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ABSTRACT 
 
 
The Internet is changing the way of conducting business. Many companies are developing a 
presence on the Web with extensive Web sites. This thesis aims to provide a better 
understanding of what Spanish shoe companies are doing on Internet. These companies have 
traditionally used other marketing channels and the Internet is a relatively new channel for 
them. This new opportunity provides the companies with other ways to develop 
relationships with customers. The purpose of this thesis is to investigate how they are doing 
with this new opportunity in this new World of communication. 
 
To reach the purpose we have studied two Web companies within the Spanish shoe 
manufacturing industry.  More specifically, our research questions focus on the objectives of 
Web sites, how these Web sites can be described and how the Web sites are used to gain 
customer feedback. Our study indicates that Spanish shoe companies use the Web site to 
increase brand awareness, improve customer service and to expand the market of the 
company. 
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1.  INTRODUCTION 
 
In this first chapter we will present an overview of our thesis. We will begin with some 
background information about the evolution of information technology and the 
importance of the Internet. The chapter continues with a reference about marketing on 
the World Wide Web, followed by a problem discussion. Finally the purpose and the 
research questions will be presented. 
 
 
1.1. BACKGROUND 
 
Information technology has made our world change faster. The Web has removed 
geographical and physical boundaries, enabling people from different countries to 
communicate with each other and to retrieve information quickly and easily. The 
Internet and the Web are the scenes of much effort and activity and, as a consequence, 
of much controversy and confusion. (Gattiker, 2000) 
 
The number of people using the Internet is growing exponentially world-wide. There 
were 20 million users four years ago, and the figure from 2000 approximately 150 
million and growing. The Internet has become an enormously popular marketing 
paradigm that facilitates anything consumers want to shop for or buy on the Web, 
cutting out the middlemen of distributors, retailers, travelagents, stores, etc. E-
commerce could be defined as computer-to-computer, individual-to-computer or 
computer-to-individual business relationships enabling an exchange of information or 
value. In e-commerce, trading partners interact through electronic communications and 
automated computer systems.  (Rao 2000) 
 
Advances in IT should make it much easier for managers and marketers to communicate 
and do business within national or international networks. Time compression has nearly 
crippled our ability to cope with change. Technology has made the world a smaller, 
faster place that penalizes the slow moving and stable institution. Companies that can 
quickly get ideas and information through their organizations for discussion and action 
will have distinct competitive advantages over others. (Zineldin, 2000)  
 
If your business plan doesn’t include an Internet presence, go back and start again. An 
organization without a Web site doesn’t have a realistic marketing plan. With few 
exceptions whether the business you are in is professional services, manufacturing, 
retailing consulting or selling, the Internet is becoming in the pre-eminent medium for 
selling, buying, communicating and research. The bottom line is clear: If you are not the 
Web, you are out of it. (Stanley, 2000)  
 
Marketers and managers must be aware of the new development in technology and their 
possible effects because technology can and does affect business activities and 
relationships in many different ways. It influences communication and coordination 
processes within a network with alliances and other collaborators. Technological 
advances and implementation can revolutionize an industry or destroy one. How an 
organization uses, or does not use, technology is important for its long-term 
relationships and its long run survival. (Zineldin, 2000)  
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The Internet offers direct links with customers, suppliers and distributors and facilitates 
transactions, processes and information transfer. It also enables companies to bypass 
others in the value chain. Another feature is a facility to develop new products and 
services for existing and new customers. It offers the ability to dominate the “electronic 
channel” and thereby control access to customers and set terms of trade. (Walters, 
Lancaster, 1996)   
 
Increasing competition, continuing demassification, higher performance levels, 
globalisation, and liberalisation are examples of the immense changes that many 
organisations  are facing today. Companies are forced to continuously and organically 
re-organise and re-profile themselves, meanwhile changing functional hierarchies into 
flexible, high performance network organisations. To cope with these challenges, 
organisations need to consider information technology (IT) as an important factor. Not 
only to strengthen operational efficiency and effectiveness, but also to quickly and 
constantly respond to customer needs and competitive pressures with IT-enabled 
products, services, and distribution channels, but to develop IT-enabled links with 
customers, suppliers, and other stakeholders. (Mutsaers, Van der Zee, Grierz, 1998) 
 

1.1.1. The Internet 

The Internet, sometimes called simply "the Net," is a worldwide system of computer 
networks - a network of networks in which users at any one computer can, if they have 
access, get information from any other computer (and sometimes talk directly to users at 
other computers). It was conceived by the Advanced Research Projects Agency (ARPA) 
of the U.S. government in 1969 and was first known as the ARPANet. The original aim 
was to create a network that would allow users of a research computer at one university 
to be able to "talk to" research computers at other universities. A side benefit of 
ARPANet's design was that, because messages could be routed or rerouted in more than 
one direction, the network could continue to function even if parts of it were destroyed 
in the event of a military attack or other disasters. (1) 

Today, the Internet is a public, cooperative, and self-sustaining facility accessible to 
hundreds of millions of people worldwide. Physically, the Internet uses a portion of the 
total resources of the currently existing public telecommunication networks.(1) 

Technically, what distinguishes the Internet is its use of a set of protocols called TCP/IP 
(for Transmission Control Protocol/Internet Protocol). Two recent adaptations of 
Internet technology, the intranet and the extranet, also make use of the TCP/IP 
protocol.(1) 

An intranet is a private network that is contained within an enterprise. It may consist of 
many interlinked local area networks and also use leased lines in the wide area network. 
Typically, an intranet includes connections through one or more gateway computers to 
the outside Internet. The main purpose of an intranet is to share company information 
and computing resources among employees. An intranet can also be used to facilitate 
working in groups and for teleconferences. (2) 

An extranet is a private network that uses the Internet protocol and the public 
telecommunication system to securely share part of a business's information or 
                                                 

(1) http://searchwebmanagement.techtarget.com/sDefinition/0,,sid27_gci212370,00.html 
(2) www.Whatis.com 
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operations with suppliers, vendors, partners, customers, or other businesses. An extranet 
can be viewed as part of a company’s intranet that is extended to users outside the 
company. It has also been described as a "state of mind" in which the Internet is 
perceived as a way to do business with other companies as well as to sell products to 
customers. (2) 

For many Internet users, electronic mail (e-mail) has practically replaced the Postal 
Service for short, written transactions. Electronic mail is the most widely used 
application on the Net. You can also carry on live "conversations" with other computer 
users, using Internet Relay Chat (IRC). More recently, Internet telephony hardware and 
software allows real-time voice conversations. (1) 

The most widely used part of the Internet is the World Wide Web (often abbreviated 
"WWW" or called "the Web"). Its outstanding feature is hypertext, a method of instant 
cross-referencing. In most Web sites, certain words or phrases appear in text of a 
different colour than the rest; often this text is also underlined. When you select one of 
these words or phrases or graphic elements, you will be transferred to the site or page 
that is relevant to this word or phrase. Sometimes there are buttons, images, or portions 
of images that are "clickable." If you move the pointer over a spot on a Web site and the 
pointer changes into a hand, this indicates that you can click and be transferred to 
another site. (1) 

Using the Web, you have access to millions of pages of information. Web browsing is 
done with a Web browser, the most popular of which are Microsoft Internet Explorer 
and Netscape Navigator. The appearance of a particular Web site may vary slightly 
depending on the browser you use. Also, later versions of a particular browser are able 
to render more "bells and whistles" such as animation, virtual reality, sound, and music 
files, than earlier versions.  (1) 
 
With the birth of the World Wide Web, the current decade has witnessed tremendous 
evolution in the media environment, and indicates that electronic commerce, defined as 
the electronic exchange of information, goods, services, and payments, has finally come 
of age. Despite the fast-growing popularity of electronic commerce and presence of 
many companies on the virtual market, the opportunities offered by this new 
environment are still unknown. Many marketers still approach the Web based on the 
traditional mass communication model. The paper addresses the opportunities offered 
by the Web to marketers. Its approach considers the Web as a two-way communication 
model in which four different communication states can take place. The paper also 
suggests the necessity of new concepts and models for marketers to manage their Web 
sites, and then presents the opportunities supporting the marketers’ objectives in the 
new environment.  (Reza, 1998)  
 
1.1.2. Marketing on the World Wide Web. 
 
Today's businesses are facing fierce and aggressive competition while operating in both 
a domestic and a global market. This diverse and uncertain environment has forced 
organizations to restructure themselves in order to enhance their chances of survival and 
growth. The restructuring efforts have included, among others, the emergence of the 

                                                 
(1) http://searchwebmanagement.techtarget.com/sDefinition/0,,sid27_gci212370,00.html 
(2) www.Whatis.com 
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“new paradigm” which is commonly referred to as relationship marketing, RM. 
(Zineldin , 1997)  
 
Technology is constantly changing. We can no longer assume that our current range of 
products will continue to be demanded by our customers. The advent of the computer, 
of course, has revolutionized just about every facet of business life, whilst the merging 
of telecommunications and computer technology is causing a fundamental reappraisal of 
a whole host of industries, with new ones springing up to replace those that do not keep 
abreast of changing technology. (Blatberg and Deighton, 1991;Glazer, 1991; Blattberg 
et al., 1994)  
 
The marketplace has never been static, and the need to anticipate and respond to change 
has been a basic prerequisite for survival since business first began. However, it can be 
said that marketing management today faces a greater number of challenges of a more 
complex nature and from a wider number of sources. The impact of technology on 
marketing relationships is one of the most serious challenges. A company that does not 
learn and adapt to changing technology can face painful competition and may fall 
victim to competitors that switched their strategies to the more technologically-based 
relationships and advanced products and services. Looking at the future of the 
marketing raises questions concerning how organizations should and do relate to their 
customers, customers´ customers, supliers, partners, and competitors. IT is making the 
world of marketing smaller, enabling business-to-business, business-to-consumers, and 
one-to-one relationships to grow faster. (Zineldin, 2000)  
 
 
1.2. PROBLEM DISCUSSION 
 
The World Wide Web offers an array of opportunities and obstacles for business-to-
business marketers and their customer. In planning, managing, and assessing Web sites, 
both must be considered for the potential of the Web to be better realized. (Evans and 
King, 1999)  
 
Objectives are important in developing any complex information system because they 
help organize the complexity of the application and provide a decomposition of the 
problem statement into smaller and more manageable units of work. Objectives are a 
first level decomposition of the purpose of the application and should be mutually 
independent, collectively comprehensive, and amenable to further decomposition if 
necessary. Different purposes will lead to different objectives and thus it is important to 
define the purposes of the application first and then derive the objectives for each 
purpose. As the decomposition continues for each purpose, conflicting or mutually 
competing objectives may be discovered. (Artz, 1996) 
 
According to McNaughton (2001),  presupposing knowledge of the objectives against 
which effectiveness will be judged is important. An implicit assumption of this 
literature is that the effectiveness of a site is dependent on a clear link between 
objectives, planning/strategy and Web site design and function.   

 
Considering the opportunities provided by the Web, marketers should use them in order 
to achieve their objectives. Thus, understanding and supporting each objective is an 
essential requirement for advertising on the WWW. (Reza, 1998)  
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For many years companies have collected feedback from customers through means such 
as comment cards and toll-free telephone numbers. The feedback data can be used by 
companies to track quality, locate quality problems, and identify suggestions for 
improvement. Gathering feedback from customers has become a recent but prevalent 
phenomenon on the Internet. Many companies designate an e-mail address for 
submitting comments and questions. Companies with information on the World Wide 
Web frequently include a feedback form that customers can complete on screen and 
send at the click of a mouse. (Sampson, 1998)   
 
The Internet boom has caused firms worldwide to race to set up shop on the Web. In 
their haste to do so, Web site planning has often suffered, although site development 
tends to be uncharted water. Inadequate time may be given to learning about this 
medium its unique traits, current audience, strengths, weaknesses, opportunities, and 
threats; its future potential; and its swift changes and to marry the site to specific goals. 
(Clark, 1997)   
 
If users and organizations are to reap the benefits of improved access to the Web, we 
must be able to better understand how people perceive and use it (Brenstock, 1997). We 
must ask how various users perceive and use the Web for information collection, 
entertainment and commercial applications. (Gattiker, Perlusz, Bohmann, 2000)  
 
Special attention will be paid to customized tangible products as they represent an 
enormous opportunity for Internet-based business to business relations. The term 
’’product’’ is defined as a tangible product (e.g. a pair of shoes) as opposed to intangible 
products (e.g. consulting services and  information products). While intangible products 
may become increasingly important to enterprises (Hamel and Sampler, 1978; Quinn, 
1992), design, production, and delivery of tangible products that meet consumer 
demands are still critical to most businesses. (Baldwin and Clark, 1997; Christensen, 
1997)   
 
This paper focuses on customized products (Gilmore and Pine, 1997; Peppers and 
Rogers, 1997). These are defined as products that are changed to meet the end-user’s 
unique needs at a low cost, as opposed to standard products that are not changed. 
(Gattiker, Perlusz, Bohmann, 2000)  

 
1.3. PURPOSE. 
 
The purpose of this thesis is to gain a better undertanding of How Spanish shoe 
industries use the Web site as a marketing tool.  
To be able to reach this purpose, the following  research question will be studied: 

1. How can the objectives of companies Web sites be described? 
2. How can the Web sites be described? 
3. How can the customer feedback on the Web sites be described? 
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2.  LITERATURE REVIEW 
 
In the previous chapter an introduction and background to the research area of this 
study, as well as the research problem and research questions were presented. In this 
chapter earlier studies connected to the problem area and more specifically to the 
research questions, will be reviewed. This chapter will give an overall assessment of 
different theories connected to the research questions. We will finish the chapter with 
the conceptualisation in order to answer the research questions stated in chapter one. 

2.1. OBJETIVES OF COMPANY WEB SITES. 
 

General objectives. 
 

With the growing size of the Internet, it has become increasingly interesting for 
companies to offer information on the Web and to attract old and, more importantly, 
new customers to the company. (Forcht & Wex, 1996)  
 
The real-time interaction with prospective customers is causing a rush to the Internet 
and specifically the World Wide Web (WWW). Instead of offering customers brochures 
and prospectuses in the traditional form, companies switch to the hypertext form of the 
documents,  which the customers can read from virtually anywhere in the world at any 
time. (Forcht & Wex, 1996)  
 
Marketers have come up with three successive reactions: disbelief, excitement and 
horror. Once marketing managers see a demonstration of the possibilities of the 
Internet, they inevitably want to try something better themselves. Since, however, 
marketers try to make their company’s page as interesting as possible, it often contains 
more links to other areas than it does good and exciting representations of the company. 
(Forcht & Wex, 1996)  
 

Companies might have different reasons for investing in superior Web sites. 
They may want to improve their corporate image and customer service, find new 
prospects, increase visibility, perform transactions, expand their market, meet 
customer expectations, reduce costs and get up to speed before it is too late and 
competitors have taken over. (Forcht & Wex, 1996)  
 
Leong et al. (1998) surveyed firms in Perth, Australia, that have a Web site, and found 
that the most important objective was to promote corporate image, followed by 
brand/product awareness, customer service, and finally online sales. Cluster analysis 
was used to identify four sets of Web site objectives: image builders which focus on 
corporate image and product awareness, harvesters that focus on tangible financial 
benefits of a Web presence, defenders or followers that have a site because their 
competitors do or in response to demands for customer services, and optimistic 
exporters that are still mining the Web for possible opportunities.  
 
Ainscough (1996) evaluated 50 sites, and identified four categories: interactive 
brochure, customer service tool, virtual storefront, and information clearinghouse.  
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Deans and McKinney (1997) surveyed a sample of firms with Web sites and found that 
the primary objectives were promotion, followed by public relations, and distantly on 
line sales and customer service.  
 
The Web site can be characterized as something of a mix between personal selling and 
advertising and can move the customer through the six phases of the buying process: 
need recognition, information processing, develop specifications, search and evaluation, 
purchase and post-purchase evaluation. By attracting Internet surfers, establish contact 
with interested surfers, transform some of the interested surfers into interactive 
customers and keep these customers interactive, the Web site is acting as a mean to push 
the customer through the buying process. Converting surfers into customers can be 
considered a six-stage conversion process. The efficiency of the Web site in reaching 
the marketing communication objectives set for it, as well as in taking the surfer 
through the six stages of the conversion process, is shown in Table 2.1. (Berthon & 
Watson, 1996)   
 
In any marketing effort, you must have objectives or goals in mind. Even though most 
companies wish their Web site to generate direct response orders and thereby set 
marketing communication objectives, there are many other objectives that can be 
achieved by marketing on-line: (Mathiesen, 1995) 

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

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

 
The fierce competition forces companies to develop outstanding Web pages, since a 
company must be first in the industry, first with new technologies, or first with a unique 
service. Those companies which come up with unique services are sure to win the 
immediate skirmish as well as the war. (Forcht & Wex, 1996)  
 
Since the customer service department within an organization takes care of customers 
and helps to keep them, it is important that this department is involved in the 
development of a company’s Web page. The bottleneck in the process of customer 
satisfaction has often been information delivery. The Web offers a method that is faster 
and more direct than fax-back. E-mail is its greatest advantage, since it opens another  
communication channel to the customers. (Forcht & Wex, 1996)  
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 Table 2.1: A model of the conversion process on the Web. 
 

Stages of 
the 

conversion 
process 

Marketing  
communication 
objectives for 

each stage 

Efficiency 
effect of the 

Web site 

Relevant 
measure 

Marketing strategies and tactics 

1 Make surfers 
aware of the Web 
site 

Awareness 
efficiency 

Aware surfers  
Surfers 

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

2 Increase the 
number of hits by 
aware surfers 

Locatability/ 
attractability 
efficiency 

Numbers of hits  
Aware surfers 

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

3 Turn hits into 
visits 

Contact 
efficiency 

Number of active 
visitors 
Number of hits 

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

4 Convert active 
visitors into 
purchase 

Conversion 
efficiency 

Number of 
purchases 
Number of active 
visitors 

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

5 Cause purchase to 
repurchase 

Retention 
efficiency 

Number of 
purchases 
Number of 
Repurchases 

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

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

Web site 
efficiency 

Awareness + 
Locatability + 
Contact + 
Conversion + 
Retention 
Efficency/5* (but 
can be weighted) 

Ability to maximize all five Web site 
efficiency effects 

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

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

 
According to McNaughton (2001), there are three clear visual groupings of the Web 
sites. The first group was termed “image building”, the second “sales assistance” and 
the third “integrated”.   
 
Image building Web sites are characterised by a high frequency of content items. Firms 
with image building Web sites use their sites to transfer information about themselves, 
their products, and their industry.  
 
Sales Assistance Web sites also have a high frequency of contents items, but more 
frequently these include a greater number of items about products/services. In some 
cases there is considerably less company and industry information. Online brochures or 
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catalogues are often available, and product information is enhanced by links to sales 
locations and distributors.  
 
Finally integrated sites have a large number of items across content, interactivity, and 
design. A high level of information is provided about both the company and 
products/services.   
 
It is clear that the motives for establishing a Web site, and consequently the objectives 
set for the site ultimately influence site content, design, and the method of evaluating 
site effectiveness. The links are illustrated in Figure 2.1. The starting point is corporate 
objectives. These influence the motives for the Web site, who will be put in charge of 
the site, and how performance will be assessed. Three general models were found 
among the firms in this study image building, sales assistance, and integrated. (Mc 
Naughton, 2001)  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 2.1: Web site planning process 
Source: McNaughton, 2001 

 
 
A Web page should contain a “frequently asked questions” section. Customer service 
people hear most of the questions on a regular basis and it becomes part of their 
thinking and therefore part of their speech pattern. Customers might have to listen to an 
answer, which has been told many times before and may not sound very convincing 
anymore. Questions received via e-mail, as typed into the Web page, can be dealt with 
immediately. (Forcht & Wex, 1996)  
 
Customer service representatives will have pre-written answers to the questions, which 
they can easily send back to the customers. It is also very important to pay close 
attention to the information that is stored on the Web pages and is therefore available to 
the customers. Instead of having an 800 number and an operator providing information 
from a database, it is a very reasonable idea actually to let the customers have access to 
the database themselves. (Forcht & Wex, 1996)  
 

Corporate 
Objectives 

Measurement and perfomance assement 

Web site strategy: 
- image building 
- sales assistance 
- integrated 

Site 
implementation 

Pre-implementation planning: 

- motivations for site 
- site objectives 
- control issues 
- measurement 

Implementation planning: 

- content 
- interactivity 
- graphics/layout 
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Since the Net is a multidirectional communication medium, the company has to 
concentrate on three different aspects. Navigation, interaction and feedback are 
extremely important for a successful Web page. If Web surfers experience difficulties in 
surfing your page, or do not get enough audience participation, they will not come back 
to your page and the company does not get the feedback, which it would like to have. 
(Forcht & Wex, 1996)  
 
According to Artz (1996) following are some examples of typical categories of 
objectives.   
 
Business objectives 
 
The business objectives address the specific role the application should play from a 
business perspective. Possible business objectives include: provide corporate image 
enhancement, improve customer service, attract prospective employees, market 
products, increase employee productivity, or provide an easy cross – platform   
approach to gathering and disseminating corporate data. 
 
Information objectives 
 
The information objectives describe, at a conceptual, the kinds of information resources 
that the application is provide. This information may be structured, unstructured, text, or 
multimedia. Possible information objectives include providing access to technical 
reports, software documentation, business correspondence, structured financial 
information, clip art, new software releases, or corporate telephone books. 
 
Functional objectives 
 
The functional objectives address the capabilities that the application should provide. 
Possible functional objectives include: key word searching, forms based data collection, 
hypertext linking and traversal, downloading capabilities, helper applications, and 
specific functionality for CGI scripts. 
 
Use interface objectives 
 
There are many trade-offs in user interface design. One example is the trade-off 
between comprehensiveness and ease of use. Applications that provide a lot of 
information and a great deal of functionality are often more confusing that provide 
limited information and functionality. The user interface objectives address factors that 
affect the user and include learning time, whether the applications is for the casual user 
or frequent user, how long it should take to perform a simple task, how long it should 
take to perform a more complex task, aesthetics of the interface, and user productivity. 
 
Development objectives 
 
Development objectives drive the development process. Evolving prototypes are often 
very difficult to maintain. Applications that are easy to maintain, often take a lot more 
time to design. The development objectives address the trade-offs in the development 
environment and the allocation of resources across the lifecycle. Some details of the 
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development process may actually be constraining requirements dictated by corporate 
standards and rules. 
 
Operational objectives 
 
Operational objectives define the operating characteristics of the target system and 
include issues such as security, performance, and auditability.  
 
Quality objectives 
 
Quality objectives define the quality goals of the target system and include reliability, 
maintainability, and flexibility. 
 
There is no fixed set of objectives since various categories of objectives are defined by 
different stakeholder groups. For example, in addition to those objectives mentioned 
above, there may be innovation objectives that define the level of innovation required 
by the application and personnel objectives that require the application to be developed 
by in-house. Objectives can also be in conflict with one another. In all cases, the 
objectives should be prioritised or weighted to assist design and implementation 
decision making.  
 

According to Quelch and Klein (1996) the Internet promises to be an efficient new 
medium for conducting worldwide market research. Marketers can test both new 
product concepts and advertising copy over the Internet for instant feedback. They can 
also test varying levels of customer support to help managers define country market 
priorities and adapt the marketing mix. Marketers can also establish worldwide 
consumer panels to test proposed marketing programs across national, regional, or 
cross-cultural samples. Tracking individual customer behaviour and preferences will 
become easier over time. Requesting customers’ consent to monitor such data may 
prove superior to existing methods of gathering or buying customer information, since 
the site visitors who voluntarily provide information are likely to be high-potential 
customers. Moreover, the Internet permits new types of measurement tools that will 
expand the data available to marketers, including:   

• On-line Surveys. Marketers can post surveys on sites and offer incentives for 
participation. Internet surveys are more powerful than mail surveys because of 
the mediums "branching" capabilities (asking different questions based on 
previous answers) and are cheaper than either mail or phone surveys.  

• Bulletin Boards. On-line bulletin boards are much like the traditional cork board, 
except that the software enables "threading" messages, so readers can follow a 
conversation and easily check responses to each posting. Companies can 
monitor and participate in such group discussions in many countries 
simultaneously.  

• Web Visitor Tracking. Servers automatically collect data on the paths that 
visitors travel while in the site, including time spent at each page. Marketers can 
assess the value of the information and correlate the observed traffic patterns 
with purchase behaviour.  
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• Advertising Measurement. Since servers automatically record the link through 
which each Web visitor enters a site, marketers can accurately assess the traffic, 
as well as sales, generated by links placed on other Web sites.  

• Customer Identification Systems. Both business-to-business and consumer 
marketers are installing registration procedures that enable them to identify 
individuals and track purchases over time, creating a "virtual panel."  

• E-mail Marketing Lists. Many sites ask customers to sign up voluntarily on a 
mailing list for company news. The audience generated appears very different 
from that garnered through traditional direct marketing. Internationally, 
information can be disseminated quickly to the audiences on these lists at 
minimal cost.   

 

A company could ask its customers to come up with ideas of what they would like to 
see in the Web site of the company. Corporation could easily include all of its 
customers’ wishes, thus making the Web page a success full one. (Forcht & Wex, 1996)  
 
Another way of getting a Web page running is by undertaking electronic surveys. 
Instead of producing a vast amount of paper, which it sends out to some of its 
customers, a company can nowadays get the opinion of each person visiting a Web page  
(Forcht & Wex, 1996)  
 
As it becomes harder to attract people on the Web, some companies have begun to add 
value to the pages to persuade customers to come back to the place. “Value Added 
Marketing is the evidence of your worth as a potential vendor” (Sterne, 1995). People 
can print out coupons from their computer and get to see the weirdest Web pages 
possible. In the long run, only those Web sites which are exciting and worth the time 
and effort to look up will survive in the battle for new customers. (Forcht & Wex, 1996)  
 
The marketer has to find out what kind of a product the customer would like to see and, 
in this regard, it might be a good idea to elicit customers’ opinions about a prospective 
Web page. (Forcht & Wex, 1996)  

 
 
2.2. HOW WEB SITES CAN BE DESCRIBED 

 
According to Evans and King (1999) successful site implementations is comprised of 
four major steps, each with major marketing implications. The first is Web planning, 
which includes determining whether and to what degree a Web site makes sense for a 
given firm, and setting proper goals. This step drives everything that follows. Second, 
the firm decides how it wants to gain Web entry. Third, site components are designed 
and placed on the Web. Fourth, the site is managed including ongoing site promotion, 
site maintenance and updates, and evaluating performance.  
 
Web planning 
 
This begins with recognition that the Web complements traditional strategic marketing 
tools and is another weapon in a firm’s arsenal (Oliva, 1997). The degree, to which the 
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Web succeeds, as well as the format it takes, depends on the firm’s industry, goals, 
marketing strategy, and target market. Each firm needs to answer these questions: 

• To what degree do other companies in the industry use Web marketing? What 
do their sites look like? 

• How can the unique characteristics of the Web help the firm achieve its 
established marketing goals? 

• In what ways can the Web complement the firm’s current marketing strategy? 
• Who are the company’s target markets and to what extent can they be reached 

via the Web? 
 

Once these questions are addressed, Web goals can be set relating to customer service, 
new customer acquisition, niche marketing, dissemination of information, online sales, 
channel support, promotion, and so forth. Executive commitment (from both funding 
and human resource perspectives) is critical. Firms housing Web ownership and 
accountability in the marketing department generally report better results, as long as a 
cross discipline committee from all major functions has a voice in developing and 
managing a site (Levitt, 1995). Companies with proper staffing for site maintenance, 
including a Webmaster to spearhead the effort, enjoy the most success. A Web site 
integrated with marketing, sales, and service activities usually work best. (Emery, 1996)    

 
Web access 
 
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.)  
 
A firm has various options for Web entry, from a low level information service to a 
cybermall to its own site. The first option is the least costly and means offering 
information via a service such as the World Wide Yellow Pages. It lists business names, 
addresses, phone and fax numbers, e-mail addresses, business headings, and brief 
descriptions of firms for a yearly fee of $100 or so. Popular cybermalls include the 
Internet Shopping Network, Downtown Anywhere, and AOL’s Marketplace. Such 
malls are generally geared to final consumers. (Evans and King, 1999)   
  
Firms with individual sites must register them with unique URLs (uniform resource 
locators). The basic system requirements for a Web site, which may already be on-hand, 
are a hardware server with enough storage, memory, and processing power, and a 
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software server to handle Web interaction. It is typical for a site to be entered thousands 
of times a month, therefore the system must support requests with rapid response time. 
Many firms have multiple servers; an internal one may update Web pages, and an 
external one is used for public access. (ibid)  
 
Besides hardware and connections, a site needs server software and, if design is done 
internally, HTML authoring tools. Commercial packages are available, but the job can 
also be done via a text editor. For security, “firewall” software may prevent external 
access to proprietary documents and fend off computer viruses. (ibid)  

 
Site design and implementation 

 
Design is critical. In most cases, a user makes a proactive decision to go to a given site 
(Freeman, 1997).  Thus, if it is not compelling, there may be a quick exit with little hope 
of return. Not only does the user control where to go, he/she also controls what is seen. 
This is driven by how the user’s browser is configured. Some use text-only browsers to 
speed up surfing. Those with graphical browsers often configure fonts, colours, and 
other features to their tastes; and different browsers interpret formatting differently. 
Because the Web is a dynamic, real-time, interactive multimedia mechanism, it has 
attributes unlike other mass media—notably, direct interaction and involvement. Thus, a 
core design element is for the user to easily and effectively interact with the firm (Evans 
and King, 1999).  
 
Many Web designers fall into the same trap as other poor marketing communicators, 
they felt that their presence alone is purpose enough, that “awareness” is sufficient. 
With all the investment required to create and maintain an effective site, simply being 
there is not going to provide a return. (Day, 1997)  
 
Only exciting Web pages will be visited again, since the consumers have become 
experts in the Web and know from other sources what they can expect. It is not enough 
simply to offer information about a special product. A company should try to add value 
to its marketing efforts. The customer expects value and for this reason the company 
could, for example, develop discussion areas, a searchable index or could include links 
to other areas. (Forcht & Wex, 1996)  
 
It is vital that you stay focused on several audiences. The most common error Web site 
planners make is they design sites to meet their own needs, ignoring or failing to give 
priority to the target audiences. For example, Web planners may place emphasis on 
initial sales, giving short shrift to follow-up customer service or dealing with suppliers. 
(Zarowin, Stanley, 2000)  
 
When a user enters via a home page, there should be an overview of the site, where the 
firm is located, the contact name, and what activities can be done through the Web site 
(such as whether there is online ordering). These data should be in the first several lines. 
Complex graphics, video, and audio enhance a site’s look, but may take time to 
download, trying users’ patience (Agnvall, 1997). Standard “netiquette” requires that 
site operators reveal file size, so users (especially business-to-business ones) can make 
an informed decision about downloading. Text should be kept at a reasonable level, 
with exceptions depending on the good/service. Users may want detailed data in certain 
cases. Due to the Web’s non linear nature, the order of information received is in the 
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user’s hands. This lets the writer do summaries at the top of a document to brief the 
user, who can then choose to go further into the site. Hot links enhance a user’s visit and 
maximize a site provider’s business efforts. Yet, poor links lead to dead-ends, reflecting 
poorly on the firm. (Evans and King, 1999)   
 
Links need planning and testing and regular check-ups. Internal links are controllable by 
the firm and easily updated. External links are more apt to be out of date. Good design 
is necessary through the entire site (Heath, 1997). General recommendations include: 
(1) Keep popular information close to the home page; (2) create organized, easy-to-
navigate pages; (3) given the Web’s real-time nature, update material regularly; (4) 
consider the tradeoffs between graphics and speed; and (4) test the site with as many 
browsers and platforms as possible to assure that commands work well and hot links are 
correct. (Evans and King, 1999)  
 
Home Page 
 
Web surfing often begins with the home page. To maximize effectiveness, this page 
should offer a snapshot of the firm, along with points of contact. It should also note the 
site’s major components—using icons with text captions. The page should compel users 
to check out the rest of the site. Attractive audio-visual elements help. (Evans and King, 
1999)  
 
Site Design and Performance 
 
Access speed and response time are very significant. Although some Web users have 
the best equipment available, time is always critical. The more quickly a user gets to the 
features sought, the more satisfied he/she will be. Clean, organized, easy-to-navigate 
pages enhance this time element. So does a low level of congestion. Entree to the home 
page and a customer inquiry mechanism should be easy to locate throughout a site 
because users may find themselves at a place that does not give them the information 
sought. Quick access to the home page and to a customer inquiry mechanism is critical, 
and will heighten user satisfaction. Finally, data security is a significant design element. 
A site must secure user privacy if online ordering is available or confidential 
information is exchanged. In that instance, a firewall is a must. (ibid)   
 
Text Content 
 
A site must have content that satisfies user needs and it should be updated at least 
monthly. Content should be easy to understand for a user to get its full benefits. Even 
though a Web site can combine text, graphics, video, and audio in an attractive way, for 
many users, text content is still king since current telecommunications and computer 
hardware limit speed. Compared to graphics, video, and audio Web files, text files 
download quicker. In addition, the Internet was initially developed to exchange 
information using the written word. That mindset is still pervasive. Thus, the weight for 
text content tends to be higher than audio-visuals. (ibid)  
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Audio-Visual Elements 
 
Although text content remains key, graphics, audio, and video are ways to enhance such 
content. The value of audio-visuals depends on the target market, the goods/services, 
and the target’s equipment. Graphics tend to be assigned greater weight as photos, 
diagrams, and illustrations are sought by more users. However, video and audio 
hardware may not be resident in a user’s PC, further minimizing their weights. Software 
that compresses audio- visual files decreases downloading time. (ibid)   
 
Interaction/Involvement 
 
This category is greatly influenced by the target market and type of good/service. The 
ability to send e-mail to the firm and get a quick response is expected. Weightings for 
these factors tend to be more consistent than for others. Chat rooms and interactive 
surveys are more important to certain markets than to others.  
  
Depending on the firm, higher levels of interaction may exist. Online ordering is an 
example. Although the Web is not generally used much for this purpose today, more 
users are buying online. As security improves, so will ordering. Another form of higher 
level of interaction is demonstrations. Some items lend themselves to this; software, 
CDs, and publications are ideal. The ultimate Web interaction is online product 
delivery. To date, this option is limited to a few goods/services (such as computer 
software and ticket less airline reservations). (ibid)   

Strategies for designing an attractive Web site    
 
According to Hsieh and Lin (1998) a comprehensive Web design plan aims at 
addressing the following major questions: 
 
• How can the Web best help the business? 
• How can people be attracted to the Web sites? 
• How can people be attracted to visit the sites regularly? 
 
A carefully drawn blueprint for designing and developing Web pages will help answer 
all these three major questions. A few key points must be kept in mind while this 
blueprint is being drawn: (Dickman, 1995; McCarthy, 1995) 
• Research and plan the type of information that the company will present to the 

viewers. 
A Web site is opened potentially to millions of visitors. It can become a major 
security threat to a corporate information system. Decisions on what information 
can be accessed by outsiders must be made prior to doing anything else. 

• Make sure your Web site is scalable. Rather than developing a stand-alone Web site, 
consider integrating Web sites into the company’s backbone information system. 
This allows the Web site to grow along with the growth of the business. 

• Target content to specific users’ need. Persuading visitors to register on your site by 
providing their names, address, and interests. The collected information about the 
viewers will enable the company to tailor the Web pages to the specific needs of the 
interested customers. A little incentive for visitors to provide the above-mentioned 
information could attract more input and make the analysis of collected information 
more meaningful. 
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• Make the interface intuitive. Do everything you can to make sure the visitors can 
surf the Web site as fast and efficiently as possible. Use graphics sparingly, since 
they slow down retrieval. 

• Create a sense of community. Involve users in your site by providing an opportunity 
for them to input suggestions, complaints, and so on. Make use of such other 
interactive Web features as bulletin board systems and e-mail, and always include 
the phone number so that the viewer can call in. 

• Look beyond customers. Use the Internet to improve communications with all of the 
parties that the company has business with.  

 
These rules should serve well for small businesses to build up the Web site with 
minimal hassles and headaches.  
 
Strategies for detailed Web page design   
 
According to Hsieh and Lin (1998) a good Web site should include attractive art, 
dynamic links to other sites, scrolling text, tables, forms, some animation, sound, and a 
few Java applications. Basic information to be included in the Web pages are name, 
logo, address, phone numbers, e-mail address of the company and information about the 
person to contact. It is recommended that frames be used to display key information on 
the screen all the time. The following technical considerations may help enhance the 
quality of each individual Web page: 
 
1. Rules regarding the content of each Web page: 

 
• Minimize the use of “Click here…” links. Instead, use titles or descriptive words for 

anchors. 
• Add meaningful icons to indicate multimedia data. 
• Be sure to use the ALT (alternate) attribute with images that function as links. 
• Try to avoid making every occurrence of a word an anchor. The first occurrence is 

usually sufficient. 
• Avoid making anchors of headings. These are often easily overlooked. 
• Don’t dismiss menu-style anchor lists. They still work for text-type browser and for 

WWW. 
• Include the file size with anchors if the link will retrieve a large document file, or 

image. 
• Make anchors a word or phrase, not a whole sentence. 
• Use directional arrows with slide shows or tours. Use left/right or up/down pairs as 

long as you are consistent. 
• Include a “way back” a link back to the home page of starting document.  
 
2. Considerations for embedding the graphics: 

 
• Use GIF (graphics interchange format) images when you want to (1) create 

animated graphics, (2) use transparent colours, or (3) display logos or clip art 
containing up to 256 colours. This is the only file format that can be viewed by 
almost every graphical browser around.  
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• Use JPEG images created by the joint photographic experts group when you want to 
(1) display photographs, and (2) use images that contain more than 256 colours or 
(3) reduce the size of your images through file compression. 

• Always remember to include ALT attribute with each image.  
 
3. Strategies for managing the page size.  

 
Page size should be reduced for easy reading and retrieval. Some helpful tips are: 
• Reduce the size of images using appropriate graphics software, not by simply 

changing the WIDTH and HEIGHT properties in the <IMG> tag. 
• Reduce the number of colours used. 
• Experiment with different graphic format types. Test to see if JPEG format will be 

smaller than GIF format file. 
• Use thumbnails – pictures that are reduced versions of original images. Place the 

thumbnail image within a link to the original size image. This allows the viewer to 
see the larger, more detailed pictures at his/her will. 

• Reuse your images. If your Web presentation covers several pages, consider using 
the same background image for all pages. 

 
Additional considerations may involve the inclusion of sound files, animations, and or 
Java applications. Make sure the inclusion of these effects is not for the presentation of 
critical information, since not all browsers support these features. 
 
Site promotion, management, and feedback 
 
A user may stumble onto a firm’s site, but the odds are against it. Site promotion is 
critical. One way is to register the URL with search engines such as Yahoo and 
directory services like the World Wide Yellow Pages. A firm can also announce its site 
via an electronic release to news sites like PR Newswire, to specialized directories 
keyed to its business, and to relevant Usenet newsgroups. Some Web servers list home 
pages for a small fee. Others list URLs if theirs are listed in return. Hot links to one site 
from another are also a way to bring users to a site. Many firms cite their URLs on 
everything from ads to stationery. (Evans and King, 1999)   
 
Once a site goes live, Web management begins. Firms must respond quickly to users 
who send e-mail, complete forms, and participate in other interactive ways. Site content 
(and hardware and software) must be reviewed and updated regularly. In addition, if 
users complain that they cannot access the site or are being logged out during a visit, a 
more powerful server may be in order. (Karpinski, 1998)   
 
Site usage must be tracked to measure success, get feedback, improve the site, and 
justify its existence. The most common way providers measure Web performance is by 
the number of “hits” a site generates. However, there are accuracy problems with this. 
When a user accesses a page from a Web server, that counts as one hit. If the user reads 
a page with ten graphics, each graphic is counted as a separate item; thus one HTML 
page may record dozens of hits from a user accessing it. Likewise, the Web’s 
disorganized nature may cause users to inadvertently check out before they are done, 
requiring them to re-enter the site (which counts as another hit). The total hits, therefore, 
do not reflect the number of visits, but grossly inflates them (Leftwich, 1996).  On the 
plus side, each time a user clicks an icon or a highlighted word, the server records which 
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files are sent. Software packages can provide data on the number of visits, where users 
log on from, the popularity of certain pages over others, and a visit’s path and length. 
By learning which pages are popular, a firm can modify a site to reflect usage patterns. 
Web operators with an interactive mechanism at their site can evaluate user 
characteristics and areas of interest first-hand. For firms with online ordering at the site, 
sales can also be used to indicate performance. (Evans and King, 1999)  
 
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. 

• 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.   
 
 

2.3. CUSTOMER FEEDBACK ON THE WEB  
 
A widely accepted objective in quality management is being customer driven. A 
common way companies work towards this objective is provide systems to gather 
feedback from customers. Along comes the Internet, with its great potential to transform 
various business processes. One might wonder how Internet technologies might 
transform the means of gathering (and using) customer feedback. (Sampson, 1998)   
  
It is common for companies to gather feedback from customers. The feedback can take 
many forms, including on-site customer complaints, calls to toll-free customer-response 
phone numbers, and customer comment cards. In each of these forms, the feedback 
information is either unsolicited, or passively solicited (Sampson, 1996). Passive 
solicitation represents an appeal to customers in general without focusing on any 
specific customer. In comparison, active solicitation is an appeal to specific customers, 
as with market research. The sample frame is usually selected with care to avoid sample 
frame bias. Further, active effort is taken to encourage response so as to avoid non-
response bias. (Sampson, 1998)   
 
With passive solicitation, the company has little or no control over sample frame and 
non-response bias, since the respondents are completely self-selected. Nevertheless, 
certain advantages exist with passive solicitation of feedback. The cost of gathering 
feedback is low. A passive appeal to each and every customer might represent no more 
cost than the staffing and maintenance of a toll-free telephone line and a sign at the 
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service location or a notice on the product. Active solicitation is accomplished at 
moderate cost (e.g. mail surveys) to high cost (e.g. personal interviews) (Churchill, 
1995, p. 377). It would probably be prohibitive to actively survey every single customer 
of a company. (Sampson, 1998)  
 
Another advantage of passive solicitation of feedback is in the use of the data. Since the 
data is inherently biased, it is not as useful as market research is in estimating general 
consensus of a target market. However, the nature of the bias can be exploited. One 
might assume that customers with exceptionally positive or negative views of the 
company are more likely to respond than the customer population in general. This 
would result in an extreme-response bias that would be more likely to identify current 
quality problems than a controlled survey of equal sample size (Sampson, 1996). 
Therefore, passive data collection is particularly useful in monitoring and controlling 
quality in the day-to-day operations of the business, and in identifying ideas for quality 
improvement. (Sampson, 1998)   
 
As a civilization we are on the verge of a revolution in the way customers and 
companies communicate with one another. This revolution will influence how 
companies gather and use feedback from customers.  (Sampson, 1998)   
 
According to Sampson (1998), one may suppose a variety of uses for customer 
feedback data. Some uses may be based on ulterior motives such as getting names for a 
mailing list or improve quality or serve specific customers.  
 
The most descriptive report of electronic feedback data use is a case study by Marelli 
(1995). Marelli describes a beverage company which collects customer feedback via 
their Web site and uses the data a number of ways. They discuss automatic 
acknowledgment of feedback, personal response, monthly evaluation of feedback by a 
team, and communication with repeat customers.   
 
According to Sampson (1998), 16 percent of the HTML forms stated that customer 
feedback would in fact be used to provide “better or improved” service. 
 
Murphy, Forrest and Wotring (1996) consider customer feedback one of four Web-site 
communications functions for businesses. They do not go beyond just saying that 
feedback will provide ideas and ways for improvement.  
 
Hoffman et al. (1995) identify the potential for engaging customers in communication 
with the firm in order to receive information from customers about their needs. They 
indicate that “e-mail buttons” (i.e. mailto links) and forms can be used for such 
feedback, but do not discuss the implementation of feedback systems.  
 
Emerick (1995) discusses Internet feedback and gives some suggestions such as to keep 
forms simple and ask open-ended questions when appropriate. Emerick also talks about 
using the feedback to capture e-mail addresses for future contact which one may 
suppose is a less altruistic motive than quality improvement.  
 
In contrast to other media, which are used to push information on the customer, the Net 
is more of a “pull” medium. A company cannot propel messages to masses in the hope 
that somebody will catch a glimpse while spending time on the Internet. The Web offers 
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information to people who might be willing to reach in and pull information out. (Forcht 
& Wex, 1996)  
 
We will ask our group to comment on the key variables of the site Web need our most 
important feedback on: the design and the content. The question we ask need to be 
appropriate to the benefits we assume our group is seeking. For example, if we believe 
interactivity is the main benefit, then we need to ask our example group to comment on 
that factor. If we believe it is the nature of our up-to-the minute industry information, 
then we will ask about that. The point is, there is no sense on asking our group open-
ended question like “what do you think of our site?” Our question needs to be directed 
toward the criteria we think are most important, and only those. (Day, 1997)  
 
According to Sampson (1998), HTML forms are simple with an average of only 4.65 
questions per card. Mostly contained two type of questions: identification and comment. 
The identification question on HTML forms was generally asking for the customer’s e-
mail address or his/her name. This indicates that HTML forms are not generally being 
used to evaluate companies or their services and products. 
 
Different types of customer feedback might direct quality improvement in different 
ways. For example, customer suggestions might provide ideas for new services, 
products, or features. Another type of quality improvement guidance pertains to 
tracking customer perceptions of current operations. This is accomplished through 
incident and evaluation questions. For example, a company may ask customer the speed 
and efficiency of service. If the ratings appear to be declining over time, the company 
may institute training programs or increases in service capacity. 

 
One other use of feedback is to provide an opportunity for dialog with the customer. A 
total of 11 percent of the HTML forms indicate that the customers can expect a response 
to their feedback. An interesting use of HTML feedback forms is to answer specific 
customer questions: 16 percent of the HTML forms asked for customer questions. Of 
the HTML forms, 4 percent suggested that before the customer submits a question, they 
check the company’s Frequently Asked Questions (FAQ) page (a separate Web 
document that contains common questions and answers about the company, its services 
or products.). (Sampson, 1998)  
 
Other companies can allow customers to vote on specific product features to help 
determine which features would tend to be more popular. In fact, this type of data 
collection and analysis becomes sort of a hybrid between customer feedback and market 
research. (Sampson, 1998) 
 
The company will have to consider consumer sales and business to business sales. A 
good survey may collect qualitative information about the customers buying behaviour 
from a specific company. (Forcht & Wex, 1996)  
 
In addition to request for response, the Web contains provisions which facilitate the 
feedback process. These are, for example e-mail addresses and forms. A mailto (as in 
“mail a message to someone”) link is a code in an HTML document which, when 
selected by the user’s screen so that a message may be sent to a pre-specific e-mail 
address at the company. Of even greater feedback potential are the form provisions of 
HTML. An HTML document structured as a form may contain text fields, check boxes, 
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and/or drop-down list of selections. After the user has entered information to such an on 
screen form, a “submit” button can be selected to automatically send the information to 
the company’s computer.  The company receives the information in a structured format 
which allows various options for handling the data. (Sampson, 1998)   

 
Sampson (1998) believes that collecting feedback in electronic form opens up great 
advantages in data collection and use. In addition to following up within the company, 
the customer feedback database might also contain information indicating a date to 
respond back to the consumer about the outcome of the consumer’s complaints or 
suggestions. Such a database can act as a “tickler file” to assure that no important 
feedback falls though the cracks. A database of feedback can be created to facilitate 
follow-up and data tracking over time. If the feedback involves finding answers to 
questions, a database of questions and answers (Q/A) can also be formed. Such a 
database can be used by people inside and outside of the company. 
 
According to Sampson (1998), data are collected and analysed in real-time, and a 
customer’s opinion feedback is immediately included in the analysis. This allows the 
opinion data and analysis to be much more current, thus allowing the company to 
respond faster to shifting options. 

 
The less time it takes to answer questions, the more likely are the consumers to respond 
to the company’s enquiries. A company should not publish a ten-foot long questionnaire 
on the Internet, as it takes too much time of the customer. A customer is eager to give 
his/her personal opinion of a specific topic and hesitates to provide the unknown 
Internet company with demographic background information about him/herself. To 
ensure that long questionnaires are properly answered, a company could set the 
questionnaires up on different pages. The customer does not know how many more 
pages he/she has to answer and feels to be participating in the survey. This is the kind of 
action/interaction that keeps the user involved. Participants in surveys tend to give 
better answers if they have identified themselves. The e-mail address works as a 
distinguishable and unique identifier and can be easily stored in databases for further 
use. (Forcht & Wex, 1996)  
 
The feedback a company receives is significant in improving services or products. If 
information is provided on a regular basis by the customer, and if these facts can change 
something within the company, then it is worthwhile to maintain a Web page. (Forcht & 
Wex, 1996)  
 
In an article about the role of the Web in marketing communication, Berthon (1996) cite 
customer feedback as the sixth and final stage of the buying and selling process. 
However, they make no observations about implementation or effectiveness, stating “… 
we re-emphasize the fact that the Web is still in its infancy, which means that no 
identifiable attempts have so far appeared in scholarly journals that methodically clarify 
its anticipated role and performance” (Berthon, 1996). This being the case, it is not 
difficult to consider the present report to be foundational.  
 
Companies may put customer response e mail addresses on product labelling, however, 
such passive solicitation are through the product, not through electronic means. 
(Sampson, 1998)   
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Asking for feedback is largely a hit and miss affair. Customer expect to have their needs 
fulfilled by exploring your Web site; they are not in the business of charitably offering 
their serves as a market research group and it is unrealistic to expect them to do so. 
(Day, 1997)  
 
Even so, some do respond. But, does that mean they are representative of the customer 
group you are representative of the customer group you are seeking to target? Those 
who offer feedback may be a category of themselves: “coupon users”. (Day, 1997)  
 
To create meaningful feedback we need to concoct a group representative of the whole. 
This is essentially what anyone does when they conduct market research. The sample 
must be a sample which can safely act as a surrogate for the group at large. We are, of 
course, assuming that we know who the target group is, know them intimately enough 
to select members who will give us information we can apply to the rest of the group. 
(Day, 1997)  
 
The sample group must be invited to act as a market research sample, and induced to do 
this through an appropriate reward system. Depending on the group, these rewards may 
take the form of prestige factors, cash, product samples, or gifts all of which need to 
have affinity whit the product or service we are actually offering. (Day, 1997)  
 

Internet users have high expectations for timely, efficient response, due to their 
knowledge of the company's expanded capabilities. For example, if the home page 
offers a visitor a way to give customer feedback or send questions to the company, 
customer service reps must answer quickly and monitor customers' e-mail for changes 
in content, tone, and origin. A company's Internet centre should also analyze the server 
data that tracks customer site access and transactions. (Quelch & Klein, 1996)  

The design of HTML form does require technical training in the HTML language, but 
again designers may not have technical training in instrument design. Sampson (1998) 
suspects that HTML feedback form design is typically the job of a staff-person with 
computer training (e.g. a “Webmaster” who maintains the Web site) who has not been 
intricately involved with the production or marketing of the company’s services or 
goods, and thus is less familiar with the features which are critical to product quality 
and success. This would explain the general absence of specific evaluation and incident 
report questions on HTML forms, as well as the absence of appeals pertaining to 
company objectives or appeals from company management. 

One potential problem with Web-based feedback is the inherent impersonal nature of 
electronic communication. Face-to-face communication tends to be more personal than 
telephone communication (lacking the visual element), which tends to be more personal 
than e-mail (lacking the sound and verbal intonation elements). (Daft and Lengal, 1986; 
Daft et al., 1987) HTML form based communication is even less personal than e-mail 
since the customer is communicating with a computer, not an individual. As mentioned 
previously, this may provide benefits in anonymity. However, it may also incur costs by 
making the customer feel like the human element has been removed and customers are 
nothing more than feedback information providers. This underscores the need for some 
form of personalized response to feedback.  
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2.4. CONCEPTUAL FRAMEWORK. 
 
A conceptual framework explains, either graphically or in narrative form, the main 
things to be studied, the key factors, constructs or variables and the presumed 
relationships among them. The framework helps us to study the same phenomenon in 
ways that will permit an eventual cross case analysis. (Miles and Huberman, 1994) 
 
Research question one:  Objectives of companies Web sites. 
 
In any marketing effort, you must have objectives or goals in mind. According to 
Mathiesen (1995), even though most companies wish their Web site to generate direct 
response orders and thereby set marketing communication objectives, there are many 
other objectives that can be achieved by marketing on-line: 

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

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

 
We selected this study because is a good extensive list of objectives stated by an author. 
 
In order to be able to investigate the objectives for developing a Web site, we will 
complement the previous list with some objective more to others researchers in the 
following list: 

• Expand the market of the company. (Forcht & Wex, 1996)   
• Reduce costs. (Forcht & Wex, 1996)   
• Get up to speed of the transactions. (Forcht & Wex, 1996)   
• Increase customer feedback through: on-line surveys, bulletin boards, e-mail 

marketing lists, customer identification systems, advertising measurement, Web 
visitor tracking. (Quelch & Klein, 1997)   

 
Research question two: How Web sites can be described. 
 
First, we will look at Oliva (1997) and Emery (1996) with the intention to describe Web 
planning. Oliva (1997) discuss about recognition that the Web complement traditional 
marketing tools. Emery (1996) states that companies with proper staffing for site 
maintenance enjoy the most success. 
 
Secondly, we want to discuss about the Web access. When a company decides to 
establish a Web site it needs to determine if it will have its own server or hire place 
from Internet Service Provider. We will look the advantages that Leader and Maupin 
(1997) bring up with each alternative. 
 
Finally, we will focus in the way of collect data to Evans and King (1999), because we 
consider the study gives an overall view of the Web site design. To be able to answer 
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how Web sites can be described, Evans and King (1999) selected the following 
categories:   

 
Home page 

� Clear, quick snapshot of the company, points of contact 
� Clear indication of site’s contents 
� Attractive, compelling audio-visual elements 

 
Overall Site Design and Performance 

� Clean, organized, easy to navigate pages 
� Speed and response time, low congestion 
� Easy access to customer inquiry mechanism/home page throughout site 
� Security and protection measures 
 

Text Content 
� Up to date information 
� Clearly written, easy to understand, and well organized content 
� Information value 
� Material presented in a compelling manner 

 
Audio Visual Elements 

� Graphical elements 
� Video elements 
� Audio elements 
� Response time/speed of audio visual elements 
� Level to which audio visual elements enhance the site 

 
Interaction and Involvement 

� Ability to e mail firm from the site  
� Customer inquire mechanism/customer service 
� Channel support 
� Real time online interactive elements (i.e., chat rooms) 
� Interactive survey or program resulting in customized end user info 
� Online product demonstration 
� Online product delivery 
� Online ordering 

 
Research question three: Customer feedback on the Web. 
 
Much research pertaining to active solicitation of customer feedback has been 
published. However, research regarding passive solicitation of customer feedback is 
scarce, to say the least. Since research pertaining to the Web is still in its genesis, it is 
particularly hard to find articles that address the feedback potential of the Web. 
(Sampson, 1998) 
 
To be able to investigate the feedback in Web sites we will use the variables provide by 
Sampson (1998).  
 
In addition to request for response, the Web contains provisions which facilitate the 
feedback process, we will discuss these two ways: 
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� E-mail. 
� Forms for feedback. 

 
We are also interested in to know some others aspects about the feedback, these are: 

� The use of the received feedback for the companies. (Sampson, 1998) 
� The content of the questions. (Day, 1997) 
� The way that companies collect and classify the data. (Sampson, 1998) 
� The frequency of the received feedback. (Sampson, 1998) 
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3.  METHODOLOGY 
 
In this chapter we will discuss about the methodology that we will follow in the study. 
We will use this chapter to explain the methodologies available to obtain data and 
justify the type of research that we have chosen to conduct. The study contains a 
description of the purpose of the research, the research approach and strategy, data 
collections methods, sample selection and the data analysis. The figure 3.1: “Schematic 
Presentation of the Methodology”, below shows and schematic presentation of this 
methodology. 

 
 
 
 
 
 
 
 
Figure 3.1: Schematic Presentation of the Methodology. 
Source: Adapted from Foster (1998). 
 
 
3.1. RESEARCH PURPOSE 
 
As presented in Farhang (1990), “To research is to search again, to take another more 
careful look, to find out more. Research, a combination of experience and reasoning, is 
universally accepted to be the generating power for the advancement and utilization of 
science; in short it has been defined as “the paradigm of science inquiry”. (p. 39, with 
reference to Nachmias & Nachmias, 1981)  

Reynolds (1971) divides research into three different stages: 
• Exploratory Stage: In this stage the research is designed to allow an investigator 

to just “look around” with respect to some phenomenon, with the aim being to 
develop suggestive ideas. The research should be as flexible as possible and 
conducted in such a way as to provide guidance for procedures to be employed 
during the next stage. 

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

• Explanatory Stage: The goal here is to develop explicit theory that can be used 
to explain the empirical generalizations that evolved from the second stage. This 
provides a cycle then of: 1) Theory construction; 2) Theory testing (attempts to 
falsify with empirical research); 3) Theory reformulation (back to step one). 

 
We can accept that our study has an exploratory, descriptive and explanatory nature. In 
the first place, it is exploratory because studies about how Spanish shoe company use 
the Web site have not been previously made. It is a new study and we try to get a better 
understanding of it. In the second place, it is a descriptive study because we try to 
develop empirical generalisation from different pattern that are expected to happen 
during the exploratory stage. Finally, it is an explanatory study because we develop a 
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theory that can be used to explain the empirical generalisation that envelop to the 
descriptive stage. 
 
3.2. RESEARCH APPROACH 
 
When conducting a research there are two ways to direct the matter, quantitative and 
qualitative. We will present both sites and then we will justify which approach is the 
best for our study. 

 
The quantitative and qualitative methods refer to the way one chooses to treat and 
analyse the select data (Patel & Davinson, 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).  

 
Quantitative research is most often used in studies with clearly stated hypotheses that 
can be tested. This deductive path makes a distinction between science and personal 
experience and tends to concentrate more on description, explanation, generalization, 
and abstraction. It focuses on well-defined, narrow studies. Quantitative research strives 
to use a consistent and logical approach toward what is being investigated and uses 
statistical inferences and mathematical techniques for processing the data (Farhang, 
1990).  
 
Meanwhile, in the qualitative method it is the researcher’s perception and interpretation 
that is in focus, in the form of frames of the reference, motives, etc. The qualitative 
methods aim at reaching a better understanding of the phenomenon that is being studied 
(Holme & Saolvang, 1997). Deniz and Lincoln (1994) explain that qualitative research, 
induce in the nature, allows the researcher to first collect the data, and then go on to 
possibly generate hypothesis or propositions that can be tested (quantitatively). 
Furthermore, qualitative studies tend more flexible, while the quantitative ones are more 
structured (Holme & Saolvang, 1997).  

 

According to Polkinghorne (1991), qualitative research methods are also very useful in 
the “generation of categories for understanding human phenomena and the investigation 
of the interpretation and meaning that the people give to events they experience” 
(p.112).   

 

Yin (1994) adds that the best research method to use for any study depends on the 
studies research problem and the accompanying research questions. Due to the nature of 
our purpose and research question in this study, as well as the above discussion, we 
have chosen qualitative method like the best approach for our study. 
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3.3. RESEARCH STRATEGY 
 
With the focus on qualitative research as a general research approach, the main point 
now turns to the research strategies available to collect the data. Yin (1994) lists five 
primary research strategies in the social sciences. These include experiments, surveys, 
archival analysis, histories, and case studies. The selection of any of these strategies 
depends upon three distinct conditions. These are: forms of research question, 
requirement of control over behavioural events and focus on contemporary events. 
 
The three conditions consist of the type of research question supposed, the extent of 
control an investigation has over actual behavioural events, and the degree of focus on 
contemporary as opposed to historical events. 

 
Table 3.1 display these three conditions and shows how each is related to five major 
research strategies in the social sciences. 

 
Table 3.1: 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 
 
The first and most important condition for differentiating among the various research 
strategies is to identify the type of research question being asked. In general, “what” 
question may either be exploratory (in each case any of the strategies could be used) or 
about prevalence (in which surveys or the analysis of archival records would be 
favoured). “How” and “why” question are likely to favour the use of case studies, 
experiments or histories. (Yin, 1994)    
 
There are five research strategies available to collect the data, but only one is 
approached to the goal in our study. An experiment is not suitable in this study because 
it requires control over behavioural events. The experiments are done when an 
investigator can manipulate behaviour directly, precisely and systematically. Archival 
analysis and History are also ruled out, as the need of focuses on contemporary events, 
and our study is not endorsed in the former events. A survey is neither an appropriate 
strategy as we do not aim the research question on: who, what, where, many or how 
much question. Furthermore, this type of study does not correspond to the qualitative 
way the research. So, our study is a Case study, due to: the form of the research 
question, the no requirement control over behavioural events and the focus on 
contemporary events. We also believe that the case studies would enable us to gain a 
better understanding of How Spanish shoe industries use the Web site. 
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To summarise, our study is a case study. The selection of this strategy depends upon 
three different conditions: 

1. The type of research question posed: This study asks primarily how and why 
research questions 

2. The extent of control an investigator has over actual behavioural events: This 
researcher has none; his job is to observe and interview. 

3. The degree of focus on contemporary as opposed to behaviour events: This 
study focuses on the how and why of a contemporary event. 

 
3.4. DATA COLLECTION METHOD 
 
According to Yin (1994), data can be collected for case studies via six different sources: 
Documentation, archival records, interviews, direct observations, participant 
observations and physical artefacts. Yin adds “a major strength of case study data 
collection is the opportunity to use many different sources of evidence”. Yin calls this 
use of multiple sources of evidence “triangulation”, which means that the researcher has 
the opportunity to obtain multiple measures of the same phenomenon, which in turn 
adds to the validity of any scientific study. An outline of the strengths and weaknesses 
of each of these is outlined on the next table. 

Table 3.2:  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 casual 
inferences 

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

Direct observations 

Reality: covers events in real time 
Contextual: cover 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 
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Yin (1994) writes that, “no single source has a complete advantage over all the others. 
In fact, the various sources are highly complementary and a good case study will 
therefore want to use as many sources as possible” (p. 80). 

 
Due to the disadvantages stated above, the types of data collection that will not be used 
in this study include: 
 

• Archival records: considered that is same as for documentation, but it is precise 
and quantitative, since this study the research strategy qualitative. Furthermore, 
this type of data collection has not accessibility due privacy reason. 

• Participant observation: considered that this type of data gathering is bias due to 
investigator’s manipulation of events.  

• Physical artefacts: considered that our 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 aspects are the reasons for why we 
have chosen the interview as best method of collecting data. 

Interviews can be defined as the collection of information from respondents, and can 
take three different forms: 

• Open-ended interviews: are used so the respondent is not framed to any 
structured questions and is allowed to more freely and openly discuss his or her 
opinions and insights. 

• Focused interviews: are what could be considered to be semi structured, where 
informal conversation may be maintained with in the boundaries of certain pre-
determined topics for discussion. 

• Structured interviews: involve more of what can be found in survey research, 
where the interview is guided by a set of pre-designed questions. 

  

For this study, the focused interview is the best for the survey research. We carried out 
focused interview with an interview guide (see APPENDIX A y B), it was conduced in 
a conversational manner. We let the interviewed talk freely with the interview guide as 
a base. The interviews were also conduced in a short period of time, approximately 50 
minutes each. 

 

To collect the data we did telephone interviews with two Spanish shoe companies. First, 
we called the companies and figured out who the persons most suitable to interview. 
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 could prepare themselves. 

We also use direct observations due to we need to browse for the sites of the companies 
in order to value the characteristic of each Web site.  

With the purpose of this study (which again is primarily to explore and describe), what 
the approach will be (qualitative), the specific research strategies that will be used (case 
studies), and the way data will be collected (interviews/ direct observations), it becomes 
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necessary to now choose who it is we will conduct our interview with. This leads to the 
next section on sample selection. 
 
3.5. SAMPLE SELECTION 
 
We have chosen two of the more international companies of shoe from Spain for our 
case studies. These are Martinelli and Camper. 
 
In order to find appropriate companies we have selected these two companies because 
we have accessed to some sites and we have considered that these have two of the more 
extensive and complete Web site. Moreover, the companies are two of the more 
technologically advanced shoe companies from Spain. The choice of only two cases 
was due to the limited time that we have to write the thesis and a consequence to the 
difficulties to find companies that wanted to collaborate with us. 
 
We could say that these companies are pioneer in design and innovation on the world of 
the shoe and that have a stronger marketing campaign. For this reason we are also 
interested in how they are working around Internet. 
 
3.6. DATA ANALYSIS 
 
According to Yin (1994) data analysis consists on examining, categorizing, tabulating, 
or otherwise recombining the evidence to address the initial propositions of a study. To 
analyse the evidence of case study is specially difficult because the strategies and 
techniques have not been well defined in the past. Nevertheless, every investigation 
should start with a general strategy, yielding priorities of 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, four dominants analytic techniques should be 
used: pattern-matching, explanation-building, time series analysis, and program logic 
models. Each one is applicable whether a study involves a single or a multiple case 
design, and every case study should consider these techniques. The first technique, 
pattern-matching, means to compare an empirically based pattern with a predicted one.  
In the following technique, explanation-building, the goal is to analyse the case study 
data by building an explanation about the case. The third technique is time series 
analysis, and it refers to repeated measures of dependent variable/s in order to look at 
changes over time. The last technique is program logic models, and it is in fact a 
combination of pattern-matching and time series analysis.    
  
In our 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 (1994) due to that the 
case study will be compared with previous theories presented in the literature review. 
 
In their extensive writing on qualitative data analysis, Miles and Huberman (1994) 
define data analysis, “as consisting of three concurrent flows of activity: data reduction, 
data display, and conclusion drawing/verification” (p. 10). Upon first obtaining data 
during a “data collection period,” Miles and Huberman explain the three stages of 
qualitative data analysis as follows: 
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1. Data reduction should not be considered to be separate from analysis, but as a 
part of it. This reduction of the data is analysis that helps to sharpen, sort, focus, 
discard, and organise the data in away that allows for “final” conclusions to be 
drawn and verified. They add that data can be reduced and transformed through 
such means as selection, summary, paraphrasing, or through being subsumed in 
a larger pattern. 

2. Data display is the second major activity which the researcher should go 
through, and this means taking the reduced data and displaying it in an 
organised, compressed way so that conclusions can be more easily drawn. These 
authors explain that, “humans are not powerful processors of large amounts of 
information,” and that “extended text can overload humans’ information-
processing capabilities” (op. cit., p. 11, with reference to Faust, 1982). It is 
further explained that good displays are, “a major avenue to valid qualitative 
analysis” (op. cit., p. 11). In conclusion, they state that, as with data reduction, 
the creation and use of displays is not separate from analysis, but is a part of it. 

3. Conclusion drawing and verification is the final analytical activity for the 
qualitative researcher. It is here that the researcher begins to decide what things 
mean. They do this by noting regularities, patterns, explanations, possible 
configurations, causal flows, and propositions. However, Miles and Huberman 
also add that the competent researcher should hold such conclusions lightly, 
while maintaining both openness and a degree of scepticism.  

 
In this study, we will 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 (1994). The data will be reduced through a within-case analysis where the 
cases will be compared against the frame of reference. In addition, the data will be 
displayed through a cross-case analysis where the cases will be compared 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.   
 
 
3.7. QUALITY STANDARDS 
 
Validity and reliability are two properties of measure that has to be taken into 
consideration (Herzog, 1996), since they determine quality standard of the research. 
 
Validity is defined as the instrument’s ability to measure exactly what concepts it is 
supposed to measure. (Eriksson & Wiedersheim-Paul, 1997). 
 
Yin (1994) adds that reliability is shown when the operations of a study, such as the 
data collection procedures, can be repeated with the same results. Shipman (1982) (as 
quoted in Gummesson, 1988) states that reliability centers around one main question: 
“If the investigation had been carried out by someone other than the author, using his 
methods, would the same results have been obtained?” (p. 146). So if a later researcher 
follows the exact same method and investigates the same case, he or she should come to 
the same results as in the first study. 
 
According to Yin (1994), the quality of empirical research can be judged by conducting 
four specific tests. Since case studies are a type of empirical research, these four tests  
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an also be applied when judging the quality of case study research. The four different 
tests are summarized below: 

 
• Construct validity: establishing correct operational measures for the concepts 

being studied. 
• Internal validity: establishing causal relationships whereby certain conditions 

are shown to lead to other conditions, as distinguished from spurious 
relationships. 

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

• Reliability: demonstrating that the operations of a study can be repeated with 
the same results. 

 
Yin (1994) also points out several tactics that can be practical for handling the four tests 
when doing case study research, in order to increase the quality. These tactics are shown 
in Table 3.3. 
 
Table 3.3: Case Study Tactics for Four Design Tests 
 

Test Case study tactic 
Phase of research in which 

tactic occurs 

Construct validity 
Use multiple source of evidence 

Establish chain of evidence 
Have key informants review 
draft case study report 

Data collection 
Data collection 
Composition  

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

Data analysis 
Data analysis 
Data analysis 

External validity 
Use replication (logic in multiple 
case studies) 

Research design 

Reliability 
Use case study protocol 

Develop case study data base 

Data collection 
Data collection 

Source: Yin, 1994, p. 33 

 
In this study, the steps taken in collecting the data for all case studies were done 
carefully so as to make the data collection as objective and thorough as possible. First,  
to increase the reliability of the study we conducted the interview to the most 
knowledgeable person in the area (Web manager or maximum responsible of the Web 
site). For this reason we are sure that this is really the person that will take the deepest 
decisions regarding to the sites. 

 

In order to increase the reliability of the observations in this thesis, both researchers 
made observations of the sites, separately. To further increase of the reliability of the 
observations we made one major observation of each one of the sites, and then 
inspected them again at several occasions. 



_________________________________________________DATA PRESENTATION 

 35 

4.  DATA PRESENTATION  
 
In this chapter the empirical results of the cases studies will be presented. Each case 
will consist of an introduction, which includes information on the organization in 
question. This will be followed by a presentation of the empirical results. The two cases 
studies are Martinelli and Camper. 
 
 
4.1. CASE ONE: MARTINELLI (www.martinelli.es) 
 
Martinelli is a Spanish shoe company situated in Elche-Alicante (Spain), this company 
produces women and men shoes, and also some leather accessories, including are 
wallets, bags and belts. These products are distinguished for their quality and design. 
Martinelli has a long history in the world of shoes in Spain, with its origins in 1960s. 
The firm has evolved into one of the leading companies in the footwear industry, 
starting as a small artisan factory and growing into a big corporation based on the use of 
high technology. Martinelli has reached a production of about one million pairs per 
year, and more than 600 designs per campaign. Martinelli’s corporation is formed by six 
companies who specialize in shoes manufacture and commercialisation. The company 
has about 200 employees, and a turnover of 30 millions ��� � ���� ��	
��� ���� ��
Commercial Network with more than 600 retailers in the domestic market (Spanish 
Market), with very important international customers in Europe, South America, Centre 
America and Mid Orient. The company’s Web site was established in 2000. 
 
The interview was conducted with Andrés Catalá. He belongs to an external company 
called “Alac & Asociados”. They are doing all the development of the company Web 
site. Andrés Catalá has maximum responsibility for the Martinelli Web site, and he 
answered all the questions and observations that we had. Observations were also made 
at the Web site of Martinelli, www.martinelli.es. (See APPENDIX C) 
 
4.1.1. Web Site Objectives 
 
The decision to establish a Web site was done very late according to the importance of 
the company. After many years making shoes, the company thought that it was 
necessary to have presence and give new services to customers. They thought very well 
the incorporation to the WWW. 
 
Catalá explains that there were several objectives for establish the Web site. The mains 
objectives in the opinion of Catalá, were to improve the customer service, brand 
awareness and corporate image.  
 
Catalá thinks that when a company establishes a Web site, it is improving its customer 
service and increasing brand awareness or corporate image. In his opinion, the main 
cause behind this effect is the fact that the company offers more information to potential 
customers and helps them find it. The company is now present in another marketing 
medium and people can look for more information about the company. They also 
improve the customer service by offering new services such as showing some of their 
products on the Web.  
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Catalá shows us that their objective was not to gather information from customer to help 
guide future development. He thinks that the company has the correct people to develop 
new products and that probably the customers are not interested in giving information to 
the company. 
 
About testing consumer response to discounts or special offers, Catalá considers that it 
is not a good idea due to the type of product they sell. Martinelli´s shoes are a selective 
product and they do not usually offer discounts and special offers. Moreover, the 
company does not show their prices on their Web page, so, they cannot refer to lower 
prices. 
 
The company does not actively look for business partners, dealers or franchisees 
through the Web because they only do so in special circumstances, so they think that 
it’s not profitable to waste time and money by developing this aspect of their Web site. 
 
When they planned the Web site they did not want to recruit new talent or employees. 
Catalá consider that the company has a human resources department to do so. Catalá 
thinks that people can not show through the Web their personal qualities. In his opinion 
this is more personal. On the contrary the company uses the Web to attract more 
subscribers to its mailing list. If you subscribe in its mailing list they will send you 
announcements, important news and upcoming events. 
 
Another of the main objectives of the Web site is to expand the company’s market. 
They want to have an easier access to far markets where it is difficult to make contacts. 
In order to make these relationships easier they also want that customers (shops and 
wholesalers) have the possibility of generating direct response orders via the Web. They 
are developing a new system that only identified customers can access. Customers have 
a database and the possibility to generate direct response orders. If  you are a consumer 
and you are browsing in the Martinelli’s Web you cannot access this service. 
 
Andrés Catalá does not consider that they established the Web to save money and 
reduce cost. Currently, the Web page is an expense more and they have not saved 
money in another area. They do not want to replace another marketing medium. 
 
When they planned the Web the company knew that transactions would not be faster at 
the start. Although, he thinks that it could be in the future, if they do a good job 
developing the Web site. 
 
Another main objective of the company is to increase customer feedback. The company 
wants the opinions of their customers about the company’s services, products and 
marketing. Catalá considers that surveys through the Web are a good way to get 
feedback because it is easy for customers. They do not have to spend too much time and 
absolutely no money to give their opinions.   
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4.1.2. Web Site Development  
 

Web planning 

 
Catalá explain that the Web planning of this company was well thought out. Because of 
their size, they planned the establishment in the Web. They had the clear goals that they 
wanted to reach. The Web site was taken on as another strategic marketing and 
communication tool. It complements the traditional marketing strategic of the firm. 
They planned the type of information that the company will show in the Web.  

 

Martinelli does not have its own staff for Web site maintenance. They work with an 
external company called “Alac & Asociados”. This company developed and manages 
the Web site. Catalá belongs to this company. He has the most responsibilities for the 
Martinelli’s Web site. Martinelli decided that this alterative was the best for the 
development and management of the Web. They think this alternative is cheaper. 

Web access 

 
Martinelli does not have its own server. They rent an ISP space. The main reason which 
they hire a place is because the company does not want internal staff for the 
maintenance of an own server. They think that it result cheaper this alternative.  

Site design and implementation 

 
Home Page 
 
First, while the page is downloading, the logo of the firm appears in the middle of the 
screen, like a twinkling object. In a few seconds Martinelli’s products appear 
automatically. These are classifies in three categories: men, women and accessories. As 
the categories appear, the company logo moves to the top of the screen.  
 
From this page, you can move directly to some of the other services of the company. 
You also have the possibility to “skip intro”. If you click there, you move directly to 
the home page. When you access to the home page you have a good overview and quick 
snapshot of the company. An index shows you all the pages on the Martinelli Web site, 
and the visitor can see what activities can be done in the Web site. It shows a clear 
indication about site’s contents.  
 
At first sight,  the page has some attractive and compelling visual elements. You can 
observe visual elements like pictures and twinkling object. If you are interested in shoes 
information about the company, these elements help you to check the rest of the site. 

Site design and performance 
 
The organisation of the Web site is easy to understand and easy to navigate thanks to 
the main menu. This menu with all the possibilities appears in the bottom of the page 
during all navigation. In this way, you have a clear idea where you are all time. The 
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interface is intuitive. From each page of the Web you can go to everywhere in this Web 
site.  
 
Regarding the speed of the Web site, we have tested with two types of connections. In 
Sweden with a Local Area Network the page is almost instantaneous. The visitor does 
not have to wait for a long time for elements of the page to appear. On the contrary, in a 
56 kbps access in Spain, where the actual speed is worse, downloading the page the first 
time takes 34 seconds. Consecutive attempts to download the entire home page only 
requires 14 seconds. These tests were made with Microsoft Internet Explorer 6.0.  
 
The general feeling about the inquiry mechanism through the site is good. From 
anywhere in the site, you have access to the email, to the surveys and to the customer 
search on the Web. 
 
In the Web of Martinelli we cannot find special security and protection measures. They 
do not mention anything about this on the Web. They do not use personal details about 
customers, only their email. 
 
Text content 
 
Regarding up to date information, the content of the page is not necessary to be 
refreshed often, because the company really only needs to make important changes two 
times in a year. That is due to the fact they have two collections of shoes per year, 
spring-summer and autumn-winter.  
 
The text content is concise, but it is easy to understand due to the organization of the 
frame and the main menu. In the menu, you have information about the collection, the 
Martinelli culture and the technology they use. The menu is implemented in all pages of 
the site.  
 
On the first page you can choose between English or Spanish language.  
 
The text at the home page is concise and short. If you are interested in some information 
you can look in the main menu and you can find the desired information. If a visitor 
wants to see their information, he needs to scroll down in order to read all the text.  
 
According to Catalá, some visitors want to see the new collection, so the information 
value is good because they satisfy their needs. In addition, it is important that the 
addresses of the distributors be available so that customers know where they can buy 
Martinelli’s shoes.  
 
Catalá explains that the site was designed mainly considering in one type of customer. 
These are shops shoes and wholesalers. They were not as interested in the consumer, 
but the consumer will have the possibility to use the Web in order to find information 
about the company and the models.  
 
The elements in the user interface are well separated, the site is symmetrical and there 
are not empty places in the screen, creating a pleasant aesthetics feeling. On each page 
of the Web site, the name and logo of the firm appear as the header of the page, with a 
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brief description about the menu. We could say that the material is presented in a 
compelling manner. 
 
Audio visual elements 
 
The colours and general appearance of Martinelli’s Web site is classical and serious. 
This is, screaming colours like red, yellow, orange, etc are not used in the page. The 
company reduces the number of colours used. The Web has a similar background for all 
the pages. The top is always white, and the bottom is always black. At the bottom you 
can always find the menu, and at the top you have the rest of the information. 
 
The pictures of the shoes are in good quality. You also have the possibility, if you click 
the pictures, to increase the size. Even, you can use a tool that they call “shoe explorer” 
that allows you visualized the minimum detail of a shoe.  
 
When you position the cursor above the shoe, a text emerges where you can see 
information about availability in size, skin, colours and floor. 
 
If you want to save the pictures you can do it by saving the jpg or bmp files. 
 
There are some icons in the Martinelli’s Web. If you position the cursor above them, a 
text about the icon appears. When you click the icon a small animated presentation 
emerges. The presentation demonstrates the technology used to produce the shoes.  
 
Alternatively by using the menu that is at the bottom of the page, visitors can access 
similar information. In most of the pages, you can go to the top right-hand corner and to 
click on the pictures on the screen. These pictures are twinkling and can change. Under 
the pictures you have text that tells you where you can go if you click on it.  
 
In the Web site, there is a map of the world that tells customers where to find 
Martinelli´s shoe shops in their local area. You can select the region and find detailed 
addresses of a distributor in the place you are interested in.   
 
The Web page does not have video and audio elements. 
 
With a 56 kbps access, all the visuals elements download very slowly. The visitor can 
get bored while waiting. If you have a Local Area Network access, the elements emerge 
instantly.  
 
The site is enhanced by all the pictures and animations. The graphical elements in the 
Martinelli’s Web are very important. One of the main purposes of the Web site is to 
show the models to customers, so the pictures of the products are the main feature on 
the page and enhance the site. 

Interaction/Involvement 
 
Visitors can contact the company via e-mail. A visitor has quick and easy access to 
email the company. The visitor only has to click in the section “contact information” of 
the menu and to click the link above correo@martinelli.es. The user’s email program is 
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opened and he can send an email. The address is impersonal because you only have the 
possibility to send the email to this address.  
 
The Web site also includes a search feature. For example, you can search for the shoe 
by its reference, so if the visitor enters the model number in the field and presses the 
search button, he can find the model he is looking for.  
 
In Catalá’s opinion when they planned Martinelli’s Web, they were thinking in terms of 
retailers and consumers. Suppliers cannot find good information on the Web. 
 
The Web page does not have real time online interactive elements like chat rooms 
because the target market and the type of goods sold do not need to have such a service. 
 
Another means to keep and an interactive relationship with the customer is through the 
“keep informed” section. Visitors can subscribe to its e-mail service where they can be 
constantly updated on the latest news and events from the company. The Web does not 
have frequently asked question (FAQ’s). 
 
Regarding interactive surveys, the visitor can send feedback about his opinions through 
surveys about the company’s services, products and marketing. Visitors also have the 
possibility to make some observations after completing the survey.  
 
There are some demonstrations about the technology that the company uses to produce 
the shoes. The company uses some animation that explains to the visitor the features of 
the shoes. In this way, the company promotes the shoes and the technology they use. 
 
The company cannot deliver the product to the user online because of the type of good. 
They can not send you the shoes through the Web, the product is not software or 
something that can be sent via the Web. 
 
Regarding online ordering, the visitor does not have the possibility of generating direct 
response orders via the Web. As mentioned earlier, they are developing a new system 
that only identified customers can access. Customers have a database and the possibility 
to generate direct response orders. This service is only for customers because they do 
not want to sell directly to consumers. 
 
4.1.3. Web site Feedback 
 
Martinelli has two ways to receive feedback. The first way is by e-mail. Visitors can use 
the electronic address but Catalá explains that the use of this is scarce and they don’t 
receive significant amount information. He does not know why they do not receive 
more e-mail, but this is the reason they have surveys on the Web to get feedback. 
 
As we mentioned above Martinelli has online surveys on the Web site. They have a list 
of questions relating to the services, products and marketing of the company. Catalá 
explain that this information is important because they use the results of these surveys 
in order to improve the customer service. The company can see in the answers which 
are its weaknesses and the information provides ideas and ways for improvement. 
 
This is the content of the questions that the company tests about their service: 
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� Test the fulfilment of the term of delivery of the products 
� Test the state of received orders 
� Test the personal attention given by the commercials 
� Test the telephone attention and treatment given by our personal commercial 
� Test the time spending on answering requests and/or reclamations by our 

commercials 
� If the received service was information, consider it to be. 
� Help  to improve the service 

 
These are the tests about the products of the company: 
 

� Test the quality of Martinelli’s footwear 
� Test the relation quality/price in our product 
� Test the display of Martinelli’s products 
� Qualify Martinelli’s footwear design 
� Consider from one to five the reasons why you buy Martinelli’s products 
� Help us to improve our product 

 
These are the tests about the marketing of the company: 
  

� Do you think Martinelli’s trade mark is recognized by the final customer 
� Test Martinelli’s  advertisement 
� Test the presence of Martinelli’s advertisement 
� Select Martinelli advertisement campaigns do you remember most 
� Test Martinelli products image 
� Value the e-commerce (B2B) chances for Martinelli’s transactions 
� Help  to improve our advertisement campaigns 

 
The questions are about the most important areas that Catalá considers can be asked to 
customers.  
 
When you complete the survey, the form is submitted to the company using e-mail. In 
this way the visitor reveals his e-mail address. The company receives the information in 
a structured format which allows easy management of the data.  
 
The use of the received data of Martinelli is diverse. They use the data for improve 
quality or customer service but they also use for a mailing list 
 
Catalá consider that surveys through the Web are a good way to get feedback because it 
is easy for the customer. He does not have to spend too much time and no money to 
give his opinion.   
 
Another means to capture e-mail addresses is through the “keep informed” section. 
Visitors can subscribe to its mailing list service. Visitors can be constantly updated on 
the latest news and events from the company. In this way the company can send 
information to visitors.   
 
Regarding the frequency of the received feedback, as we have said before, the company 
does not receive a significant amount of information via e-mail. Instead, Catalá explains 
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that a lot of customers complete the surveys. This is the best source of information for 
them due to the amount of surveys completed. The data is analyzed periodically. 
 
4.2. CASE TWO: CAMPER (www.camper.es) 
 
Camper is a Spanish shoe company situated in Mallorca (Spain). This company 
produces shoes for men and women. These products are distinguished for their design 
and innovation. Camper began its activity in 1877. The firm evolution has passed from 
diverse stages, from artisan factory; it was the most technologically advanced factory of 
shoes in Mallorca, and today it is a big corporation. Camper has about 190 employees 
and a turnover of twenty thousand million Pesetas (about one hundred and twenty 
millions ����������	
��������� �	
���������		�������������������������������	������
(Spanish Market). And  an international trail in Portugal, France, England, Italy, 
Germany, Sweden, Denmark, Norway, Greece, Israel, Philippines, Singapore, Taiwan, 
Japan, Hong Kong and Australia. The company’s Web site was established in 1996. 
 
An interview was conduced with D. Gonzalo López Llanes, who is the Web Manager of 
Camper. Observations were also done at the Web site of Camper, www.camper.es. (see 
APPENDIX C). 
 
4.2.1. Web Site Objectives 
 
According to Gonzalo López, the company decided to establish its Web page five years 
ago because they wanted to show its products to the people from all over the world. 
They feel that the company brand name is relatively popular. Customers who want to 
buy them but do not know where they are sold would most likely turn to the World 
Wide Web where information about anything and everything is available.  
 
The main objective, in López’s opinion, is to improve brand awareness or corporate 
image of its shoes and the company as a whole. López explains that nowadays people 
know that the Internet is the most important source of information. Probably, some of 
its customers want more information and they can get it on the Internet. In this way, the 
company improves brand awareness or corporate image. Apart from that they also want 
to communicate the culture of the company through the Web. They want to present the 
corporation such as a company with roots, history, and rural origins for the urban world. 
 
In the same direction that we have spoken about improving brand awareness and 
corporate image, López considers that the company also improves customer service. In 
his opinion, everything is related to the fact that the company can offer more 
information. On the Web, they offer new services such as showing some of their 
products, or give addresses to customers to find Camper’s shops in the city where they 
live. 
 
When they planned the Web, the company did not think about generating direct 
response orders by the Web. Moreover, they did not have enough resources to do it. 
They thought that it was a good objective for the company after some years developing 
and changing their Web site. Currently, customers cannot generate direct response 
orders, but, they are developing a new extranet only for customers where, in the future, 
they will have the possibility to do so. 
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Another important objective that Camper has on the Web is to expand the company’s 
market. López explains that he does not think that the Web on its own was able to 
expand the firm’s market, but that the Web helps to enhance the relationship between 
potential customers and the company. López considers that the Web is another weapon 
used to expand the company’s market. The company has a lot of customers abroad and 
they know that the Web enhances the relationships where it is difficult to make personal 
contacts. 
 
Lopez told us that the company tried in the past to gather information about customer 
preferences to help guide future product development. The visitor had the possibility to 
design a model and send it to the company. Finally, they did not use this tool because 
they had no way to filter the information. It was only a toy for the visitors. Currently, 
this feature has not been implemented, but López believes that with a few modifications 
to the original idea, it is a possible future enhancement. 
 
López explains that the company did not think in terms of finding business partners, 
dealers or franchisees through the Web. He thinks that the Web is not the correct 
medium to do so due to the type of company that Camper is. 
 
The company also did not think about recruiting new talent or employees through the 
Web site. López considers that the Web is another method to do this, but, this was not 
important for his company. They had other more important objectives when developing 
the Web where they should employ their resources and money.  
 
Regarding to test consumer response to discounts or special offers, Lopez told us that 
the company did not think about this, probably due to the fact that Camper does not sell 
shoes directly through the Web. López considers that particular shops can do it but not 
the company. 
 
When they planned the Web, the company knew that they would not save money and 
reduce costs. According with its objectives, the Web is an image Web and they spend 
more money because the Web does not replace another marketing medium. 
 
As we mentioned above, the Web is an “Image Web”. This is, basically, the company 
only wants to give information and show its products, so they do not do important 
transactions though the Web. The only way that they do some transactions is through 
the e-mail. López considers that if the customers did not have the possibility to e-mail, 
they would not ask the company the questions they would like answered. López expects 
that in the future, with its new developments in the Web they will execute transactions 
faster. 
 
Regarding increasing customer feedback through the Web, López explains that they are 
now trying to develop new systems to get more feedback, but he thinks that it is not a 
good idea to do surveys through the Web because the information is impersonal and 
inconsistent. The only way that they gather information now is through email. 
 
López shows us the future planning for Camper on the Internet: 

- www.camper.shop cyber-shop. 
- www.camper.net: to generate direct online orders. 
- www.camper.tv: audio-visual equipment of the firm. 
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- www.camper.org: intranet of the company with some services for customers. 
 

 
4.2.2. Web Site Development 
 
Web planning 
 
The Web complements the strategic marketing tools. Its advertisements belong to the 
same marketing campaign which includes other means of marketing. For example, its 
last campaign “The Walking Society” is used in magazines and is also seen in its Web 
page. (Gonzalo López) 
 
Camper has its own staff for the Web site, but sometimes they outsource some of the 
work to external Web designers. Gonzalo López is the Web manager of the company 
and he has the most responsibility for the Camper Web site. Camper decided that this 
alternative was the most appropriate to develop and maintain the Web site. 
 
Web access 
 
Camper rents an ISP space on the Web because the company does not want to have 
maintenance and setup expenses and management of the server using internal personnel. 
All this saves money for the company, and they think that they do not need to have their 
own server for an image Web. 
 
Home page 
 
A picture of a merry-go-round appears in the middle of the screen when visitors access 
the Camper’s home page. This picture belongs to the last marketing campaign of the 
company. The logotype of the firm appears in the top right-hand corner of the picture. 
Under the picture you have the main menu of the Camper’s Web. If the visitor does not 
know the new campaign of Camper, the home page does not show the visitor a snapshot 
of the company. Thus, you cannot think that the Web is a from a shoe company 
 
The visitor has a main menu in the home page. Through this menu, the visitor is able to 
access to the rest of the information of the Web site. It shows a clear indication of sites 
contents. 
 
The home page does not have attractive and compelling audio-visual elements. You can 
only observe visual elements like a picture of a merry-go-round, the logotype of the 
firm and the index of the Web site. The Web site does not compel a visitor to explore 
the rest of the site if he is not interested in information about the company. 
 
Site design and performance 
 
The content of the Web site is diverse. Each section, accessible from the main menu, 
contains different and useful information. You can perceive that each individual page 
has a different structure. This was due to the fact that they are adding new content to the 
pages but are not doing a complete update. For this reason the Web is not very well 
organized. The site has an inefficient navigational system due to its differently 
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structured pages. There are even some dead-end pages that you need to close if you 
want to continue your navigation.  
 
Regarding speed and response time from a Local Area Network, the page works 
successfully and it is fast. This differs if you use a 56 kbps access. You need to wait in 
order to see emerging the graphic elements that they use. The first time that we access 
the home page it took 35 seconds. The following times it took about 20 seconds to 
download the entire homepage with Microsoft Internet Explorer 6.0.  
 
They receive a lot of visits. According to the statistics of its server they have an average 
of 6000 visits in a month. 
 
The general feeling about the inquiry mechanism through the site is irregular. Visitors 
cannot access the company’s email from everywhere in the site, and the visitors do not 
have any other ways to make inquires.  
 
Camper’s Web does not have special security and protection measures. Actually they do 
not use personal information that would require protection measures. 
 
Text Content 
 
The text content is not updated frequently. This is because they only change the Web 
page when they have a new collection or when they want to do big changes in the Web 
page because they have a new marketing campaign. Like other shoe companies, they 
have two collections each year, and they make the corresponding changes in the “shoe 
catalogue” section. 
 
The content of the text is diverse. Sometimes the text content is not well organized. 
They want to communicate to the visitors the culture of the company. Hence, they have 
sections like “The Walking Society” or “The Virtual Museum” where they show 
visitors information about its projects. These projects demonstrate how much shoes can 
mean today and tomorrow. The Walking Society also has a magazine-catalogue with 
words and images about the Mediterranean culture. The name of the firm appears in all 
the pages of the Web site but not its logotype. Furthermore, the logotype and/or the 
name of the firm are in different places on the page, due to each page having a different 
structure.  
 
The information value of the “shoe catalogue” is very good for its visitors because 
usually they want to see the new models of the collection. You also have information 
about the various franchises that Camper has all over the world. 
 
It is possible to read the pages in Spanish and English language. Moreover in the section 
“The Walking Society” you can choose between the following languages: Spanish, 
English, French, German, Italian and Catalán.  
 
The combination of text and pictures in movement in some pages looks very attractive 
and compelling for visitors. 
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Audiovisual Elements 
 
The colours and general appearance of the Camper’s Web site is designed with the 
company colours. The company colour is red and is most widely used. It appears in the 
logotype of the firm and in most of the pages.  
 
The Camper Web page has some audio-visual elements. As we said, the Web has many 
different sections. In each one, the page has different audio-visual elements. In the 
“Shoe Catalogue” there are pictures of shoes which you can zoom in on. In the section 
“The Walking Society” you can see animations. Further in the Web, some pages of the 
“Histories” section have text and special effects such as changes in the background of 
the picture. In this section you can also listen to piped music. The Web page does not 
use video elements.  
 
With a 56 kbps access, to see all the audio-visuals elements is slow and the visitor needs 
to wait for a while. On the contrary, if you have a Local Area Network access the results 
are much better and the various elements emerge instantly.  
 
The graphical elements in the Camper Web site are very important. The main purpose 
of the Camper Web site is to show the models to visitors, so designers have tried to 
enhance the site with all the pictures and animations. 
 
Interaction/Involvement 
 
Concerning the interaction and involvement, the Web site has a direct email link in 
some pages, but not in all of them, so the access is not very good. The visitors have only 
to click on it to be able to send an email to the company. The email address of the 
company is opinion@camper.es. This email is impersonal, and you do not have the 
possibility to send an email to other addresses of the company.  
 
You do not have other possibility to make inquires through the Web. The Web does not 
have frequently asked question (FAQ’s). 
 
Camper’s Web does not use real time online interactive elements, interactive surveys 
nor programs resulting in customized end user information. 
 
In López’s opinion, when they planned the Camper’s Web, they were thinking from the 
point of view of the consumers. The first goal was to allow them to see the models. 
Hence, this page was designed having the end user in mind. The site can be used for 
suppliers, wholesalers and retailers but is actually designed for consumers. Suppliers, 
wholesalers and retailers use another means of communication to do business with the 
company. 
 
4.2.3. Web site feedback. 
 
The only means by which Camper Web site can receive feedback is via email. They 
have a link in the main menu and in other pages of the Web, a section that allows you to 
send an email to the company. López explains that, at the moment, they are developing 
a new system to get more feedback. They will probably have the new system in the 
spring of the next year. However, López told us that he considers that it is not a good 
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idea to make surveys through the Web, since the information does not have a real value. 
In his opinion this information is very impersonal and inconsistent, so they have not 
planned to do it. 
 
According to Gonzalo López they have an average of 75 emails daily. They always try 
to answers all of them. Most the email that company receives is requesting for the 
location in which the visitors can get a certain model of Camper shoes. They do not 
receive any feedback email for improving the service of the company. In Lopez’s 
opinion, visitors are not interested to do so.  
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5.  DATA ANALYSIS 
 
The previous chapter provides the empirical data that has been collected. In this 
chapter the collected data will be analysed. First, we will compare each case against 
our conceptual framework within-case analysis. Second, we will provide a cross-case 
analysis where our two cases are compared. We will do this in the order our research 
questions. 
 
 
5.1. RESEARCH QUESTION ONE: How can the objectives of companies Web 
sites be described. 
 
5.1.1. Within-case analysis 
 
In this point we will analyze the empirical data collected from our first research 
question against our conceptualized framework. We will look for the similarities and the 
differences in our two cases with the conceptual framework. 
 
In the case of Martinelli (Case 1), we were able to identify three objectives from 
Mathiesen’s (1995) list. He stated eight objectives, but only three are in accordance. 
These are to improve customer service, increase brand awareness or corporate image 
and generate direct response orders. However, Martinelli does not gather information 
about customer preferences to help guide future product development, test customer 
response to discounts or other special offers, build a list of prospects for future 
promotions, find business partners and recruit talent, members or employees. 
 
In the case of Camper (Case 2), only two objectives are in accordance with Mathiesen 
(1995). These are to increase brand awareness or corporate image and improve 
customer service. Hence, Camper was not in accordance with generate direct response 
orders, gather information about customer preferences to help guide future product 
development, test customer response discounts or other special offers, built a list of 
prospect for future promotions, find business partners and recruit talent, members or 
employees. 
  
Only one of Martinelli’s objectives fit with those stated by Forcht & Wex (1996). The 
objective in accordance is to expand the market of the company. On the contrary when 
Martinelli designed the Web did not have as objectives with the Web to reduce costs 
and get up to speed of the transactions. However, currently they have seen that the 
Internet offers an opportunity to do this, and they are trying to develop new functions in 
order to get these other objectives too.  
 
Within Camper, we could identify the same objective in accordance, which is to expand 
the market of the company. Hence, the rest of the objectives, as reduce cost and get up 
to speed of the transactions were not identified. 
 
Martinelli is interested in testing its products, services and marketing, so, they do so 
through online surveys and its email marketing list. The company wants to get feedback 
from customers. This complies with the objectives of Quelch & Klein (1997). On the 
contrary, with Camper, we have not found interest to receive customer feedback. The 
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company only has an email address and they do not have other tools like surveys to 
receive feedback.  
 
5.1.2. Cross-case analysis  
 
Table 5.1: Objectives on the Web. 
 

Objectives Case 1 Case 2 

Generate direct response orders. Yes No 
Increase brand awareness or corporate image. Yes Yes 
Gather information about customer preferences to help guide future product 
development. 

No No 

Improve customer service. Yes Yes 
Test consumer response to discounts or other special offers. No No 
Build a list of prospects for future promotions. No No 
Find business partners, dealers, or franchisees for your products. No No 
Recruit talent, members, employees, subscribers, etc.   No No 
Expand the market of the company Yes Yes 
Reduce costs No No 
Get up to speed of the transactions No No 
Increase customer feedback  Yes No 

Source: Authors’ own construction 
 
Both companies have some similar objectives. These objectives are to increase brand 
awareness or corporate image, improve customer service and expand the market of the 
company. Furthermore, Martinelli has two more objectives. These are generates direct 
response orders and increase customer feedback through the Web. Martinelli has more 
ambitious objectives in its establishment on the Web. The rest of the objectives that the 
authors stated are not found in these two companies. 
 
 
5.2. RESEARCH QUESTION TWO: How can the Web site be described  
 
5.2.1. Within-case analysis 
  
Web planning 
 
According to Oliva (1997), Martinelli thinks that the Web complements traditional 
marketing tools. Martinelli does not want to replace the Web for another marketing 
medium. The Web is another weapon in a firm’s arsenal. This point is also in 
accordance with Camper. 
 
Within Martinelli, we could not identify proper staffing for site maintenance and 
Webmaster. Thus, this does not comply with the theory stated by Emery (1996). Within 
Camper, we know that they do not have the proper staff that they wish to have.  
Sometimes, they outsource the service to designers, so this does not comply with  
Emery’s theory either.  
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Web access 
 
In both case of Martinelli and Camper, the companies think that it is cheaper to rent an 
ISP. They do not want internal staff for the maintenance of their own server. This is in 
accordance with Leader & Maupin (1997) that states the advantages of renting ISP 
space. This include: no system maintenance or setup expenses, lower expenses to the 
business, no internal management of the server and staff. 

 
Site design and implementation 
 
Home page 
 
In the case of Martinelli we found a clear, quick snapshot of the company. Thus 
complies with the list of Evans and King (1999) about how a Web page should be. With 
the Camper case, on the contrary, we cannot know that the page is from a shoe 
company, so it is difficult to say that you have a quick snapshot of the company. 
 
In both cases you have a main menu in the home page which shows you the contents of 
the pages you can go. This is in accordance with the point about to show a clear 
indication of site’s contents stated by Evans and King (1999). 
 
According with the next point of the theory of Evans and King (1999) about how a 
home page should be, they state that it should be attractive and compelling, adding 
audio-visual elements. In the case of Martinelli we could say that this is in accordance. 
If the visitor is interested in shoes, the page can be very attractive. Within the case of 
Camper, in our opinion the home page does not result in a very attractive product and 
does not have compelling audio-visual elements.   

 
Site design and performance  
 
In the case of Martinelli, we identified that they have a clean, organized and easy to 
navigate page. Visitors have a clear idea where they are during all their navigation 
thanks to the main menu that is implemented in all pages. On the contrary, within the 
case of Camper we could say that it is not so clear and that they do not comply with this  
point of the theory of Evans and King (1999). 
 
Evans and King stated that access speed and response time are very significant because 
time is always critical. We could say that the speed response of the Web site it depends 
of the connections. The Martinelli´s Web is satisfactory with a Local area Network but 
not with a 56 kbps access. Within Camper, the response is similar, so, this is something 
that depends of the quality of the connection.  
 
In the case of Martinelli, we could identify a general good inquiry mechanism because 
they have implemented in all pages the main menu where it is possible to contact the 
company, run a search or fill out the survey. This complies with the rule of Evans and 
King (1999). Within Camper, this rule is not in accordance. Camper’s Web does not 
have inquiry mechanisms from all the different part of the Web. 
 



______________________________________________________DATA ANALYSIS 

 51 

According with Evans and King (1999) the Web sites must secure user privacy. In both 
cases the companies does not use confidential information so they does not have special 
security and protection measures. 
 
Text content 
 
According with Evans and King (1999) the text should be updated at least monthly. 
This not complies with the case of Martinelli nor Camper because they usually only 
update when they need to change the collection, which happens twice a year. 
 
In the case of Martinelli, the text content is easy to understand and well organized. This 
does, therefore, comply with the rules of Evans and King (1999). In the case of Camper, 
the text content is easy to understand but not very well organized, so this only complies 
in part with the theory.  
 
In accordance with the fundamental rules stated by Evans and King (1999) the 
information value of the text content should be beneficial to users. In the case of 
Martinelli we have found that information value is good because it satisfies the needs of 
the users. In case of Camper is also the same, but the text content is more diverse and 
probably the catalogue is the most important information for users.  
 
Next rule of Evans and King (1999) is to present the material in a compelling manner. 
This complies with our observations in the Web site of Martinelli. The combination of 
text and pictures in movement in the Camper’s Web also comply the stated rule. 
 
Audio visuals elements  
 
According to Evans and King (1999) the value of audio visuals it depends of the site 
target market, the good/service, and the target’s equipment. Due to the type of good of 
the company, shoes, the pictures about the models are the main feature on the page. In 
the case of Martinelli we found good quality pictures, and some animation but not audio 
and video elements. Within Camper we also found good quality pictures, some audio 
elements and some animation. According with Evans and King (1999) the sites are 
enhanced for all these elements. 
 
According with Evans and King (1999), the response/speed of audio visual elements it 
should be good, but this it depends of the quality of the connection. Thus, in both cases 
we could not say that always the response/speed was good.  
 
Interaction/Involvement 
 
According with Evans and King (1999), this category is greatly influenced by the target 
market and type of good/service. Thus, we could say that the two cases studied do not 
need to have some of elements that the authors state at this point.  
 
In the case of Martinelli we found that visitor has an easy access to send email to the 
company due to the fact that they have implemented the main menu in all pages of the 
Web. This is accordance with the rule of Evans and King (1999). On the contrary, in 
Camper’s Web, a visitor does not always have good access to email the company 
because the feature is not offered on all pages. 
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Evans and King (1999) stated that some Web can use real time interactive elements, 
online product demonstration and online product delivery but in both cases, Martinelli 
and Camper, they do not use these tools. 
 
Another way of interaction that Evans and King (1999) stated, was online ordering. 
Nowadays Martinelli is implementing the system to do it with its customers. Within 
Camper, they are developing the system in order to do it in the future. 
 
5.2.2. Cross-case analysis  
 
Web planning  
 
Table 5.2.1: Web planning 
 

Variable Case 1 Case 2 

Web complements traditional marketing tools Yes Yes 

Internal or external staff for developing the Web  External Internal/External 
Source: Authors’ own construction 
 
Both companies use the Web site as a complement to the traditional marketing tools. In 
the shoe market, nowadays the Web complements the other traditional marketing tools.  
 
Martinelli has an external staff to develop the site. The responsible for the Web is an 
external consultant, however, in Camper, the Web manager is a Camper employee and 
sometimes the company must outsource some of the work to external designers. 
 
Web access 
 
Table 5.2.2: Web access 
 

Variable Case 1 Case 2 

Own Server or ISP ISP  ISP  
Less expensive Less expensive 

Perceived advantages with own server or ISP 
No internal staff No internal staff 

Source: Authors’ own construction 
 
Martinelli and Camper rent an ISP because they think that is less expensive and they do 
not need internal staff for the maintenance. 
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Site design and implementation 
 
Table 5.2.3: Site design and implementation 
 

Variable Case 1 Case 2 

Home page     
Clear, quick snapshot of the company, points of contact� Good Not very good 

Clear indication of site’s contents� Good Good 

Attractive, compelling audio-visual elements� Attractive Not attractive 

Overall Site Design and Performance   

Clean, organized, easy to navigate pages� Clean, organised Not Clean, not organised 
With 56 kbps-. Bad With 56 kbps-. Bad 

Speed and response time, low congestion�
With LAN-. Good With LAN-. Good 

Easy access to customer inquiry mechanism/home page 
throughout site�

Good Not very good 

Security and protection measures� No No 

Text Content   

Up to date information� Not good Not good 

Clearly written, easy to understand, and well organized 
content�

Yes 
Yes, but not well 

organized 

Information value� Good Good 

Material presented in a compelling manner� Good Good 

Audio-Visual Elements   

Graphical elements� Good Good 

Video elements� No No 

Audio elements� No Yes 
With 56 kbps-. Bad With 56 kbps-. Bad 

Response time/speed of audio visual elements�
With LAN-. Good With LAN-. Good 

Level to which audio visual elements enhance the site� Good Good 

Interaction and Involvement   

Ability to email firm from the site � Good Not very good 

Customer inquire mechanism/customer service� Good Not very good 

Channel support�
customers and 

consumers 
Consumers 

Real time online interactive elements (i.e., chat rooms)� No No 
Interactive survey or program resulting in customized end 
user info�

No No 

Online product demonstration� No No 

Online product delivery� No No 

Online ordering� Yes No 
Source: Authors’ own construction 
 
Both companies, in their home pages, have a clear indication of site’s contents. The 
differences are that Martinelli’s home page has a clear, quick snapshot of the company 
and Camper’s home page is not so good. Another difference is that Martinelli’s home 
page has attractive and compelling audio-visual elements to check the rest of the site. 
On the contrary Camper’s home page does not have this type of elements.  
 
Regarding the overall site design and performance, in both pages the speed and response 
time is bad with a 56 kbps access and good with a Local Area Network. Both Web sites 
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do not have special security and protection measures. The differences are Martinelli’s 
Web site is clean, organized and easy to navigate page. In the case of Camper, the Web 
site is not so clean because it is not organized. Moreover, Martinelli has an easy access 
to customer inquiry mechanism. In Camper, it is not very good. 
 
In the text content section, there are more similarities than differences. In both cases, the 
up date information is not good. Moreover, both companies have a good information 
value and their material is presented in compelling manner. The difference is that 
Martinelli is clearly written, easy to understand, and it has a well organized content. 
Camper has the same characteristics, but the text content is not well organized. 
 
Martinelli and Camper do not use audio elements, but both companies use some good 
graphical ones. These graphical elements are ways to enhance such content. On the 
other hand, the response time/speed of audio-visual elements is in both cases bad with 
56 kbps and good with a Local Area Network. Besides, Camper use audio elements in 
its Web site.   
 
The ability to email from Martinelli’s site is always good because they have 
implemented the main menu in all pages. In the case of Camper, it is not so good 
because you do not have the possibility to do so from all pages. The same idea applies 
to the customer inquiry mechanism. Camper only has its email but Martinelli has a 
search tool and the online surveys. The last commentary about interaction and 
involvement section is the channel support. Martinelli’ Web site is focused to customer 
and consumer meanwhile Camper’s Web site is only focused in consumer.  

 
 

5.3.  RESEARCH QUESTION THREE: How can the customer feedback on 
the Web site be described 
 
5.3.1. Within-case analysis 
 
We could identify in Martinelli’s Web the use of the email to receive feedback. Thus, 
this is in accordance with Sampson (1998) that indicates that email is such a good 
medium to get feedback. In the same way Camper’s Web also uses the email to get 
feedback. 
 
Sampson (1998) considers that the forms on the Web have a great feedback potential.  
Forms are generally used to evaluate companies or their services or products. Within 
Martenelli we could identify some surveys that are in accordance with Sampson (1998). 
In the case of Camper we were not able to identify any forms or surveys on its Web.  
 
Martinelli’s use of the received data of is diverse. They use the data to improve quality 
or customer service, but they also use the email addresses for a mailing list. This is in 
accordance with the theory stated by Sampson (1998). However, Camper does not use 
the data because they only worry about replying the emails. 
 
According with Day (1997) the questions that companies ask need to be appropriate to 
get benefits. This is in accordance with the content of the questions that Martinelli has 
on its Web. They are using the questions to evaluate the products, services and 
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marketing of the company. Within Camper’s Web, this is not possible because they do 
not use forms or surveys in its Web.  
 
According with Sampson (1998), Martinelli, through its surveys, receives information 
in a structured format which allows easy management of the data. In the case of Camper 
this is not possible because they only receive some email and the company only tries to 
reply to them. 
 
In the case of Martinelli data is collected but not analysed in real-time. The company 
receive the information and analyzes it periodically. This is not in accordance with the 
point of Sampson (1998) where stated that the data should be analyzed in real-time, thus 
the opinion data and analysis is much more current. Within Camper, as we mentioned 
above they only try to answers the emails when the responsible in the company is 
available to do so. 
 
5.3.2. Cross-case analysis  
 
Table 5.3: Feedback on the Web 

Variable Case 1 Case 2 

Use email to get feedback Yes Yes 

Use of form or surveys to get feedback Yes No 
Improve customer service 

Use of the received feedback 
mailing list 

No 

Content of the questions appropriate - 
Collect and classify the data Yes No 

Frequency of the received feedback and analysis Periodically 
Do not receive 

feedback 
Source: Authors’ own construction 
 
Martinelli and Camper use email to get feedback but this is not a good way to do it. 
Martinelli also has surveys on its Web site where they actually get good information 
about its services, products and marketing. They use the feedback in order to improve 
the customer service and mailing list. The survey questions have a direct reference to 
what they want to improve. Martinelli also classifies and analyzes the data periodically. 
On the contrary, Camper does not use another way to get feedback and they do not do 
surveys. Thus, they only try to reply to the emails without handling the data. 
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6. CONCLUSIONS AND IMPLICATIONS 
 
In the previous chapter the empirical data was analysed by comparing it with the 
theories in the frame of reference. In this final chapter of the thesis we will answer our 
research questions and conclusions will be drawn from the analysis. We will do this in 
the order of our research questions. Secondly, implications for management as well as 
for theory and future research will be provided. 
 
6.1   RESEARCH QUESTION ONE: How can the objectives of companies Web 
sites be described. 
 
As we mentioned in previous chapters both companies of our study have some similar 
objectives. Both of them are in accordance in improve brand awareness or corporate 
image, improve customer service and expand the market of the company. Furthermore, 
Martinelli also has as objectives to generate direct response orders and to increase 
customer feedback through the Web. As we can observe, Martinelli’s objectives are 
more ambitious than Camper’s objectives. Likely, this is because Martinelli is more  
focused to customers. When Camper decided to establish its Web site five years ago, 
they did not have clear its objectives and the possibilities than would offer the Web in 
the future. 
 
Spanish shoe companies began with the recognition of the Web complements traditional 
marketing tools. At the beginning, Camper only wanted to show its products to the 
people all over the world. Nowadays, after some years developing and managing the 
Web, they have noticed that Internet offers others interesting possibilities. This is also 
possible due to the advance in the technology of the computers. Nowadays, you can do 
a lot  more things with a personal computer than five years ago. Now, Camper has some 
new plans for their Web site. These plans have objectives more ambitions than the last 
plans of the company on the Web. They want to interact with customers (wholesales 
and shops), not only with final consumers.  
 
On the contrary, Martinelli’s Web site is more customers focused. They established the 
Web in 2000, so, they could plan its Web with a better perspective about the available 
technology. Thanks to this, Martinelli had clearer than Camper the possibilities Internet 
offers nowadays. In addition, Martinelli though very well the incorporation to the 
WWW. 

 
We should know that our study is only focused in two Spanish shoe companies, so we 
can not draw general conclusion for all sector. 
 
After having discussed the first research question, we have drawn more specific 
conclusions displayed below. 
 
• Shoe companies in Spain tend to use their Web site to increase brand awareness or 

corporate image, improve customer service and expand the market of the company. 
 
• The more professional done a Web site is, the more likely it will focus on retailers 

and final consumer against only final consumer. 
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• The more professional done in a Web site is the wider knowledge about the 
company objectives on the Web and the possibilities that can offer the Web. 

 
• Currently, the Web of the Spanish shoe companies complements other marketing 

tools of the company, but does not replace them. 
 
6.2   RESEARCH QUESTION TWO: How can the Web site be described? 
 
The establishment of Martinelli was more professional and they have longer and more 
ambitious objectives with the Web. It could be possible because the company 
outsources for the creation of the Web. It is a better option when the company do not 
want to increase its staff. Usually, a company wants to do more things with the same 
resources that they have. This could be a problem because the people who develop the 
Web could not have enough resource to do it. In this case, a professional external 
company could do better than internal staff. Camper, on the contrary, developed the 
Web with internal staff. In this study, we have perceived a better design in the 
Martinelli´s Web. 
 
The Spanish shoe companies in this study prefer to rent an Internet Service Provider 
(ISP) for their Web sites than to have a server of their own. This is because this 
alternative is more economical and it needs less internal staff.   
 
Previous research brings up that there are some fundamental rules to follow for 
developing site design and implementation. Generally, the Spanish shoe companies are 
in concordance. However, there are some areas, as interaction and involvement, where 
Spanish shoe companies are not very developed. They are progressing in better design 
and including new tools for customers, so, they are in the right way. This is also because 
the Spanish Network is not very good and customers do not have the possibility to 
access with a fast connection to Internet. Mostly, people have a typical modem 56 kbps 
access and this is not very powerful for complex applications on the Web. At the 
moment, infrastructure and new better design are improving. 
 
After having discussed the second research question, the following is concluded: 
 
• The more extensive and professional Web site and the ones which like most are 

those developed by and external agent (Web designer) 
 
• The companies studied have a good design and content. They are working for 

improving with more interaction and involvement. 
 
• The Web is an image of the company and the design of the Web tries to show the 

philosophy of the company. 
 
• The Web of the studied companies are progressing and improving with Web 

technology growing.  
 
• The main and more important contents of the Spanish shoe Web site is their shoe 

catalogue. 
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• The Spanish network limits the possibilities to develop complex applications on the 
Web. 

 
 

6.3   RESEARCH QUESTION THREE: How can the customer feedback on the 
Web site be described? 
 
Both companies use email to receive feedback. This system to gather feedback from 
customer is not interesting for the companies. The use of email is scarce and they do not 
receive significant amount of information. They only use this system to gather feedback 
from customer like another service for the customer. 
 
In this study, one of the two companies, Martinelli, uses surveys to gather feedback. 
Martinelli considers that this system to gather feedback is better than the email. They 
receive structured and valuable information about their services, product and marketing. 
This information provides ideas and improves customer service. On the other hand, 
Camper does not think so. They consider that this information do not have a real value. 
Both companies have different ideas about this system to gather feedback, so, it is 
difficult to extract clear conclusions about it. 
 
After having discussed the final research question, we have the following conclusions 
about this area: 
 
• Email is not a good system to gather feedback for improving the service of the 

Spanish shoe companies. 
  
• The use of surveys on the Web provides good information on the area that the 

companies are interested.  
 
• From this study it is not obvious that Spanish shoe companies wish to receive 

feedback in order to improve some areas of the company. 
 

 
6.4. IMPLICATIONS FOR MANAGEMENT  
 
This study has only investigated two companies within the shoe industry, and therefore 
the next implications cannot be generally extrapolated to all shoe companies. 
 
There are several issues that can be given as implications for management. These 
implications are listed below: 
 
• Managers should think detailedly their Web site objectives before establishing a 

Web site if the companies do not want to make changes continually. 
 
• It is further advantageous for Spanish shoe companies to subcontract the service if 

they do not have enough knowledge and enough resources to develop and maintain 
the Web. In this way the Web will be more professional.  
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• Managers should consider that there are some fundamental rules to follow for 
developing a good site design and implementate and try to improve in areas like 
interaction and involvement, where Spanish shoe companies are not very 
developed.  

 
• The shoes that the company make should be fashion, and if the Web is an image of 

the company, the managers have to take care about design of its Web. The Web 
should be in accordance with the philosophy of the company.  

 
• Managers should consider that they have to make an effort to update the shoe 

catalogue because it is the most important element on the Web and they need a 
good maintenance for the Web. 

 
• The company Web should facilitate customers the offer of feedback about its 

services through the Web because it is a medium to improve in other areas of the 
company. 

 
• Managers should try that the salesmen of the company  would encourage customers 

to use the Web of the company. 
 

 
6.5. IMPLICATIONS FOR THEORY 
 
The aim of this study has been to explore, describe and explain the nature of our 
research. This research is based on previous studies linking within specific area of 
research “Internet”. We have aimed to increase the understanding of this phenomenon 
by answering the research question connected to how Spanish shoe companies use their 
Web site, and thus made a contribution to previous research. Furthermore, due to the 
nature of this thesis, qualitative method, the generate hypothesis or proposition can be 
tested and can be as a base for further research. 
 
 
6.6. IMPLICATIONS FOR FUTURE RESEARCH 
 
This thesis has only investigated a very small part about Internet. Obviously, Internet 
has a huge field of research and a future research can be done. Internet is a relatively 
new tool for companies and we only have seen the beginning. Our study has been 
limited to two Spanish companies. However, Internet implies an international 
competition and these companies have competitors all over the world. 
 
Our suggestions for future researches are: 
 
• To make the same study on a larger sample of companies. 
 
• To conduct the same study on smaller shoes companies to see if they differ from 

big ones. 
 
• To investigate how companies from another similar sectors are working on Internet 

and compare them with the shoe companies.  
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• To investigate how shoe companies from other countries are working on Internet 

and compare them with the Spanish shoe companies. 
 
• To investigate from the customers’ point of view and try to evaluate if customers 

are pleased with the site of the Spanish shoe companies. 
 
• To investigate how Spanish shoe companies with the help of Web sites can reduce 

other personal transactions and the importance for the company. 
 
• To investigate the impact Internet has on the internationalisation process of the 

Spanish shoe companies. 
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INTERVIEW GUIDE-SPANISH VERSION 

 

INFORMACIÓN GENERAL DE LA EMPRESA 
 
Nombre de la empresa: 

Nombre del entrevistado: 

Posición del entrevistado: 

Numero de empleados: 

Facturación del último ejercicio: 

Año de establecimiento de la empresa: 

 

PREGUNTA DE INVESTIGACIÓN 1: ¿Cómo pueden ser descritos los objetivos 
de las paginas Web? 
 
• ¿Por qué la compañía decidió establecer la página Web? 

• De la siguiente lista de objetivos. ¿Qué objetivos tuvo la compañía para el 

establecimiento de la página Web? ¿Por qué? ¿Por qué no? ¿Qué objetivos son los 

más importantes para la empresa? 

− Generar pedidos on-line 

− Incrementar el conocimiento de la marca y la imagen corporativa. 

− Reunir información a sobre preferencias de los clientes para ayudar en el 

desarrollo de nuevos productos. 

− Mejorar el servicio del cliente. 

− Probar la respuesta de los clientes a sus productos 

− Construir una lista de futuros compradores para futuras promociones. 

− Captar  nuevos socios o franquicias para sus productos. 

− Recluir talentos, miembros, empleados, etc… 

− Expandir el mercado de la compañía 

− Reducir costos 

− Acelerar las transacciones de la compañía 

− Aumentar le feedback (realimentación de los clientes) a través de: encuestas 

on-line, tablones de anuncios, correo electrónico, sistemas de identificación 

de clientes, medidas publicitarias, etc… 
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PREGUNTA DE INVESTIGACIÓN 2: ¿Cómo puede ser descrita la página Web? 
 
• ¿Complementa la  página Web las herramientas tradicionales de marketing? 

• ¿Dispone la empresa de personal interno para el mantenimiento de la página Web? 

• ¿Quién construyo la página Web? (agente externo o personal interno de la compañía) 

• ¿Dispone la empresa de un servidor propio o es alquilado? 

• ¿Dispone la empresa de especial seguridad y protección de medidas en su página 

Web?  

• ¿Cada cuanto tiempo se actualiza la página Web? 

• ¿Vende sus productos la empresa directamente a través de la Web? 

• ¿Pueden los clientes (tiendas) realizar ordenes de pedido a través de la Web? 

 

PREGUNTA DE INVESTIGACIÓN 3: ¿Cómo puede ser descrito el feedback en 
las páginas Web? 
 

• ¿Está la empresa interesada en recibir feedback? 

• ¿De que forma recibe ese feedback? 

• ¿Cómo usa la empresa el feedback recibido? 

• ¿Cuál suele ser el contenido del feedback recibido? 

• ¿Cómo colecciona y clasifica la empresa el feedback recibido? 

• ¿Con qué frecuencia se recibe feedback? 
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INTERVIEW GUIDE-ENGLISH VERSION 

GENERAL INFORMATION 
 
Company name: 

Name of the respondent: 

Position of the respondent: 

Number of employees: 

Last year turnover: 

Year of company establishment: 

Year of Web site establishment: 
 

RESEARCH QUESTION 1: How can the objectives of companies Web sites be 
described? 
 

• Why did the company decide to establish its Web site? 

• From the following list of objectives. What objectives did the company have to establish 

the Web site?. What objectives are the most important? 

- Generate direct response orders 

- Increase brand awareness or corporate image 

- Gather information about customer preferences to help guide future product 

development 

- Improve customer service 

- Test consumer response to discounts or other special offers 

- Build a list of prospects for future promotions 

- Find business partners, dealers, or franchisees for your products 

- Recruit talent, members, employees, subscribers, etc...   

- Expand the market of the company 

- Reduce costs   

- Get up to speed of the transactions 

- Increase customer feedback through: on-line surveys, bulletin boards, e-mail 

marketing lists, customer identification systems, advertising measurement, Web 

visitor tracking 
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RESEARCH QUESTION 2: How can the Web sites be described? 
 
• Does Web site complement the traditional marketing tools?   

• Does the company have proper staffing for site maintenance? 

• Who developed the Web site: proper staffing or external company? 

• Does the company have its own server or it is a hire place?  

• Does Web site have special security and protection measures?  

• How often does the company update the Web site? 

• Does the company deliver products directly via Web site? 

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

 
 
RESEARCH QUESTION 3: How can the customer feedback on the Web sites be 
described? 
 
• Is the company interested to receive feedback? 

• How does the company receive feedback? 

• How does the company use the feedback received? 

• Usually, which is the content of the question of the feedback received? 

• Which is the content of the question of the feedback received?  

• How does the company collect and classify the data? 

• How often does the company receive feedback? 
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CHECKLIST FOR OBSERVATION 
 
HOME PAGE 

• Clear, quick snapshot of the company, points of contact 

• Clear indication of site’s contents 

• Attractive, compelling audio-visual elements 

 

OVERALL SITE DESIGN AND PERFORMANCE 

• Clean, organized, easy to navigate pages 

• Speed and response time, low congestion 

• Easy access to customer inquiry mechanism/home page throughout site 

• Security and protection measures 

 

TEXT CONTENT 

• Up to date information 

• Clearly written, easy to understand, and well organized content 

• Information value 

• Material presented in a compelling manner 

 

AUDIO VISUAL ELEMENTS 

• Graphical elements 

• Video elements 

• Audio elements 

• Response time/speed of audio visual elements 

• Level to which audio visual elements enhance the site 

 

INTERACTION AND INVOLVEMENT 

• Ability to e mail firm from the site  

• Customer inquire mechanism/customer service 

• Channel support 

• Real time online interactive elements (i.e., chat rooms) 

• Interactive survey or program resulting in customized end user info 

• Online product demonstration 

• Online product delivery 

• Online ordering 
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WORD LIST 

 

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. 

Bulletin boards: A computer system that automatically answers the phone and allows users 

to exchange messages, mail and files. The program is needed to read files created with 

HyperText Markup Language (HTML), which make up the WWW. 

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

Cyber malls: Virtual stores on the WWW. 

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

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. 

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. 

Homepage: The primary page of a Web site. 

Host: The primary or controlling computer of a computer network. This is a server that 

provides files, programs and other resources that are used by the client computers that make 

up the network. 

HTML (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: Originally called ARPAnet after the Advanced Research Projects Agency of the 

U.S. Department of Defense. This electronic network connects the hosts together so that you 
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may go from one web page to another efficiently. The electronic connection began as a 

government experiment in 1969 with four computers connected together over phone lines. By 

1972, universities also had access to what was by then called the Internet. 

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. 

ISP (Internet Service Provider): A company that provides connection to the Internet. 

Link - A component of a hypertext document which when clicked with a mouse takes the 

user to another document or a different section of the current document. 

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. 

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

Search Engines: A program on a remote machine that allows keyword searches on the 

Internet. 

Server: A computer that is configured to communicate with clients and provide access to the 

files stored on the server computer. 

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. 
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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 Site: The actual location on the WWW for a company or individual. A group of Web 

pages that collectively represent a company, or individual on the WWW, and that has been 

developed to present information on a specific subject(s) is also a Web Site. 

WWW (World Wide Web): An invisible network within the larger network of the Internet. 

Hypertext and hypermedia system that enables users to find information and interact with 

companies and other WWW users, exchange linked text, images and sounds over the 

Internet.11. 
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PAGES OF THE COMPANIES’S WEB SITES 
 
www.martinelli.es 
 

 
 
Source: http//:www.martinelli.es 

 

 
 
Source: http//:www.martinelli.es/martinelli.htm 
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www.camper.es 
 

 

 
Source: http//:www.camper.es 

 
 

 
 

Source: http//:www.camper.es/zapatos/index_en.html 
 




