid.) recommends, this therefore
does not comply.

It is possible to move further in the structure of a page in less than ten seconds and it
takes approximately 15 seconds to download the homepage. This follows the discussion
by Jakobsson (ibid.) that the site should be fast to download.

The main elements of the user interface of Logosol’s Web site are well separated and
differ in position and appearance and these are further adjusted to the size of the screen.
There is however also a lot of empty space on the screen. Regarding all this the
collected data therefore complies with the fundamental rules stated by Jakobsson (ibid.)
with the exception that the site contains a lot of empty space which according to
Jakobsson (ibid.) should be avoided.

The site has a traditional menu with the most used functions in the beginning, which
Jakobsson (ibid.) proposes. In most pages of the site it is possible to skim between the
pages. Jakobsson (ibid.) states that it is preferable to skim between the pages so here the
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collected data is in accordance with this discussion. Logosol has no place on their Web
site where visitors are required to fill in information. Hence, this is not comparable with
the discussion of Jakobsson (ibid.).

Only one font is used on Logosol’s Web site and varying sizes of the letters, sometimes
more than three on one page. This is not in accordance with Jakobsson’s (ibid.)
discussion because he states that no more than two typefaces should be used. The site of
Logosol is symmetrical and one frame is used so this complies with the discussion of
Jakobsson (ibid.) that it should be aesthetically appealing. Further, the icons in the site
are easy to distinguish between and have few details, which is also brought up by
Jakobsson (ibid.). Logosol’s Web site is concise, clear and readable. It has colours that
match each other and the different elements of the user interface are well proportioned.
This is discussed by Jakobsson (ibid.) and, therefore, the collected data and the theory
match.

Successful Web site characteristics

Logosol has its own domain name and see this as a good investment and hence this
complies with the theory of Foster (1999). In addition, it is not an abbreviation and this
therefore also complies with the theory of Farris (1999) that it should be easy to
remember. It does however not end with “dotcom” as discussed by Farris (ibid.).

The Web site is rich in content as discussed by Foster (1999), Honeycutt et al. (1998)
and Silverstein (1999). The homepage, though, does not contain any information about
the company or its products and this does not comply with the theory of Foster (1999).
Furthermore, the homepage does not contain points of contact or icons of major
components as proposed by Evans and King (1999).

Logosol has their Web address in all of the offline places discussed by Foster (1999)
and Honeycutt et al. (1998). Further, the company does not advertise it on TV or radio,
which according to the theory of Lederer and Maupin (1997) should be considered.
Online the company is registered in some search engines, directories and guides and this
is therefore in accordance with the theory of Guenter (1999) and Lederer and Maupin
(1997). Further, they have no links on similar but non-competing companies’ Web sites
and they have no affiliate programs or banner advertisements, as discussed by Foster
(1999), Honeycutt et al. (1998), Lederer and Maupin (1997) and Silverstein (1999).
Therefore the empirical data and theory are not in accordance.

Foster (1999) states that a company should not use Web counters or personal e-mail
addresses on the Web site. Logosol does not do this so therefore the theory and the
collected data does comply. In addition, a person that is available for the company in the
long run created and updates the site with HTML, as Foster (ibid.) states is important.

The navigation of Logosol’s Web site is structured and follows the theory of Silverstein
(1999) and Foster (1999). In addition, the company has good interactivity opportunities
for the visitors and, therefore, this is in accordance with the theory of Silverstein (1999)
and Foster (1999). The company does, however, not strive to answer e-mails quickly, so
this does not comply with the theory of Honeycutt et al. (1998).

From the issues that Ellsworth and Ellsworth (1997) states, the collected data complies
on the following points: the content on the site is always fresh, the site can be viewed
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with many browsers, every page is treated as a starting point, the site has true value
added and the site is a marketing channel integrated with other channels. The points that
do not comply is that the site can funnel the user out quickly, the site maintainers are
not responsive and the site is not capable of gathering information.

Tools for transactions and distribution

Logosol does not deliver its products directly via the Web because it is not possible to
deliver e.g. sawmills this way, hence, this is in compliance with the discussion of Van
den Poel and Leunis (1999) that only specific types of products can be delivered
through the Web. It is however possible to order through e-mail on the Web site of
Logosol. This is therefore in accordance with the theory by Ellsworth and Ellsworth
(1997). Furthermore, it is not possible to order through a trolley and this does not follow
the theory of Silverstein (1999). It is neither possible to pay directly on the site, and this
is therefore not comparable with the theories of Silverstein (ibid.) and Klemow (1999)
that bring this up.

6.2.3 How does Logosol assess the Effectiveness of its Web Site?

Logosol receives traffic reports from their ISP. Hence, the collected data in this case
complies with the theory of Cormier (1999). They, further, analyse these reports to
receive facts about the visitors. This is, therefore, in accordance with the theory of
Lederer and Maupin (1997).

The company analyses the things that are brought up in the first two steps of the model
developed by Berthon et al. (1998) and they are about to start looking at the issues that
are brought up in the following steps of the model. The collected data and the theory,
therefore, partly comply.

Logosol does, however, not use online surveys, online bulletin boards, customer
identification or e-mail marketing lists as Quelch and Klein (1996) discusses. The
collected data does, therefore, not follow these authors’ suggestions to use these tools.
Janal (1998) brings up that companies can incorporate the e-mail address to the
Webmaster in order to receive feedback from visitors. Logosol has a link to their
Webmaster and they receive feedback from the visitors and, hence, the theory and the
collected data comply. The company has, however, not used any of the methods that
Ellsworth and Ellsworth (1997) mention in their theory, therefore, the collected data and
theory is not in accordance with each other.

6.3 WITHIN-CASE ANALYSIS OF RADARTEAM

Here the empirical data gathered from Radarteam, the third case in the study, will be
analysed in relation to the previous research found in chapter two. The analysis will be
displayed in the order of the research questions.
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6.3.1 What Objectives do Radarteam have with the Web Site?

According to Wikström the decision to establish a Web site was carefully thought
through and the objectives with the Web site were clear. Day (1997) and Lederer and
Maupin (1997) state that the purpose and aims of the Web site must be thought through
with the utmost concern, so in this matter the empirical data and previous research
comply. The data collected on this matter does not comply with Berthon et al. (1998),
who believe that companies might have a Web site only because it is relatively quick
and easy.

The company uses their Web site mainly to spread information about the company and
its products. Radarteam uses the Web site solely as a communication medium and
therefore this is in line with Angelides (1997) theory that the Internet is more successful
as a communication medium rather than a sales channel.

Radarteam’s main objective with the Web site is to get in contact with customers that
otherwise would not get in contact with the company. Furthermore, the company’s
objectives with the Web site are to increase customer service, and increase corporate
and product awareness for potential customers, and also to create international
awareness and reduce advertising costs. This comply with the theories of Cormier
(1999), Pitt et al. (1996), Griffith (1998), Lederer and Maupin (1997), Honeycutt et al.
(1998), Colarelli O’Connor and O’Keefe (1997) and finally Quelch and Klein (1996).

6.3.2 How is the Web Site of Radarteam Developed?

The company has its Web site placed at an ISP’s server. To rent space from an ISP is
favourable to the company according to the managing director of Radarteam because
the Web site is small and this method is the least costly. This complies with the theory
of Lederer and Maupin (1997). The site was designed by the company and the
managing of the Web site is handled by Radarteam’s managing director who has gained
his knowledge from working with computers for a long time. This, therefore, complies
with the discussion of Honeycutt et al. (1998).

Web site design

The company’s Web site has few pages and this is in accordance with Jakobsson’s
(1998) fundamental rules on how a Web site should be designed. Furthermore, the site
has one very small animated picture and this is according to the theory, the most
effective way to use animation. The background colour on the Web site is white and this
does not comply with the fundamental rules of Jakobsson (ibid.) where white should be
avoided on large areas.

Some pages at Radarteam’s Web site contain long pieces of text and in addition to this
some pages seem to be scanned in from regular brochures where the text is hard to read
due to its small size. Furthermore, the text contains a large amount of technical terms
that makes the text difficult to understand for someone not familiar with the company
and its products. These issues do not comply with Jakobsson (ibid.) rules for design.
The site, however, has a place where the most recent additions to the site are announced
and this follow the fundamental rules stated by Jakobsson (ibid.).
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The site does not have its logotype at the top of all pages and consequently the site does
not have a consistent appearance throughout the site. The site neither has a map of
orientation, therefore these issues are not in accordance with Jakobsson’s (ibid.)
discussion. The site is fast to download and a visitor can move further in the structure
within a couple of seconds when downloading a page and it is possible to see the whole
homepage within 15 seconds. This complies with Jakobsson’s (ibid.) fundamental rules
for design.

Jakobsson (ibid.) states that the main parts in the user interface should be well separated
from each other and that these should differ in appearance and position. These issues are
in accordance with the empirical data. The size of the main parts should be adjusted to
the screen and this is not the case with Radarteam. There should, furthermore, not be
too much empty space on the site and on Radarteam’s site there are large areas of empty
space so this does not comply with the theory.

The content on the company’s site is not consistent throughout the site and the most
important parts of the Web site are not at the top of the menu, which is a traditional
menu. Moreover, in all pages of the site the visitor must scroll in order to be able to take
part of all the information presented on a page. Therefore, these issues do not comply
with Jakobsson’s (ibid.) fundamental rules.

Radarteam’s Web site does not have a place where visitors are required to fill in data.
Therefore, this cannot be analysed further against Jakobsson’s discussion. The typeface
on the Web site is not easy to read on all pages, in addition, on some pages the text is
written in six different sizes. Hence, this is not in accordance with Jakobsson (ibid.).

According to Jakobsson’s (ibid.) rules it is important that the Web site is aesthetically
appealing. Radarteam’s Web site is asymmetrical, therefore, the empirical data do not
comply with theory on this matter. The icons at Radarteam’s site are simple and the
meaning of them are obvious. Hence, this issue is in accordance with Jakobsson’s
(ibid.) theory.

The use of white for the background, the empty space, the unnecessary large size of the
icons and the small text on certain pages on Radarteam’s Web site do not comply with
the rules stated by Jakobsson (ibid.) regarding the layout a Web site.

Successful Web site characteristics

Radarteam bought their domain name because the company believed that it was a
valuable investment. This is in accordance with the discussion of Foster (1999). Further,
the domain name consists of the company name, hence, it is easy to remember. In
addition, there are no abbreviations, therefore, this is in accordance with Farris (1999)
discussion. However, the domain name does not end with “dotcom” and consequently
this does not comply with what Farris (ibid.) proposes.

The text on Radarteam’s Web site concerning the company and its products is rich in
content. There is an abundance of information regarding the company’s products.
Consequently, this is in accordance with Foster (1999), Honeycutt et al. (1998) and
Silverstein (1999). The first page is the most important according to Foster (1999) and it
should contain a concise introduction about the company and its products, more detailed
information should appear later on the site. The empirical data comply with the theory
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on this matter. The first page at Radarteam’s Web site also contains points of contact
and icons of major components and this is in accordance with Evans and King’s (1999)
discussion.

The company finds it important to promote the Web site offline by referring to the Web
address on most communication material given to customers. This complies with Foster
(1999) and Honeycutt et al. (1998). The company does, however, not use radio or TV
advertising so this does not comply with the theory of Lederer and Maupin (1997).
Online the company has links on their sales agents’ Web sites in order to generate
traffic to their site and this follows the discussion by Foster (1999) and Honeycutt et al.
(1998). Radarteam does not use an affiliate program for their products or any kind of
banner advertising, therefore, this is not comparable with the arguments by Foster
(1999) and Silverstein (1999). Radarteam does not know in which search engines,
directories and guides the Web site is registered with the exception of Altavista. Further,
the company does not know how it ranks on relevant keywords and this complies with
Foster’s (1999) discussion.

Radarteam’s site is small and the company has chosen to not have a Web counter
because they find this to be unprofessional. This is in accordance with Foster’s (ibid.)
discussion of how to build a successful Web site. The company does not use personal e-
mail addresses, instead the domain name is used and this is in accordance with Foster’s
(ibid.) suggestions. Furthermore, the company used HTML to create the site and it is the
managing director who is in charge of updating the site, consequently this is in
accordance with the theory of Foster (ibid.).

The menu at the Web site of Radarteam is easy to understand and the visitor is never
brought to a dead-end page and this, therefore, follows the argument by Foster (1999).
On the other hand, the menu is not present at all pages and this is in contradiction to the
discussion on how a good navigation system should be according to Silverstein (1999)
and Foster (1999).

The Web site provides customers with opportunities to interact with the company, they
offer various ways for visitors to get in contact with Radarteam. This is in accordance
with the discussions of Foster (1999) and Silverstein (1999). Furthermore, according to
Honeycutt et al. (1998) it is important to have an efficient, internal system for
responding to customer request, questions and comments. The company has a FAQ
under construction and the e-mails are answered quickly. Therefore, the theory and data
comply.

When comparing the empirical data with the issues stated by Ellsworth and Ellsworth
(1997) on how to develop a successful Web site, the empirical data is not in accordance
concerning the freshness of the content, that each page on a site should be treated as a
starting point, that the site maintainers should be responsive and that the site should be
capable of gathering information. However, the empirical data does comply with the
theory on the following issues: the site does not funnel out users, it can be downloaded
with different browsers, the site has true value added and it is a marketing channel
integrated with other channels.
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Tools for transaction and distribution

Concerning the transaction and distribution abilities of the Web site, the company’s
products cannot be delivered over the Web and this follows the theory of Van den Poel
and Leunis (1999) that only specific products can be delivered via the Web. The
empirical data can, however, not be analysed further against the theories of Ellsworth
and Ellsworth (1997), Silverstein (1999) and Klemow (1999) due to that the company
solely uses their Web site as a marketing communication tool.

6.3.3 How does Radarteam assess the Effectiveness of its Web Site?

Radarteam does not receive traffic reports from their ISP and do not intend to begin
receiving them either, this consequently contradict the theory of Cormier (1999). Due to
the fact that Radarteam does not receive Web traffic reports the company naturally do
not analyse their Web traffic, hence, this is not comparable to Lederer and Maupin
(1997). Hence, it can neither be analysed further towards the theory of Berthon et al.
(1998).

The company does not use online surveys, bulletin boards, customer identification or e-
mail marketing lists in order to gain feedback from visitors at the Web site as Quelch
and Klein (1996) states can be used. Radarteam has on the site, however, placed an e-
mail address to the person in charge of the Web site in order to be able to gain feedback
regarding the site from people visiting it and they have received feedback from
customers that the site has improved the customer service. This, therefore, follows the
discussion by Janal (1998). Radarteam has assessed their site’s effectiveness through
that they have experienced an increase in customers since the establishment of their
Web site. This is, therefore, in accordance with the theory of Ellsworth and Ellsworth
(1997).

6.4 WITHIN-CASE ANALYSIS OF STENUDD AB

In this section the empirical data gathered from Stenudd AB, the last case in the study,
will be analysed in relation to the previous research found in chapter two. The analysis
will be displayed as in previous cases.

6.4.1 What Objectives do Stenudd AB have with the Web Site?

Day (1997) and Lederer and Maupin (1997) state that the purpose and aims of the Web
site must be thought through with the utmost concern. Örjan Stenudd claims that the
decision to establish a Web site was well thought through. In this matter, previous
research and data collection therefore comply. On the other hand, the data collection is
not in accordance with Berthon et al. (1998), which believe that companies might have a
Web site only because it is relatively quick and easy.

Furthermore, Stenudd AB’s initial objectives where to use the Web site for spreading
information about the company’s products and consequently to use the Web site mainly
as a communication medium. This is in accordance to Angelides (1997) belief that
many companies have sites on the Web just for spreading information about the
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company and its products and that the Web is more successful as a communication
medium rather than as a sales channel.

The objectives have changed over time and, in addition, to present their products to
potential customers, another objective today is to facilitate sales directly to end
customer with the help of the Web site as well as to increase the customer service
through the Web. This is in accordance with the theories of Lederer and Maupin (1997)
Cormier (1999), Grifith (1998), Ghosh (1998) and Collarelli O’Connor and O’Keefe
(1997).

6.4.2 How is the Web Site of Stenudd AB Developed?

Stenudd has its Web site at an ISPs server because the site is small and the company
lack in capital and time resources. To rent space from an ISP is therefore advantageous
to the company. This complies with the discussion of Lederer and Maupin (1997) and
the advantages mentioned for renting ISP space.

The person who designed the present Web site is an employee of the company who has
studied Web design and knows HTML. This is in accordance with the theory of
Honeycutt et al. (1998) that it is easier to update, refresh and manage the Web site when
an employee does the work than when a consultant does it.

Web site design

According to Jakobsson’s (1998) fundamental rules on how a Web site should be
designed, the number of pages on a site should be limited and this complies with the
empirical data. There are no moving elements on the site and this does not follow
Jakobsson’s (ibid.) discussion, that little animation or animation performed once is the
most effective. Concerning the colours on Stenudd AB’s Web site, the main background
is light grey with a pattern and the text is black, this is in accordance with Jakobsson´s
(ibid.) theory that the contrast between the text and the background is especially
important. The red colour in the frame at the top of the site is, however, dark with white
stripes and white text. The contrast between the text and the background in the frame is
therefore not very good due to that the stripes and the text are the same colour.
Therefore, this does not comply with Jakobsson’s recommendations.

The same theory says that the text on the site must be concise and that long pieces of
text do not work well on a Web site. This is in accordance with Stenudd AB’s Web site
where no page has a long piece of text on it. The site also has a place where new
information is added continuously. Furthermore, the site is not a regular brochure made
electronic. So these issues comply with Jakobsson’s (ibid.) fundamental rules as well.

Moreover, the frame with the logotype and menu is present at all pages of the Web site
and provides a consistent appearance throughout the site. On the other hand the site
does not have a map for orientation so this does not comply with Jakobsson (ibid.). The
site is fast to download and it is possible to move further in the structure within a few
seconds and downloading the homepage takes less than 30 seconds. This is also in
accordance with Jakobsson (ibid.).
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Jakobsson (ibid.) claims that the main parts in the user interface should be well
separated from each other and that they should differ in appearance and position. In
addition to this, there should not be too many decorations that occupy space on the site
and there should not be large areas of empty space on the site either. These rules comply
with the empirical data.

Stenudd AB’s Web site has one scroll menu where the alternatives mentioned in the list
has a logical order. This is in accordance with what the theory of Jakobsson (ibid.)
proposes. The site has another index where some of the alternatives present in the scroll
menu are mentioned and this does not follow Jakobsson (ibid.) discussion.

According to Jakobsson (ibid.) it is preferable with a site where the visitor skims from
page to page instead of using scrolling to take part of the information presented on a
page. The empirical data is in accordance with this theory because at Stenudd AB’s site
a visitor can skim directly to most pages.

Stenudd AB has two places on the site where the company can gather information from
visitors. But the visitors are not required to fill in data, instead there is a voluntary mail
form on the site where visitors can write their name and e-mail addresses together with
the inquiry, in dialogue boxes. The second place is an ordering form where the visitor
can order additional information about the products. The input of data is easy, it is
simple to correct input errors and the essential inputs come before the voluntary.
Consequently, this follows the theory of Jakobsson (ibid.) with the exception that the
visitors are not required to fill in data.

The typeface on the site is easy to read and gives a good impression of the pages. This
follows the rules of Jakobsson (ibid.). On the other hand, not more than two kinds of
typefaces should be used at each page, according to the rules, and this does not comply
with the empirical data. Some pages on the Web site have text with two different fonts
and more than three different sizes.

The site is symmetrical, it is easy to see and discern the different elements of the user
interface, there is only one frame and typefaces also match each other. These factors
follow Jakobsson’s (1998) rules concerning the aesthetical aspect of the Web site, with
the exception of the thin white stripes in the frame. There is only one sort of icon
displayed at the site and the meaning of this is not obvious, it is the Logotype of the
company and it brings the visitor to the homepage. Therefore, this is not in agreement
with Jakobsson (1998).

The last factor in Jakobsson’s (ibid.) theory is concerning the design of the Web site is
layout. Stenudd AB’s Web site follow Jakobsson’s (ibid.) discussion concerning layout
and the overall impression of the Web site is good with the exception of the stripes in
the frame.

Successful Web site characteristics

Stenudd AB has its own domain name. The company believed it was a good investment
to buy a domain name, hence, the empirical data comply with the theory of Foster
(ibid.) on this matter. The domain name is easy to remember because it is the name of
the company and it does not have any abbreviations in it, therefore, these issues comply
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with Farris’ (1999) theory with the exception that the domain name does not end with
“dotcom”.

The empirical data comply with the discussion by Foster (1999) and Honeycutt et al.
(1999) that Web sites should always be rich in content and there should be an
abundance of information about the products. The first page at Stenudd AB’s Web site
has a short description of the company but nothing about the products that the company
manufactures, consequently, this contradicts the theory of Foster (1999). According to
Evans and King (1999) the first page should also contain points of contact and icons
with the site’s major components. The empirical data comply partly with this because
the company’s Web site has points of contact but no icons.

In order to attract visitors to the Web site, Stenudd AB promote their site in various
ways offline through having the Web address on all material sent from the company and
through informing their customers about the Web site address verbally. The empirical
data therefore comply with Foster (1999) and Honeycutt et al. (1998). Stenudd AB does
not use radio or TV advertising in order to inform the public about the Web site, this is
consequently not in accordance with Lederer and Maupin’s (1997) theory. Online the
company promotes their site via links placed on other Web sites. This generates traffic
to the site and follows the discussion of Foster (1999) and Honeycutt et al. (1998).
Stenudd AB does not have an affiliate program or banner advertising, so this is
consequently not in accordance with the theory of Foster (1999) and Silverstein (1999).

Further, the company is registered in different popular search engines, directories and
guides and this complies with the discussion by Guenther (1999). Stenudd has no
knowledge on how the company’s Web site is ranked on the search engines and this is
in accordance with Foster’s (1999) discussion.

Stenudd AB’s Web site is small and does not generate much traffic. Despite this fact,
there is a Web counter placed on the site. This is consequently contradicting Foster’s
(1999) theory on how to build a successful Web site. The company does not have
personal e-mail addresses on the site and this follows the discussion by Foster’s (1999).
The Web site was not designed out of a sample from for example Front Page, but
instead a person who knew HTML created it. This person is also available for updates
and changes. Consequently, this follow Foster’s (1999) discussion.

Stenudd AB’s Web site has a menu that is easy to understand and it is present at each
page, therefore a visitor never ends up on a dead-end page. This follows the discussion
regarding the structured navigation by Silverstein (1999) and Foster (1999). According
to these two authors, a Web site should also provide opportunities for customers to
interact with the site and be able to contact to the company. Companies should have
their e-mail address, phone and facsimile number listed on the Web site. This complies
with Stenudd AB’s Web site. Honeycutt et al. (1999) discuss the importance of having
an efficient internal system for responding to customer requests and this also comply
with Stenudd AB.

Regarding Ellsworth and Ellsworth’s (1997) issues on how to develop a successful Web
site, the collected data comply with the theory on most issues. The content is always
fresh, the pages do not funnel the user out too quickly, it can be viewed successfully
with different browsers, every page is treated as a starting point, the site has true value
added, the maintainers of the site are responsive and the site is integrated with other
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marketing channels. The site is, however, not capable of gathering information about
visitors and consequently this contradicts the theory of Ellsworth and Ellsworth (1997).

Tools for transaction and distribution

Regarding transaction and distribution, only specific products can, according to Van den
Poel and Leunis (1999), be delivered via the Web. Stenudd AB’s products are not
deliverable via the Web so hence this complies. It is, however, possible to place orders
directly online on a special order form and this complies with the discussion of
Ellsworth and Ellsworth (1997). However, a trolley is not used and this contradicts the
theory of Silverstein (1999). It is not possible to pay directly online with credit cards
and consequently this cannot be analysed further towards the discussions of Silverstein
(1999) and Klemow (1999).

6.4.3 How does Stenudd AB assess the Effectiveness of its Web Site?

Stenudd AB receives traffic reports from their ISP and they also analyse this data and
see from where the visitors come etc., consequently, this comply with the discussions
by Lederer and Maupin (1997) and Cromier (1999). In relation to the different
performance measures in the theory by Berthon et al. (1998) Stenudd AB analyse the
awareness efficiency, the locability/attractability efficiency and the conversion
efficiency of the company’s Web site, however, Stenudd AB looks at hits and not visits.

The company does not use online surveys, online bulletin boards, customer
identification or e-mail marketing lists as options for gathering feedback, as stated by
Quelch and Klein (1996). The company has, however, an e-mail address displayed on
the Web site and consequently this is in accordance with Janal (1998). Furthermore,
Stenudd AB follows the theory by Ellsworth and Ellsworth (1997) and Griffith (1999)
because the company has analysed the sales accumulated through the Web site in
comparison with the total investment in the site. In addition, which is not mentioned in
the theory, the company receives feedback about the site in other ways such as through
phone calls and in contact with customers and other visitors in person.

6.5 CROSS-CASE ANALYSIS

In this part of the analysis the four cases will be analysed across each other. Firstly,
research question one will be analysed across the four cases. Secondly, research
question two and, finally, research question three will be analysed across the cases.

6.5.1 Research Question One: What Objectives do Small Companies have with
Web Sites?

TABLE 6.1 below shows the variables concerning the companies’ objectives with their
Web sites.
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TABLE 6.1: Web Site Objectives.

Variable/Case Ikonostasion Logosol Radarteam Stenudd AB

The decision was
well thought
through

No Yes Yes Yes

Primarily
communication,
transaction or
distribution
objectives with a
Web site

Communication Communication Solely
communication

Communication

Specific objectives - Gain access to
international
customers
- Reduce advertising
cost

- Reduce advertising
cost
- Gain access to
international
customers
- Offer product for
sale directly to end
customer

- Main objective is to
attract customers
- Increase customer
service
- Increase corporate
and product
awareness nationally
- Increase corporate
and product
awareness
internationally
- Reduce advertising
cost

- Increase product
awareness nationally
- Increase customer
service
- Offer products for
sale directly to end
customer

Three of the companies thought carefully through the decision to establish a Web site
before they did it. Only Ikonostasion did not think it through very well. Further, all of
the companies in this case study use the Web site mainly for communication and, in
addition, Radarteam uses it only for communication. This shows that all of these
companies believe that the Web is especially useful as a communication tool.

Further, the objectives that the companies brought up with having a Web site differed
some between the companies, but there were also some objectives that were similar. An
objective that three of the four companies have is to reduce advertising costs. However,
to offer products directly to end customers, is an objective only to Logosol and Stenudd
AB. Moreover, Radarteam and Stenudd AB wish to increase customer service with their
Web site. This indicates that a company’s objectives with having a Web site differ
depending on the type of company and the products that the company has.

6.5.2 Research Question Two: How are the Web Sites of Small Companies
Developed?

TABLE 6.2 displayed below shows the variables of the Web site establishment.

TABLE 6.2: Web Site Establishment.

Variable/Case Ikonostasion Logosol Radarteam Stenudd AB

Own server or ISP ISP ISP ISP ISP

Perceived
advantages with
own server or ISP

- Less expenses - Less expenses
- Need of smaller
staff

- Small site
- Less expenses

- Small site
- Less expenses
- Less time requiring

Designed by
company or
consultant

Company Company Company Company
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All the companies in this case study has their Web site on a server belonging to an ISP
and they all believed that this is advantageous due to that it requires less resources. This
might be a sign of that it could be more beneficial for small companies with small Web
sites to use an ISP due to their limited amount of resources. Furthermore, all the four
companies have used the knowledge that exists within the company instead of using
consultants to design the Web sites. This brings us to the next section and Web site
design. TABLE 6.3 below shows the different variables related to the actual design of a
Web site.

TABLE: 6.3: Web Site Design

Variable/Case Ikonostasion Logosol Radarteam Stenudd AB

Number of Web
pages

Few Few Few Few

Moving elements None None One None

Colour - Good choice of
background colour
- Good contrast

- Good choice of
background colour
- Good contrast

- Bad choice of
background colour
- Good contrast

- Good choice of
background colour
but bad choice of
frame colour
- Good contrast but
not in frame

Text - Concise
- Specific place for
new information

- Concise
- Specific place for
new information

- Not concise on all
pages
- Specific place for
new information

- Concise.
- Specific place for
new information

Graphics Consistent Consistent Not consistent Consistent

Fast to download Yes Yes Yes Yes

General view Not good Good Not good Good

Menu - Traditional
- Logical order

- Traditional
- Logical order

- Traditional
- Not logical order

- Scroll menu
- Logical order

Scroll and skim Both Mainly skim Scroll Mainly skim

Customer input No No No -Voluntary
- Easy to use

Typeface More than two More than two More than two More than two

Aesthetics Not appealing Appealing Not appealing Appealing

Icons - Not obvious
meaning
- A lot of details

- Obvious meaning
- Simple

- Obvious meaning
- Simple

- Not obvious
meaning
- Simple

Layout Not satisfying Satisfying Not satisfying Satisfying

The Web site design of Logosol and Stenudd AB show slightly more positive aspects
than the Web site design of Ikonostasion and Radarteam. The reason for this might be
that these two companies are larger with more employees, which might lead to that they
have more time and knowledge to spend on the design of their sites. There are some
major things that differ between the Web sites, for example, the general view, the
aesthetics and the layout of Ikonostasion and Radarteam’s Web sites are not entirely
satisfactory.

There are, however, some similarities between all cases regarding the Web site design.
These similarities are issues such as the small size of the sites, good contrast between
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the colours, they all have a specific place for new information, fast download, no
compulsory customer input, and the use of more than two typefaces on one page.
On each of the following issues, that are important to make up a good Web site, three of
four companies show similarities: no moving elements, good choice of background
colour, concise text, consistent graphics, logical order in the menus and simple icons.

In the literature review there are certain characteristics presented that make up a
successful Web site. TABLE 6.4 displayed below brings up these variables and show
how these characteristics are adapted by the different companies.

TABLE: 6.4: Successful Web Site Characteristics

Variable/Case Ikonostasion Logosol Radarteam Stenudd AB

Domain name - Company property
- Easy to remember

- Company property
- Easy to remember

- Company property
- Easy to remember

- Company property
- Easy to remember

Site content and
Homepage

- Rich
- Points of contact,
icons of major
components at
homepage

-Rich - Rich
- Concise
introduction, points
of contact and icons
of major components
at homepage

- Rich
- Points of contact at
homepage

Promotion - Offline: in
communication
material
- Online: links,
registered in search
engines, directories
and guides

- Offline: in
communication
material
- Online: registered in
search engines,
directories and guides

- Offline: in
communication
material
- Online: links,
registered in some
search engines

- Offline: in
communication
material
- Online: links,
registered in search
engines, directories
and guides

Web counter No No No Yes

Personal e-mail
address

No No No No

Designer and
maintainer

- HTML
- Available
maintainer

- HTML
- Available
maintainer

- HTML
- Available
maintainer

- HTML
- Available
maintainer

Navigation Structured Structured Not structured Structured

Interactivity
opportunities

- Good
- Answer e-mails
quickly

- Good
- Does not strive to
answer e-mail
quickly

- Good
- Answer e-mail
quickly

- Good
- Answer e-mail
quickly

Fresh content Yes Yes No Yes

Too many links Yes Yes No No

Can be viewed with
different browsers

Yes Yes Yes Yes

Every page a
starting point

Yes Yes No Yes

Added value Yes Yes Yes Yes

Responsive
maintainers

Yes No No Yes

Gather user
information

No No No No

Integrated with
other marketing
channels

Yes Yes Yes Yes

Similarities between the cases in the study are that all the companies own their domain
names and these are easy to remember. Further, the sites are all rich in content, the
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companies promote their sites both offline and online and there are no personal e-mail
addresses on the sites. In addition, the companies used HTML to create their sites and
have maintainers available. There are, furthermore, good interactivity opportunities on
the sites and they can be viewed with different browsers. Additionally, the sites have
true value added but they are not capable of gathering user information. Finally,
regarding similarities between the sites they are integrated with other marketing
channels.

There are, however, also some differences between the cases and these are that the
construction of the homepages differs. Further, Stenudd AB has a Web counter but none
of the others have one. Logosol is the only company that does not strive to answer e-
mails quickly and Radarteam is the only one that does not have fresh content on the site.
Further, on Radarteam’s Web site, not all pages are treated as a starting point and the
navigation is not structured. Finally, regarding the differences, Ikonostasion and
Logosol have too many links on their sites and the maintainers of the sites of Logosol
and Radarteam are not responsive.

The above discussion shows that the companies in the case study are very similar on
most issues in the above matrix (TABLE 6.4) and throughout the comparison between
the cases the positive aspects outweigh the negative ones. Even with Radarteam, which
has the least positive factors, number wise, compared with the other cases, the positive
aspects outweigh the negative ones.

TABLE 6.5 displayed below brings up different variables connected to transaction and
distribution.

TABLE 6.5: Tools for Transaction and Distribution

Variable/Case Ikonostasion Logosol Radarteam Stenudd AB

Online delivery No No No No

Ordering E-mail E-mail No Online form

Pay online No No No No

None of the companies in this case study have products that are deliverable via the Web.
On all companies sites except for Radarteam’s it is however possible to order via e-mail
or via an online form. The reason, why it is not possible to order through Radarteam’s
Web site, might be because of its client-specified products. Further, it is not possible to
pay online on any of the Web sites belonging to the companies in this case study.

6.5.3 Research Question Three: How do Small Companies assess the Effectiveness
of their Web Sites?

The final part of the frame of reference, in this thesis, concerns how small companies
assess the effectiveness of their Web sites and what tools they use for this purpose. In
TABLE 6.6, presented below, these different tools are shown.
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TABLE: 6.6: Assessing Effectiveness

Variable/Case Ikonostasion Logosol Radarteam Stenudd AB

Traffic reports Receive and analyse
awareness-,
locatability/attractab-
ility-, contact-,
conversion- and
retention-efficiency

Receive and analyse
awareness- and
locatability/attractab-
ility-efficiency

Do not receive Receive and analyse
awareness-,
locatability/attracta-
bility- and
conversion-
efficiency

Online surveys No No No No

Online bulletin
boards

No No No No

Customer
identification

No No No No

E-mail marketing
list

Yes No No No

E-mail to
Webmaster

Yes Yes Yes Yes

Assess ROI Yes No Yes Yes

Other Feedback through
phone and in person

All the companies in this case study assess the effectiveness of their Web site more or
less, in some form. Similarities that exist between the companies are that none of the
companies use online surveys, online bulletin boards or customer identification and this
could be an indication of that these tools might be more useful for larger companies. All
the companies have on the other hand the e-mail address to the Webmaster on their
sites. This might be a helpful and not a resource consuming tool that small companies
can use to assess their Web site effectiveness.

All the companies, except for Radarteam, receive and analyse traffic reports. Further,
the only company that use an e-mail marketing list is Ikonostasion and, in addition, the
only company that does not assess the ROI in some form is Logosol. The company that
use most assessment tools is Ikonostasion and this should be noticed due to that this is
the smallest company in this case study.

In addition, Stenudd AB mentioned that they receive feedback on their site through
phone calls and in person contacts with customers and visitors. This indicates that
phone calls and in person contacts with customers and other people visiting the site can
be an important way for small companies to gain feedback on their Web sites.
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7 CONCLUSIONS AND IMPLICATIONS

n the last chapter of this thesis we will attempt to answer our research questions and
conclusions will be drawn based on the theory and the analysed data. Secondly,

implications for management, theory and future research will be given.

7.1 CONCLUSIONS

In this part of the study we intend to answer the research questions. In the previous
chapter data has been analysed both within the different cases and between them. The
underlying reasons for the patterns of similarities and differences found in the analyses
will now be presented in the form of conclusions.

7.1.1 What Objectives do Small Companies have with Web Sites?

The decision, to become a company with a Web site, was very well thought through by
the small Swedish companies in this case study with the exception of Ikonostasion.
However, all the companies have set up specific objectives with their sites in relation to
the companies’ business and even though Ikonostasion did not spend so much effort on
the decision to have a Web site, also they have objectives with their site.

The objectives differ between the companies, but all the companies in this thesis appear
to believe that a Web site is especially useful as a marketing communication tool, at
least in the initial phase when establishing a site. The specific objectives that were
brought up in the case studies were:

- to increase corporate and product awareness nationally
- to increase corporate and product awareness internationally
- to attract customers
- to gain access to international customers
- to reduce advertising cost
- to increase customer service
- to offer products for sale directly to end customer

After having discussed the first research question, we have drawn more specific
conclusions and these are displayed below:

• The small companies in this study seem to believe that the Web site is best used as a
marketing communication tool.

• In this thesis the studied companies have individual objectives and this indicates that
Web site objectives are closely related to the nature of the company and its products.

• To reduce advertising cost is an objective for three of the four companies in the
study. Hence, this seems to be an important objective for the companies.

• The small companies in our study seem to establish qualitative but not quantitative
objectives for their Web site.

I
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• From this study it is obvious that not all small companies wish to disintermediate
and sell directly to end customers. Ikonostasion have clearly stated that they prefer
to have retailers.

7.1.2 How are the Web Sites of Small Companies Developed?

The small companies with small Web sites in this study prefer to rent space from an ISP
for their Web sites instead of having a server of their own. This is due to resource
constraints in the form of time and money. In addition, this study gives an indication
that these small companies choose to design and maintain the sites themselves with
knowledge of HTML instead of using a consultant to do this for them.

Previous studies have shown that in order to gain competitive advantage, it is important
to focus on the design when developing a Web site. However, the area of design is quite
subjective and this research shows that the design differs between the companies in this
study. However, previous research brings up that there are some fundamental rules to
follow and in comparison to this theory, some Web sites in this study have better design
than others.

According to previous studies there are certain characteristics besides design that should
be considered in order to develop a successful Web site. These characteristics concern
issues like content and navigation but also surrounding factors such as the promotion of
the Web site. The small companies have in relation to this theory, overall developed
successful Web sites.

It is possible for customers to order via three of the Web sites belonging to the
companies in this study. It is however not possible to pay online and this might indicate
that the small companies in this study, have not come so far in their development of
their sites or that they rather use other forms of payment abilities for their customers.

After having discussed the second research question, the following is concluded:

• The companies in this study put time and effort into developing good sites.

• The design of the Web site is important and companies should make Web sites that
are functional and rich in content.

7.1.3 How do Small Companies assess the Effectiveness of their Web Sites?

The small Swedish companies in this case study assess the effectiveness of their Web
sites in some way. Some of the companies spend more time on doing this than others.
However, they all have one thing in common, the companies assess their sites in a more
qualitative form than quantitative. That is, they look more at soft data rather than to
measure the effectiveness through calculations.

Three of the companies in the study assess their Web sites’ effectiveness through
analysing the traffic reports that they receive from their ISP. The feedback gained from
visitors is another important tool in their assessments and one of the companies in the
study, mentioned feedback gained through phone and in person meetings as important.
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One other thing that they do to assess the effectiveness is that they look at their sales to
see if it has increased due to the Web site.

After having discussed the final research question we have drawn more specific
conclusions concerning this area and these are displayed below:

• There are several ways for a small company to assess the effectiveness of its Web
site and this study shows that the small companies use some of the methods
available for assessing the site.

• To have Webmaster’s e-mail address on the site seems to be a common way of
gaining feedback. This indicates that this is an easy and inexpensive way for small
companies to assess Web site effectiveness.

• This study suggests that verbal feedback from customers also can help companies to
assess their Web site’s effectiveness.

• The study suggests that the small companies find it important to assess their Web
sites’ effectiveness and that the size of the company is not an indication of how
much effort that goes in to this activity.

7.2 IMPLICATIONS

The conclusions that have been drawn in the previous section finally bring this thesis to
an end. Here implications for the various fields where this study can be useful will be
presented. These are implications for management, theory and future research.

7.2.1 Implications for Management

There are several issues that can be given as implications for management. These issues
are listed below.

• An initial implication for managers that we would like to point out is that it is
advantageous for companies to think their Web site objectives through before
establishing a Web site.

• The Web site can be an important tool in a company’s marketing communication
activities. It is therefore important to use it in an appropriate way and to provide rich
content and to keep it updated to attract and maintain customers.

• It is further advantageous for small companies to create their sites themselves if they
possess sufficient knowledge, rather than to use a consultant to do this, due to that
this makes it cheaper and easier to update the site regularly.

• The study shows that it is important for small companies with Web sites to
emphasise on creating a well designed Web site. Managers should consider that it is
beneficial to spend time on the design because this can help the company attract
visitors, which in turn can become customers. The design concerning the actual
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aesthetics and layout is quite subjective but there are certain rules that can be
followed.

• A company should facilitate for visitors and customers on the site to offer feedback
regarding the site, because this can be of great importance for the company.

• A proposition for companies is to take advantage of the possibility that the Web
provides, when it comes to gathering information about customers.

• It is essential to assess the effectiveness of a Web site. By doing this, a company can
if it is needed, improve the site. A well-developed Web site increases the
possibilities to reach the objectives the company has set up.

7.2.2 Implications for Theory

Past research have provided us with theory from which we have formed our purpose
and research questions. We have in this thesis explored, described and tried to begin to
explain how small companies use their Web sites as a marketing tool. We have explored
the objectives, the development and the assessment of the effectiveness of four specific
companies’ Web sites. Further, we described our findings and finally drew conclusions
on the matter.

This thesis’ contribution to theory is based on empirical studies of the investigated
phenomenon in four specific cases and can serve as a base for further research. Due to
that the Internet is such a new area of research and because it changes so quickly, there
are still a large amount of issues that needs to be explored, described and explained.

7.2.3 Implications for Future Research

This thesis has given us an insight into the extensiveness and the potential growth of the
Internet with relation to marketing. The Internet is a relatively new phenomenon and
there is plenty to explore within this subject. There are also many interesting issues
regarding the Web as a marketing tool, that could be investigated further. Our
suggestions for future research are:

• To make the same study on a larger sample of companies.

• To conduct the same study on large companies to see if they differ from small ones.

• To investigate advantages and disadvantages that are brought on when small
companies gather their Web sites on for example malls, kiosks, villages, markets or
plazas and to see how effective this is in comparison with individual sites.

• To investigate what impact the Internet has on the internationalisation process of
small companies.

• To investigate how small companies in the U.S., which have come further in this
area, use their Web sites as a marketing tool.
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• How companies adapt their Web sites to International environments and take
cultural aspects into consideration.

• To investigate how small manufacturing companies with the help of Web sites, can
reduce intermediaries in the distribution channel. Further, it would be interesting to
see if this is something that small companies wish to do.

• To investigate how companies, with the help of the Internet, can collaborate closely
despite large distances and national boundaries.
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Byström, Joakim, Export Manager at Logosol AB, 1999, December 13, 13.30

Modig-Georgiadis, Dimitri, Owner of Ikonostasion, 1999, December 13, 11.00.

Stenudd, Örjan, Managing Director at Stenudd AB, 1999, December 15, 9.00.

Wikström, Per, Managing Director at Radarteam AB, 1999, December 12, 10.00.

Observations

Main observations were conducted at the Web sites below during the time of December
13th to December 17th, 1999.

http://www.ikonostasion.se

http://www.logosol.se

http://www.radarteam.se

http://www.stenudd.se

Furthermore, we have made several minor observations of these Web sites between
December 18, 1999 and January 12, 2000.
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INTERVIEW GUIDE – SWEDISH VERSION

ALLMÄNT OM FÖRETAGET

Företagets namn:

Respondentens namn och position:

Antal anställda:

År som företaget grundades:

Produkter:

År som hemsidan öppnades:

MÅLSÄTTNING MED HEMSIDAN

• Var beslutet att skaffa en hemsida väl genomtänkt?

• Av vilken anledning skaffade ni er en hemsida?

• Är målen relaterade till kommunikation, transaktion eller distribution?

• Vad har ni för mål med hemsidan, vad är det ni vill uppnå med den? Tex:
- öka folks medvetenhet om företaget
- öka folks medvetenhet om företagets produkter
- skapa företags image
- skapa varumärkes identitet
- locka och hålla kvar kunder
- skapa medvetenhet om företaget och dess produkter internationellt
- få tillgång till internationella kunder
- minska reklam kostnad
- undvika traditionella reklam agenter och media
- reducera kommunikations barriärer
- kontroll över katalog
- förenkla feedback från kunder
- öka kund servicen
- erbjuda produkter till försäljning direkt till slut konsumenten
- minska kostnader i distribution
- leverera produkter och tjänster direkt via hemsidan
- undvika traditionella distributions kanaler
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UPPBYGGNAD/UTVECKLING AV HEMSIDAN

• Har ni själva hand om er hemsida eller hyr ni plats hos en ISP (Internet leverantör,
företag som tillhandahåller uppkoppling mot Internet)?
- Vilka fördelar ser ni med detta?

• Om ni har hand om hemsidan själva, hyrde ni då en konsult som gjorde den eller var
det någon på företaget som gjorde den genom att lära sig HTML?
- Om det var någon på företaget som gjorde hemsidan, vem var det och hur

skaffade denna person sig kunskap om HTML?

• Har ni eget ”domain name” och hur ser det ut?

• Hur gör ni för att locka besökare till hemsidan?
- Vad gör ni offline (visitkort, företagets brevpapper, broschyrer, reklamblad,

fakturor, ”word-of-mouth”, radio, TV etc.)?
- Vad gör ni online? Har ni länkar på andra hemsidor till er sida? Använder ni er

av “affiliate programs”? Har ni ”banners”?  I vilka sökverktyg finns hemsidan
registrerad?

• Användes Front Page eller annan mall när ni gjorde Web sidan?

• Vem uppdaterar hemsidan? Finns denna person tillgänglig alltid när det behövs
göras uppdateringar?

• Hur hanterat ni Web genererad kommunikation?
- Har ni som standard att svara på e-mail inom 24 timmar?

• Hur ofta uppdaterar ni hemsidan?

• Har ni sett till att hemsidan går att ladda ner med många browsers?

• Gör ni reklam för företaget på andra sätt än genom hemsidan?

• Levererar ni produkter direkt via hemsidan? Varför/varför inte?

• Går det att beställa varor via er hemsida?
- I sådana fall hur?

• Kan kunden betala med kredit kort direkt på hemsidan?
- Vilka säkerhetsåtgärder har ni för detta?

EFFEKTIVITET/UTVÄRDERING AV HEMSIDAN

• Hur mäter ni/undersöker hur effektiv er hemsida är?
- Varför/varför inte?

• Om ni inte har egen server får ni då trafikrapporter från er ISP? Om ni har egen
server sammanställer ni då Web trafikrapporter?
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• Använder ni era trafikrapporter för att analysera effektiviteten av hemsidan?
Undersöker ni antal ”hits”(träffar), antal ”visits” (besök) i förhållande till ”hits”,
försäljning genererad från hemsidan i förhållande till ”visits” etc.?

• Använder ni er av t.ex. “online surveys”, “online bulletin boards”, “customer
identification” , “e-mail marketing list” eller e-mail till Webmaster?

• Undersöker ni investeringen i hemsidan i förhållande till total tillväxt, vinst samt
försäljning genererad från hemsidan?
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INTERVIEW GUIDE – ENGLISH VERSION

COMPANY INFORMATION

Company name:

Name and position of the respondent:

Number of employees:

Year of company establishment:

Products:

Year of Web site establishment:

WEB SITE OBJECTIVES

• Was the decision to establish a Web site well thought through?

• Of what reason did you establish a Web site?

• Are the objectives connected to communication, transaction or distribution?

• What objectives do you have with a Web site? For example:
- increase corporate awareness
- increase product awareness
- establish corporate image
- establish brand identity
- attract and maintain customers
- create corporate and product awareness internationally
- gain access to international customers
- reduce advertising costs
- disintermediate traditional advertising agencies and media
- remove barriers to communication
- complete control over catalogue
- solicit customer feedback
- increase customer service
- offer product for sales directly to end customer
- reduce cost in distribution
- deliver products and services directly via the Web
- avoid regular distribution channels
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WEB SITE DEVELOPMENT

• Do you have your own server or do you rent space from an ISP? What advantages
do you see with this choice?

• Did you hire a consultant to create the site or did someone in the company do it by
learning HTML?

• Do you own your domain name?

• How do you promote the Web site?
- offline (business cards, letterheads, brochures, advertisements, invoices, radio,

TV etc.)?
- online (links, affiliate programs, banner ads, search engines, Web directories and

guides etc.)?

• Did you use Front Page or another sample to create the site?

• Who takes care of updating the site? Is this person always available for updates?

• How do you handle Web generated communication?
- Do you have as a standard to answer e-mails within 24 hours?

• How often do you update the Web site?

• Have you made sure that it is possible to download the Web site with many
browsers?

• Is the Web site a marketing channel integrated with other channels?

• Do you deliver products directly via the Web site?

• Is it possible for customers to order products via the Web site?

• Is it possible for customers to pay with credit cards directly online?
- What security procedures do you have for this?

WEB SITE EFFECTIVENESS

• How do you assess the effectiveness of your Web site?

• If you do not have your own server, do you receive traffic reports from your ISP? If
you have your own server, do you create your own Traffic reports?

• Do you use traffic reports to analyse the effectiveness of the Web site? Do you look
at number of hits, number of visits compared to hits, sales generated from the Web
site compared to visits etc.?

• Do you use for example online surveys, online bulletin boards, customer
identification, e-mail marketing lists or e-mail to Webmaster?
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• Do you assess the investment of the Web site compared to total business growth,
profit and sales generated form the Web site?
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CHECKLIST FOR OBSERVATION

• Number of pages:

• Moving elements:

• Colours
- Text:
- Background:

• Text
- Length of text:
- A specific place for new information:

• Graphics:

• Fast to download:

• General view:

• Menu:

• Scroll or skim:

• Customer input:

• Typeface:

• Aesthetics
- Frames:

• Icons:

• Layout:

• Content:

• Web counters:

• E-mail addresses:

• Navigation:

• Interactivity opportunities:

• Many links:

• Every page treated as a starting point:

• Add value to customer:
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• Responsive maintainers:

• Gather user information:

• Ordering of products:
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THE CRITERIA OF INDEPENDENCE

The Commission of the European Communities describes the criteria independence as:
“Independent enterprises are those which are not owned as to 25% or more of the
capital or the voting rights by one enterprise, or jointly by several enterprises, falling
outside the definitions of an SME (Small and Medium sized Enterprises) or a small
enterprise, whichever may apply. This threshold may be exceeded in the following two
cases:”

- if the enterprise is held by public investment corporations, venture capital companies
or institutional investors, provided no control is exercised either individually or jointly;

- if the capital is spread in such a way that it is not possible to determine by whom it is
held and if the enterprise declares that it can legitimately pressure that it is not owned as
to 25% or more by one enterprise, or jointly by several enterprises, falling outside the
definitions of an SME or a small enterprise, whichever may apply.
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WORDLIST

ARPANET (Advanced Research Projects Agency Network): The network that the
Internet originates from.

Banner advertisement: A small advertising area on a Web site.

Browser: The software that allows viewing of HTML documents or Web pages. The
two leading browsers are Netscape (Navigator or Communicator) and Microsoft Internet
Explorer.

Dialog box: A box on a Web page where a visitor can print in data.

Directories: Large listings of resources, often organised by hierarchy or category.

Domain name: A part of the unique Internet address that is needed to reach a Web site.

Dotcom (.com): The most attractive domain extension that a commercial organisation
can have.

Download: The process of copying a file from one place to another, usually from a
Web server to a computer.

E-commerce (Electronic commerce): A general term for selling online.

E-mail (Electronic mail): The exchange of electronic messages on the Internet.

FAQ (Frequently Asked Questions): A compiled list over the most frequently asked
questions.

Hit: Each time a file on a Web page has been accessed.

Homepage: The primary page of a Web site.

HTML (Hyper Text Markup language): The language that the information on the Web
pages is made of.

Hypertext link: Enables the user to move from one Web site to another by clicking on
an underlined word or a picture.

Icon: A graphic, picture or small graphic element.

Internet: A world wide computer network consisting of thousands of connected
networks.

IP (Internet Protocol): The base for all communication on the Internet.

IP address: A 32 pieces long number, which is unique for every computer, connected
to the Internet. Consist of a number in the format A.B.C.D. where each of the four
sections is a number from 0-255.
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ISP (Internet Service Provider): A company that provides connection to the Internet.

Log file: A record of actions that have occurred. Servers maintain log files that record
the activity of users accessing the system.

Netscape Navigator: A popular program for navigation on the Web.

Online: Usually refers to being on the Internet or on the Web; connected to a network.

Search engine: A program that access information via a process of matching keywords;
there are numerous search engines on the Web.

Server: A computer where the information and the programs are stored. Also called
“host computer” and is the computer connected to the Internet.

SET (Secure Electronic Transactions): A standard for Internet credit card transactions
endorsed by Microsoft, Netscape, Visa and Mastercard.

SSL (Secure Sockets Layer): A secure protocol developed by the Netscape
Communication Corporation and Implemented by Netscape Navigator and Microsoft
Internet Explorer. SSL creates a secure connection between a client and a server by
using a private key to encrypt data transmitted via the connection and by allowing for
the transmission of multiple documents.

Surfer: To surf is popular slang for using the Internet and the Web. A net surfer is
therefore the person using the Internet and the Web.

Surfing: Reviewing Web sites or moving through Web pages.

Traffic reports: Reports that shows the number of visitors at the site and individual
page traffic.

URL (Uniform Resource Locator): The Web site address, which the surfer has to type
to access the site. The URL is the same as an address on the Web.

User: The person that uses a computer system and its resources.

User Interface: The way in which the user communicate via the computer and the tools
that he or she uses for the purpose, a combination of for example icons, menus, screen
layout etc.

Visit: A sequence of requests made by a surfer. Involves greater interaction between the
surfer and the Web page than a single hit.

Webmaster: Typically, an individual in an organisation responsible for the
organisation’s Web site and sometimes for Internet usage.

Web page: An individual document on a Web site or on the Web. A Web page can be
heavily graphical and include sound, photography, multimedia and interactivity, based
on technologies used to create it.

Web sites: Consists of electronic pages called Web pages.
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World Wide Web (WWW or the Web): Is a distributed information-structure
consisting of documents or Web sites that are hypertext linked.
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Source: http//:www.ikonostasion.se/

Source: http//:www.logosol.se/
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Source: http//:www.radarteam.se/

Source: http//:www.stenudd.se/


