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EXECUTIVE SUMMARY 
 
Many companies have started head over heals using e-commerce without understanding their 
customer needs and wants, thereby failing to reach established goals. The critical issues are the 
necessary business process reengineering and the need for a new way of thinking in order to 
maximize customer value. This has lead to an increasing need for companies to evaluate their 
business processes and to develop new products and services adapted to the features of the 
Web. A lot of questions arise when a marketer wants to create value-laden offers on the Web. 
Common questions are: How do customers view buying products on the Web? What are the 
customers’ expectations and demands of using the Web as a tool in the purchasing process? 
What service attributes can create superior customer offers on the Web? What are the unique 
features of the Web and how does one use them to their greatest potential?  
 
In 1998 Siemens-Elema AB, a medical technological equipment company was facing these 
questions since it had become clear that the company drastically needed to change its marketing 
strategy in order to increase sales of medical supplies. A competitor’s launch of an e-commerce 
site, as well as customers demands for changes, made the Internet an interesting alternative as a 
marketing channel. The primary interest was to focus on how Siemens-Elema, or any company 
intending to commence with Web-based e-commerce, could create an innovative product 
concept adapted to the Web. 
 
The aim of this study was to get an understanding of how a company could take advantage of 
the Web’s unique features when creating value-added customer offers for business-to-business 
customers. Multiple two-level case studies served as research strategy, whereas the empirical 
data was gathered through direct observations of three business-to-business e-commerce sites, 
through telephone interviews with the respondents responsible for the sites, and two of their 
customers that were using the sites. The companies selected for the study were: 1. Boeing, 
USA, and its business clients Falcon Air and Braathens Malmö Aviation, 2. Cisco Systems, 
USA, and its business clients Salcom AB and Merkantildata ASA, and finally 3. Dorab AB, 
Sweden, and its business clients Aftonbladet AB and Jönköping Stadsbyggnadskontor.  
 
The analysis resulted in a number of findings and conclusions. Firstly, the study showed on 
great similarities between the organizational customers’ perceptions of what is critical and what 
is not in order to do business on the web. A bundle of criteria such as convenience, ease of use, 
reliability and security have been identified as critical for all cases. Others criteria such as 
speed of delivery, quality, up-to-date information, and local adaptation seem to be depending 
on different market requirements such as industry and product categories.  
 
The study also revealed that the e-commerce sites greatly increased the perceived total 
customer value due to the determinants; offer value, time cost, monetary cost, and energy cost, 
although the sites have different customer offerings in terms of functionality and content. In 
general, the companies’ e-commerce sites added value by offering a set of new services to the 
customers and making the total customer-offer more attractive. The analyzed e-commerce sites 
further enabled a more effective usage of human resources and fewer errors in the ordering 
process. In some cases, they reduced inventory costs, which improved the customer delivered 
value further. Fast access to information any time the customer needs it, and the flexibility to 
place orders outside regular office hours also lead to increased customer satisfaction. However, 
the customer delivered value could increase even further if an integrated order system is 
guaranteed. This is in order to avoid duplicated order entry in the internal and the supplier’s 
order system. 



 
The study further proved the importance of designing Internet offers that support interaction 
between the customer and the supplier during the three sales phases: pre-sale, sale, and post-
sale. It was, however, very difficult to find patterns or similarities in each case and between the 
cases. Nevertheless, independently of the industry, there are some core services that the 
majority of the interviewed customers agreed upon, and which the study has identified as a 
basic Internet offer. These core services can be viewed in the table below. 
 
Pre-sale Sale Post-sale  

 Product catalogue 
(incl. descriptions 
and prices) 

 Advanced search 
engine 

 Express order tool  Package tracking Must be available 

 Company policies, 
terms, and 
conditions 

 Inventory access 
 Notice on received 

order 

 Invoice agent and 
information 

Should be available 

 Customized 
information and 
applications 

 Various delivery 
options 

 Saving order drafts 
 Electronic 

payments 

 Trouble shooting 
guide 

 Product manuals 
 Web training, such 

as seminars and 
courses 

Added-value services 

 
What has become clear during the study is that the key features of the Web have greatly 
influenced the customers experienced value of the suppliers offers. Features such as global 
access, immediate real-time access, virtually infinite space, multimedia, interactivity and 
database driven information are capabilities that highly enhanced the three analyzed company’s 
business. However, the study reveals that companies today do not take full advantage of the 
Web’s key features when developing Internet offers. In order to provide customized 
information and application the companies need to exploit features such as data mining and 
user tracking. This would increase the customer value even further.  
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We are among those lucky students who had the opportunity to look into a completely new area 
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READING MANUAL 
 
The study is outlined by seven chapters named: Research Problem, Literature Overview, Frame 
of Reference, Research Methodology, Empirical Findings, Analysis, Conclusions, Implications 
and Suggestions. 
 
 

Chapter 1 
 Research Problem 

 
 
 
 
 
 

Chapter 2 
Literature Overview 

Chapter 3 
Frame of Reference 

Chapter 4 
Research Methodology 

Chapter 6 
Analysis 

Chapter 5 
Empirical Findings 

 
 
 
 
 
 

Chapter 7 
Conclusions, Implications 

and Suggestions 

 
 
 
The reading manual gives instructions on how the study can best be read through, from the 
perspective of four different interest categories. 
 
Academic perspective: should read all parts in a chronological order to get a deeper 

understanding of previous marketing literature and theories within 
the field of the Internet, the Web, customer offering, and its 
similarities and dissimilarities to the cases in the study. 

 
Business perspective: should read the introduction chapter, the frame of reference, the 

research methodology, the conclusions, implications, and 
suggestions in order to get ideas and insights into how to take into 
consideration the implications of the Internet and the Web, in this 
development of customer offers. 

 
Theoretical perspective: should read the theory chapter in order to get insights into literature 

and theories within the field of the Internet, the Web, electronic 
commerce and the design of customer offers. 

 
Curious perspective: should read the executive summary, conclusions, implications, and 

suggestions to get a quick insight into the implications of the Internet 
and the Web on a company’s offering to its customers.  
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Chapter 1 – Research Problem 
 

1 RESEARCH PROBLEM 
 
This chapter gives an introduction to the advantages companies may experience by employing 
electronic commerce¹. More importantly, it introduces certain issues a company must deal with 
before implementing the Internet¹ as a sales tool. In the problem discussion section, one of 
these very important issues are highlighted and formed to this paper’s specific research 
problem. The chapter concludes with the purpose of the study and research questions, as well 
as the demarcations that were made.  

1.1 Introduction 
The tremendous growth of electronic commerce on the World Wide Web¹ has led to a critical 
mass of consumers and companies participating in a global electronic marketplace [9]. The big 
hype surrounding the Web is giving place to a more realistic view and corporations are now 
discovering the possibilities for creating new ways to interact with suppliers, trading partners 
and investors [32] [41].  
 
However, the opinions differ on how the Web will affect and change the way of doing business. 
Some believe that we are standing on the edge of a new era where most traditional business 
models will disappear, and the wired consumer and wired organization will function in 
harmony [39] [14]. Others are more restricted and view the Web as a new and complementary 
sales channel [32] [40]. 
 
Most researchers do agree on the vast benefits of Web-based e-commerce, such as fairly low 
entry and exit barriers, 24 hours access globally, and immediate real-time access¹. Moreover, 
the interactivity¹ makes it possible to direct communication with customers and at the same 
time capture valuable customer information [5] [34].  
 
Not only is the Web a direct connection to customers, it is also a platform for innovation. In a 
world of fierce competition, the Web implies new opportunities to differentiate products and 
services and create added value¹ to the customer [22] [35]. 
 
Companies that do not realize the benefits of doing business on the Web are condemned to 
doom [35].  
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1.2 Background 
The initial interest in e-commerce arose in the business-to-consumer¹ sector, and it is also in 
this area where most research has been conducted until today. However, the real impact of 
Web-based e-commerce are expected to be in the business-to-business¹ sector [33] [36]. 
 
Business-to-business e-commerce is nothing new. Electronic Data Interchange¹ (EDI) has been 
around for years but it is expensive and is beyond the scope of all but the largest companies. 
With the Web, e-commerce is now viable for companies of all sizes [33] [36].  
 
One major shortcoming of the ongoing discussion of e-commerce is the primary emphasis on, 
and the investments being made in technology. However, in order to meet the new conditions 
on the electronic market, companies must first rethink their business strategies, something that 
particularly traditional companies are having difficulties doing [21]. This has lead to an 
increasing need for companies to evaluate their business processes and to develop new products 
and services adapted to the features of the Web [35]. 
 
Sundt (1998) believes that there are five key criteria for gaining e-commerce success: 
1. Market Approach - Providing different information for diverse customer groups. 
2. Organizational Integration - Achieving fully integrated e-commerce, rather than having it as 

a parallel business process. 
3. Partnerships - Changing the sales approach so that companies share information with their 

customers about their products and services and those of their business partners. 
4. Product/Services - Tailoring innovative products to suit the needs of the Internet 

community, rather than selling old products as new. 
5. Segmentation - Offering innovative approaches to advertising, which add value to what, is 

on offer to the customer. Many companies fall into the trap of offering the customer, based 
on the buying pattern, the same product over and over again. 

 
Fletcher (1998) summarizes this into one sentence: The successful firm will be one that 
successfully adapts to the changing conditions both by improving the efficiency and 
effectiveness of its internal operations and the matching ability of its offerings¹ to give the 
greatest possible customer satisfaction.  
 
Moreover, the Web offers the opportunity to not solely compete on the basis of price. Instead, 
the Web gives the ability to satisfy customer needs based on sought benefits, which means that 
pricing is dependent upon value to the customer, not costs. This results in the delivery of value-
laden benefits, for example convenience or saving time [5]. 
It has been pointed out that e-commerce is no longer only about using an online catalogue to 
take orders, it is now about saving customer time and irritation by providing better service and 
technical support [38].  
 
For a company providing a product or commodity, the Web gives increased possibilities to 
augment the traditional product with value-added services and thereby differentiate the offer 
from what competitors provide – the product becomes a “servicized” product [14].  
Based on this statement, the delivering process of products on the Web can be compared with 
the delivery process of services in the visual world, in which Hubbert (1998) points out that the 
customer is taking on an active role and participating in the service delivery sequence. 
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Chapter 1 – Research Problem 
 

 
Companies are urged to focus on customers’ individual needs by designing the right portfolio 
of products, information and services. In doing so, companies need to recognize the unique 
features¹ of the Web, which distinguish it in important ways from conventional marketing 
media [22]. 
 
This section has shown the necessity of further research on how established companies should 
take on an innovative approach in order to develop customer offers specially designed to the 
electronic market place.  
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1.3 Problem Discussion 
There too many companies that started investing in an Internet presence without first having a 
sound business strategy. Due to the costs of running an online presence on the Web, companies 
might have to leave the electronic marketplace, as they can't find enough business justification 
to maintain their presence [31].  
There are strong reasons to believe that there is some truth to these findings and it is therefore 
of high interest to look more closely at how a company could succeed in e-commerce through 
providing innovative and customer-focused offers on the Web. 
 
Siemens-Elema AB², a medical equipment and supply company, is one of many firms that are 
considering starting with e-commerce. The company is experiencing intense competition in 
their industry, and especially within the medical supply segment. These products can be seen as 
commodity products where price is often the main commercial selection criterion among the 
customers.  
Immediate real-time access for customers, the possibility to customize¹ and the tendency 
toward “servicized” products are unique for the electronic marketplace. Siemens-Elema sees 
these capabilities as a clear advantage when intending to differentiate its products and compete 
on value-laden services rather than price. In order to do so, they have to know their customers 
extremely well. Not only must they understand their needs and wants, but also what they value 
and appreciate.  
 
A lot of questions arise when a marketer wants to create value-laden offers on the Web. The 
most common are: How do customers view buying products on the Web? What are the 
customer’s expectations and demands for using the Web as a tool in the purchasing process? 
What service attributes¹ can create a superior customer offer on the Web? What are the unique 
features of the Web and how does one use them to their greatest potential?  
 
The need for a better understanding of value-added customer offers on the Web, lead us to 
formulate the following research problem: 
 
How can a company take advantage of the Web’s unique features when creating value-added 
customer offers towards its organizational customers? 
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1.4 Purpose of the Study 
The aim of this study is to get an understanding of how a company could utilize the unique 
features of the Web and create innovative and valuable customer offers. This will be done 
through answering the three research questions that have been formulated after studying the 
research problem. The research questions are presented below: 
 

• What are the customers’ primary criteria in order to use the Web as a business tool? 
 

• How can e-commerce on the Web create added customer value? 
 

• How should an Internet offer on the Web be designed in order to attract customers?  
 
We believe that the chosen approach will be suitable for this particular study. We also believe 
that this approach will help us to answer the questions that companies intending to start with e-
commerce are facing. This is, however, a so far unexplored research area, since we are dealing 
with organizational customers and not end consumers buying over the Web.  

1.5 Demarcations 
Due to the fact that Web-based e-commerce is a fairly new phenomenon in business-to-
business among the European countries, it was not easy to find appropriate business customers 
to include in the study. The study may be narrow in scope, but time and cost limitations 
restrained us from conducting the research on a bigger scale. Ideally the US market would have 
been included, where e-commerce is relatively developed. 

1.6 Outline of the Report 
Chapter 2 treats theories that are previously published and relevant to this study. Chapter 3 
presents the operationalization for this study, which is the foundation of the frame of reference. 
Chapter 4 describes various research methods and presents the selected research methods for 
this study as well as data collection, and the reliability and validity of the collected data. 
Chapter 5 provides the presentation of the cases, and in Chapter 6 is the data analyzed. Chapter 
7 presents the general findings and the conclusions drawn on the findings. The chapter ends 
with looking at the implications the results of the study might have, and some suggestions on 
further research. Appendix I gives an introduction to Siemens-Elema AB and the project that 
initiated this study. In Appendix II, the interview guide is presented.  
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2 LITERATURE OVERVIEW 

2.1 Introduction 
In the previous chapter we discussed the growth of electronic commerce on the Web, the new 
opportunities to differentiate products and services, the need for research within this area, and 
finally, introduced the research problem. This chapter will present various theories and models 
in the field of designing value-laden offers on the Web. The theories were studied in order to 
increase our knowledge of the subject and thereby be able to make a theory selection. The 
selected theories will lay the foundation for developing a valid and reliable frame of reference 
that will support our study. The base for our choice of theories is the research problem that was 
presented in chapter one.  
 
The research problem: 
 

How can a company take advantage of the Web’s unique features when creating 
value-added customer offers towards its organizational customers? 

 
Due to the fact that offer design on the Web is a fairly new phenomenon, theories approaching 
the subject as an entirety are very limited. Thus, we had to search for theories within the 
traditional marketing literature, i.e. what has been written about the design of products and 
service offering more in general. Some articles and theories have recently emerged that take the 
Web into account among the newer electronic marketing literature. The theories presented in 
the following sections are thereby a combination of well-known and mostly used theories in the 
field of offer design and value creation, together with more recent theories in the field of 
electronic commerce over the Web.  
 
Firstly, we will describe and provide important aspects of the Internet and electronic 
commerce. Secondly, we will present a number of concepts concerning customer offer design 
and customer value delivery. These concepts will be presented in the four main sections below. 
 
Section 2.2 Internet and the World Wide Web describes the Internet, the features and the 
capabilities of the Web.  
Section 2.3 Electronic Commerce discusses the definition of electronic commerce, development 
as well as the structure of e-commerce. Further the section provides relevant literature found on 
electronic commerce and the Web that pinpoint important aspects to consider in the area. 
Section 2.4 Offer Design provides literature on relevant concepts found on customer offerings 
of products and services both from Industrial marketing, Service marketing and from new and 
evolving perspectives within the field. 
Section 2.5 Customer Value Creation presents literature on relevant theories and models on the 
creation of customer value. 

2.2 Internet and the World Wide Web 
These days, it is difficult to read a newspaper, glance into a magazine, or watch television 
without seeing some reference to the Internet, the World Wide Web (WWW), and the new 
services available on it. In some cases the two terms are used interchangeably, which can make 
it difficult to distinguish what is what, and how they have an effect on the way companies can 
approach customers with their offerings.  

 
Creating Value-Added Internet Offers   Page 16 
 



Chapter 2 – Literature Overview 
 

In this section, we will devote our time to clarify what Internet and the Web are, in order to 
have a common understanding of their features and their capability to enhance company 
business when engaging in electronic commerce.  

2.2.1 What is the Internet and the World Wide Web 
The rapid adoption of Internet as a commercial medium has caused companies to experiment 
with innovative ways of marketing to consumers and companies in computerized environments. 
This has led to an expansion of the Internet beyond the utilization as a communication tool to 
instead regard the Internet as a new marketplace. [9] 
 
The Internet is an open-end network of computers and communication networks that now 
encircle the globe, connecting universities, companies and people all over the world. It is 
continuously growing through addition of new networks, computers, and user connections at a 
rate that far exceeds any previous growth trend associated with modern technology. There is no 
single administrative authority that owns, controls or manages the Internet, nevertheless its 
users undoubtedly benefit from access to information resources and services from around the 
world that can be brought directly to their desktop computer. [21] [10] 
 
The most exiting commercial developments are occurring on a part of the Internet known as the 
World Wide Web (WWW). The WWW is a distributed hypermedia environment within the 
Internet, which was originally developed by the European Particle Physics Laboratory (CERN) 
in Geneva, Switzerland.  Global hypermedia allows multimedia information to be located on a 
network of servers around the world, which are interconnected allowing one to travel through 
the information by clicking on hyperlinks. Any hyperlink (text, icon or image in a document) 
can point to any document anywhere on the Internet. The user-friendly homepages of the 
WWW utilize the system of hyperlinks to simplify the task of navigating among the offerings 
on the Internet. [5] 
 
The popularity of the WWW as a commercial medium (in contrast to other networks on the 
Internet) is due to its ability to easy facilitate global sharing of information and resources, and 
its potential to provide an efficient channel for advertising, marketing, and even direct 
distribution of certain goods and information services. Thus, the WWW can support a 
streamlined network of business processes that involve dealings and transactions with 
customers and other businesses. It can simplify the creation, manipulation, transfer and storage 
of information flows, paper-based information forms or documents between business and 
customers. [5][21] 

2.2.2 Key features of the Web 
As a fundamentally new communications technology, the Web distinguishes itself from 
conventional media by integrating seven key capabilities to enhance a company’s business. [3] 
Several researchers refer to these capabilities as being the main benefits when doing business 
on the Web. [4] [5] [6] 

• Global access 

• Immediate real-time access 

• Virtually infinite space  

• Multimedia 

• Interactivity 
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• Data base driven information 

• Data mining and user tracking 
 
Global Access. Never before in any medium have so many people all over the world been able 
to access and interact with the same information sources. Today, almost anyone with a 
computer and a modem anywhere on Earth can connect with diverse sources of information as 
well as other “wired” individuals. Understanding the Internet’s capability for global 
communication offers companies important opportunities to bring their message to a worldwide 
audience and to maximize the benefits of their investment in the Web. [3] 
 
Immediate, Real-Time Access. Today, the Web is accessible 24 hours a day, 7 days a week. 
Internet users access diverse sources of information by sending digital signals to host 
computers in any part of the world, resulting in near instantaneous delivery of desired 
information. Such immediacy is called real time because, unlike conventional media, users 
themselves control when they send or receive these near-instantaneous information transfers. 
Likewise, information placed up on the Net can be changed and updated in real time as well. 
Product catalogues, pricing, sell sheets, and a host of other business materials can be kept fresh 
and up-to-date with immediacy never before possible in any medium. [Ibid] 
 
Virtually Infinite Space. Once a company has a business Web site up, space in which to publish 
information resources is virtually free. Page after page of information can be posted on this site 
with no limitations, other than the amount of storage space the company have connected to its 
host server. That is because space on the Internet is virtually infinite. By comparison, space in 
conventional media is limited and often costly. On the Web, sellers can tell customers 
everything about all their products for a fraction of the cost and customer can choose what most 
interest them. Companies only have to ensure that everything is there, ready to be easily 
accessed by customers. [Ibid]  
 
Multimedia Delivery. Multimedia can be defined as communication and technology that 
integrates a variety of distinct media types into a single, hybrid presentation. Today, text, 
graphics, photos, audio, animation, video broadcast, and even 3D virtual reality spaces can be 
offered on the Web. For business, multimedia on the Web brings opportunities to communicate 
with buyers with an unprecedented power and immediacy. Product information, customer 
service, technical support, training, and many other aspects of business communication can be 
amplified on the Web. That is exactly what is beginning to happen. [Ibid] 
 
Interactivity. Perhaps the single most important, and arguably the least well understood 
capability of the Web is interactivity. Interactive communications on the Web are two-way 
communications during which users both provide and receive information. Depending on user 
choices, interactive communications can be: 

• one-to-one interactions as in the case of a product purchase 
• many-to-many as in a threaded technical discussion group 
• one-to-many as in an online tour of a manufacturing operation 
• many-to-one as in a user’s request for assistance on a problem 
• any combination of these general forms 

To succeed on the Web, marketers must understand that because of interactivity their customers 
now have the ability to choose and control the content, timing, and pacing of their 
communications. As a result, interactivity enables and requires creation of new, enhanced, 
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interactive relationships between buyer and sellers. Thus, designing highly interactive business 
features has become essential to maximizing the business benefits of a company’s Web site 
[Ibid] 

 
Database-Driven Information. The Web offers marketers the opportunity to use powerful 
database-driven networking capabilities to enable and enhance existing business information 
systems. Highly efficient database-driven content management can deliver significant business 
benefits: 

• Companies can make the right information available to the right users, in the right format, 
at the right time. 

• Business can link vast corporate storehouses of information to employees, partners, and 
customers. 

• Users can quickly and easily locate and interact with people, information, and resources 
they need to succeed. 

The company doesn’t have to organize all the content in advance for the customer. The 
customer can select what they want, and then a special Web page can be built for them on the 
fly. In this way the customers are automatically getting individual attention on a 24-hour basis. 
[Ibid] 

 
Data Mining and User Tracking. With the rapidly declining cost and increasing power of 
information processing, companies are able to remember every detail of each relationship with 
each customer. Thus, they are able to offer tailored communications, personalized service, and 
mass-customized products. 
Tracking is the first step in trying to understand the customer base better through Internet. 
Tracking Web site users involves three phases in a recursive loop: 

1. Collecting data provided by users themselves both actively and passively on the Web. 
2. Analyzing the data to extract meaningful information about users’ preferences as well as 

business processes and activities. 
3. Incorporating that information into better services and products for users, and better business 

practices and enhanced business activities for the company. 

As customer navigate a site and make purchases, the market intelligence and customer data 
gathered can eventually form profiles of particular users, to be developed into templates for 
delivery of personalized information. Ideally, this data will shape new or improved products, 
services, and interactive features conforming to the needs of each user. Success on the Web can 
only be reached by the knowledge a company gain about their customers. [Ibid] 

2.3 Electronic Commerce 
In the previous section the paper brought up the Internet and the World Wide Web. In this 
section, we will clarify what electronic commerce is, and cover the development of traditional 
electronic commerce that originates from electronic data interchange (EDI) to its movement to 
the Internet and the World Wide Web. Further, some crucial aspects on Internet commerce to 
consider when conducting electronic commerce will be mentioned. 

2.3.1 What is Electronic Commerce? 
During the literature study many different definitions of electronic commerce aroused, which 
can be sometimes confusing in conversations concerning electronic commerce. There is 
definitely no shortage of definitions. 
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Some academics see electronic commerce as a wide array of telecom applications that support 
commercial activities: 
 
“…the sharing business information, maintaining business relationships, and conducting 
business transactions by means of telecommunications networks: includes not only the buying 
and selling of goods, but also the various processes within individual organizations which 
supports that goal.”[23] 
 
“…a modern business methodology that addresses the needs of organizations, merchants, and 
consumers to cut costs while improving the quality of goods and services and increasing the 
speed of service delivery. The term also applies to the use of computer networks to search and 
retrieve information in support of human and corporate decision making.” [24] 
 
The industry focus tends to be narrower, viewing electronic commerce as buying and selling 
goods over the net. 
 
“… all the marketing and selling and various other business-related activities that take place 
over a network.”[25] 
 
“...all the activities you could conduct online to interest a customer in your products before the 
sale, as well as fulfillment and customer support after the sale.”[26] 

2.3.2 From Traditional to Internet-Driven Electronic Commerce 
Electronic commerce is a new and certainly trendy name, but the practice it refers to originated 
a half century ago. This practice became electronic data interchange (EDI), the computer-to-
computer exchange of standardized electronic transaction documents. Although what can now 
be called traditional e-commerce has included business practices built around computer-to-
computer transmissions of variety of message forms, bar codes, and files, the use of EDI has 
led to the most significant organizational transformations and market initiatives. Some well-
known cases in point are Wal-Mart, Levi Strauss, General Motors, and other companies that 
have built new kinds of relationships with their suppliers and customers through bilateral 
electronic linkages. Electronic integration, supported by EDI and other information 
technologies, drastically reduces time and space, but also limit competitive opportunities. [23] 
 
Traditional electronic commerce, conducted with the use of information technologies centering 
on electronic data interchange (EDI) over proprietary value-added networks, is rapidly moving 
to the Internet. The Internet’s World Wide Web has become the prime driver of electronic 
commerce, which has been vastly broadened and redefined by the use of the new medium. It is 
the arrival of the commercial use of the Internet, driven by its World Wide Web subset that has 
been defining new e-commerce since 1993. The Internet offers an open platform for new e-
commerce, removing the long lead times, asset specificity, and bilaterally of e-commerce based 
on the traditional proprietary EDI. [23] 
 
In a broad sense, all the major computer and telecommunications technologies, and database 
management in particular, undergird e-commerce. The set of technologies driving e-commerce 
is embodied today in the Internet. This conglomerate is a transformational technology that has 
challenged old assumptions and helps shape new workplaces, organizations, and markets. [23] 
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2.3.3 Structures of Electronic Commerce 
Structures of E-commerce cover the three categories:  
 
 consumer-oriented commerce 
 business-to-business commerce 
 inter-organizational electronic business 

 
The most highly touted applications of e-commerce are consumer-oriented. They include home 
shopping, banking, and stock brokerage, accompanied by on-line advertising. The immense 
potential of this segment is driving much of the interest in e-commerce. 
The other principal consumer-oriented segment is infotainment-on-demand. The segment 
builds on the Web as a new communication medium, whose nature is as yet being explored. 
Infotainment ranges from education, through the delivery of specialized information, on to 
entertainment. Many educational offerings can respond to just-in-time, specialized 
requirements. [23] 
 
The business-to-business supplier-customer linkages maintained with EDI is the best 
established category of e-commerce application. This category will be vastly expanded by the 
growth of new e-commerce, leading in many cases to inter-organizational supply-chain 
management. The business-to-business commerce is facilitated by consortia such as 
CommerceNet and by firms that organize industrial marketplaces on the Web. The fastest 
growing area on this level of e-commerce is the intranet- and extranet-based information 
sharing and collaboration. Intranets support the opening of the organizational databases and 
data warehouses within the firm, dissemination of information on Web pages, as well as 
geography-independent team-oriented collaboration within the corporate firewalls. [23] 
 
The formation of inter-organizational electronic business is being supported by the integration 
of supply chains, promoting just-in-time manufacturing, pulled by the actual customer orders. 
The partners’ value chains are integrated to a significant extent with the use of information 
systems and telecommunications networks. The visibility of stocking levels throughout the 
supply chain helps to minimize inventories and to reduce working capital. This mode of 
operation imposes tight constraints on intra- and inter-organizational coordination, in which 
intranets, extranets, and the Internet in general may be expected to play a significant role. By 
securely linking its sub networks with those of business partners in an extranet that relies on the 
Internet connectivity and software, the enterprise and the involved partners can coordinate 
product development, production, and delivery. [23] 

2.3.4 Primary Internet Commerce Criteria 
Researchers have identified several criteria that have to be fulfilled in order to secure that the 
customer perceives the Web as a natural purchasing tool, and to create successful e-commerce. 
Fletcher (1995) draws attention to both service and system-related prerequisites. These 
prerequisites are ultimately linked to the relative advantages electronic commerce offers 
compared to conventional commerce activities and thus customer satisfaction. [1]  
 
Speed of delivery. This is essential, particularly for end consumers and home-shoppers. Few 
customers will have to wait three to four weeks, when conventional purchasing will acquire the 
same product within 24 hours. A long delay requires pre-planning to ensure existing products 
do not run out and thus detracts from the convenience of purchases. 
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Quality. This is frequently subjective in nature, and the provision of recognized brand names 
helps create the image of quality range. In order to maintain a quality provider, a no questions 
asked return policy, prompt replacement of defective or broken products, and friendly, efficient 
customer service and order placing could be essential in a company’s e-commerce strategy. 
 
Up-to-date information. Consumers object strongly to shops displaying inaccurate shelf 
pricing, special offers not being in stock, certain sizes not being available and other price or 
product changes. These problems are made worse when dealing at a distance and suppliers 
must ensure information is kept up-to-date if the enthusiasm and loyalty of customer is to be 
kept. 
 
Ease of use. The lack of ease of use is often the result of a technology focus, with little or no 
attention being paid to the demands of the marketplace. A poorly designed system will 
encourage errors in ordering or unauthorized use of the system, and hence dissatisfaction.  
 
Reliability. This relates to the reliability of the service and the technology. While technology 
can be used to improve customer service, it can equally well destroy it. With the improvements 
in technology there is much less justification for blaming the computer for human failings in 
design or operation. 
 
Convenience. Convenience means different things to different people. Clearly, users will only 
accept a lack of convenience, whether from buying over the Web or traditional retailing, if 
other aspects are felt to balance this out. As users become more experienced with buying 
electronically, they will demand increasingly more convenient and hence sophisticated 
interfaces. 
 
Legal environment. One distinct cloud on the horizon is that the legal situation relating to 
electronic commerce over the Web is extremely unclear. There are several issues and 
challenges that a company has to deal with when putting up a commerce Web site. These 
include the security issue, payment systems, as well as copyright, taxes and encryption. 
 
During a seminar arranged by the Swedish Trade Council some additional prerequisites in 
order to succeed on the Web arose. Several experts in business strategies for international 
electronic businesses were participating, all with varying background and experience. Below 
follow the most critical issues that a company has to deal with, when intending to start with, or 
improving its Web commerce site. [2] 
 
Local adaptation. Internet implies global access. However, it is just as important in the virtual 
world as in the real world, to adapt the Web site to the various countries and cultures. Even if 
most of the business customers have some knowledge of the English language, they most likely 
prefer to take part of product and purchasing related information in their own language. 
Further, currencies and payment methods are other issues that the company has to adapt to the 
specific market. Companies underestimating the need for local adaptation will face problems in 
succeeding in e-commerce over the Web. (Ibid) 
 
Fast connection and respond times. A slow Web site is a poor site. Unless the connection time 
is fast, the Web will put off many frustrated users. Thus, the site has to be functional and fast to 
down load in order to compete with conventional methods. Transactions must be accomplished 
rapidly and in an effective manner. In conjunction with fast connection times, the company has 
to guarantee prompt responds concerning customer service and support. (Ibid) 
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Build confidence and trust. The main problem today facing electronic commerce is security. 
Customer will not be comfortable in carrying out business transactions on the Web until they 
are convinced of its security. The company has to develop a secure site and guarantee that the 
information the customers provide will be used correctly. Maintaining privacy on the Web is 
essential to the majority of the Internet customers. Companies already possessing over a well-
established brand will probably have an advantage towards less known companies in this issue.  
 
Functional and user friendly. The Web commerce site has to be well structured and easy to 
navigate. The easier it is to find the right information and to place orders, the more business 
will the Web generate. Thus, features and different tools on the Web site must be simple and 
functional to utilize. (Ibid) 

2.4 Customer Value Creation 
As in the offline world, companies running an online business have the greatest interest in 
maximize delivered customer value. Below follow two conventional concepts on customer 
value creation. 

2.4.1 Customer Delivered Value 
Kotler (1996) define customer delivered value as; ”… the difference between total customer 
value and total customer cost. Total customer value is the bundle of benefits customers expect 
from a given product or service. Total customer cost is the bundle of cost customer expect to 
incur in evaluating, obtaining, and using the product or service.” This is illustrated in figure 2.1. 
 
When the marketer aims at improving the customer delivered value there are two alternatives. 
He can either try to increase total customer value or decrease total customer cost. The former 
calls for augmenting the offer’s product, services, personnel, and/or image benefits. The latter 
calls for reducing the buyer’s cost. The marketer can reduce the price, simplify the ordering and 
delivery process, or absorb some buyer risk by offering a warranty [18]. 
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2.4.2 Greater Value Consciousness 
In conjunction with Kotlers’ value definition, Sheth and Sisodia (1997) states that the customer 
in the future will demand and receive more value in exchange for the four primary resources at 
their disposal: money, time, effort, and space.  
 
Money. Customers will expect to pay less for most products. They will willingly pay more, 
provided that the additional value offered exceeds the incremental price. Because of their recent 
experience with major product categories, such as computers and consumer electronics, 
customers have come to expect as a given the proposition that products get better and cheaper 
over time. An era of negative inflation will characterize many product categories. 
 
Time. For many customers, time is a more valuable currency than money. Many customers will 
gladly make a trade-off, paying a higher price if they can save time in the process. Marketers 
must be extremely wary of placing heavy time demands on their customers. 
 
Effort. As life gets more complex in so many dimensions, customers are looking for 
convenience and simplicity wherever they can find it. 
 
Space. Given a choice, customers would rather not be forced to warehouse large quantities of 
products in order to benefit from lower prices. Heavy users should get the advantages of scale 
economy; however, they should not have to swallow huge lumps of inventory in order to do so.  
 
Value buying will become paramount, as customers become more value-conscious than ever. 
They will be better educated about offerings. Given the efficiency with which information will 
be shared between customers as well as customers and companies, it will be almost impossible 
for companies to survive without delivering peak value. In contrast with the past, customers 
will respond far more to innovation-based differentiation than to image-based differentiation. 
[19] 

2.5 Offer Design 
In the previous sections of the chapter the paper introduced the environment that a customer 
offering via electronic commerce is surrounded by. Not only is it important to understand 
Internet and the Web to develop value-added customer offerings but also the structure and the 
view on the offering itself. In this section the paper therefore provides literature on relevant 
concept found on customer offerings of products and services. The first three concepts are well-
established theories within the marketing literature. The latter two are more recent theories and 
describes web-based offer design in a broader sense, i.e. during the complete business process 
and in interaction between buyer and seller. 

2.5.1 The Total Offer Concept 
The understanding of what a customer buy is essential for the marketer. A consideration of the 
value delivery sequence suggests that one put aside distinctions between goods and services. 
Customers do not only buy products or services - when they buy, they expect benefits and 
value from the total offering. An offer can be visualized as a molecule with the nucleus or core 
in the center, surrounded by a series of both tangible and intangible attributes, features, and 
benefits. If one thinks of the core as offering the customer essential solutions, then the 
surrounding offer is about service support of various kinds. [13] 
The offer can be viewed at several levels. These include: 

• Core or generic. This is the essential solution of a customer's need. 
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• Expected. This consists of the core product together with the minimal purchase conditions, 
which need to be met. 

• Augmented. This is the area, which enables one offer to be differentiated from another. 

• Potential. This consists of all potential added features and benefits that are or may be of 
utility for some buyers. 

 
A firm’s offer is a complex set of value-based promises. People buy to solve problems and they 
attach value to any offer in proportion to this perception of its ability to achieve particular ends. 
This is refereed to as the total product concept. In figure 2.2 and table 2.1 below, the personal 
computer market has been used as an example for comparative analysis. [Ibid] 
 

Figure 2.2. The Total Product Concept (Christopher et al., 1994) 

Total product 
is the sum of 
all four levels 

 Core

Expected

Augmented 

Potential

 

 
Product level Customer’s view Marketer’s view Personal computer 

example 

Core Product Customer’s generic 
need, which must be 
met. 

Basic benefits which 
make product of interest.

Data storage, 
processing. Speed of 
processing, retrieval. 
 

Expected Product Customer’s minimal set 
of expectations. 

Marketer’s product 
decisions on tangible 
and intangible 
components. 
 

Brand name, warranty, 
service support, the 
computer itself. 

Augmented Product Seller’s offering over 
and above what 
customer expects or is 
accustomed to. 

Marketer’s other mix 
decisions on price, 
distribution and 
promotion. 

Diagnostic software, 
trade-in allowance, base 
price plus options, 
dealer network. User 
clubs, personal selling. 
 

Potential Product Everything that 
potentially can be done 
with the product that is 
of utility to the customer.

Marketer’s actions to 
attract and hold 
customers regarding 
changed conditions or 
new applications. 

Use as a system 
controller, facsimile 
machine, music 
composer, and other 
areas of application. 

Table 2.1. The Total Product Concept (Christopher et al., 1994) 
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2.5.2 The Customer Needs and the Design of the Service Offer 
Arnerup and Edvardsson (1992) stress the importance of customer orientation in service 
marketing. The modern way of thinking implies focusing on the customer; this does not only 
include quality in the relationships to external customers, but also quality in the internal service 
chains and in relationships to suppliers and additional partners.  
 
One prerequisite for quality services – basic service and augmented services – which the 
company offers, is that it has to match the customers need, both primary and secondary 
customer needs (Figure 2.3).  
 

Figure 2.3. The Customer Needs and the Design of the Service Offer (Edvardsson, 1992, pp. 52) 
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Further, customer orientation does not only imply fulfilling customer needs through the service 
offer. It demands that the way the company interacts with the customer correspond to the 
customer’s expectations.  
 
Quality development is about helping the customer, to adapt to the customer, to inform the 
customer and to enlighten the customer how his needs in best way possible can be fulfilled. By 
doing so, companies can create value-laden customer offers and develop long-term customer 
relationships. The customer becomes a business partner. The successful organizations will have 
the customers development and quality as cornerstones in its strategically development. [16] 

2.5.3 Customer Needs 
Bergman and Klevsjö (1995) have proposed three groups of customer needs:  
 
• Basic needs. If these needs are not fulfilled, the customer will get dissatisfied. But a 

company cannot create satisfied customers by fulfilling these needs. They are so evident that 
the customer won't declare them. It is important to know once customer and understand their 
needs to avoid them getting disappointed. 

• Spoken needs. These are the needs the customer expects to be fulfilled and consider as 
important. In fulfilling these needs better than competitors, a company can win more 
customers. These needs are fairly easy to discover by directly asking the customers. 

• Unaware needs. When asked, the customer cannot respond to which these needs are, since 
he has not experienced them. By satisfying these needs, the product or service will have an 
attractive value to the customer. If the company can find these dimensions it can gain 
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competitive advantage and loyal customers. It is quite difficult to discover which these needs 
are. It is not enough to ask the customer, the company must understand and know their 
customer very thoroughly. 

2.5.4 The Kano Model 
It is not always enough to satisfy customers or to avoid their dissatisfaction. One should try to 
exceed customer expectations. The Kano model in figure 2.4 strives to explain the influence the 
different attributes of the offer have on the customer satisfaction. [17] 
 
Providing basic or expected attributes has the potential only to eliminate dissatisfaction, 
whereas not providing these attributes has a huge impact on dissatisfaction. Providing 
performance or spoken attributes increases satisfaction in a linear fashion. Surprise and delight 
attributes have a potential to increase satisfaction at an exponential rate. It is by finding the 
special attributes of the offer that surprise and delights the customers the company will gain 
highly satisfied and loyal customers. Important to keep in mind is that customers needs and 
expectations change with the time. Over time surprise and delight attributes become 
performance attributes, and performance attributes become basic attributes. [17] 
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Figure 2.4. The Kano Model (Kano, as quoted by Johnson, 1998) 
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2.5.5 The Web Site as a Support for the Entire Business Process 
It is at least as important to view Internet as a channel to increase customer service and to cut 
costs for regular customers, as to view Internet as a channel to target new customers. Resellers 
and other crucial partners are also important to consider for communication over the Internet. 
The value chain can be divided into three steps and the company’s Web site should support 
each of these steps; from initiating an interest in the products and services to conclude the 
actual sale and to develop the customer relationship. [7]  
 
Pre-Sale Sale Post-Sale 
A global marketing channel Transaction- and distribution 

channel 
A service- and customer care 
tool 

Table 2.2. The Web Site as a Support for the Entire Business Process (Bygdeson, 16 Mars 1999) 
 
Pre-Sale 
A global marketing channel. Marketing via the Internet must be integrated with other marketing 
activities and sales channels. If not it will be difficult for the customer, who is interested in the 
company’s products or services, to know that the company has a Web site to turn to. The main 
advantages of the Internet as a marketing tool are: 
 
• Global and local 
• Interactive 
• Source of vast information 
 
Internet gives the opportunity to act globally and reach customers at foreign markets at the 
same time as it makes it possible to customize information to every visitor’s needs. There is a 
great need to adjust information to local languages, as well as, to other local conditions. Many 
companies are mainly buying and selling products and services locally. Even if customers start 
to purchase via the Internet, they will have a greater trust in local well-known suppliers than in 
unknown foreign suppliers that gives information in a foreign language and often have much 
longer order-cycle-times than local companies. [Ibid] 
 
Internet is a living medium that easily can and should be updated and developed. It is a two-
way- communication channel, a direct link to the customer. It is crucial to promote the visitor 
to leave information about them selves and create interactivity. Give them every possibility to 
get in contact with the company. The customer is in charge and makes the choice to visit the 
Web site or to leave whenever she or he wants. By analyzing the customer movements on the 
Web site and other customer information, valuable information can be collected from the 
market, in order to improve product and service development. [Ibid] 
 
The Web site gives vast possibilities to offer customers and partners updated information, such 
as, detailed product information, manuals, technical descriptions or other company related 
information. The main advantages are real-time access to up-date information, quick access to 
information, provide and distribute information to low costs. [Ibid]  
 
Sale 
A cost-effective transaction channel. Not only is Internet a global marketing channel, it is also a 
cost-effective transaction channel. It gives customers the possibility to direct purchase products 
and services, place orders and initiate payments when it suites them and receive nonphysical 
products and services. [Ibid] 
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To reduce order-processing costs and order-processing errors, the order should automatically 
enter into an order administrative business system, whiteout human interference or the order 
being rewritten. Other important aspects to consider in electronic commerce, are how to treat 
customer claims and the return of products. [Ibid] 
 
The main part of all transactions between businesses occurs with regular customers. It is 
therefore gradually becoming more and more common with electronic invoices in business-to-
business, which enormously reduces the paperwork. Except for the electronic invoice, there are 
other payment options suitable for payment transactions via the Internet: direct payment via an 
Internet bank, credit card, Cyber cash and other smart cards. The company should give the 
customer several payment options to choose between. [Ibid] 
 
Post-Sale 
A service- and customer care tool. The company Web site should be viewed as a part of the 
company’s total offer to the customer. The more the customers returns to the Web site the 
better for business. The Web site is a mean to retain the customers and evolve the customer 
relationship, easier, better and to a lower cost than traditional means. Information and offers 
can be customized exactly to customers needs and wants. This implies a great potential to treat 
every customer individually and to develop a learning customer relationship. [Ibid] 

2.5.6 The Buyer/Seller Model 
The buyer/seller model by Mougayar (1998) is at the heart of what needs to be transformed 
electronically in the buyer/seller interaction (Table 2.3). One needs to look at each one of these 
steps, and investigate their sequential and non-sequential relationships. The goal of the 
seller/buyer model is to: 
 
1. Replace as many steps as possible with an electronically enabled capability that brings the 

cycle closer to a closed-loop process. 
2. Start to tie various steps together, as it becomes logically or financially feasible. 
3. Begin to measure the value derived from the new processes. 
 
The steps have been identified as pre-sales interaction, product/service delivery, and post-sales 
interaction. It is important to think about how each one of these steps can be affected by end-to-
end electronic commerce. An interesting remark is that most of these capabilities rests on the 
sellers. Buyers are in a situation where they will be provided with what they need from 
suppliers that want to increase their sales volume. [8]  
 

 Sellers Buyers 

 Distribution Search/Inquire for product 
Pre- Promotion Discover product 
Sale Display Compare products 

 Pricing policy Negotiate terms 
 Receive order Place order 

Sale Authorize payment Receive acknowledgment 
 Schedule order Initiate payment 
 Build or retrieve from inventory Receive product 
 Ship product  

Post- Receive payment  
Sale Support products Request support 

 Market research Give feedback  
Table 2.3. The Buyer/Seller Model. (Mougayar, 1998, pp. 85) 
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Tables 2.4 and 2.5 explain how Internet commerce affects the seller and the buyer. 
 
Traditional Selling Steps Internet Commerce Selling 

Distribution Treat the Internet as a distribution channel where the company 
directly reaches either the end user or its reseller. 

Promotion Advertise both on the Internet and outside the organization. Also 
become present in other forms of electronic distribution 
channels on the Internet, including search engines, directories, 
and other communities of interests. 

Display Focus on the visual interface that the customers will interact 
with. Think of how 3-D and multimedia will enhance the buying 
experience of the customers. 

Pricing policy No major changes except that customers can be notified more 
immediately. 

Receipt of order This can happen in two ways: (1) by receiving the order 
electronically or (2) by interfacing the receipt of the order to the 
order entry system, therefore automating this function.  

Authorize payment Payment can be authorized by enabling a back-end interface to 
the financial institution’s authorization process, or to the 
companies own credit-granting policies. 

Schedule order This requires a business-to-business process integration, where 
the receipt of the order can trigger the scheduling of the order. 

Build/retrieve from inventory If the product has to be built or retrieved from inventory, the 
same order can trigger a bill-of-materials order or an inventory 
retrieval order. 

Ship product Integrating the shipping logistics or fulfillment process is an 
important part that sometimes gets ignored. If the product is 
”soft”, the appropriate online distribution has to take place. 

Receive payment Ideally, payment receipt is integrated to reach the companies 
financial institution in a seamless way. 

Provide support This is an easy area to begin with, because support does not 
require the company to sell electronically as a prerequisite. One 
can start supporting customers immediately for existing 
products. 

Perform market research Once the customers are electronically engaged in a relationship 
with the company, it can continue to obtain feedback from them 
about their needs. This information produces real-time market 
research benefits. 

Table 2.4. Mapping  Traditional Selling to Internet Commerce Selling. (Mougayar, 1998, pp. 86) 
 
Traditional Buying Steps Internet Commerce Buying 

Search/Inquire for product Aided by intelligent agents and interactive directories, buyers 
can search or inquire for products across various sources 
without really visiting their Web sites 

Discover product A search would have yielded the targeted product, or an agent 
would have brought to the attention the availability of a product 
the customer was waiting for. 

Compare products The same directories, which the customer has consulted with, 
allow comparing competitive products. 

Negotiate terms Customers can negotiate either by interacting with the vendor 
or by calling 

Place order The order is placed directly on the web. 
 
Creating Value-Added Internet Offers   Page 30 
 



Chapter 2 – Literature Overview 
 

Receive acknowledgment Through the Web, acknowledgment is received directly from 
the sellers’ Web site or from their Intranet. 

Initiate payment The user chooses from one of several Internet payment 
instruments. These may vary depending on whether the user is 
a business or a consumer. 

Receive product If the product is soft, it is received online. If it is hard, shipping 
logistics information is expected. 

Request support Support starts online, since that is more efficient. This could 
include live video or audio links to a customer representative. 
Support should include the ability to review a detailed 
transaction history online. 

Give feedback  Once the electronic relationship is established, feedback 
becomes ongoing. 

Table 2.5. Traditional Buying versus Internet Commerce Buying. (Mougayar, 1998, pp. 87) 
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3 FRAME OF REFERENCE 
Chapter two presented various theories in the field of offer design on the Web, as well as value 
models. Some of these theories are more appropriate to the purpose of our study than others. 
Moreover, in order to narrow the scope and due to limited resources, a frame of reference was 
developed. This chapter presents the selected theories, which forms the frame of reference, and 
lay the foundation for collecting and analyzing the required data. The theories were selected 
with respect to the research questions that were given in chapter one. 
 
In order to measure the required data there is a need to identify the concepts. A concept can be 
defined as a generalized idea about the different attributes, processes, and occurrences that are 
relevant to the research problem and thereby to the selected theories. [28] 
 
The concepts must then be made operational in order to be measured. This means that a 
concept are explained and given a meaning by specifying the activities or operations necessary 
to measure it. [28] 
 
In the following section the conceptualization of the chosen theories will be made, as well as, 
an operationalization of the concepts with respect to the stated research problem in chapter one: 
 
“How can a company take advantage of the Web’s unique features when creating value-added 
customer offers towards its organizational customers?“ 

3.1 Conceptualization and Operationalization 
This section presents three categories of theories, (1) Primary Internet Commerce Criteria, (2) 
Added Customer Value on the Web, and (3) Offer Design on the Web, all in allocation with the 
respective research question.  
 
Since Internet and the Web is a fairly new phenomenon, as well as a new transaction medium, 
it is important to be aware of its capabilities as such. Dealing with offer design on the Web 
requires knowledge in the medium’s features on all levels. Therefore, the conceptualization of 
the key features of the Web yields as a base for all of the three categories of theories that are 
conceptualized and operationalized further on in this section. The key features proposed by 
Komenar (1997) were selected since several researchers in the field of electronic commerce 
have identified them, and they are most suitable for the purpose of the study. These seven key 
features of the Web are operationalized below: 
 
• Global access Users all over the world have access to the Web. 

• Immediate real-time access Users have access to the Web 24 hours a day, 7 days a week. 

• Virtually infinite space  Vast possibilities and hardly any limitations in which to 
publish information resources on the Web. 

• Multimedia Communication with customers via the Web with a variety 
of distinct media types.  

• Interactivity Two-way communication via the Web during which both 
parties provide and receive information 

• Data base driven information Enables the customer to locate and interact with people and 
information they need to access on the Web. 

• Data mining and user tracking Provide customized communications, services and products 
over the Web. 
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3.1.1 The Primary Internet Commerce Criteria 
Fletcher (1995) has identified several criteria, both service and system related, which has to be 
fulfilled, if customers are to perceive the Web as a natural purchasing tool, and gain customer 
satisfaction. These criteria are linked to the relative advantage of e-commerce offers and are 
therefore highly suitable for our purpose of identifying the customers’ basic needs in order to 
use the Web as a business tool. Consequently, it will form a part of our frame of reference. 
 
During a seminar arranged by the Swedish Trade Council, four essential criteria were discussed 
in a debate between e-commerce experts. One of the more important ones was considered to be 
local adaptation. Hence, it will be added as a complement to Fletcher’s prerequisites. The other 
three criteria are omitted since Fletcher covers them in his more extensive sequence of 
prerequisites. The research question that will be answered is: 
 
“ What are the customers' primary criteria in order to use the Web as a business tool? “ 
 
• Speed of delivery  Fast deliveries of purchased products and services. 
• Quality Recognized brand name, correspond customer expectations. 
• Up-to-date information Accurate information on prices, products, services, and the content  
 of the Web site. 
• Ease of use Well structured and easy to use Web site. 
• Reliability Reliable services on the Web site and the technology behind. 
• Convenience Convenience of procurement over the Web, rapid transactions. 
• Legal environment Security, payment system, privacy, and encryption of transactions 
 on the Web. 
• Local adaptation Language, content, products and services, customer service, and 
 Web design. 

3.1.2 Added Customer Value on the Web 
In order to add customer delivered value on the Web there is a need to know what determinants 
that effect the value perceived by the customer. Kotler’s (1997) value delivery model forms the 
foundation of the operationalization of the customer delivered value. Sheth's and Sisodia's 
(1997) value model is very similar to Kotler's model. The single determinant not taken into 
account in Sheth's and Sisodia's model is "space". Since space is less relevant in this study, 
Kotler's value model is sufficient. Further reasons for choosing Kotler’s model are its ease of 
application and the fact that Kotler has contributed with numerous books in the field of 
marketing.  
 
Since this study is focusing on the total offer, Kotler's value delivery model called for a minor 
complementation. Instead of operationalize the two determinants product value and service 
value individually, the determinant offer value was chosen to embrace both the product value 
and the service value.  
 
Due to time available and the difficulty of gaining information about psychic cost and personal 
value these two determinants are not included in the research. Although, it should be mentioned 
that these factors are regarded equally important as the other mentioned determinants. 
The remaining determinants, offer value, image value as well as monetary, time and energy 
cost are operationalized below with respect to the following research question: 
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“ How can e-commerce on the Web create added customer value? “ 
 

• Offer value Measured in relation to how products and services were perceived by the 
customer before it was provided on the Web 

• Image value Measured in relation to how the image of the company was perceived by the 
customer before a Web commerce site was at hand. 

• Monetary cost Measured in relation to how the monetary cost for the customer has changed 
since the launch of a Web commerce site. 

• Time cost Measured in relation to how the time cost for the customer has changed since 
the launch of a Web commerce site. 

• Energy cost Measured in relation to how the energy cost for the customer has changed 
since the launch of a Web commerce site. 

3.1.3 Offer Design on the Web 
Bygdeson (1999) states that the Web site should be considered as a part of the customer offer, 
as well as, a support to the entire business process. We therefore chose to study the Web-based 
customer offer via two dimensions. Firstly, through an offer design theory that is dividing the 
total offer into three different levels of attributes, and secondly as a support to the entire 
business process, which include the pre-sale, sale, and post-sale phases. In order to make the 
conceptualization of the offer design on the Web, we first need to state our definition of the 
offer. The section will then continue to discuss suitable theories and the operationalization.  
 
The offer. The total product concept, define the offer as the core product, the expected product, 
the augmented product and the potential product [13], a definition shared by researchers. We 
have chosen this definition of the offer, since it embraces not solely the core performance 
attributes, moreover it sees the offer as tangible and intangible attributes, and the Web site can 
then be a part of the total offer. The total product concept is very comprehensive we therefore 
group together the core product and the expected product as one level of the total offer. 
 
The more accepted theories of offer design based on customer needs, with origin in service 
marketing, are too extensive, and were omitted due to time limitations and the difficulty to 
reveal the underlying customer needs. Instead the Kano model was chosen, due to its simplicity 
and easy-of-use. The model groups, both tangible and intangible, attributes of the offer into 
three different categories in a very structured way. The model further seeks to explain the 
attributes relationship with customer satisfaction [17]. For it’s proved appropriateness we will 
hereby use the Kano model. The research question that will be answered is: 
 
“ How should an Internet offer on the Web be designed in order to attract customers? “ 
 
• Basic or expected attributes Attributes of the offer, which are considered necessary and 

obvious. These attributes of the offer are required on the 
Web site. 

• Performance or spoken attributes Attributes of the offer that are considered important. These 
attributes of the offer ought to be on the Web site. 

• Surprise and delight attributes Attributes of the offer, which have a positive surprising 
effect on the customer. These attributes of the offer give an 
attractive value to the Web site. 
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Figure 3.1 shows the interaction between the Total Product Concept and the Kano Model. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

The Attributes of the Kano Model 

Basic or 
expected 
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Expected 

Augmented

Potential

Figure 3.1. The Definition of the Offer and its Interaction with the Kano Model. 
 
The models proposed by Bygdeson (1999) and Mougayar (1998) both describe the web-based 
business process. However the buyer/seller model proposed by Mougayar includes activities 
that needs to be transformed electronically in the buyer - seller interaction, and how each one of 
these activities may be affected by end-to-end electronic commerce.  
Due to the larger extent we included Mougayar's theory in the frame of reference. The model is 
operationalized with respect to the buyer and the seller, as shown in the following two tables: 
 
 Seller Interaction 
• Pre-Sale Distribution: the use of the Web as a distribution channel to directly reach end 

users or resellers. 
Promotion: extent of advertisement both on- and offline, and secure online 
directories- and search engines listings.  
Display: extent of use of multimedia to enhance the customers buying 
experience. 
Pricing Policy: fast information to the customer on price changes. 

• Sale Receive order: either receives the order electronically over the Web or by 
interfacing the receipt of the order to the order entry system. 
Authorize payment: payment can be authorized either by a back-end interface to 
the financial institution’s authorization process or to the company's own credit-
granting policies. 
Schedule order: the receipt of the order triggers a bill-of-materials order or an 
inventory retrieval order. 
Build or retrieve from inventory. 

• Post-Sale Ship products: the integration of the shipping logistics or the fulfillment process. If 
it is a non-physical product or service it is distributed online. 
Receive payment: payment receipt is integrated to reach the financial institution 
or by traditional means. 
Support products: the extent of customer support on the Web site. 
Market research: the extent real-time market research is performed to obtain 
customer feedback.  

Table 3.1. The Seller Interaction during the Sales Process. 
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 Buyer Interaction 
• Pre-Sale Search/ Inquire for products: the extensive use of intelligent agents and interactive 

directories to search or inquire products. 
Discover products: the availability of a product the customer where searching for. 
Compare products: the usage of directories or other Internet tools to compare 
competitive products. 
Negotiate terms: negotiation either direct with the vendor over Internet or by 
traditional means. 

• Sale Place order: the order is placed directly on the Web. 
Receive acknowledgment: the acknowledgment is received directly from the 
seller’s Web site or from their Intranet. 
Initiate payment: the choice from one to several Internet payment options, as well 
as, traditional payment alternatives. 
Receive products: if the product is a non-physical product it is received online. If it 
is a physical product, shipping logistic information is received online. 

• Post-Sale Request support: the usage of online support on the Web site 
Give feedback: customer feedback on the Web site 

Table 3.2. The Buyer Interaction during the Sales Process. 
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3.2 Analytical Overview 
In order to give an overview of the theory frame used in this study, figure 3.2 was created 
showing how the different theories interact, and what role they play in the context. This  study 
was made with the purpose to guide the marketer in his attempts to establish an online business, 
and above all, to aid in the process of creating value-added Internet offers. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Offer Design 
The Kano Model 

The Buyer/Seller Model 

Primary Internet Commerce Criteria 
Basic E-commerce Criteria 

Added Customer Value on the Web. 
Customer Delivered Value Model 

 
The World 
Wide Web 

The Electronic Market Place 

Figure 3.2.  Analytical Overview of the Theory Frame. 
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4 RESEARCH METHODOLOGY 

4.1 Introduction 
This chapter discusses the basic concepts central to research methodology as well as presents 
the methods that have been used in this study. The intention is to give the reader a picture of the 
plan for the study used as a guide in collecting and analyzing data. The purpose of selecting 
these methods is to ensure that the study will be relevant to the problem and use economical 
procedures. 

4.2 Deductive and Inductive 
The researcher has to consider weather to use a deductive or an inductive research approach. 
The deductive approach implies that a number of hypotheses is formed based on existing 
theories and are thereafter tested in reality, this in order to examine if the theories has any 
accordance with the reality, see figure 4.1 [12].  
The inductive approach implies that general conclusions are made with empirical facts as a 
base. This means that empirical data first is studied and then connected to the theory. Since the 
empirical data cannot include all possible observations there is a weakness in using this method 
[Ibid].  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Inductive approach 
 

Reality 
(Measuring, Interpretation)

Theory 
(Model) 

 

Deductive approach 

Observation 

Generalization 

Observation 

Hypotheses 

Figure 4.1. Inductive and Deductive Approach (adjusted from Wiedersheim-Paul et al., 1997) 
 
This research is based on a deductive approach. We started out by studying existing theories 
within e-commerce as well as more traditional theories in the field of offer concepts and value 
models. The theories and the frame of reference were thereafter used as a foundation during the 
entire survey. By conducting the survey, we could analyze the result and investigate if there 
was any accordance with the chosen theories. Hence we accomplished half a lap in the figure 
4.1. 
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4.3 Quantitative and Qualitative 
When performing a research, one can either choose a quantitative method or a qualitative 
method [12]. The quantitative method is structured and formalized, and recognized by 
selectivity and distance in relation to the source of information. The researcher is examining 
many objects in few considerations, with an objective perspective. By doing this he is striving 
to generalize the gained knowledge and the reality. Consequently the method’s result is broad 
and can be used in a statistical manner [Ibid].  
 
The qualitative method is much less formalized, and its primary purpose is to create a deeper 
understanding about the problem area. In contrast to quantitative methods the researcher is in 
this case examining one or a few objects in many considerations. Further he strives to describe 
the entirety with a subjective perspective. Qualitative methods are recognized by the nearness 
to the source of information. Information, which is mediated through words, can be called 
qualitative, whereas information, which is presented as numbers, can be called quantitative. 
 
The problem we studied is rather complex and could vaguely be expressed in quantitative 
terms. Further we wanted to get a deeper understanding of the offer concept on the Web, but 
also get the possibility to describe the entirety. Consequently the research required a qualitative 
method. Using a quantitative method would not be justified in this case, first because each offer 
varies from case to case, second because it would be far to complicated and time consuming. 
Finally, business-to-business e-commerce is a fairly new phenomenon, why it would be 
difficult to find enough respondents in order to perform a quantitative research. 
 

4.4 Types of Research 
Depending on the nature of the problem and its structure, the research will be determined as an 
explorative, descriptive or causal research.  
 
Exploratory research is conducted to get a better understanding and to clarify the nature of 
ambiguous problems [27]. Further an exploratory research is appropriate when the problem is 
difficult to demarcate, and when there does not exist a clear apprehension about what model 
should be used. It is particularly helpful in breaking broad and vague problems into smaller 
sub-problems, and it helps to eliminate ideas that are not practical and established priorities for 
further research [12]. 
 
The major purpose of descriptive research, as the name implies, is to describe characteristics of 
a population. It is concerned with determining the frequency in which something occurs or the 
relationship between to variables. A descriptive research seeks to answer questions like who, 
what, when, where, and how. Unlike exploratory research, descriptive studies are based on 
some previous understanding of the nature of the research problem [28]. 
 
The main goal of casual research is to identify cause-and-effect relationships between 
variables. Exploratory and descriptive research normally precede cause-and-effect relationship 
studies. In causal studies researchers typically have an expectation about the relationship to be 
explained [27].  
 
The nature of our problem area determined an exploratory research. This is due to the rather 
vague research area and the difficulties to demarcate. We concluded that there was a need to 
gain better understanding of the dimensions of the problem as well as to receive a fundamental 
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knowledge of e-commerce and the offer design on the Web. The proceeding of this initial phase 
of the project is described in the following section.  
 
However the study also contains descriptive elements. The research questions that were an 
outcome of the exploratory research for example describe the primary Internet commerce 
criteria. 

4.5 Research Design 
The choice of research design depends on how the information should be gathered and 
analyzed. It can be described as a choice between depth, width, and time span of a research.  
A researcher may chose from four general categories of exploratory research methods, in order 
to obtain insight and gain a clearer idea of the problem: (1)Literature search, (2)focus group 
interviews, (3)case studies and (4)experience surveys. The four categories, are illustrated in 
figure 4.2 [28].  
 

Figure 4.2. Flowchart of the Problem Discovery and Definition (Adjusted from Zikmund, 1997). 
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A literature search is a search of statistics, books, and articles in order to obtain data or get 
insights into the problem [Ibid]. 
 
Focus group interviews are an elaborate kind of study, where six to ten people are brought 
together in a loosely structured format with the purpose to discuss a certain issue. The 
discussion is lead by a moderator and the people in the focus groups are consequently exposed 
to each other’s ideas. Information obtained in these studies is qualitative and serves to guide 
subsequent quantitative study [Ibid].  
 
A third method is case studies. This exploratory research technique implies that the researcher 
intensively investigates one or a few situations similar to the problem situation. The primary 
advantage of the case study is that a complex situation or entity can be investigated in depth 
with meticulous attention to detail [28] [30].  
 
An experience survey implies that individuals who are knowledgeable about a particular 
research problem are questioned. The purpose is to help formulate the problem and clarify 
concepts rather than to develop conclusive evidence [28]. 
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Descriptive studies can also be divided in categories, which is shown in the figure below.  
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4.6 Data Collection Methods 
Data collection can be divided in two basic categories, primary data and secondary data. 
Secondary data are data gathered and recorded by someone else for another purpose that are 
used commonly in all research studies. Secondary data usually are historical and already 
assembled and they require no access to respondent or subjects. Primary data are gathered for 
the specific purpose of the current research project. All researches should start with, or with 
regard to, earlier work within the same area. The first attempts of data collection should 
therefore logically focus on secondary data. The most significant advantages of secondary data 
are the time and money that the researcher saves. Two problems that commonly arise with 
secondary data are; they do not completely fit the problem and they are not totally accurate. 
Researcher must be aware of these problems when they are collecting information, and 
therefore always consider the source thoroughly. Only when the secondary data are exhausted 
or show diminishing returns should the researcher proceed to primary data [29].  
 
When attempting to collect primary data the researcher can choose between a number of 
choices. The primary decision is whether to employ communication or observation, which is 
shown in the figure below [Ibid].  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 4.4. Primary Data Collection Methods (Churchill, 1996, pp. 270) 
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Communication involves questioning respondents to obtain information by using a data 
collection form called a questionnaire. The questions may be oral or in writing, and the answers 
may be given in either form. Observation does not involve questioning. The situation of interest 
is instead scrutinized to record relevant facts, actions or behaviors [Ibid]. 
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The first data collected was secondary in its nature, this in order to get an insight into earlier 
researches and theories within the studied area. It helped us to clarify concepts, to plan the 
empirical part of the study, and to analyze the results. The secondary data consisted of books, 
articles and Web sites as well as material that we received from the respondents such as annual 
reports, brochures, and folders. The primary data was gathered through various communication 
methods. We chose personal interviews, and telephone interviews to administrate the 
communication depending on the specific situations and possibilities. Most of the primary data 
came from the telephone interviews. This was due to our limitations in financial resources and 
geographical spreading of chosen companies. However, telephone interviews still has the 
advantages of having good control over the respondent, and there is still possible to make the 
interview relative extensive. Moreover, there is a possibility to address flexible and 
unstructured questions. The interview guide that was used was unstructured and can be studied 
in Appendix II. The interviews were recorded and one of us took notes in case of any problems 
with the recording equipment. After the interviews, we structured and organized the 
information gained from the interviews in order to be able to process and analyze it. 

4.7 Sampling 
Once the researcher has clearly specified the problem and developed an appropriate research 
design and data collection method, the next step is to select those from which the information 
will be collected. One way to do this is to collect information from each member of the 
population of interest. This complete canvass is called a census. Another way of collecting 
information is to collect it from a proportion of the population, by taking a sample. Sampling 
techniques can be categorized in two major groups: probability sampling and non-probability 
sampling [27]. 
 
In probability sampling every member of the population has a known, equal chance of being 
selected to the sample. These techniques are based on chance and include simple random 
sampling, systematic sampling, stratified sampling, and cluster sampling [Ibid]. 
 
In non-probability sampling the probability of any member of the population being selected to 
the sample is unknown. These techniques cannot be used for statistical purposes and include 
convenience sampling, judgment sampling, quota sampling, and snowball sampling [Ibid]. 
 
In consumer markets, where large numbers of customers are involved, sampling is widely used 
to reduce costs in time, effort, and money. In business markets, where relatively few customers 
are involved, a census rather than a sample may be common. If sampling is used it is rather 
judgmental than random [Ibid]. 
 
The sampling method used was quota sampling, which is of a non-probability nature. Even if 
business-to-business e-commerce has a fairly low employment rate among traditional industries 
today, our wishes was to investigate a representative sample based on several business sectors. 
The quota sampling method concluded in three companies belonging to three different types of 
industries; IT, Aerodynamic, and Office Supply - all offering their clients product procurement 
over the Web.  
 
The choice of appropriate clients was a result of interviews with each of the three companies 
key account managers. The key account manager provided us with names on clients that had a 
relatively long experience in purchasing products over the Internet and their Web sites. Thus 
the sampling of clients was a judgment sampling. 

 
Creating Value-Added Internet Offers   Page 43 
 



Chapter 4 – Research Methodology 
 

4.8 Validity and Reliability 
A researcher has to examine the chosen methods and eventual method problems. Two 
important concepts in this matter are reliability and validity. Reliability refers to the ability to 
obtain similar results by measuring an object, trait, or construct with independent but 
comparable measures. Evaluating the reliability of any measuring instrument consists of 
determining how much of the variation in scores is due to inconsistencies in measurement. The 
reliability should be established before it is used for a substantive study. Any scale or other 
measurement instrument that accurately measure what it was intended to measure is said to 
have validity. Validity is the more important of the two instruments and a thoroughly prepared 
methodology affects the validity in a positive direction. An illustration of reliability and 
validity can be studied in figure 4.5 [20] [29]. 
 
 
 
 
 
 
 
 
 
 
 
 
 

High reliability 
High validity 

High reliability 
Low validity 

Low reliability 

Figure 4.5. Illustration of Reliability and Validity (after Churchill, 1996) 
 
Analyzing web-based, value-added customer offers and answering the research questions 
requires a qualitative approach. On the other hand there is a need for a quantitative approach if 
any generalizations are to be made. Since the means of this research would not afford a 
quantitative approach a thoroughly selection of literature and cases have been done in order to 
higher the validity. However, there are still a very limited number of established theories in the 
business-to-business e-commerce field, which might question the validity of the research. In 
our empirical study, we have tried to improve the validity by ensuring ourselves that the 
interviewees posses the right knowledge, competence and are responsible within their working 
area. Yet some of the interviewees had not the experience in purchasing products online as one 
could have wished, due to the companies recent implementation of web-based purchasing 
systems. This latter bias may also have effected the reliability of the study. 
 
Case studies are always influenced by personal interpretations of the reality. We as researchers 
have been aware of that during the research to improve the extent of reliability. Surrounding 
circumstances during the interviews may affected the answers and thus effected the reliability 
in a negative way as well as time pressure in some of the interviews. On the other hand, we 
believe that recording the interviews and using the thoroughly prepared interview guide have 
influenced the reliability in a positive direction. The interview guide allowed us to improvise, 
explain and discuss the questions, and therefore limited the risk for misunderstandings. 
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4.9 Selected Cases 
The cases that we have selected for the study are three companies that have chosen to market 
and sell their products online, via a web site. The cases are Boeing, Cisco and Dell, and each 
case involves two sub cases, i.e. two customers that are using the online purchasing system and 
thus have an experience and opinions about web offers. Marketing researches have been 
conducted within three different industry areas; the aerodynamic industry, the IT and network 
supply industry, and the commodity or office supply industry. The cases are presented in figure 
4.6 below. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

. 

Case 3b: 
Jönköping Stadsbyggnadskontor, 
a local authority, has used the 
Dorab web site since 1998. 

Case 3a: 
Aftonbladet, the third largest
Swedish newspaper, has used
the Dorab web site since 1998. 

Case 2b: 
Salcom in Stockholm, Sweden is
a system integrator, and has
used CCO since end of 1996. 

Case 2a: 
Merkantildata in Stockholm is an
IT supplier of infrastructure, and
use CCO since the launch. 

Case 1b: 
Falcon Air based in Malmö,
Sweden, that has used the
Boeing PART Page since 1997. 

Case 1a: 
Braathens Malmö Aviation in
Malmö, Sweden, that used the
Boeing PART Page since 1998. 

Case 2: 
Cisco, a California based company, makes Internet working gears and
networking related products. Cisco launched its business-to-business
e-commerce web – Cisco Connection Online (CCO) - site in July 1996

Case 3:  
Dorab based in Jönköping, Sweden, is one of the leading Swedish
suppliers of office-related commodities. Dorab has since 1997 offered
its customers to purchase products over the Internet. 

Case 1: 
Boeing based in Seattle, USA has since October 1996 via its Boeing
PART Page provided airline customers, throughout the world, to instant
inventory and order information of aerodynamic spare parts. 

Figure 4.6. Selected Cases for the Research 
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5 EMPIRICAL FINDINGS 

5.1 Introduction 
The empirical data of the study is presented in this chapter. The organizations that were 
selected for the study and presented in chapter four are: 
 
Case 1: Boeing in Seattle, USA 

- Braathens Malmö Aviation in Malmö, Sweden 
- Falcon Air in Malmö, Sweden 

 
Case 2: Cisco Systems in San Jose, USA 

- Merkantildata ASA in Oslo, Norway 
- Salcom AB in Stockholm, Sweden 

 
Case 3: Dorab AB in Bankeryd, Sweden 

- Aftonbladet in Stockholm, Sweden 
- Jönköping Stadsbyggnadskontor in Jönköping, Sweden 

 
Due to time differences and the contacted person's time limitations, Boeing and Cisco 
Systems were interviewed by telephone. In order to assure the accuracy of the answers, 
several e-mails were sent with supplementary questions and details. Attached documents and 
links from the contacted persons were further studied thoroughly. At Dorab, the responsible 
person for the Dorab Web Store was interviewed in person, and later contacted by telephone 
and e-mail in order to clear any obscurity.  
In order to collect the necessary data, Boeing, Cisco and Dorab suggested two of their Internet 
customers (se above), as well as contact persons, that could provide information on how they 
used and perceived the respective Web site. 
 
The six Internet customers provided by Boeing, Cisco and Dorab, were then contacted and 
extensively interviewed by telephone. In some cases e-mail was used in order to complete 
answers. Employees involved in the purchases over the Web were exclusively interviewed at 
each company. However, one person using the Web based technical support at Boeing was 
contacted. This due to recommendation by the initial person contacted.    
 
The interview guide that was used to interview the six Internet customers can be studied in 
Appendix II. 
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5.2 Case 1. Boeing 

5.2.1 Introduction 
The first case studied in this paper is the aerospace company Boeing and it’s Boeing PART 
Page, with which customers can order airplane spare parts. The section commences with a 
short company introduction that is followed by a more solid presentation of the Boeing PART 
Page and the applications and tools provided. Two Boeing customers were contacted and 
interview in order to analyze the general perception of the PART Page. The selected Boeing 
customers are Braathens Malmö Aviation and Falcon Air, each company representing a 
Boeing sub case. Data collected and presented in this section are firstly, the two company's 
primary Internet commerce criteria. Secondly, the perception of how the Boeing PART Page 
has added value to the customers. And finally, the two company's perceptions of basic, 
performance, and surprising Web site attributes during the pre-sale, sale, and post-sale phases 
- also refereed to as the offer design of the Boeing PART Page. 
 

5.2.1.1 The Boeing Company 
The Boeing Company, based in Seattle, Washington, is the largest aerospace company in the 
world, as measured by total sales. Boeing is further the largest manufacturer of commercial 
jetliners and military aircraft. The company has an extensive global reach with customers in 
145 countries. At year-end 1998, Boeing and its subsidiaries employed 231,000 people. 
 
Evidently Boeing is supplying airplane spare parts and support to its worldwide customer, 
such as airlines and aircraft repair agencies. The company was the first aircraft manufacturer 
to offer a spare part Web site over the Internet. With exception of the high-tech industry, 
Boeing Part Analysis & Requirement Tracking (PART) Page was a pioneer in providing a full 
set of business-to-business transactions over the Web, processed automatically from order 
placement through delivery. 

5.2.1.2 The Boeing PART Page 
The Boeing PART Page was introduced in October 1996 and is providing airline customers 
throughout the world access to instantly spare parts inventory levels and order information via 
a worldwide Extranet. Boeing customers have always been able to access Boeings central 
inventory control and ordering processing system, SONIC. But the automated access methods 
were clumsy, expensive and required connection to private telecommunications networks, 
EDI. Consequently, only a small number of the customers pursued this course while the 
majority used phone, fax and mail. 
 
Since its debut, the Boeing PART Page has registered tremendous growth in usage. By the 
end of November 1998, the volume of orders increased 240% since the beginning of the year. 
At the time, 350 customers are registered to the Boeing PART Page and parts are ordered to a 
value of $10 millions every day.  
 
The Internet customer needs to set up an account to use the Boeing PART Page. After 
registration, the customers receive user IDs and passwords. More then 410 000 different types 
of spare parts are available to Boeing customers over the Web site. Product range from small 
fasteners, brackets and machine fittings all the way up to large control surfaces and landing 
gears.  
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The major benefits with the Boeing PART Page are: 
1. Accurate order and spare parts information to any worker who needs it.  
2. Boeing staff may now spend more time on building long-term relationship with important 

customers. 
3. Error free order processing. 
 

5.2.1.3 Applications and Tools of the Boeing PART Page 
Key feature of the Boeing PART page is that all the data is current and all processing and 
updates take place in real time. Important applications and tools that the PART Page 
customers may utilize when ordering online are: 
 View part information, including price. 
 View the interchangeability between different parts 
 View current inventory levels and inventory location 
 Request price quotes 
 Enter a new purchase order or change an existing purchase order 
 Express order tool 
 Via email get in touch with regional account manager 
 View up-to-the-minute status of an order 
 Track the location of an order through delivery 
 Access invoices online 
 Initiate and view status on returns 

 
Airplane spare parts are in most cases needed just-in-time. Therefore several shipment options 
are crucial. Customers may choose from five levels of domestic and international service, 
including Sonic Air for urgent deliveries that must leave on the next flight out. Beside the five 
service levels, Boeing has a next-day-shipment policy on routine spare parts. To enhance 
rapid delivery and high delivery service, Boeing work in close cooperation with United Parcel 
Service (UPS) and Federal Express (FedEx). Both companies offer a number of shipping and 
logistic applications that provide Boeing and its customers with web-based technology 
solutions. These include the package-tracking tool that the spare part customers may utilize 
via a link from the Boeing PART Page. The package tracking tool enables Boeing and its 
customers to track packages using their own internally generated reference number. 
 
Boeing Customer Support provides products and services designed to enhance customers' 
maintenance, training and safety programs. This includes Boeing On-Line Delivery (BOLD), 
which is a complete technical library that gives direct access to current engineering and 
maintenance information. So does the Portable Maintenance Aid (PMA) that allows 
maintenance crews to carry all necessary documentation to the airplane with full electronic 
cross referencing and a powerful search capability.  
 
Boeing is constantly improving the PART Page. New features have been added, such as 
access to data that was formerly only available on diskette, and provided access to other 
participants in the supply chain who earlier were required to communicate by telephone and 
fax. Changes to the Boeing PART Page are released on the average of every six weeks. Over 
thirty releases have been incorporated since its initial implementation.  
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5.2.2 Braathens Malmö Aviation 
Braathens Malmö Aviation is a merger between Malmö Aviation and Braathens Sweden, with 
head quarters in Malmö. Additionally Braathens Malmö Aviation (hereafter referred to as 
Braathens) is a subsidiary to Norway’s largest airline, Braathens ASA. The company holds a 
25% market share of the total Swedish domestic market and its primary target group is 
business travelers. Through scheduled air service in Norway and Sweden and by being part of 
the global KLM/Northwest alliance, Braathens strives to offer good travel for modern people. 
The Braathens fleet consists of 15 aircraft: 10 British Aerospace BAE-146-200, 1 Boeing 
B737-300, and 4 Fokker F100. The Boeing D737 is Braathens largest and has 136 passenger 
seats.  
 
Braathens has been ordering spare parts over the Boeing PART Page since 1998. The 
company solely buys spare parts and 20% of Braathens total purchase volume are procured 
over the Internet. The same figure is estimated to 50% in year 2005. It is the Purchase 
Department that is responsible for the procurement of spare parts and utilizes the Boeing 
PART Page. But the technical staff partly uses the PART Page for support and general 
information.  
 

5.2.2.1 Primary Internet Commerce Criteria 
The most critical Internet commerce criteria perceived by Braathens was:  

• Legal environment 

In order to even consider purchasing over the Internet, the spare part supplier must ensure the 
security of the system and information transmitted between the parties.  
Further critical factors perceived by Braathens are: 

• Convenience 
• Speed of delivery 
• Ease of use 
• Reliability 
• Up-to-date information 
• Quality 
 
Since the products purchased over the Web in this case are spare parts to aircraft’s, the speed 
of connection times, respond times, and delivery times are of greatest importance. The system 
must thereby be convenient enough to the spare part buyer and rapidly provide the necessary 
information. Concerning order and delivery related information, Braathens stated that the 
system was sufficient, however when needing technical assistance or customer service 
traditional media showed to be more efficient than the online version. An easy to use system 
and a well-structured site speeds up the purchasing process further and is therefore of 
importance to Braathens. 
 
Again, aircraft spare parts are critical items and demand a reliable and a high quality system 
as well as a reliable relationship to the supplier. The spare part supplier must strive to 
guarantee that the technical infrastructure, products and services provided, fulfill the 
customers’ expectations and demands. The same yields for keeping product information and 
Web site content accurate and up-to-date. 
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An established relationship with the network supplier along with a recognized brand or 
company name was further significant to Braathens. Lowest priority was: 

• Local adaptation 

The airline industry is based on an international supplier network and local adaptation 
concerning languages and other cultural aspects was perceived as less important Internet 
commerce criterion. The English terminology concerning spare parts and the ordering of spare 
parts is well established throughout the world. 

5.2.2.2 Value Creation  
Presented below is Braathen’s perception of how Internet commerce has changed the five 
value determinants, offer value, image value, monetary cost, time cost, and effort cost. 
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• Offer value The core product as well as the physical product has not changed to any 
extent, since the spare parts being bought are items fitted solely to the 
Braathen's fleet. Consequently there are no reason to change or 
customize the spare parts further in any way. However, the additional 
services provided on the Web has augmented the total spare part offer. 
The access to inventory levels, Braathens perceived as extremely 
valuable. The purchaser is now able to audit the inventory levels in real-
time at the various distribution centers of Boeing, and thereby locate the 
particular spare part needed. Online order- and package tracking are 
further applications of high importance to the purchaser. The greatest 
value gained through these services is that Braathens has obtained an 
improved control over the situation. Braathens has become an 
‘enlightened’ customer, and are just as informed about the availability 
of the items as Boeing itself. This has lead to improved purchase 
scheduling and regularity.  

• Image value 

 

The perception of Boeing as a spare part supplier has not change to any 
extent, according to Braathens. However the access to the Boeing back-
end system, former closed to Braathens, has facilitated in the business 
processes and increased the confidence for Boeing as being a customer 
focused and innovative supplier.  

• Monetary cost 

 

The monetary cost has partly decreased due to improved supply of spare 
parts as mentioned above. Reduced inventory cost is a fact since the 
deliveries of spare parts have become more precise and just-in-time. 
Further, the improved information access implies faster and more 
efficient scheduling of maintenance activities and staff. The mechanics 
in the hangars can see when a part is scheduled to be delivered and plan 
their job accordingly. Except from that, spare part expenses have not 
been reduced. 

• Time cost 

 

Due to the improved information access Braathens can easily determine 
if a part they have in stock can be used in place of another part that they 
do not have available.  

Equally important is that Braathens have deployed access to the Boeing 
PART page throughout their organization so that information needed to 
make critical business decisions is readily accessible to the person 
making the decision. 

The reduced error rate in the order processing is one of the biggest 
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advantages with the online ordering system. Faster access to accurate 
order and spare part information is further valuable to Braathens. 
However, the entering of the order in the internal system as well as the 
Boeing PART Page, are a major disadvantage and very time consuming. 

• Energy cost 

 

According to Braathens administrative activities and paper work related 
to the purchasing of spare parts had partly declined since the 
introduction of online ordering, something that can be seen as a reduced 
energy cost. It has reduced the need for hard copies of airbills, shipping 
schedules, and other documents. Further the decreased error rate and the 
convenience of ordering at any time of the day implied a positive 
influence on this last value determinant. But the duplicated ordering is 
still a disadvantage in this issue.  

5.2.2.3 Offer Design 
Below are the Web tools and applications on the Boeing PART Page classified into pre-sale, 
sale, and post-sale phases, as well as basic, performance, or surprising attributes, as perceived 
by Braathens Malmö Aviation.  
 
Pre-Sale Phase 
Basic or Expected Attributes. Price quotes, and product catalogue including a product 
application guide, part display, and part description, was perceived as basic attributes to 
Braathens. The company further expected to find telephone and fax numbers, e-mail and 
addresses to the Boeing customer service and technical support, as well as a map over field 
service representatives and spare part distribution centers and avionics repair centers. Further 
a beginners guide in how to use the Boeing PART Page was expected on the web site. 
 
Performance or Spoken Attributes. Product news and additional spare part information were 
perceived as important attributes to Braathens and ought to be on the Boeing PART Page. The 
same yields for the company’s policy concerning environmental issues and environmental 
related product information. This is interesting since the Boeing PART Page is not focusing 
on this issue to any major extent. However Boeing do provide the company terms and policies 
concerning security, order processing, shipping, payment, sales tax, return processing, etc., 
issues which should be provided according to Braathens. 
 
Surprise and Delight Attributes. The single most valuable pre-sale attribute for Braathens, 
was the possibility to acquire customized information and applications. This includes product 
and price information and customer specific discounts. The possibility to order product 
manuals and prospects and an advanced spare part search engine, was also perceived as 
valuable.  
 
Sale Phase 
Basic or Expected Attributes. Applications related to the sale phase that was perceived as 
basic and necessary on the Web site are the express order tool and the immediate order 
confirmation. The former saves time to the experienced spare part purchaser, while the latter 
serves as a guarantee that Boeing successfully has received the order. 
 
Performance and Spoken Attributes. Very important applications to Braathens are the 
inventory access, the lead-time access, the possibility to schedule deliveries, and the 
information about interchangeability relationships between different parts. The latter helps the 
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mechanic or purchaser to identify substitute spare parts if the needed component is not 
available at the moment.  
 
Surprise and Delight Attributes. Braathens considered the possibility to chose from a number 
of various shipment options according to delivery times and cost, as a very attractive Web site 
application in the sale phase. This service is crucial in the case of a critical spar part order and 
gives the purchaser a great flexibility in the purchasing process.  
To save the draft of an order to a later occasion, and that the system give information on 
accessories or additional products to the one that is ordered, were also perceived as attractive 
applications.  
 
Post-Sale Phase 
Basic or Expected Attributes. Necessary tools to Braathens in the post-sale phase are the 
acknowledgement on shipped orders, immediate information on delivery delays as well as the 
order status and package-tracking agents. Since the scheduling of the airplane maintenance is 
depending on just-in-time deliveries, notices on delivery disturbances are extremely important 
to Braathens. It further enables Braathens to make faster rescheduling in their airplane 
maintenance activities. By utilizing the order status and package-tracking agents, Braathens 
can search for placed orders either in the Boeing order processing or through the logistic 
provider’s Web site. 
 
Performance or Spoken Attributes. Braathens stressed the importance of initiating returns 
over the Web as well as the return status agent, which enables the purchaser to keep track on 
the processing of returned spare parts. The invoice agent was also perceived as important, 
since it facilitate the invoice processing and information on due to date invoices. Additional 
important applications are the trouble-shouting guide along with the access to the Boeing 
technical databases. Finally an agenda with industry news, events, activities and trade shows 
was pointed out as important as well as the Boeing PART Page feedback forms. 
 
Surprise and Delight Attributes. Braathens expressed it interest in online access to customer 
service and technical assistance, as well as educational training and seminars on the Web. 
Boeing is not yet providing such services to any larger extent but according to Braathens this 
would be attractive applications.  
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5.2.3 Falcon Air 
Falcon Air is a wholly owned subsidiary of the Swedish Post Office, and is based at Malmö-
Sturup Airport. The main task is to operate domestic airmail service with shipment flights 
between Stockholm, Gothenburg, Malmö and Umeå. In addition, daily scheduled passenger 
services are performed between the city of Umeå and the capital of Stockholm, as well as 
charter flights, which are operated within Europe on behalf of leading Scandinavian tour 
operators and charter airlines. Altogether, Falcon Air transports some 750 million letters and 
240,000 passengers annually. The fleet consists of three modern Boeing 737-300QCs, each 
airplane has 142 passenger seats.  
 
Falcon Air has since the beginning of 1997 been ordering spare parts to their aircraft, through 
the Boeing PART Page. Today, 75 % of the airlines total purchase value of spare parts are 
bought over Internet and in the year 2005 the company estimates to purchase 99 % over the 
Internet. It is the technical staff that frequently orders products through Internet, and then only 
Boeing spare parts. 

5.2.3.1 Primary Internet Commerce Criteria 
In order to even consider, purchasing products and services over the Internet, there are some 
basic criteria that have to be fulfilled according to Falcon Air. These are:  

• Speed of delivery 
• Quality 
• Ease of use 
• Reliability 
• Legal environment  
• Convenience 

Speed of delivery together with reliability in deliveries was emphasized as crucial criterias. If 
Boeing fails to deliver spare parts when expected or when emergency situations occurs, 
Falcon Air will suffer from tremendous effects on the daily operations. The security demands 
on an airplane are huge and so are the costs for an airplane on ground. Thus, maintenance and 
unscheduled repairs have to be performed as quickly and efficient as possible.  
 
To ensure the safety and quality of the airplanes, original spare parts from a certified supplier 
is essential and demanded of the Swedish authorities. Hence, quality is another vital criterion.  
 
Engineers and maintenance staff use the Boeing PART Page on a weekly basis as a business 
tool. To do so the content of the Web site must be easy to use and convenient. As said before, 
in an emergency situation and when a plane is on the ground, every hour counts. 
Consequently, reliability of the system and the services are of major prerequisites. 
 
Primary criteria that Falcon Air perceived to be of less or no importance, in order to use the 
Internet as a business tool are: 

• Up-to-date information 
• Local adaptation 

Neither up-to-date information nor local adaptation are regarded as important in order to 
purchase products over a supplier’s Web site. The latter, due to the type of industry and the 
fact that these spare parts are of a technical nature. English is the commonly used business 
language in the global aircraft industry, consequently the aircraft terminology is in English.  
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5.2.3.2 Value Creation 
Presented below is Falcon Air’s perception of how Internet commerce has changed the five 
value determinants, offer value, image value, monetary cost, time cost, and effort cost. 

• Offer value All of the Boeing airplanes are customized. During the construction all 
information of the specific airplane is configured and saved in databases 
that later are provided to the customer over the Internet. These databases 
include information on components and spare parts, and form the base of 
every customer’s product catalogue. The customized product catalogue, 
together with the technical support tool BOLD that is used directly at the 
gate, has affected the offer value in a very positive way. More value 
added attributes are electronic invoices and payments   

• Image value Boeing has a high image value and is viewed as a reliable and customer 
focused partner at the frontiers of technology. The choice of aircraft 
manufacture partner is based on quality, reliability, and long-term 
perspectives. An airplane of this category has a duration of depreciation 
of 16-17 years and a lifetime of 30 years. Consequently, a purchase of 
an airplane is the same as getting into a life-long relationship, and the 
initial investment is not as important as the support agreement and the 
partner’s quality image. The PART page has increased the image value 
of Boeing even further due to higher reliability in the delivery process of 
the spare parts. 

• Monetary cost  Falcon Air’s monetary costs have decreased since the introduction of the 
Boeing PART Page. Lower inventory levels and inventory costs are the 
outcome of real-time access to spare part inventory status all over the 
world, along with 24 hour deliveries and more reliable delivery service. 
Just-In-Time deliveries helped Falcon Air to reduce the total inventory 
value to 45 million, which include one engine to a value of 18 million. A 
component or a spare part have a considerable value between one to one 
and a half million SEK.  

Moreover, all of the staff at the material administration department can 
today place orders, before it was solely possible to the purchasers. 
Consequently, a cut down of staff in purchasing and maintenance could 
be managed. 

• Time cost Time is a crucial factor in the aircraft industry and the Boeing PART 
page increases the total customer value by reducing the time costs of 
Falcon Air. The lead-times are very short concerning maintenance and 
unscheduled repairs. Every problem or default has different effects on 
the airplane's ability to continue in operation. Some planes can operate 
three days, others 10 days or even months depending on the default. 
Through the Web the customer can view components and the spare parts 
availability and thus efficiently plan and schedule maintenance and 
repair activities. Further, the placed orders have different priority codes. 
AOG stands for Aircraft On Ground, this code has the highest priority, If 
the component is not in the inventory, it will be taken immediately from 
the production line and be delivered within 24 hours. Therefore, the time 
costs for the airplanes on ground are minimized.  
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• Energy cost The total customer value has augmented due to decreased energy costs. 
Electronic invoices and payments, and direct orders have to a great 
extent reduced the administrative work, as well as the paper work over 
the Web. Moreover, it is today much easier to choose and order 
components and parts suitable to each airplane via the customized 
product databases. The order system reacts every time as a component or 
spare part does not match to the specific Falcon Air airplane. 
Furthermore, all of the Falcon Air staff has access to and can use the 
Boeing PART Page, which has facilitated the work. Although, access to 
the ordering pages are only available to the person who has the authority 
to place orders.  

5.2.3.3 Offer Design 
In this section the different attributes of the Boeing PART Page during the entire business 
process are presented as perceived by Falcon Air. The business process is classified as pre-
sale, sale and post-sale phases, and the attributes as: basic or expected attributes, performance 
or spoken attributes, and finally, the surprise and delight attributes. 
 
Pre-Sale Phase 
Basic or Expected Attributes. During the pre-sale phase, Falcon Air solely regards two 
attributes of the Boeing PART Page as basic or expected. First, a well structured product 
catalogue, with different search criterion, product descriptions and a product application 
guide. Second, the Web site should include a price list. 
 
Performance or Spoken Attributes. Falcon Air stated the importance of providing information 
on how to reach representatives of the supplier by telephone or mail on the Web site. 
Likewise are other outspoken demands on the Boeing PART Page: continuous product and 
company news, the Boeing company terms and policies, and facts on environmental company 
work. Further a beginner’s guide to help the customers on the Web site was perceived as 
important. The Boeing PART Page is immense and complex, in order to facilitate the use of 
the site, the necessity to create a customer profile and configure information and applications 
to the customer’s interests and needs was mentioned. 
 
Surprise and Delight Attributes. Ultimately, the surprise and delight attributes of the Boeing 
PART Page are the customized product catalogue, which can be configured after the 
customers need and demands on the product range. Furthermore, an integrated version on the 
Intranet along with product display are desirable, these features are at present not available at 
the Boeing PART Page or not offered to Falcon Air.  
 
Sale Phase 
Basic or Expected Attributes. The express order tool is a prerequisite on the Boeing PART 
Page according to Falcon Air. The order confirmation notice is further an essential 
application, in order to have complete control over the buying situation. An additional 
attribute regarded as basic or expected is the possibility to choose from several delivery 
options, based on delivery lead times and shipping quotes.  
 
Performance or Spoken Attributes. Falcon Air states that electronic payment transactions 
together with real-time inventory access of the Boeing spare parts are performance or spoken 
attributes, these services are frequently utilized.  
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Surprise and Delight Attributes. The main surprise and delight attributes of the Boeing PART 
Page was the interchangeability agent of spare parts. Due to the short lead times for 
maintenance and repairs, the suggestion of a substitute spare part of a component not in stock, 
is highly appreciated. An integration of the payment system would further be of high value to 
Falcon Air. Boeing does not yet provide this application.  
 
Post-Sale 
Basic or Expected Attributes. Acknowledgment of shipped orders, an immediate information 
on delayed deliveries, along with an order status and package-tracking agent that facilitates 
the tracing of the order are three applications crucial to Falcon Air. By being informed on 
delivery disturbances and the access to delivery status, Falcon Air is gaining the complete 
control over the situation. Consequently, the reschedule of maintenance activities is facilitated 
and the immense costs of airplanes not being up in the air minimized. Moreover, to initiate 
return of spare parts and the access of return status were considered as necessary tools on the 
Web site.  
 
Performance or Spoken Attributes. The trouble-shooting guide was perceived as a 
performance or spoken attribute as well as the access to invoice status. 
 
Surprise and Delight Attributes. Finally, the surprise and delight attributes of the Boeing 
PART Page were the online support service and the provided feedback forms. Additional 
attractive attributes are educational training and seminars on Boeing products and services. 
However these attributes are at the time not yet provided online. 
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5.3 Case 2. Cisco Systems 

5.3.1 Introduction 
Cisco Systems and its Cisco Connection Online-site is the second case studied in this paper. A 
short company introduction is given below, followed by a thorough presentation of the Cisco 
Connection Online-page, including an overview of the applications and tools provided on the 
site. The selected Cisco customers are Merkantildata ASA and Salcom AB, and represent the 
two Cisco sub cases. Both companies have used Cisco Connection Online for a longer period 
of time and are well familiar with the site. In each case data on primary Internet commerce 
criteria is presented. So is the perception of how the Cisco Web site has added value to the 
two customers. And finally, the two company's perceptions of basic, performance, and 
surprising Web site attributes during the pre-sale, sale, and post-sale phases, are presented - 
also refereed to as the offer design of the Cisco site. 

5.3.1.1 Company Facts and Overview - Networking Products 
Cisco Systems Inc. is the industry leading supplier of networking gears. The company 
maintains close to an 80 percent share of the fast growing market for Internet working 
products like routers, hubs and switches. Customers are medium sized and large organizations 
with local area networks and that connect to the Internet. Based in the heart of Silicon Valley, 
San Jose, California, the company employees 30,000 globally and reached an annual revenue 
of approximately $8 billion in 1998. 
 
Cisco is recognized as a pioneer and the leading practitioner of web-based electronic 
commerce. The company early discovered the advantages of Internet as a customer service 
tool. Since the launch of their Web page, Cisco Connection Online, the percentage of sales 
Cisco receives via the Web has increased to more than 50 percent of its total revenues. By end 
1998 the company expected to reach nearly $5 billion in annual sales, coming in from its 
Cisco Connection Online Web page. 

5.3.1.2 Cisco Connection Online  
Cisco Connection Online (CCO) was launched in July 1996, but as a high-tech company 
specializing in networking products, Cisco was naturally an early adopter in the Internet field 
and had already provided customer support over the net since the mid-eighties. The company 
started providing electronic software downloads over FTP and technical support over e-mail 
to customers in 1985. In 1994, it launched Cisco Information Service, a public Web site that 
offered company and product information as well as technical support. 
 
The idea to CCO was originally taken in the Technical Assistance Center, which provides 
after-sales service. Due to the company’s tremendous growth in sales, Cisco had difficulties in 
coping with the increasing demand on the Technical Assistant Center and was in 1994 facing 
a staffing crisis. The highly skilled and trained service engineers spent most time on fielding 
routine questions about minor malfunctions, leaving them no time to concentrate on the really 
tough technical challenges. The solution was to automate all routine issues and let buyers 
serve themselves. Thus, Cisco’s very first Internet application was a list on the most frequent 
questions that customer posed. 
 
Moreover, customer service at Cisco had to deal with an increasing number of dissatisfied 
customers that complained about the time consuming process of placing an order. The cause 
of the delays was the multitude of errors in the orders, which invariably arrived by fax. An 
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additional problem was the often out-dated list prices on the 13,000 parts in the product 
catalogue. But most critical was the difficulties Cisco’s customers had in combining the 
proper product elements, and to get the product configuration right. Up to 40% of the 
manually placed orders had wrong prices or configuration. 
 
The launch of the automated order applications on the business-to-business Web site, CCO, in 
1996 was very much welcomed. Customers and resellers rapidly saw the advantages of 
picking out prices and configuring products electronically, and flocked to CCO since it helped 
them finish their jobs much more quickly. To Cisco the CCO helps them save $550 million 
per year in support costs, order-processing costs, hiring costs, administration costs, etc. In 
total, Cisco has saved $837 million. This is to compare with the $3 million that the company 
initially put into the site. 
 
Since its launch, CCO has achieved the following milestones: 
• Generates $11 million a day, or $4 billion a year. 
• Process over 1,000 online orders per day. 
• Achieves $550 million in cost savings per year. 
• Generates over 50 percent of Cisco’s total revenues over the Web. 
• Has registered 34,000 customers that order Cisco products exclusively online. 
• Answers 4,500 technical questions each week. 

 

5.3.1.3 Applications and Tools Provided on Cisco Connection Online 
When CCO was completed in 1996, it contained several commerce applications that 
customers were to use before order, when ordering, after order and when needing service & 
warranty: 

Before order 
• Configuration Agent: permits users to search for and configure Cisco’s complex 

networking products. 
• Pricing Agent: permits Cisco resellers and customers to price out products, including 

discounts based on their status. 
• Lead Time Agent: permits resellers to check the lead times on Cisco products. 

Order 
• Internetworking Product Center (IPC): permits users to select, configure and price Cisco 

products to create an order, routing the order to other users within the organization, and 
finally submitting the order. 

After order 
• Status Agent: provides direct customers and resellers with a status of orders, including a 

complete backlog of company orders and proof of delivery. In addition, users can link to 
the Web sites of Federal Express, HPS, and DHL to get detailed delivery information on 
their order.  

• Invoice Agent: allows direct customers and resellers to access their invoices online. 
• IPC Extract: permits users to view and download data for networking product orders 

placed via the Internet. 
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Service & Warranty 
• Contract Agent: enables customers to check the status of their contracts. 
• Service Order Agent: allows Cisco customers and resellers to check the status on service 

orders placed or conducted. 
• Returns Agent: permits users to submit returns for credit to Cisco. 
• Return Status Agent: provides direct customers and resellers with a status on submitted 

returns. 
• Upgrade Agent: allows users to order product upgrades online. 
 
The Internetworking Product Center, which is the heart of the commerce part of CCO, is 
available to three audiences: the general public, Cisco direct customers, and reseller partners. 
Before they can use certain elements of CCO, such as the pricing agent, customer must have a 
Cisco maintenance contract (price started at about $100) and they must register for the site, 
providing information to identify themselves and their companies. Non registered guest have 
access to a limited number of applications, including Cisco product information. Cisco direct 
customers access the majority of applications, whereas Cisco resellers have access to the 
complete site, including the company’s entire knowledge base of technical and 
troubleshooting information. 
 
The troubleshooting guide is further one of CCO’s mostly used tools. With this tool a 
customer with a question or a problem, may search the database to see what similar situations 
have been encountered in the past, and see how they have been resolved. If the customer can’t 
find the answer to his question, he can post the question in the CCO’s Open Forum. Other 
customers, as well as Cisco’s technical support staff, are then welcome to answer the specific 
question. The troubleshooting guide is thereby not only a simple Question & Answer list, it 
has evolved to a community-based customer support. 
 
Due to the success of CCO among its users, Cisco is urgent to improve the site continuously. 
Next step is to make CCO easy to integrate into customers internal operational systems and 
corporate Intranets. Another important issue is to develop more accurate customer groups and 
profiles, since the needs of each customer group greatly differ. Aim is to profile its customers 
by industry, by line of business and by role within organization. As the customers volunteer 
more information about themselves, Cisco will be able to continue to refine its offerings to 
appeal to each of these more targeted groups. 
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5.3.2 Merkantildata ASA 
Merkantildata ASA (hereafter referred to as Merkantildata) is an IT supplier of infrastructure, 
data communication, operation, training and consultancy services, as well as, outsourcing in 
combination with financing and asset management solutions. The company is divided into 
four business segments: System Integration, Application, Communication and Distribution. 
Merkantildata is a local supplier with offices in Norway, Sweden, Denmark and Finland. The 
corporate management is located in Oslo. The company currently serves the full range of 
customers - from small businesses, with relatively simple local networks, to medium-sized 
and large, nationwide and international businesses with very demanding solutions.  
 
Merkantildata is a certified gold partner to Cisco Systems. The company has since the start of 
Cisco Connection Online (CCO) in 1996 been ordering products, such as: routers, hubs and 
network supplies, through the Internet. The company participated in the pilot project of CCO, 
and was one of the Cisco customers that helped to develop the Web site. Today, 75% of the 
total purchased value is bought over Internet. However, the estimation is that the purchased 
value over Internet will augment up to 99 % of the total purchased value in the year 2005. 
Primarily, it is the staff in the Purchase and Logistic Department that frequently orders 
products through Internet, and then mainly Cisco products. In addition to high value products 
from Cisco, all personnel in the company often purchase low value products through Internet. 
 

5.3.2.1 Primary Internet Commerce Criteria 
In order to even consider, purchasing products and services over the Internet, there are some 
basic criteria that has to be fulfilled according to Merkantildata. These are:  

• Up-to-date information 
• Ease of use 
• Reliability 
• Convenience 
• Legal environment 

CCO is used as a business tool every day by the sales staff, purchasers, logistic staff and 
engineers. To do so the content of the Web site must be up-to-date. Further, the Web site has 
to be easy to use and reliable if it is to be employed as a support tool when solving technical 
problems. If not the user will utilize traditional media, such as the telephone. That happens 
from time to time, especially during the afternoon when the Internet is used by the Americans 
and as a consequence is overloaded.  
 
Convenience of use was also emphasized as being of high importance. Merkantildata stated 
that if the system can not connect fast enough to the Internet they would get annoyed and 
frustrated. Too long time waiting for responds on customer inquiries was viewed in the same 
manner. Legal aspects such as transaction security, privacy and use of customer information 
were further important aspects to Merkantildata. 
 
The criteria that Merkantildata perceived to be of less or no importance are:  

• Speed of delivery 
• Quality 
• Local adaptation 
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Rather than speed of delivery, reliability in deliveries was emphasized as a significant factor. 
If the supplier fail in deliver products when expected, Merkantildata will be unable to serve 
their customers as promised. Neither was a recognized brand name or local adaptation 
regarded as important in order to purchase products over the Internet. English is the 
commonly used language in the IT industry, consequently the business terminology is 
English. 
 

5.3.2.2 Value Creation 
The value creation of Internet as a business tool, is by Merkantildata looked upon through the 
following value determinants: 
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• Offer value The value of the total customer offer has augmented after the introduction of 
CCO at Merkantildata. The company states that the physical product has 
changed to some extent, which is an outcome of the configuration tool 
provided on the CCO site that enables Merkantildata to configure Cisco’s 
complex network products and systems online. Consequently the network 
products get more customized to the need of the customers to Merkantildata. 

Moreover, the additional services provided on the CCO site have augmented 
the total offer. In particular the access to inventory levels, the order- and 
package tracking agents, and again the configuration tool have effected the 
total offer in a positive manner. Online order- and package tracking are 
applications of high importance to Merkantildata. These enables 
Merkantildata to locate the placed orders in the delivery sequence and 
consequently predict exact delivery date.  

• Image value The result of CCO is a closer relationship to the supplier. Merkantildata 
frequently uses the provided feedback forms on the CCO site and the general 
opinion is that the answers are taken seriously by Cisco and that expressed 
matters in the forms rapidly changes or improves. To Merkantildata, Cisco 
has enhanced the image value, and is perceived to be the market leader 
concerning networking products and e-commerce over Internet. 

• Monetary cost  Monetary costs have neither been saved on lower product prices, or on 
reduced labor costs. However, due to improved information flow and 
customer control of deliveries, the inventory levels and the inventory costs 
have decreased.  

• Time cost Time savings are one of the more beneficial value determinants when using 
Internet as a business tool. It is much faster to place an order through 
Internet, than by phone or fax. The order can be placed whenever the 
customer wants, and he does not have to wait to get through to the supplier. 

Recently, Cisco placed a server at Merkantildata’s office, which imply the 
possibility to place orders over the Intranet. This speeds up the order 
processing even further since there is no need to connect over Internet. The 
server continuously updates product and price information.  

Today, the sales force and the network designers configure the product or 
system together with the customer by using the configure agent. The result is 
a correct order draft that could be sent immediately. However, the order has 
to be entered into the order system of Merkantildata. If the components are 
correctly configured the purchaser places the order over Internet. Due to the 
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local server Cisco placed at Merkantildata, the time required when ordering 
networking products have been reduced significantly.  

Enhanced and rapid access to delivery and product-related information has 
implied efficiency in the purchasing process. Consequently, more time can 
be spent on tasks that are more productive as well as more customer-focused 
activities.  

• Energy cost Energy savings are obvious in the order process since CCO was introduced. 
According to Merkantildata it is much more convenient to place an order 
over Internet, than to enter it in the order system, print it out, and finally fax 
it to Cisco. Furthermore, the order can be placed whenever the company 
wants or needs and fewer errors are occurring with wrong delivered products 
or wrong volumes.  

5.3.2.3 Offer Design  
In this section the different attributes of Cisco Connection Online during the entire business 
process are presented as perceived by Merkantildata. The business process is classified as pre-
sale, sale and post-sale, and the attributes as: basic or expected attributes, performance or 
spoken attributes, and finally, the surprise and delight attributes. 
 
Pre-Sale Phase 
Basic or Expected Attributes. During the pre-sale phase, Merkantildata regards primarily three 
attributes of the e-commerce Web site as basic or expected. First, a well-structured product 
catalogue including pictures and vast product information, along with the possibility to search 
products on different search criterias. Second, a price agent as well as information on 
discounts. Third, frequent product and company news.  
 
Performance or Spoken Attributes. Merkantildata perceives several applications and tools of 
an e-commerce Web site to be performance or spoken attributes. To easy reach sales staff and 
technical support, the Web site has to provide contact information. Further a beginner’s guide 
and the Cisco policies and terms were perceived as important. Information on environmental 
company work and environmental friendly products is likewise an outspoken demand. For 
convenient reasons, an advanced search engine of the site or a site map makes it easier to find 
the way on the Web site.  
 
Surprise and Delight Attributes. Finally, the main surprise and delight attributes of the e-
commerce Web site was considered to be a configuration agent along with customized 
information and attributes. The latter issue is not yet provided by Cisco, but since CCO is 
huge and complex site, this would facilitate the utilization of the CCO according to 
Merkantildata. 
 
Sale Phase 
Basic or Expected Attributes. In order to rapid proceed with the ordering process, an express 
order tool is a must to Merkantildata and therefore perceived as a basic or expected attribute 
during the sale phase. The same yields for the configuration agent along with an order 
confirmation. Merkantildata further regarded the possibility to save an order draft to a later 
occasion as a basic or expected attribute.  
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Performance or Spoken Attributes. Important applications and tools that should be provided 
on the Web site are real-time inventory access, schedule of deliveries, and the possibility to 
choose from several shipping options.  
 
Surprise and Delight Attributes. Ultimately, the main surprise and delight attributes of the e-
commerce Web site was thought to be electronic payment transactions or integrated payment 
system, none of them offered by Cisco at the moment. Today there is a redundant order 
registration. Firstly at Cisco Connection Online and secondly in Merkantildata’s internal 
ordering system. When changes of the order occur, correction must be made in both systems. 
An integrated order- and payment system would put an end to this burdensome activity. 
 
Post-Sale Phase 
Basic or Expected Attributes. Basic or expected attributes in the post-sale phase are 
information on delayed deliveries, and the order status agent along with the package-tracking 
agent. These applications are used very often, since they give Merkantildata better control on 
shipments, and improve the ability to plan and organize activities.  
 
Performance or Spoken Attributes. Merkantildata regards initiation of returns over the CCO 
site and access to the return status, to be performance or spoken attributes. Further important 
tools are the invoice agent, as well as electronic product manuals and trouble-shooting guides. 
Interactive support over the Web site is mainly used by the network designers and the sales 
force, and not particularly by the purchaser.  
 
Surprise and Delight Attributes. Finally, the main surprise and delight attributes of the CCO 
site was thought to be the feedback forms, and the Cisco industry agenda informing 
Merkantildata on trade shows, seminars etc. Online educational training and seminars was 
further perceived as a surprise and delight attribute. 
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5.3.3 Salcom AB 
Salcom AB (hereafter referred to as Salcom) was established in 1989 and is today a leading 
system integrator in the Swedish market. The company supplies network solutions to large 
companies and public services. By representing Cisco and other leading network suppliers on 
the market, Salcom is offering a cohesive technical skill set in security, supervision and 
integration of systems and networks within the Internet/Intranet marketplace. 
 
Salcom is a certified silver partner to Cisco Systems and has since 1996 been ordering routers, 
switches, and network management software over the Cisco Connection Online (CCO). 
Products supplied by other partners, and purchased over the Web, are PC and additional 
network accessories. It is mainly the Purchasing Department that is responsible for online 
ordering and using CCO, however, network designers and administrators are utilizing the site 
in order to access product information and make components configuration. As a total, 60% 
of the annual purchased value is procured over the Internet. The same figure is expected to be 
90% in year 2005.  

5.3.3.1 Primary Internet Commerce Criteria 
Given the nine primary Internet criteria, Salcom perceived the following five as critical when 
purchasing over the Web.  

• Convenience 
• Ease of use 
• Up-to-date information 
• Legal environment 
• Reliability 

Convenience in the purchasing process was defined as the possibility to place an order 
anytime of the day, but also that the connection times are fast enough, and that Cisco is giving 
prompt answers on queries regarding customer service or technical assistance. In conjunction 
with convenience, ease of use, was another critical factor to Salcom. The Web site has to be 
well structured, with information provided at various levels in order to give an adequate 
overview and enable fast Web site navigation. Accurate product information as well as a 
continuously improved and up-dated Web site was further crucial to Salcom. The product 
range of Cisco is frequently changing due to rapid development of networking products. 
Consequently the data provided on CCO has to be modified accordingly if Salcom is to order 
products online. 

Legal environment implied in this case a secure server, encryption of data transmitted over the 
Internet, and that Cisco guarantees that information provided by Salcom is being protected 
and kept within the business frames.  
 
Further, reliability of the system was perceived as important to Salcom. When ordering online 
Salcom is depending totally on the back-end system of Cisco as well as additional technical 
infrastructure. Less critical factors were: 

• Quality 
• Speed of delivery 
• Local adaptation  

An established relationship with the network supplier along with a recognized brand or 
company name was found to be of less priority when ordering online.  
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Concerning local adaptation Cisco has made some attempts to adapt the Web pages and the 
languages to the specific country, even if most of the information provided is still in English. 
According to Salcom, ordering over a site in English was just as sufficient as ordering over a 
site in Swedish. This is due to the dominating English terminology in the IT industry. 
Speed of delivery was of less importance. Instead, Salcom emphasized just-in-time deliveries. 

5.3.3.2 Value Creation 
Presented below is Salcom’s perception of how Internet commerce has changed the five value 
determinants, offer value, image value, monetary cost, time cost, and effort cost. 
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• Offer value Salcom stated that the physical product has changed to some extent. The 
reason for this is the configuration tool provided on the CCO site that 
enables Salcom to configure Cisco’s complex networking products 
online and thus get even better and more customized products.  

Moreover, the services provided on the CCO site have augmented the 
total offer. In particular the access to inventory levels, the order- and 
package tracking agents, and again the configuration tool have effected 
the total offer in a positive way. Because of the inventory access, 
Salcom is now able to audit the inventory levels in real-time at the Cisco 
distribution centers and thereby locate the component needed. This is 
particularly important in the case of urgent orders. Online order- and 
package tracking are further applications of high importance to Salcom. 
These enables Salcom to locate the ordered item in the delivery 
sequence and consequently predict exact delivery date.  

The greatest value gained through these services is that Salcom has 
obtained an improved control over the purchasing activities. Salcom has 
obtained an enhanced insight in the business processes of Cisco and are 
just as informed about the availability and configuration of the 
networking products as Cisco itself.  

• Image value 

 

The perception of Cisco as a network supplier has not change to any 
extent, according to Salcom.  

• Monetary cost 

 

Product prices have not decreased since the introduction of Cisco 
online. However, due to the configuration agent the system is basically 
foolproof when it comes to preventing mistakes made when ordering. 
The facilitated accurate configuration of products is a very big benefit to 
Salcom. Reduction in order changes and the return rate are obvious, 
which partly effect the monetary cost. 

• Time cost 

 

Salcom does not benefit from time savings in the order process. Instead 
the general opinion was that ordering online implies additional work. 
This is due to the parallel order entry in the internal order system as well 
as the CCO system.  

However, faster access to accurate order and product information has 
urged more efficient activities, performed by the purchaser and network 
designers at Salcom. Indirectly, the reduced error rate in the order 
processing is further effecting the time cost. 

• Energy cost 

 

The convenience in placing orders at any time of the day along with 
knowing that the placed order has been received through an order 
confirmation message was perceived as being great benefits with the
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confirmation message, was perceived as being great benefits with the 
online ordering system. The fact that there are no “opening-hours” to 
consider is extremely valuable to Salcom and enables flexible planning 
of the various purchasing activities. 

Further, the CCO site is available to any Salcom employee, even to the 
network designers, operating on site at the client. This facilitates in 
gaining product information so that price quotes can be forwarded to the 
Salcom customer. The configuration of products can further be done by 
the network designer at the client and routed to purchaser, who then is 
able to submit the order to Cisco via the Internet. Consequently, 
communication between all parties involved has been improved. 

Administrative activities and paper work related to the purchasing of 
network components have not declined to any major extent. This is due 
to the duplicated ordering systems mentioned above.  

5.3.3.3 Offer Design 
In this section the various tools and applications, that are provided on the CCO site and used 
during the entire business process, are categorized as perceived by Salcom. The business 
process is categorized as pre-sale, sale, and post-sale phases, and the attributes and tools as 
basic, performance, or surprising attributes. 
 
Pre-Sale Phase 
Basic or Expected Attributes. An electronic product catalogue with component description, 
component display, product application guidelines, and additional product information were 
perceived as necessary attributes on CCO according to Salcom. The same yields for the price 
agent, which gives access to the online price on components and different product 
combinations, along with information about specific product discounts.  
 
Performance and Spoken Attributes. In order to rapidly access product and general 
information needed, an advanced search engine was expected to be provided on Cisco's’ Web 
site. A beginner’s guide in how to use Cisco Connection Online was further important to 
Salcom. Moreover, Cisco's’ terms and policies concerning security, order processing, 
deliveries, payment, sales tax, return processing, etc., are issues that should be provided due 
to Salcom. They further expected to find information on how to contact the Cisco customer 
service and technical support, as well as directions and maps over office locations.  
 
Surprise and Delight Attributes. The single most valuable pre-sale attribute to Salcom, was 
the possibility to acquire customized information and applications. The fact that different 
communities of practice: network designers, procurement managers, network administrators 
etc. can gain information tailored to the respective profile, is perceived as extremely valuable. 
The frequent information on product, industry and company news is further attributes 
attractive to Salcom.  
 
Sale Phase 
Basic or Expected Attributes. Salcom did not have an opinion on sale-phase related 
applications that are necessary and evident on the CCO site, except for the actual service of 
placing orders online. 
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Performance and Spoken Attributes. The express order tool, in which the customer knows 
exactly what part to order including the part number, and the function which enables saving 
the draft of an order to a later occasion, are both applications perceived as very important on 
the CCO site and frequently used by Salcom. The former saves time to the experienced 
network purchaser, when ordering components that are purchased repeatedly, whereas the 
latter enables flexibility in the ordering process.  
 
Surprise and Delight Attributes. In this last sale-phase category, which contains applications 
and tools that have an attractive value to Salcom, the configuration agent, the lead time agent 
provided by Cisco were to be found. To configure components online based on Salcom’s 
requirements and specifications is crucial to Salcom, since configuring network products is a 
very complicated process. Virtually every component in the network is dependent to some 
extent upon other network components. Consequently the configuration agent is aiding 
Salcom in ending up with the accurate set of network components. Inventory access, order 
confirmation and the pre-shipment notice, were further applications viewed as valuable 
applications. Finally an integrated payment system that would facilitate the purchasing 
administration was perceived as a very attractive application. 
 
Post-Sale Phase 
Basic or Expected Attributes. Again, Salcom did not have an opinion on any post-sale related 
applications that are necessary and evident on the CCO site. 
 
Performance and Spoken Attributes. Important applications to Salcom are FAQ’s and the 
trouble-shouting guide. These enable Salcom to get answers on problems or questions arisen, 
through searching a database to see what similar situations have been encountered in the past, 
and see how these have been resolved.  
 
Surprise and Delight Attributes. The most attractive applications in the post-sale phase to 
Salcom are the commerce agents: status agent, invoice agent and return agent. The former is 
nothing but an order and package-tracking agent that directly provides Salcom with status of 
orders, including a complete backlog of company orders and proof of delivery. In addition, 
Salcom can link to the Web site of Federal Express or DHL to get detailed delivery 
information on their order. 
The invoice agent is a frequently used tool and very valuable to Salcom. It allows them direct 
access to their invoices online, as well as credit and debit memos, and thus facilitates the 
invoice processing and information on due to date invoices. The same yields for the return 
agent that enables submitting returns for credit over the Web and to view the status of returns 
submitted to Cisco. 
Attractive applications to Salcom are further the acknowledgement on shipped orders, along 
with the information on delivery delays. These two services are obviously of greatest 
importance to Salcom, since the operative planning is improved. Online access to technical 
assistance and support is further particularly valuable to the network designers that constantly 
use this online service. Finally, feedback forms and an agenda providing information 
regarding industry news, events, activities and trade shows, Salcom viewed as attractive 
applications on the CCO site. 
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5.4 Case 3. Dorab AB 

5.4.1 Introduction 
The third and final case in this study is the Swedish office supplies retailer Dorab AB. The 
chapter begins with a rough company overview that is followed by an introduction to the 
Dorab Web Store and the applications provided on the site. The selected Dorab Web Store 
customers are Aftonbladet and Jönköpings Stadsbyggnadskontor. These organizations were 
chosen, since they are well familiar with the Dorab Web Store and ordering online. Each sub 
case presents data on primary Internet commerce criteria perceived by the two organizations. 
Further the perception of how the Dorab Web Store has added value to the customers, is 
given. And finally, the two organization's perceptions of basic, performance, and surprising 
Web Store attributes during the pre-sale, sale, and post-sale phases, are presented - also 
refereed to as the offer design of the Dorab Web Store. 

5.4.1.1 Dorab Company Facts and Overview  
Dorab AB is a leading retailer of office-, computer-, and school supplies to consumers and 
businesses from home-based businesses to multinational companies in Sweden. In 1998 
turnover was estimated to 680 million Swedish crones (app. $80 million). Headquarter, 
production facilities and main storehouse are located in Bankeryd outside Jönköping. The 
company has 200 employees and is serving customers through 8 Cash & Carry stores, mail 
order catalogs, e-commerce and a contract business. In 1997 the French group Lyreco, 
Europe's largest and fastest growing Office Supplies suppliers, acquired Dorab.  
 
The Dorab Web Store as well as the home page has become increasingly important 
communication- and order tools to Dorab. Since the launch, sales over the Web Store have 
increased to 8 percent of total sales, and as more and more customer choose to use this new 
order channel, web sales are expected to grow fast in the next couple of years. 

5.4.1.2 The Dorab Web Store 
The Dorab Web Store was launched in the summer 1997, but the company has since the mid-
eighties employed electronic commerce of various kinds. Initially customer could transfer 
files over order terminals. This system was followed by online systems such as, order via e-
mail and EDI. Recent e-commerce activities are the Dorab Web Store and a CD-ROM 
product catalogue that enables EDI-customers to place office supply orders. Aim with the e-
commerce activities is to cut cost in the order process and shorten lead times. Most important 
e-commerce activity is so far EDI, if counted in total sales amount. 
 
However EDI is only utilized of a minority of Dorab's 3500 customers. These are large co-
operations, contract customers and customers that have a high consumption of office supply. 
Small businesses and private customers were earlier dependent on fax and phone when 
ordering office supply, and thereby dependent on the Dorab opening hours. The launch of the 
Web Store has therefore gained high recognition among small businesses and less frequent 
office supply consumers. As a result, the possibility to reach and serve new customer 
segments have increased with the launch of the Web Store. Further benefits are added 
customer value and reduced work in order processing. Finally, with e-commerce Dorab is 
now able to guarantee 24h delivery. 
 
Even if Internet and the Web Store are becoming increasingly important to Dorab, there is no 
outspoken Web strategy. The Dorab Web Store is simply seen as “another sales channel” and 
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the additional e-commerce order tools (EDI, CD-ROM, etc.) are equally important. Dorab 
does neither evaluate the Web Store, except for checking web sales compared to total sales. 
However Dorab appreciate when customers have opinions on how they could improve the 
site, and the company is adding and changing Web features when needed.  

5.4.1.3 Applications and Tools Provided at the Dorab Web Store 
As a user wish to use the Dorab Web Store, he may either contact Dorab to register for an 
account or use the system as a non-registered user. Dorab's main customer groups are office 
supplies users and school supplies users. In order to match the different customer segment's 
needs, the registered account user is requested to log on as a "school user" or "office user". 
Moreover, as the user logs into the system, the specific contract prices, delivery address, 
delivery options and other details are visualized. The non-registered user accesses fewer 
applications and does not view contract prices etc. 
 
Dorab intended to design a Web Store as simple and functional as possible. The site does 
thereby contain a few but very useful applications. Most important are: 
 Product search engine 
 View contract price 
 View inventory levels (real-time not available yet) 
 Shopping cart 
 Save shopping cart 
 Shopping lists 
 Specify delivery details  
 View order history 

 
Dorab is providing the complete product catalogue on the Web. This include product images, 
product descriptions and in some cases environmental product information. Since Dorab has a 
product assortment of over 5500 items the product search engine is a vital application on the 
site. The user have several search options. Either by typing the item into the search engine or 
by clicking through the product groups. The user may also search a specific item by clicking 
on the product in alphabetic order or by restraining the search by specific criteria. Since 
Dorab is holding an increasingly amount of computer related items in stock, the company is 
now developing a search guide for technical products. 
 
To speed up the order process for its customers, Dorab has developed a number of useful 
applications. By saving the shopping cart, the customer may continue the order activity for a 
later occasion. The customer can further save "monthly shopping carts", "weekly shopping 
carts", etc. Moreover, by creating a list of favorite items, the user does not need to use the 
search engine in order to find the specific item, and is thereby saving valuable time. Similar 
function is the "top ten list", which shows the customer's ten most frequently bought products. 
Helpful is further the order history application. 
 
As for delivery related applications, customers have the possibility to enter delivery details 
such as, delivery address, delivery date, freight labels, etc. Dorab further provide a "track-and-
trace"-service by linking to the logistic partner's Web site. 
 
Finally, Dorab is providing several offers especially for the Web Store users in order to 
encourage customers to order online. These are special Web Store discounts, weekly offers, 
monthly offers, and product news.  

 
Creating Value-Added Internet Offers   Page 69 
 



Chapter 5 – Empirical Findings 
 

5.4.2 Aftonbladet 
Aftonbladet is the third largest newspaper in Sweden, with an average circulation of 412 000 
copies a day. Established in 1830, Aftonbladet is one of Sweden's oldest daily newspapers and 
possesses over a long tradition of being a newspaper for the broad mass of people. The 
newspaper strives to actively scrutinize the powers that be - both public and private - and 
stimulates debate. The main goal is to compete efficiently on the newspaper market by 
providing it readers with news, knowledge, pleasure, and service. On the Internet, Aftonbladet 
is the most successful Swedish newspaper, with 216 500 visitors a day. 
 
Aftonbladet has since April 1998 been ordering office supply over the Dorab Web Store. 
Except from office supply, Aftonbladet buys computer accessories and cleaning products over 
the Web. It is mainly the Purchasing Department that is responsible for online ordering of 
office supply and using the Dorab Web Store. As a total, 5% of the annual purchased value is 
procured over the Internet. The same figure is expected to be 90% in year 2005.  

5.4.2.1 Primary Internet Commerce Criteria  
The single most critical Internet commerce criteria perceived by Aftonbladet was:  

• Legal environment 

In order to even consider purchase over Internet, the office supplier must ensure the security 
of the system and information transmitted between the parties. The supplier must possess over 
a secure server that enables encryption of transactions, and also provide the company policy 
regarding store security. However, the additional element of legal environment, privacy on the 
web, was not perceived as critical criteria. 
Further essential factors perceived by Aftonbladet are: 

• Convenience 
• Ease of use 
• Local Adoption 
• Up-to-date information 
• Reliability 

The speed of connection and transactions along with customer service respond times are of 
great importance to Aftonbladet. Online information gathering and the actual placement of an 
order must be fast accomplished activities if Aftonbladet is to purchase over the Web. The 
system must thereby be convenient enough to the customer and rapidly provide the necessary 
information. An easy to use system with functional navigation and well-structured pages 
speeds up the purchasing process further and is therefore of importance to Aftonbladet. 
 
Since Dorab is exclusively marketing its products at the Swedish market the Web site is solely 
provided in Swedish. As a domestic customer Aftonbladet emphasized the importance of Web 
pages in Swedish as well as payment methods adapted to Swedish conditions. This is due to 
the office supply terminology, which is different in each specific country and language.  
Up-to-date information is also an important Internet commerce criterion to Aftonbladet. 
Changes in prices, the product assortment, Web site content etc. must be accurate and up-to 
date if Aftonbladet is going to purchase office supply over the Web. 
 
Dorab must strive to guarantee that the technical infrastructure, products and services 
provided fulfill the customers’ expectations and demands, due to Aftonbladet. An established 
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and reliable relationship to the supplier was also perceived as important when purchasing over 
the Web. 
Lowest priority was: 

• Quality 
• Speed of delivery 

Recognized brand name was perceived as a less important issue in the context of ordering 
office supply over the Web, together with the speed of delivery. The latter is not of 
importance, since Aftonbladet has contracted delivery dates. 

5.4.2.2 Value Creation  
Presented below is Aftonbladet’s perception of how Internet commerce has changed the five 
value determinants, offer value, image value, monetary cost, time cost, and effort cost. 

• Offer value The core product as well as the physical product has not changed, since 
Aftonbladet started with online purchasing of office supply. However, 
the additional services provided on the Dorab Web site has to some 
extent augmented the total offer. In particular, the possibility to access 
inventory levels, was perceived as a very useful service to Aftonbladet, 
even if not in real-time. Moreover, providing tailored product 
information according to contracted items, has given the total offer of 
office supply on the Web an attractive feature. 

The facilitated access of accurate information, gained through the 
services mentioned above, implies greater value of the total offer.  

• Image value 

 

The perception of Dorab as a supplier has not changed to any extent 
according to Aftonbladet. But Aftonbladet appreciates Dorab’s attempts 
to develop the online store to an efficient purchasing tool.  

• Monetary cost 

 

The product related cost has not decreased since the introduction of the 
online store. The contracted prices on specific items have not changed, 
even if Dorab is offering special Internet discounts on certain products. 
However, through the more efficient and accurate order processing, 
based on reduced errors in order entry, the monetary cost has been 
effected in a positive way. 

• Time cost 

 

Timesaving in the order process is obvious to Aftonbladet. Faster access 
to accurate product-, order-, and shipment information has increased the 
efficiency. Before the purchaser had to spend a large amount of time in 
telephone lines or filling in order forms in order to fax to Dorab. 
Further, the reduced error rate in the order processing and time spent in 
correcting them, is a great advantage with the online ordering system.  

Equally important is that the employee and journalists at Aftonbladet 
have global access to the Dorab online store wherever they are situated 
at the moment. This enables efficient purchasing on contracted prices 
even if they are not at the Stockholm head quarter. 

• Energy cost 

 

Administrative activities related to the purchasing of office supply have 
partly declined since the introduction of online ordering. This has lead 
to increased convenience in the purchasing process of office supply in 
general and a positive effect on the energy cost.  
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5.4.2.3 Offer Design   
Below are the Web tools and applications provided on the Dorab Web site, and classified into 
pre-sale, sale, and post-sale phases, as well as basic, performance, or surprising attributes, as 
perceived by Aftonbladet.  
 
Pre-Sale Phase 
Basic or Expected Attributes. Essential applications in the pre-sale phase were above all the 
product-related information such as unit price, specific discounts, product display, manuals, 
and application guides, as well as environmental related information. Continuous product 
news and the possibility to order prospects and brochures were expected to be on the Dorab 
Web site as well. Aftonbladet further considered the company policies concerning security, 
order processing, shipping, payment, sales tax, return policies, and environmental issues, to be 
a must on the office supplier’s Web site.  
 
Performance or Spoken Attributes. A beginner’s guide in how to use the Web site and the 
different tools, along with a search engine over the site was perceived as important to 
Aftonbladet. Moreover, a customized product catalogue in which only the contracted products 
are included ought to be provided due to Aftonbladet. Company address, including names on 
sales representatives, e-mail, phone and fax numbers to customer service and support should 
all be provided. 
 
Surprise and Delight Attributes. Aftonbladet stressed the attractiveness with a personalized 
Web site and the possibility to customize the various Web tools and applications according to 
Aftonbladet’s needs and interest. So far Dorab is not providing such a service, but again this 
was perceived as very valuable. 
 
Sale Phase 
Basic or Expected Attributes. Access to inventory, an express order tool, information on 
delivery times and the possibility to enter delivery date, are all applications necessary on the 
Web site and frequently used by Aftonbladet.  
 
Performance or Spoken Attributes. The immediate order confirmation and the order draft, in 
which the customer can save an order to be completed on a later occasion, Aftonbladet 
perceived as performance and spoken attributes. Moreover, an application that suggest 
additional accessories to the office supply item ordered was thought to be very useful in the 
ordering process. However Dorab does not yet provide this application. 
 
Surprise and Delight Attributes. Applications perceived as attractive and valuable to 
Aftonbladet in the sale phase were payment and delivery related applications. Aftonbladet 
expressed their whishes for various payment options as well as the possibility to pay 
electronically, issues that are not yet provided by Dorab over the web site.  
 
Post-Sale Phase 
Basic or Expected Attributes. The most basic post-sale applications due to Aftonbladet are the 
acknowledgement on shipped orders, the immediate information or notice on delivery delays, 
along with order status and package tracking agents. However, the immediate notice on 
delivery delays and the order status agent are not yet provided on the Dorab Web site, instead 
information on delays or order disturbances are given over the phone. The package-tracking 
agent is provided by Dorab through a link to the logistic partner’s Web site and is a frequently 
used tool by Aftonbladet 
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Performance or Spoken Attributes. Important tools to Aftonbladet in the post-sale phase were 
the invoice- and return status agents. Again, these tools are not provided on the Dorab Web. 
Yet, they do offer the customer to initiate returns on the Web, an application that is important 
to Aftonbladet as well. 
 
Surprise and Delight Attributes. This category contained nothing but applications and tools 
that Dorab is still not providing to its customers, on the Web site. 
The opportunity to connect online with the customer service or support was perceived as very 
attractive to Aftonbladet. Feedback forms and an office supply community are applications 
that further would give an attractive value to the Dorab Web site. 
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5.4.3 Jönköping Stadsbyggnadskontor 
Jönköping Stadsbyggnadskontor (hereafter referred to as Jönköping Sbk), has since February 
1998 been ordering office supplies over the Dorab Web Store. Today, 10 % of the 
departments total purchase value concerns office supplies, which almost all is bought through 
Internet. The budget for office supplies of 1998 was 712 000 SEK. Since Jönköping Sbk is a 
public organization, it is difficult to estimate the value of future purchase through Internet. 
This is due to the particular centralized negotiation process in the public sector. Since 
Jönköping Sbk is restricted to buy solely from suppliers with binding contracts over a period 
of two to three years, it is mainly upon Jönköping Sbk suppliers if the purchased value 
through Internet will increase compared to the total purchase value. Today, the only supplier 
offering purchasing possibilities through Internet is Dorab. At Jönköping Sbk it is the 
economic assistant, who places the department’s orders of office supplies over Internet. 

5.4.3.1 Primary Internet Commerce Criteria 
In order to even consider, purchasing products and services over the Internet, there are some 
basic criteria that must be fulfilled, according to Jönköping Sbk. These are:  

• Ease of use 
• Reliability 
• Convenience 
• Legal environment 
• Up-to-date information 

If the Web site is not easy to use or convenient enough, the customer prefers to use the 
traditional way to order products, i.e. by phone or fax. Due to the fact that Jönköping Sbk is a 
public organization, security aspects are of high importance. Today, the Internet is only used 
for order entering. To fully use the Internet for invoice and payment transactions, the legal 
and security aspects has to be solved. Moreover, the information on the Web site has to be 
correct and continuously updated or some of the advantages of using the Internet as a business 
tool are regarded as lost.  
 
Local adaptation is necessary when it comes to language and the Dorab Web site has to be in 
Swedish, according to Jönköping Sbk. The organization further prefers to order from a well-
known supplier. However, it is not necessary for the company to be located in Sweden.  
 
The basic criteria of less or no importance to Jönköping Sbk in order to use Internet as a 
business tool were quality and speed of delivery. When it comes to office supplies the 
products don’t change that much between brands or suppliers, price was more important. 
Speed of delivery was not a critical Internet commerce criterion due to contracted delivery 
dates. 

5.4.3.2 Value Creation 
Jönköping Sbk looks upon the value creation of Internet as a business tool through the 
following value dimensions: 

• Offer value Products and services have not been customized to any extent. Although, 
some of the application and tools on the Dorab Web site has led to a 
higher service degree. 

• Image value Dorab is the only supplier that is offering the possibility of ordering 
products via the Internet. Consequently, the image value as a supplier 
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has increased. Dorab is perceived to be in the forefront, which wishes to 
facilitate doing business with their customers. To bear in mind is that the 
relationship to the supplier is regarded as closer than before, even if the 
personal contact with the supplier has become less. 

• Monetary cost  Monetary costs have neither been saved on lower product prices, or on 
reduced labor costs. Orders are placed more frequently with lesser order 
volumes than earlier, meaning more paper and administrative work with 
invoices, which are received for every order. This is due to Internet not 
being used to its fully potential concerning invoice and payment 
transactions. 

• Time cost One of the main advantages is the timesaving in the order process. It is 
much faster to place an order through Internet, than by phone or fax. The 
order can be placed whenever the customer wants, and she does not have 
to wait to get through to the supplier. However, as pointed out above, 
more time is now spent on other administrative work. 

• Energy cost Another of the main advantages is seen to be energy savings in the order 
process. It is much convenient to place an order through Internet, than 
by phone or fax. Fewer errors are occurring with wrong products or 
wrong amount, as well as better and quicker access to delivery-related 
information of products.  

 

5.4.3.3 Offer Design 
In this section the various tools and applications, that are provided on the Dorab web site and 
used during the entire business process, are categorized as perceived by Jönköping Sbk. The 
business process is categorized as pre-sale, sale, and post-sale phases, and the attributes and 
tools as basic, performance, or surprising attributes. 
 
Pre-Sale Phase 
Basic or Expected Attributes. During the pre-sale phase, Jönköping Sbk regards primarily 
three attributes of the Dorab Web site as basic or expected. First, a structured and customized 
product catalogue based on the customer’s need of product range. The catalogue should 
include an advanced product search engine, product pictures, descriptions, and an application 
guide. Second, the Web site should include a price list with negotiated prices and discounts. 
Finally, company data and a policy statement in different important questions was required. 
 
Performance or Spoken Attributes. A beginner’s guide that assist the customers in how to find 
information and use the Web site, as well as a search engine of the site, was perceived as 
important to Jönköping Sbk. Additional attributes were, the possibility to order product 
brochures. It was also very important that the site contained information on how to reach 
representatives of the supplier. 
 
Surprise and Delight Attributes. The most valuable pre-sale attributes for Jönköping Sbk, was 
the possibility to acquire customized information and applications, which are not offered at 
the Dorab Web Store at the moment. Finally the Jönköping Sbk wish to handle more of the 
negotiation process with suppliers electronically over Internet, as it is a burdensome and time 
consuming process, occurring every second or third year.  
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Sale Phase 
Basic or Expected Attributes. During the sale phase, Jönköping Sbk solely regards an express 
order tool as a basic or expected attribute on the Dorab Web site. Since Jönköping Sbk orders 
products over the Web site a couple of times per week, this service is very important, and 
saves a lot of time.  
 
Performance or Spoken Attributes. For the same reason as above, the Jönköping Sbk regards 
immediate order confirmation, saving order drafts for a later occasion along with inventory 
and product lead-time access, as performance or spoken attributes of the Dorab Web site.  
 
Surprise and Delight Attributes. Ultimately, the main surprise and delight attribute is 
considered to be several payments options, and then preferable electronic or periodic invoice 
transactions. At this point, this application is not offered at the Dorab Web Store, instead the 
customer receives paper invoices in accordance with every placed order, which means more 
administrative work.  
 
Post-Sale Phase 
Basic or Expected Attributes. During the post-sale phase, Jönköping Sbk solely views product 
manuals with product display, to be a basic or expected attribute.  
 
Performance or Spoken Attributes. Jönköping Sbk regard the following information and 
applications of an e-commerce Web site to be performance or spoken attributes: information 
on delayed deliveries, initiate return of products, view status on returned products, and 
Frequently Asked Questions. The customer was unsure if online support on the Web and to 
give customer feedback to the supplier was of any value. Though contact information was 
important at the Web site. 
 
Surprise and Delight Attributes. Finally, the surprise and delight attributes of an e-commerce 
Web site was an invoice agent, which offers invoice status, as well as credit and debit. 
Moreover, other surprise and delight attributes in the post-sale phase are the package-tracking 
agent provided by the Dorab logistic partner. 
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6 ANALYSIS 

6.1 Introduction 
The previous chapter presented the empirical findings of the three different case studies, 
Boeing, Cisco, and Dorab including their business customers. This chapter is dedicated to the 
analysis of the result of the study. The primary purpose of this study is to answers the defined 
research problem and research questions, and thereby contribute to the understanding of a 
company's development of Internet offers to organizational customers.  
The business customers that are using the e-commerce sites of Boeing, Cisco and Dorab are 
analyzed through a two-level evaluation analysis. This implies that the empirical findings of 
each case firstly are compared with the theories in the Frame of Reference, which includes 
Primary Internet Commerce Criteria, Value Creation on the Web, Offer Design and Key 
Features of the Web. The two business customers in each case are then compared with each 
other. And finally, a cross-sectional analyze is performed between the findings of each 
individual case.  
Figure 6.1 shows the plan of the two-level evaluation analysis. The purpose is to find common 
patterns, similarities and dissimilarities with previous theories and between the cases.  
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6.2 Analysis of Customers to Boeing Inc. 
The two customers of Boeing will first be analyzed through a comparison with the selected 
theories for all sections: primary Internet commerce criteria, value creation on the Web, offer 
design on the Web, and finally the seven key features of the Web. After each section the 
Boeing customers are compared to each other and the given theories. The purpose is to find 
patterns and characteristics for the customers using the Boeing PART Page. 

6.2.1 Primary Internet Commerce Criteria 
When analyzing the data that was collected at Falcon Air, concerning the primary Internet 
commerce criteria, one notices that six of the eight criteria had to be fulfilled in order to Falcon 
Air even was to consider purchasing spare parts over the Web. These are Speed of delivery, 
Quality, Ease of use, Reliability, Legal environment, and Convenience. The two criteria that not 
were crucial to Falcon air were Up-to-date information and Local adaptation. The former was 
of great importance but not a prerequisite in order to purchase over the Web. Due to the global 
aircraft industry where the English terminology on spare parts is standard, local adaptation was 
not an important factor to Falcon Air. 
 
Braathens/Malmö Aviation (hereafter referred to as Braathens) stated that Legal environment, 
Convenience, Speed of delivery, Ease of use, Reliability, Up-to-date information, and Quality, 
were prerequisites to Braathens in order to purchase spare parts over the Web. Of the 
mentioned criteria, Braathens emphasized legal environment and thus security of transactions 
as crucial Internet commerce criteria. When comparing with the theory it appears that Local 
adaptation is the single criterion, of the eight given, which is not of any importance to 
Braathens. 
 
When comparing the two Boeing customers, great similarities were identified in their 
perceptions on critical Internet commerce criteria. Six of the eight criteria were mentioned as 
being prerequisites to both Falcon Air and Braathens, whereas Local adaptation was the single 
criterion that were not perceived as a critical Internet commerce criterion to none of the 
companies. The dissimilarity concerned the Up-to-date information, which is a prerequisite to 
Braathens but not to Falcon Air.  

6.2.2 Value Creation on the Web 
The data gathered at Falcon Air regarding the value determinants showed on an exceedingly 
overall value creation since the introduction of the Web as a business tool. Monetary cost and 
Time cost were the two determinants that had the greatest influence on the Total customer value 
created. Both determinants were minimized due to improved information access and 
information flow. Accordingly, the Energy cost was decreased. This due to improved 
convenience in placing orders that among others, has implied a lowered error rate. Falcon Air 
further perceived an increase in the Offer value and Image value. The offer value was increased 
due to the additional services (applications and tools) provided on the Boeing PART page. The 
image cost was increased because of the efforts made by Boeing in trying to meet the needs and 
demands of Falcon Air as a customer.  
 
To Braathens, value creation is a fact since the introduction of the Web as a business tool. 
However, the value determinants influenced the Total customer value to different extent. The 
highest influence on the value creation was the increase of the Offer value determinant. This 
due to additional services (application and tools) provided on the Boeing PART page. The Time 
cost and the Energy cost had decreased due to improved information access, decreased 
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administrative activities and lowered error rate in the ordering process. However, the parallel 
order entry in the internal system had a negative effect on the value creation. Monetary cost had 
slightly decreased and thus improved the customer value creation, whereas the Image value had 
not change to any greater extent. 
 
The data collected at the two end-customer’s of Boeing, indicated on a greater customer value 
creation at Falcon Air compared to Braathens. This could be explained through Falcon Air’s 
relatively long experience in purchasing spare parts over the Boeing PART page. While 
Braathens has purchased spare parts over the Web during one year, Falcon Air has utilized the 
site for two and a half years. Consequently Falcon Air have had more time to integrate the 
Boeing PART page with the company organization and learn how to take advantage of the Web 
site and apply it in best way possible. 

6.2.3 Offer Design 
Pre-Sale Phase. According to the theory, the pre-sale phase concerned search/inquire for 
products, discover products, compare products, and to negotiate terms. The data gathered at 
Falcon Air showed that the activities taking place in the pre-sale phase were similar to the 
theory. However, Falcon Air was not negotiating terms direct with Boeing over the Internet, 
this was done by traditional means. The applications and tools that Falcon Air utilizes in the 
pre-sale phase are presented in table 6.1.  
 
The data collected at Braathens showed on similarities to the Buyer Interaction Model and the 
pre-sale phase. Braathens searched and inquired products, checked product availability, and 
partly compared different spare parts over the Boeing PART page. However, due to long-term 
supplier contracts, they did not negotiate terms and conditions online. The applications and 
tools that Braathens utilizes in the pre-sale phase are presented in table 6.1. These are further 
part of the total Internet offer on the Boeing PART page.  
 
Pre-Sale Phase Falcon Air  Braathens 
Basic and expected 
attributes of the Internet 
offer 

Product catalogue 
Price quotes  
Advanced search engine 

Product catalogue 
Price quotes 
Contact information 
Beginner’s guide 

Performance and spoken 
attributes of the Internet 
offer 

Product and company news 
Boeing terms and policies  
Environmental information 
Beginner’s guide 
Customized information and 
attributes 

Product and company news  
Boeing terms and policies 
Environmental information 
 

Surprise and delight 
attributes of the Internet 
offer 

Customized product catalogue 
Product display 

Customized product catalogue  
Customized information and 
attributes 
Advanced search engine 

Table 6.1. Pre-Sale Phase Attributes according to Falcon Air and Braathens 
 
Sale Phase. The major activities in the sale phase was placement of orders, receive 
acknowledgement, and initiate payment. With respect to the theory these activities could all be 
supported by various Web site attributes and thus accomplished over the Internet. Falcon Air 
places orders and receives acknowledgement over the Boeing PART page, whereas the 
payment method, invoicing, was settled in the long-term contract between the two parties. 
Falcon Air will be able to pay electronically in a near future, yet the company expressed the 
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needs for an integrated payment system. The applications and tools that Falcon Air utilizes in 
the sale phase are categorized in table 6.2.  
 
Braathens places the order, and receives the acknowledgement over the Boeing PART page, as 
in accordance with the Buyer Interaction Model. However they do not initiate payments online. 
The payment method selected and used by Braathens is traditional invoicing and the payment 
terms and conditions are included in the contract between the two parties. The applications and 
tools that Braathens utilizes in the sale phase are categorized in table 6.2. These are further part 
of the total Internet offer of the Boeing PART page.  
 
Sale Phase Falcon Air Braathens 
Basic and expected 
attributes of the Internet 
offer 

Express order tool 
Order confirmation 
Several delivery options 
 

Express order tool 
Order confirmation 

Performance and spoken 
attributes of the Internet 
offer 

Real-time inventory access 
Electronic payments 
 

Real-time inventory access 
Schedule deliveries  
Lead time information 
Interchangeability agent 

Surprise and delight 
attributes of the Internet 
offer 

Interchangeability agent 
Integrated payment systems 

Several delivery options 
Configuration agent 
Save order draft 

Table 6.2. Sale Phase Attributes according to Falcon Air and Braathens 
 
Post-Sale Phase. According to the theory, the post-sale phase concerned receive products, 
request support, and give feedback. The data collected at Falcon Air identified similarities with 
the given activities taking place in the post-sale phase and over the Boeing PART page. Usage 
of online support was very limited at Falcon Air, yet an appreciated application. The 
applications and tools that Falcon Air utilizes or wishes to utilize in the post-sale phase are 
presented in table 6.3.  
 
The data collected at Braathens disclosed similarities with the Buyer Interaction Model in the 
post-sale phase. However, the usage of online support was very limited at Braathens. Instead 
the company employs the Boeing call-center open 24 hours a day. The applications and tools 
that Braathens utilizes or wishes to utilize in the post-sale phase are presented in table 6.3. 
Some are part of the total Internet offer of the Boeing PART page, whereas Boeing does not yet 
provide some of them.  
 
 
Post-sale Phase Falcon Air  Braathens 
Basic and expected 
attributes of the Internet 
offer 

Acknowledgement of shipped 
orders 
Information on delayed deliveries 
Order status agent  
Package tracking agents 
Return status agent 

Acknowledgement of shipped 
orders 
Information on delayed deliveries 
Order status agent  
Package tracking agents 

Performance and spoken 
attributes of the Internet 
offer 

Trouble shouting guide  
Invoice status agent 

Trouble shouting guide 
Invoice status agent 
Return status agent 
Feedback form 
Industry agenda 
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Surprise and delight 
attributes of the Internet 
offer 

Online educational training and 
seminars 
Online customer service and 
support 
Feedback form 

Online educational training and 
seminars 
Online customer service and 
support 

Table 6.3. Post-Sale Phase Attributes according to Falcon Air and Braathens 
 
The analysis of the data collected at Falcon Air and Braathens, concerning the three different 
sale phases, indicated on great similarities between the two customers to Boeing. The various 
actions taken within each sale phase were further in accordance with the Buyer Interaction 
Model. However, negotiation terms in the pre-sale phase, initiate payments in the sale phase, 
and request support in the post-sale phase were activities that neither Falcon Air, nor Braathens 
employed to any large extent, due to different reasons explained earlier. Interesting to notice is 
that both the companies perceived online support as an attractive attribute even if none of them 
used it frequently. The reason might be dissatisfaction with the present online support services.  
 
The two customer’s perceptions on the various applications and tools categorized in the three 
sale phases are fairly equal as an entirety. But a few exceptions can be observed. The advanced 
search engine was perceived as a basic attribute to Falcon Air, whereas Braathens perceived the 
same to be an attractive attribute. The same yields for the service of several delivery options. 
Moreover, Braathens had no opinions concerning payment options, whereas Falcon Air 
regarded this issue as an important factor for the future online ordering of spare parts. The 
dissimilarities could be explained by the greater experience Falcon Air has of the Boeing PART 
page compared to Braathens.  
Interesting to notice is that both companies were equal interested in environmental issues and 
requested and expected to find such information on the suppliers Web site. However the 
Boeing PART page does not provide sufficient information concerning this issue. 

6.2.4 Key Features of the Web 
The seven key features of the Web and the Boeing PART page have in various ways influenced 
the ordering of spare parts at Falcon Air and Braathens. Immediate real-time access, Virtually 
infinite space, and Database driven information are all features that have radically change the 
situation for the two Boeing customers when ordering spare parts. The real-time access to the 
exact data needed has enhanced the companies’ control over the purchasing process. The 
flexibility to order at any time of the day is further an extremely valuable feature to the spare 
part customers. So far Falcon Air and Braathens have not used the Global access feature to any 
large extent. However this feature are of interest for the future, since it enables the technical 
staff to place orders right at the gate in critical situations. Data mining and User tracking has 
not influenced the ordering of spare parts at Falcon Air and Braathens, however both 
companies expressed their interest and the attractiveness with customized information and 
applications. Neither has Multimedia greatly influenced the ordering of spare parts, other than 
the possibility to view spare parts online. The Interactivity is an important feature in the process 
of ordering spare parts online. However this feature are by no means utilized to full capacity. 
Until this point it is mainly the conventional purchasing related transactions that are being 
exchanged by the two parties and not so much additional information such as feedback on 
performance or general customer opinion 
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6.3 Analysis of Customers to Cisco Systems 
The Cisco customers will first be analyzed through a comparison between each customer and 
the selected theories for all sections: primary Internet commerce criteria, value creation on the 
Web, offer design on the Web, and finally the seven key features of the Web. After each 
section the Cisco customers are compared to each other and the given theories. The purpose is 
to find patterns and characteristics for the Cisco customers. 

6.3.1 Primary Internet Commerce Criteria 
When analyzing the data that was collected at Merkantildata ASA (hereafter referred to as 
Merkantildata), concerning the primary Internet commerce criteria, one notices that five of the 
eight criterias had to be fulfilled, in order to Merkantildata to even consider purchase network 
products over the Web. These are Up-to-date information, Ease of use, Reliability, 
Convenience, and Legal environment. The three criteria that were not crucial to Merkantildata 
was Speed of delivery, Quality, and Local adaptation. Instead of speed of delivery, reliability of 
deliveries was emphasized as a significant factor of high importance. Neither quality nor local 
adaptation was regarded as important criteria to Merkantildata, the latter due to the IT industry 
where the English terminology on network products is a standard. 
 
The data collected at Salcom AB (hereafter referred to as Salcom) identified five of the eight 
primary Internet commerce criteria as being of high importance. These were Convenience, Ease 
of use, Up-to-date information, Reliability, and Legal environment. The three Internet 
commerce criteria that were perceived to be of less or no importance was Quality, Speed of 
delivery and Local adaptation. Rather then speed of delivery Salcom emphasized Just-In-Time 
deliveries to be of high importance. As for Local adaptation, ordering over a site in English 
was just as sufficient as ordering over a site in Swedish. 
 
The analysis of the data collected at Merkantildata and Salcom, concerning primary Internet 
commerce criteria, imply a shared perception of which criteria that are perceived as 
prerequisites, and which are not perceived to be of importance when purchasing office supplies 
over the Web. Five of the eight criteria were mentioned as being critical to both Merkantildata 
and Salcom, whereas Quality, Speed of delivery, and Local adaptation were not perceived as 
critical Internet commerce criteria to none of the customers to Cisco. 

6.3.2 Value Creation  
The data gathered at Merkantildata regarding the value determinants showed on a exceedingly 
overall value creation since the introduction of the Web as a business tool. Time cost, Energy 
cost and Offer value were the determinants that had the greatest influence on the Total 
customer value created. Time cost was minimized due to faster online order placement 
compared to conventional media and enhanced access to product and delivery related 
information. Accordingly, the Energy cost was decreased due to unlimited ”opening hours”, the 
convenience of the system, and lowered error rate. The Offer value was increased due to 
additional services (applications and tools) provided on Cisco Connection Online, especially 
the configuration agent and the additional status agents. Further, the Image value was increased 
because of Cisco’s efforts to adapt their Internet offer to the needs and demands of 
Merkantildata as a customer. The Monetary cost had not changed since the introduction of 
Cisco Connection Online at Merkantildata. 
 
Value creation is a fact since the introduction of Cisco Connection Online as a business tool at 
Salcom, even if not to a very high degree. The value determinants had varied influence on the 
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Total customer value. The highest influence on the total value creation had the determinants 
Offer value and Energy cost. The Offer value was increased due to additional services 
(application and tools) provided on CCO. The configuration agent, delivery information access 
through the order status agent, and inventory access were applications that increased the Offer 
value to Salcom. The Energy cost decreased due to the convenience of the system, including 
unlimited ”opening hours”, along with the order confirmation and the lowered error rate in the 
ordering process. However, the parallel order entry in the internal system had a negative effect 
on the value creation, both concerning Energy cost and Time cost. The latter had not decreased 
due to the duplicated order registration. Monetary cost had slightly reduced and thus improved 
the customer value creation, whereas the Image value had not changed to any greater extent. 
 
The data collected at the two customers of Cisco, indicated higher customer value creation at 
Merkantildata compared to Salcom. Both Cisco customers shared the view of the value 
determinants Offer value, Energy cost, and Monetary cost. The first two determinants had 
increased the customer value, while the latter did not contribute to any large extent. The 
greatest dissimilarities concerned the value determinant Image value and Time cost. 
Merkantildata’s perception of Cisco as a networking supplier had exceedingly been improved 
and extensive timesaving was a fact. According to Salcom, these two value determinants had 
not changed since the introduction of CCO, on the contrary time cost was nearly perceived as 
being increased due to the duplicated order entry. This indicates on how important it is with 
integrated ordering systems. As long as parallel order systems exist, the energy and the time 
cost will not decrease to any large extent.  
The overall higher value creation at Merkantildata could further be explained through 
Merkantildata’s participation in the CCO pilot project. Merkantildata had consequently 
developed a closer and more interactive relationship to Cisco.  

6.3.3 Offer Design 
Pre-Sale Phase. The data collected at Merkantildata regarding the pre-sale phase, indicated 
similarities to the Buyer Interaction Model. Merkantildata searched and inquired products, 
checked product availability, and partly compared different spare parts over the CCO site. 
However, they did not negotiate terms and conditions online. This was done via conventional 
media, even if both parties partly used email in order to communicate. The applications and 
tools that Merkantildata utilizes in the pre-sale phase are presented in table 6.4. These are 
further part of the total Internet offer of the Cisco Connection Online site.  
 
The data gathered at Salcom revealed that the activities taking place in the pre-sale phase were 
similar to the theory. However, Salcom was not negotiating terms direct with Cisco over the 
Internet, this was done by traditional means. The applications and tools that Salcom utilizes in 
the pre-sale phase are presented in table 6.4.  
 
Pre-Sale Phase Merkantildata Salcom 
Basic and expected 
attributes of the Internet 
offer 

Product catalogue 
Price agent 
Product and company news 

Product catalogue 
Price agent 

Performance and spoken 
attributes of the Internet 
offer 

Contact information 
Cisco terms and policies  
Beginner’s guide  
Additional product information 
Advanced search engine 

Contact information 
Cisco terms and policies  
Beginner’s guide 
Advanced search engine 
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Surprise and delight 
attributes of the Internet 
offer 

Configuration agent  
Customized information and 
attributes 

Customized information and 
attributes 
Product and company news 

Table 6.4. Pre-Sale Attributes according to Merkantildata and Salcom 
 
Sale Phase. The major activities in the sale phase was placement of orders, receive 
acknowledgement, and initiate payment. With respect to the theory these activities could all be 
supported by various Web site attributes and thus accomplished over the Internet. 
Merkantildata places orders and receives acknowledgement over the CCO site, whereas the 
payment method, invoicing, is settled in the contract between Cisco and Merkantildata. 
However, Merkantildata expressed their interest in electronic payments, or even better, an 
integrated payment system. The integrated payment system would make the parallel order 
registration and the internal order system redundant, and thus induce large time savings in the 
placement of orders. The applications and tools that Falcon Air utilizes in the sale phase are 
categorized in table 6.5.  
 
Salcom places the order, and receives the acknowledgement over Cisco Connection Online as 
in accordance with the Buyer Interaction Model. However they do not initiate payments online. 
The payment method selected and used by Salcom is conventional invoicing. The terms and 
conditions concerning this payment method are agreed upon in the contract between the two 
parties. In conjunction with Merkantildata’s requests for electronic payment methods, Salcom 
welcomes a payment option that in any way facilitates the administration of networking 
product supply. The applications and tools that Salcom utilizes in the sale phase are categorized 
in table 6.5.  
 
Sale Phase Merkantildata Salcom 
Basic and expected 
attributes of the Internet 
offer 

Express order tool 
Configuration agent 
Order confirmation 
Save order draft 

Placement of orders online 

Performance and spoken 
attributes of the Internet 
offer 

Real-time inventory access  
Schedule delivery 
Several delivery options 

Express order tool 
Save order draft 

Surprise and delight 
attributes of the Internet 
offer 

Electronic payments 
Integrated payment systems 

Configuration agent 
Lead time agent 
Real-time inventory access 
Order confirmation 

Table 6.5. Sale Phase Attributes according to Merkantildata and Salcom 
 
Post-Sale Phase. According to the Buyer Interaction Model, the post-sale phase concerned 
receive products, request support, and give feedback. The data collected at Merkantildata on 
post-sale activities performed over the CCO, revealed great similarities with the theory. 
Merkantildata receives and inquires shipping logistic information, requests support, and 
regularly give feedback on activities performed by Cisco – everything online. The applications 
and tools that Merkantildata utilizes or requests in the post-sale phase are presented in table 6.6. 
These are part of the total Internet offer of Cisco Connection Online.  
 
The data collected at Salcom concerning the post-sale phase, revealed great similarities with the 
Buyer Interaction Model. Salcom receives and inquires shipping logistic information, requests 
support, and regularly give feedback on activities performed by Cisco – everything online. 
However, feedback was only returned occasionally. The applications and tools that Salcom 
utilizes in the post-sale phase are presented in table 6.6.  
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Post-Sale phase Merkantildata Salcom 
Basic and expected 
attributes of the Internet 
offer 

Information on delayed deliveries  
Order status agent 
Package tracking agent 

 

Performance and spoken 
attributes of the Internet 
offer 

Return agent 
Invoice agent 
Trouble shooting guide  
Online customer service and 
support 

Trouble shouting guide 
FAQ 

Surprise and delight 
attributes of the Internet 
offer 

Online educational training and 
seminars 
Feedback forms 
Industry agenda 

Online customer service and 
support  
Order status agent 
Package tracking agent 
Invoice agent 
Return agent 
Acknowledgement of shipped 
orders 
Information on delayed deliveries 
Feedback form 
Industry agenda 

Table 6.6. Post-Sale Phase Attributes according to Merkantildata and Salcom 
 
The analysis of the data collected at Merkantildata and Salcom, concerning the three different 
sale phases, indicated on great similarities between the two Cisco customers. The various 
actions taken within each sale phase were further in accordance with the Buyer Interaction 
model. However, negotiation terms in the pre-sale phase, and initiate payments in the sale 
phase were activities that neither Merkantildata, nor Salcom employed, due to different reasons 
explained earlier. Merkantildata showed on a greater interest in initiating and conducting 
payments online than Salcom. The company was further a more frequent user of the feedback 
form provided on Cisco Connection Online. 
 
With the exception of the pre-sale phase, the two customer’s perceptions on the various 
applications and tools categorized in the sale phases differed exceedingly. Numerous 
applications and tools in the sale phase that Merkantildata perceived as basic or expected was 
by Salcom perceived as attractive. This yields for the configuration agent, the order 
confirmation, and the real-time inventory access. Similar to the sale phase the post-sale phase 
contained various applications and tool that was basic and expected to Merkantildata and 
attractive to Salcom. These dissimilarities concerned information on delayed deliveries, order 
status and package tracking agents, and the invoice and return agents. These dissimilarities can 
not be sufficiently explained. The perception of the different application and tools are 
extremely individual and in the case of Salcom the company perceived many of the 
applications and tools provided on Cisco Connection Online as being surprise and delight 
attributes.  

6.3.4 Key Features of the Web 
The seven key features of the Web and Cisco Connection Online have in various ways 
influenced the ordering of networking products at Merkantildata and Salcom. Global access, 
Immediate real-time access, Virtually infinite space, and Database driven information are all 
features that have improved the purchasing situation for the two Cisco customers when 
ordering networking products. The Global access enables the network designers to acquire 
Cisco product information and configure components, while being on site at the client. Further, 
the possibility to place orders 24 hours a day along with the real-time access to exact data 
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needed have enhanced the companies’ flexibility as well as increased the control and insight of 
the entire purchasing process. In addition, the database driven information have significantly 
facilitated in searching for and configuring components. Data mining and User tracking has 
partly influenced the ordering of networking products at Merkantildata and Salcom. Customer 
profiles are set initially and modified continuously. Both companies expressed their interest and 
the attractiveness with increased customized information and applications. Multimedia has 
influenced the online ordering of Cisco products. Text, graphics, animation, and photos 
simplify communication and the process of acquiring the accurate information. The 
Interactivity is an important feature in the process of ordering networking products online. 
Especially between Cisco and Merkantildata, this feature tended to be equal in both directions. 
Merkantildata frequently came with feedback to Cisco on company performance or general 
opinions.  
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6.4 Analysis of Customers to Dorab AB 
The customers of Dorab will first be analyzed through a comparison between each customer 
and the selected theories for all sections: primary Internet commerce criteria, value creation on 
the Web, offer design on the Web, and finally the seven key features of the Web. After each 
section the Dorab customers are compared to each other and the given theories. The purpose is 
to find patterns and characteristics for the customers using the Dorab Web Store. 

6.4.1 Primary Internet Commerce Criteria 
The data collected at Aftonbladet concerning important criterias in order to use Internet as a 
business tool for purchasing identified six of the eight primary Internet commerce criterias to 
have high importance. These were Legal environment, Up-to-date information, Ease of use, 
Reliability, Convenience, and Local adaptation. Speed of delivery was not regarded as a 
primary Internet commerce criterion. This is not in accordance with the theory, as it states that 
deliveries of products ordered over the Web has to be faster than conventional purchased 
products, particularly for end consumers and home shoppers. This can be explained by the fact 
that Aftonbladet is an organizational customer to Dorab, with contracted delivery data. Neither 
did Aftonbladet regard Quality, as in recognized brand names, to be a necessity. That might be 
related to office supplies being commodity products with price as important buying criterion.  
 
The data collected at Jönköping Stadsbyggnadskontor (hereafter referred to as Jönköping Sbk), 
concerning the primary Internet commerce criteria, identified six of the eight criteria as 
prerequisites when purchasing office supply over the Web. These were Legal environment, Up-
to-date information, Ease of use, Reliability, Convenience, and Local adaptation. Of the 
mentioned prerequisites, legal aspects and security of transactions was emphasized as an 
essential issue. The two prerequisites that Jönköping Sbk perceived to be of less or no 
importance was Quality, and Speed of delivery. 
 
The analysis of the data collected at Aftonbladet and Jönköping SBk, concerning primary 
Internet commerce criteria, reveals a shared perception of which criteria that are of importance, 
in order to purchase office supplies over the Web. Six of the eight criteria were mentioned as 
being critical to both Aftonbladet and Jönköping Sbk, whereas Quality and Speed of delivery 
were perceived to be of less importance or no importance to both customers of Dorab.  

6.4.2 Value Creation 
The measured total customer value as well as Offer value was increased at Aftonbladet due to 
additional services on the Dorab Web commerce site. In addition, the total value was enhanced 
by the reduction of Time costs, and Energy costs. The perceived Image value and the Monetary 
costs have not affected the total customer value since Aftonbladet started to by office supplies 
over the Dorab Web store. 
 
In the case of Jönköping Sbk, the measured Total customer value was augmented mostly 
through the reduction of Time costs, Energy costs, and through a partly higher Image value. 
The office supplies have not been customized, yet the additional services of the Internet offer 
raised the Offer value. The capacity of using Internet for all business transactions is not fully 
utilized and thereby the potential of decreasing Monetary costs and administrative work is lost. 
As an outcome, no value is added to the Internet offer due to reduction of Monetary cost. 
 
The analysis of the data collected at Aftonbladet and Jönköping Sbk, concerning the value 
creation of the Internet offer, indicate a shared view on the augmentation of value, due to the 
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three value determinants: Offer value, Time cost, Energy cost, and absents of value creation due 
to Monetary cost. The value creation due to changes in Image value separates the opinion of 
Aftonbladet and Jönköping Sbk. Directives from the Swedish government states that the public 
sector has to promote and work actively to introduce electronic commerce. These directives 
influence Jönköping Sbk perception in a positive manner of every supplier that is eager to do 
business over Internet. Consequently Dorab's efforts into being an office supplier on the Web 
has extended the company's image value according to Jönköping Sbk.  

6.4.3 Offer Design 
Pre-Sale Phase. Aftonbladet stresses the need of an Internet offer that supports the business 
process during the entire purchase process. Thus the data collected at Aftonbladet, concerning 
offer design and activities performed in the pre-sale phases, reveals similarities to the Buyer 
Interaction Model. In concurrence with the theory, the attributes of the Internet offer should 
support the customer interaction to search/inquire for products, discover products, and compare 
products. Whereas, the process of negotiating the terms was preferred to proceed by traditional 
means, such as personal contacts and phone calls, which is not in accordance with the Buyer 
Interaction Model. This is due to the fact that Aftonbladet is an organizational customer, and 
consequently has a more complex buying behavior than customers in business-to-consumer. 
According to Aftonbladet the attributes of the Internet offer during the pre-sale phase could be 
categorized as in table 6.7. 
 
The data collected at Jönköping Sbk, concerning offer design and activities performed in the 
pre-sale phases, reveals similarities to the Buyer Interaction Model. In concurrence with the 
theory, Jönköping Sbk searches/inquires for products, discovers products, and compares the 
products. However, purchase and product terms were not negotiated online, but Jönköping Sbk 
expressed a strong wish to do so. According to Jönköping Sbk the attributes of the Internet 
offer during the pre-sale phase could be categorized as in table 6.7 below: 
 
Pre-Sale Phase Aftonbladet Jönköping Sbk 
Basic and expected 
attributes of the Internet 
offer 

Product catalogue 
Product news 
Price list 
Order prospects and brochures 
Dorab policies and terms 
Environmental information 

Customized product catalogue 
Advanced search engine 
Price list  
Dorab policies and terms 

Performance or spoken 
attributes of the Internet 
offer 

Customized product catalogue 
Beginner’s guide 
Advanced search engine 
Contact information 

Beginner’s guide 
Order prospects and brochures  
Environmental information 
Contact information 

Surprise and delight 
attributes of the Internet 
offer 

Customized information and 
applications 

Customized information and 
applications 
Online negotiation of terms  

Table 6.7. Pre-Sale Phase Attributes according to Aftonbladet and Jönköping Sbk 
 
Sale Phase. The data collected at Aftonbladet, concerning offer design and activities performed 
in the sale phases, revealed similarities to the Buyer Interaction Model. In concurrence with the 
theory, the attributes of the Internet offer should support the customer interaction to place 
order, receive acknowledgment, and to initiate payment. However, payments are so far not 
initiated on the Dorab Web site. Until this point, the payment method is set in the contract 
between the two parties and is conventional invoicing. According to Aftonbladet the attributes 
of the Internet offer during the sale phase could be categorized as in table 6.8 
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The data collected at Jönköping Sbk, concerning offer design and activities performed in the 
sale phase revealed similarities to the Buyer Interaction Model. In concurrence with the theory, 
Jönköping Sbk places orders and receives acknowledgment. However, payments are so far not 
initiated on the Dorab Web site. Instead Dorab uses conventional invoicing and the payment 
terms are set in the contract between the two parties, but Jönköping Sbk expressed great interest 
in electronic payment methods. According to Jönköping Sbk the attributes of the Internet offer 
during the sale phase could be categorized as in table 6.8. 
 
Sale Phase Aftonbladet Jönköping Sbk 
Basic and expected 
attributes of the Internet 
offer 

Express order tool  
Real-time inventory access 
Access to delivery lead-time 
Schedule delivery date  

Express order tool  

Performance or spoken 
attributes of the Internet 
offer 

Order confirmation  
Save order drafts  
 

Order confirmation 
Save order drafts  
Real-time inventory access 
Access to delivery lead-time  

Surprise and delight 
attributes of the Internet 
offer 

Electronic payment Electronic payment or periodic 
invoice 

Table 6.8. Sale Phase Attributes according to Aftonbladet and Jönköping Sbk 
 
Post-Sale Phase. Aftonbladet stresses the need of an Internet offer that supports the business 
process during the entire purchase process. However the Dorab Web Store lacks applications 
and tools that can be utilized in the post-sale phase. The Buyer Interaction Model suggests that 
the attributes of the Internet offer, during the sale phase, should support the customer 
interaction in order to receive products and logistic information, request support online, and 
give feedback. However, Dorab is not providing customer service and feedback forms online, 
instead Aftonbladet can request these over the phone. Moreover, it is so far the logistic partner 
that solely provides the logistic information. According to Aftonbladet the attributes of the 
Internet offer during the post-sale phase could be categorized as in table 6.9. 
 
Jönköping Sbk was not requesting support on the Web and neither did Jönköping Sbk give 
Dorab customer feedback online. Yet contact information to customer service was important at 
the Web site. Moreover, Jönköping Sbk rarely used the information on deliveries provided by 
the Dorab logistic partner, though this was an attractive application to Jönköping Sbk. 
According to Jönköping Sbk the attributes of the Internet offer during the post-sale phase could 
be categorized as in table 6.9. 
 
Post-Sale Phase Aftonbladet Jönköping Sbk 
Basic and expected 
attributes of the Internet 
offer 

Acknowledgement on shipped 
order  
Information on delivery delays 
Order status agent 
Package tracking agent 

Product manuals  

Performance or spoken 
attributes of the Internet 
offer 

Return status agent 
Invoice agent 

Information on delivery delays 
Return status agent 
FAQ 

Surprise and delight 
attributes of the Internet 
offer 

Online customer service and 
support 
Feedback forms 

Invoice agent 
Order status agent 
Package tracking agent 

Table 6.9. Post-Sale Phase Attributes according to Aftonbladet and Jönköping Sbk 
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The analysis of the data collected at Aftonbladet and Jönköping Sbk, concerning the three 
different sale phases, indicated great similarities between the two customers to Dorab. 
However, the various actions taken within each sale phase were not in accordance with the 
Buyer Interaction Model. The actions of negotiating terms in the pre-sale phase and initiating 
payment in the sale phase were not performed by any of the two customers to Dorab, due to 
customer contracts and accounts. Negotiating terms was by the two customers to Dorab looked 
upon differently. To Jönköping Sbk negotiation of terms is perceived as a surprise and delight 
attribute, parts of the negotiation process are actually preferred to be managed electronically 
with the suppliers, which is not occurring today. On the contrary, Aftonbladet regards the 
human aspect of negotiating terms in person to be important to the business relationship. 
Jönköping Sbk opinion is explained through being a public organization with public funds and 
restricted rules of conducting business, thereby long-term business relationships are of second 
matter or no matter at all. On the contrary Aftonbladet is a profit driven newspaper and regards 
long-term business relationships as being of high priority. In the post-sale phase the 
dissimilarities concerned the online support services. Jönköping Sbk was solely interested in 
contact information on support and customer services, to be provided on the Web site, while 
Aftonbladet regards online support services as a highly attractive attribute. Due to the 
convenience and less time consuming procedures over the Internet, Aftonbladet preferred to 
manage support over the Web site rather than over the phone. 
 
The perceptions of the two customers on the various applications and tools in the three sale 
phases are in all rather alike. Nevertheless, some exceptions can be observed. In the pre-sale 
phase, the customized product catalogue and the advanced search engine where regarded as 
basic attributes to Jönköping Sbk, while Aftonbladet regarded the same to be performance 
attributes. The difference could be due to the written two years office supplies contracts from 
which Jönköping Sbk can purchase. Consequently, the customized product catalogue is a 
prerequisite. Furthermore, in the sale-phase real-time inventory access, delivery lead time 
access, save order drafts, were regarded to be performance attributes by Jönköping, while 
Aftonbladet considered them to be basic attributes. The same yields for the invoice agent and 
the package tracking/order status agent in the post-sale phase, which are viewed as delight 
attributes by Jönköping Sbk and performance or basic to Aftonbladet. These differences can not 
be explained by the used theories. The perception of the different application and tools is 
extremely individual. 

6.4.4 Key Features of the Web 
The seven key features of the Web and the Dorab Web Store have in various ways influenced 
the ordering of office supplies at Aftonbladet and Jönköping Sbk. Immediate real-time access, 
Database-driven information, and Virtually infinite space, are features that have affected the 
two customers when ordering office supplies. The real-time access to accurate data has 
enhanced the companies’ control over the purchasing process. The flexibility to order at any 
time of the day and from any place, Global access, is a valuable feature especially to the 
journalists at Aftonbladet. Data mining and User tracking are features that Dorab don’t 
provide, and thus, have not influenced the ordering of office supplies at Aftonbladet and 
Jönköping Sbk. However, according to the customers this could be a feature that enhances the 
convenience of purchasing, as an example, order drafts can be saved for later product purchase. 
Moreover, both companies expressed their interest and the attractiveness with customized 
information and applications. Multimedia has influenced the ordering of office supplies since 
products are easier displayed and viewed to the customer online. The Interactivity is an 
important feature in the process of ordering office supplies online. However this feature are by 
no means employed to full capacity. Until this point it is mainly the conventional purchasing 
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related transactions that are being exchanged by the two parties and not to any great extent 
additional information such as feedback on performance, general customer opinions, or 
interactive other online services. 

6.5 Cross-Analysis of the Case Customers 
The analysis of the six Internet customers will follow the same approach as the analysis of the 
three cases in the previous chapters. A comparison between the customers to each company 
case and the selected theories for all sections is made. After each section, the customers to each 
company are compared to each other, and the customers patterns are compared with the 
theories. The purpose is to find patterns and characteristics for the presented customers. 

6.5.1 Primary Internet Commerce Criteria 
The analysis of the data collected at Falcon Air and Braathens, the two Boeing customers, 
showed on great similarities in their perceptions on critical Internet commerce criteria. Six of 
the eight criteria were mentioned as being prerequisites to both Falcon Air and Braathens, 
whereas Local adaptation were the single criterion that was not perceived as a critical Internet 
commerce criterion to both the companies. The dissimilarity concerned the Up-to-date 
information, which was a prerequisite to Braathens but not to Falcon Air. 
 
The analysis of the data collected at Merkantildata and Salcom, the two customers of Cisco, 
revealed a shared perception of which criteria that were perceived as prerequisites, and which 
were not perceived to be of importance. Five of the eight criteria were mentioned as being 
critical to both Merkantildata and Salcom, whereas Quality, Speed of delivery, and Local 
adaptation were not perceived as critical criteria to both the customers of Cisco. 
 
The analysis of the data collected at Aftonbladet and Jönköping Sbk, the two Dorab customers, 
implied a shared perception of which Internet commerce criteria that were of importance, and 
which were not perceived as prerequisites. Six of the eight criteria were mentioned as being 
critical to both Aftonbladet and Jönköping Sbk, whereas Quality and Speed of delivery were 
criteria perceived to be of no importance or less importance to both customers of Dorab.  
 
Comparing data collected between the customers in the three cases; Boeing Inc., Cisco 
Systems, Dorab AB reveals a shared view on many of the criteria that were identified as critical 
Internet commerce criteria. Four of the eight criteria were mentioned in all cases as critical, 
namely; Convenience, Ease of use, Reliability, and Legal environment. The dissimilarity 
between the cases concerned the other four primary Internet commerce criteria, Speed of 
delivery and Quality, which in the Boeing case was perceived as critical. Up to date 
information was in the Cisco case and the Dorab case perceived as critical, and finally Local 
adaptation was in Dorab case, mentioned as critical. In this analysis it has become clear that the 
eight primary Internet commerce criteria in the theory are not general criteria that apply in all 
Industries, although the analysis show that all Primary Internet Criterias in the theory are 
covered in a summery of the different cases. None of the primary Internet commerce criteria is 
totally excluded in the study.  

6.5.2 Value Creation 
The data collected at Falcon Air and Braathens, the two selected customers to Boeing, indicated 
greater customer value creation at Falcon Air compared to Braathens regarding the value 
dimensions: Offer value, Time cost, Energy cost, and Monetary cost. This could be explained 
through Falcon Air’s relatively long experience in purchasing spare parts over the Boeing 
PART Page. Dissimilarity was noted concerning the Image value of Boeing, which was 
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perceived by Falcon Air to have augmented with the introduction of the PART Page, whereas 
Braathens did not regard it as changed, rather a reinforcement of the Boeing image. One reason 
might be the closer and more interactive relationship Falcon Air has to Boeing compared to 
Braathens.  
 
The data collected at Merkantildata and Salcom, the two Cisco customers, indicated on higher 
customer value creation at Merkantildata compared to Salcom. However, the two customers 
shared the view of the value dimensions, Offer value, Energy cost, and Monetary cost. The first 
two dimensions raised the customer value while the latter did not contribute to hardly any 
extent. The greatest dissimilarities concerned the value determinant Image value and Time cost. 
Merkantildata perceived the CCO page to have exceedingly improved the image value of Cisco 
and led to extensive timesaving. According to Salcom, these two value determinants had not 
changed since the introduction of CCO. Salcom was very dissatisfied with the duplicated order 
entry that the CCO-page implied. In order to decrease the Time cost, Salcom emphasized the 
importance of an integrated order system. The overall higher value creation at Merkantildata 
might be explained by the closer and more interactive relationship to Cisco. This is due to the 
company’s participation in the CCO pilot project and the Cisco gold partner certificate.  
 
The analysis of the data collected at Aftonbladet and Jönköping Sbk, the customers to Dorab, 
indicated augmented customer value due to the dimensions: Offer value, Time cost, Energy 
cost, as well as absents of regarding Monetary cost. A dissimilarity were noted in the value 
creation of the dimension Image value, which was perceived by Jönköping Sbk to have had 
increased, while Aftonbladet viewed the same to be equal. A governmental directive to 
promote and actively work to introduce e-commerce, influence Jönköping Sbk perception in a 
positive manner, and thereby raises Dorab’s image value. 
 
The data collected regarding the customers in the three cases; Boeing Inc., Cisco Systems, 
Dorab AB reveals common patterns to all three cases, when comparing with the five value 
determinants in the theory of Value Creation. All of the value determinants have been detected 
to go from equal, before the company introduced Internet commerce, to very positive. The 
Offer value in all of the cases has increased although to different degrees. It seems to be related 
to the complexity of the product, product customization and the buying process. Helping the 
customer make the right selection in the buying process increases the Offer value. The more 
complex the product and the more support given to the customer, via services such as 
configuration tools, the higher perceived Offer value. The company image has in all cases 
increased or reinforced in the eyes of the customers, thus the Image value augmented from 
slightly to very high. The value of the Monetary costs in the different cases has in general been 
positive but yet it seems like an area with high potential for creating much more value for the 
customers. The Time cost and the Energy costs determinants in the order process is perceived 
by all to be very high with exception of one customer that perceives the duplicated order entry, 
via the internal order system as well as the CCO Web site, as a very energy consuming process. 

6.5.3 Offer Design 
The analysis of the data collected at Falcon Air and Braathens, the two customers of Boeing, 
concerning the three different sale phases indicated great similarities. The various actions taken 
within each phase were further in accordance with the Buyer Interaction model. However, 
negotiation terms in the pre-sale phase, initiate payments in the sale phase, and request support 
in the post-sale phase were activities that neither Falcon Air nor Braathens employed to any 
major extent. Both customers perceived online support as an attractive attribute even if none of 
them used it frequently.  
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The two customers perceptions on the various applications and tools categorized in the three 
sale phases are quite similar as an entirety, although exceptions can be observed. The advanced 
search engine was perceived as a basic attribute to Falcon Air, whereas Braathens perceived the 
same to be an attractive attribute. The same yields for the service of several delivery options. 
Moreover, Braathens had no opinions concerning payment options, whereas Falcon Air 
regarded this issue as an important factor for the future online ordering of spare parts. The 
dissimilarities could be explained by the greater experience Falcon Air has of the Boeing PART 
Page compared to Braathens. Both customers were equally interested in environmental issues, 
however the Boeing PART Page does not provide sufficient information concerning this issue. 
 
The analysis of the data collected at Merkantildata and Salcom, the two customers of Cisco, 
concerning the three different sale phases indicated great similarities. The various actions taken 
within each phase were further in accordance with the Buyer Interaction model. However, 
negotiation terms in the pre-sale phase, and initiate payments in the sale phase were activities 
that neither Merkantildata, nor Salcom employed. Merkantildata showed a greater interest in 
initiating and conducting payments online. The company was further a more frequent user of 
the feedback form provided on Cisco Connection Online. The categorization of the attributes in 
the sale and post-sale phase varies enormously between the customers. 
 
The analysis of the data collected at Aftonbladet and Jönköping Sbk, concerning the three 
different sale phases, indicated great similarities between the two customers to Dorab. 
However, the various actions taken within each sale phase were not in accordance with the 
Buyer Interaction Model. The actions of negotiating terms in the pre-sale phase and initiating 
payment in the sale phase were not performed by any of the two customers to Dorab, due to 
customer contracts and accounts. Jönköping Sbk preferred negotiating terms electronically with 
the suppliers and Aftonbladet regards negotiating terms in person to be important to the 
business relationship. The difference in opinion is might be explained through one being a 
public organization with public funds and restricted rules of conducting business and the other 
is a profit driven company that regards long-term business relationships as being of high 
priority. In the post-sale phase the dissimilarities concerned the online support services. 
Jönköping Sbk was solely interested in contact information on support and customer services, 
while Aftonbladet regards online support services as a highly attractive attribute. The 
perception of the attributes in the sale and post-sale phase varies enormously and seem to be 
extremely individual. 
 
The data collected regarding the customers in the three cases; Boeing Inc., Cisco Systems, 
Dorab AB reveals great similarities with the Buyer Interaction Model on the various actions 
within each sale phase. Negotiation of terms, initiating and conducting payments online, was 
not performed by any of the customers in the three cases since this functionality is not available 
on the Web sites. Nevertheless, the customers would like to perform these actions online except 
of negotiating terms. Only Jönköping Sbk, a public organization perceived it as very positive to 
negotiate terms online. One might think that online support services are related to how complex 
the product is and the need for after-sales support. In the cases of complex products all users 
wanted online support services, but also one of the users to Dorab, was interested in online 
support services, even if this concerns office supplies. The single user who was not interested 
in online support services was a woman. It might be that also gender is influencing the offer 
design. It is clear in the cross-analysis of the cases that the perception of the Basic and 
expected, Performance and spoken, and Surprise and delight attributes in the pre-sale, sale and 
post-sale phase varies enormously between the customers and between the cases. Hardly any 
similarities or patterns can be found.  
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6.5.4 Key Features of the Web 
The seven key features of the Web and the Boeing PART Page have in various ways influenced 
the ordering of spare parts at Falcon Air and Braathens. Immediate real-time access, Virtually 
infinite space, and Database driven information are features that have radically change the 
situation for the two Boeing customers when ordering spare parts. So far, Falcon Air and 
Braathens have not used the Global access feature to any extent. Data mining and User 
tracking has not influenced the ordering of spare parts at Falcon Air and Braathens. Neither has 
Multimedia greatly influenced the ordering of spare parts, other than the possibility to view 
spare parts online. The Interactivity is an important feature in the process of ordering spare 
parts online, but is by no means utilized to full capacity  
 
The seven key features of the Web and Cisco Connection Online have in various ways 
influenced the ordering of networking products at Merkantildata and Salcom. Global access, 
Immediate real-time access, Virtually infinite space, and Database driven information are all 
features that have improved the purchasing situation for the two Cisco customers. Data mining 
and user tracking has partly influenced the ordering of network products at Merkantildata and 
Salcom. Multimedia has influenced the online ordering of Cisco products simplifying 
communication and the process of acquiring the accurate information. The interactivity is an 
important feature in the process of ordering network products online. Especially between Cisco 
and Merkantildata, this feature tended to be equal in both directions.  
 
The seven key features of the Web and the Dorab Web Store have in various ways influenced 
the ordering of office supplies at Aftonbladet and Jönköping Sbk. Immediate real-time access, 
Database-driven information, and Virtually infinite space, are features that have affected the 
two customers when ordering office supplies. The flexibility to order at any time of the day and 
from any place, Global access, is a valuable feature especially to the journalists at Aftonbladet 
doing fieldwork. Data mining and User tracking has influenced the ordering of office supplies 
at Aftonbladet and Jönköping Sbk by enhancing the convenience of purchasing. However, both 
companies expressed their interest and the attractiveness with more customized information 
and applications. Multimedia has influenced the ordering of office supplies in a manner that 
products are easier displayed and viewed to the customers online. The Interactivity is an 
important feature in the process of ordering office supplies online. However this feature are by 
no means employed to full capacity.  
 
Comparing the seven key features of the web; Global access, Immediate real-time access; 
Virtually infinite space, Multimedia, Interactivity, Data base driven information, Data mining 
and User tracking, between the three cases shows that these features have enhanced the 
customers control over the purchasing process and increased the convenience of purchasing, 
which is in accordance with the theory. Until now, these key features of the Web have not yet 
been fully explored, as the analyzed customers would have wished. There is a high interest in 
all the cases to use Web sites that fully utilize the key features of the Web, in order to deliver 
value to customers. The key features are seen to be highly attractive in all three cases.  
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6.6 Summary 
A two-level evaluation analysis of the customers, using the e-commerce sites of the three 
presented companies, has been performed. The customers answers and reflections were 
compared with the selected theories in the Frame of Reference, which included Primary 
Internet Commerce Criteria, Value Creation on the Web, Offer Design, and Key Features of the 
Web. Further the customer in each case has been compared. Finally a cross-sectional analyze 
was performed between the findings of each individual case.  
 
Some common patterns, similarities and dissimilarities have been found. The results will be 
presented in the next chapter that is the final and concluding chapter offering the overall 
conclusions, implication of the research to marketing practitioners, and suggests new areas for 
further research.  
 

 
Creating Value-Added Internet Offers   Page 95 
 



Chapter 7 – Conclusions, Implications, and Suggestions 
 

7 CONCLUSIONS, IMPLICATIONS, AND SUGGESTIONS 

7.1 Introduction 
This research study was initiated in order to get better knowledge of value added customer 
offers on the Web. Different theories within the area were studied to get insight in how the 
formulated research problem could be solved and the research questions answered in best 
possible way. An operationalization, in terms of a frame of reference, and a description of 
different methods followed the literature study. The cases that were selected for the study were 
presented and analyzed with the selected methods. This chapter is the final and concluding 
chapter. It is devoted to present the overall conclusions of the study and the implications of the 
research to marketing practitioners. Finally, based on the findings the authors suggest new 
areas interesting to do further research on.  
 
In the light of the business changes and new business opportunities that arise with the Internet 
and the Web, the following research problem was formulated: 
 
“How can a company take advantage of the Web’s unique features when creating value-added 

customer offers towards its organizational customers?” 
 
The aim of this study was to get an understanding of how a company could utilize the unique 
features of the Web and create innovative and valuable customer offers. To be able to solve the 
research problem the following three research questions was formulated:. 
 

“What are the customers’ primary criteria in order to use the Web as a business tool?” 
“How can e-commerce on the Web create added customer value?” 
“How should an Internet offer on the Web be designed in order to attract customers?” 

7.2 Conclusions Concerning Primary Internet Commerce Criteria  
In this study we have shown that the theory model that was operationalized can be used to 
answer the following research question: 
  

“What are the customers’ primary criteria in order to use the Web as a business tool?” 
 

The collected data have revealed that four out of eight primary Internet commerce criteria in 
the Frame of Reference have across all cases been expressed to be prerequisites for even 
considering using the Web as a business tool. These four criteria are; Convenience, Ease of use, 
Reliability, and Legal environment.  
The other primary Internet commerce criteria; Speed of delivery, Quality, Up to date 
information, and Local adaptation seem to be depending on different market requirements, 
industry standards, and product categories. The study has shown that within each case there are 
great similarities between the organizational customers in the perception on what is critical and 
what is not in order to do business via the web. 
Local adaptation of content and language on e-commerce sites is above all critical when it 
comes to commodity products and in industries where there is no language that is considered to 
be standard, for example English. The theory model that has been used in this study is therefore 
more appropriate to identify primary Internet commerce criteria for one specific industry than 
across several industries. 
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7.3 Conclusions Concerning Value Creation 
The theory model we operationalized for the study has shown that it can be used to answer the 
following research question: 
 

“How can e-commerce on the Web create added customer value?” 
 
The findings presented in the previous chapter may be summarized as follows. All cases reveal 
that the e-commerce sites increased greatly the perceived Total customer value due to the 
determinants Offer value, Time cost, and Energy cost, although the sites have different 
customer offerings in terms of functionality and content. All cases indicate that all of the value 
determinants have increased and all cost determinants have decreased.  
This led to the conclusion that if the basic Internet commerce criteria are fulfilled for the 
specific industry the supplier automatically increases the Total customer value. 
In general e-commerce brings value to the customer by making the total customer offer more 
attractive and deliver more Offer value by enabling a set of new services to be offered to the 
customer. This becomes especially clear for complex products. Some few examples on these 
new services are: Configuration agents, Package track and trace, and Trouble shooting guides. 
Added customer value through Time cost reductions has been proven by this study mainly due 
to fast access to the information at any time the customer needs it and the flexibility to place 
orders outside regular office hours, which also leads to reductions in Energy costs. However, 
the latter two value determinants can increase additionally if an integrated order system is 
guaranteed, in order to avoid duplicated order entry in the internal order system and the 
supplier’s order system. 
 
Normally, the e-commerce site increased or strengthened the image the customer already had of 
the supplier. The difference in Image value due to the e-commerce site is not that dependent on 
the site itself but on the perception and relationship that the customer had to the supplier prior 
to the site launch. The stronger and better relationship the customer had to the supplier the 
stronger did the Image value increased due to the e-commerce site. 
 
Customers mainly see Monetary cost reductions in reduced inventory costs, more effective 
usage of human resources and fewer errors in the order process.  

7.4 Conclusions Concerning Offer Design 
The development of customer offers and the understandings of customers needs are complex 
processes and there are numerous aspects that could be added to the understanding provided in 
this study. The basic findings presented in the previous chapter show that the theory model that 
has been operationalized to answer the following research question in the study is two-fold.  
 

“How should an Internet offer on the Web be designed in order to attract customers?” 
 
The study found that it is very difficult to generalize how a Web offering should be designed 
and what value-added services that are more valuable than others, according to Basic or 
expected attributes, Performance or spoken attributes, and Surprise and delight attributes 
during the three sales phases, Pre-sale, Sales, and Post-sales.  
 
The theory of designing Internet offers that support interaction between the customer and the 
supplier during the three sales phases has been proved and supported by this study. Although 
within these sale phases it is very difficult to find patterns or similarities in each case and 
between the cases. On the contrary, it seems like customers value the different attributes of the 
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Web offer and the site, depending on variables that has not been considered in this study, such 
as industry, product, customers gender, role and position in the company, and finally earlier 
experiences of e-commerce and the knowledge of what is possible with Web technology. 
 
However, there exist some services that the majority of the interviewed customers agreed upon 
in the different phases and these can be seen in table 7.1 below.  
 
Pre-sale Sale Post-sale  

 Product catalogue 
(incl. descriptions 
and prices) 

 Advanced search 
engine 

 Express order tool  Package tracking Must be available 

 Company policies, 
terms, and 
conditions 

 Inventory access 
 Notice on received 

order 

 Invoice agent and 
information 

Should be available 

 Customized 
information and 
applications 

 Various delivery 
options 

 Saving order drafts 
 Electronic 

payments 

 Trouble shooting 
guide 

 Product manuals 
 Web training, such 

as seminars and 
courses 

Added-value services 

Table 7.1.  A Basic Internet Offer Supporting the Buyer Interaction during the Sales Process 
 
Due to the differences mentioned above this Internet offer should only be seen as a basic 
Internet offer that is to be further developed and can not be seen as a complete Internet offer 
designed to attract customers. 

7.5 Conclusions Concerning Key Features of the Web  
What has become clear during the study and that has been pointed out during previous chapters 
is that the key features of the Web have greatly influenced the customers experienced value of 
the suppliers offers. This has been shown in the increased total customer value and can directly 
be derived from the key features of the Web, such as availability 24 hour 7 days a week, from 
any place in the world, and no limits to the information that can be offered. By being 
interactive, using multimedia and database driven technology a company can offer products 
and services in a total different way than earlier. The new possibility to offer extensive and 
deep information, additional content, and various applications and functionalities, will increase 
the total customer value of the companies’ total offer. What the study also reveals is that 
companies do not take fully advantage of the Web’s key features. They can to a greater extent 
be put into usage in order to create higher customer value by using data mining and user 
tracking. By doing so Web offers and content can be personalized and customized and thereby 
adapted to each unique customer. The Web is still very unexplored in the development of 
customer offerings. 

7.6 Implications for Marketing Practitioners 
The implications for marketing practitioners related to the findings of the study will be 
discussed in this section. 
 
As indicated previously, there are four primary Internet commerce criteria; Convenience, Ease 
of use, Reliability, and Legal environment that across all cases has been expressed to be 
prerequisites for using the Web as a business tool. Then each case has added other of the 
primary Internet commerce criteria specific to each industry. It makes it very important to 
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identify which of the remaining primary Internet criteria a marketer should focus his or her 
efforts so customers feel comfortable and at ease to start to use the site as a business tool. 
Focusing on wrong criteria lead to lost investment costs that can be huge and can create high 
entry barriers that customers might not overcome. For example a site that is not translated to 
the local language might lead to none of the customers using the site and the company thinking 
it was a bad investment decision. On the contrary a site being translated in to each local 
language of the markets that the company is operating, when the customers do not see it as 
necessary, involves unnecessary and huge development costs of a multi-language site, costs of 
translations and maintaining the different versions of the site.  
 
What has also been the outcome of this study is that e-commerce on the web creates total 
customer value by increasing the value and decreasing the costs to the customer. To a marketer 
it is highly important to identify what it is the company’s customers value most and focus to 
deliver that value or reduced cost value. Should the e-commerce site be focused on delivering 
increased offer value or should it be a cost reduction tool? It is questionable if using an e-
commerce as a tool for increasing the image of the company really is the best way to do so. A 
marketer should identify what values the customers like to have and then focus on functionality 
and content on the e-commerce site that creates those values. The Internet offering the 
company provides on the e-commerce site can increase all of them. A recommendation is to 
focus more on the target group or profile the organizational users have. Focus on the key-
people inside the customers’ organization, technicians, purchasers, managers, etc and target 
what they value from the different value determinants. 
 
It was further found that an e-commerce site should support the pre-sales, sales, and post-sales 
phases. In other words all interaction points between customers and suppliers. A company web 
site is not complete if developed to be only a marketing tool, transactional tool or a support 
tool. The customers want to use the web as a business tool that comprises the entire business 
chain. The development of an e-commerce site, do not only need the involvement from the 
marketing department, rather it needs the involvement of the entire organization. It is a cross-
organizational effort that involves the entire company from marketing people to logistic people, 
application specialist and service people.  
 
As has been shown by the study, it is a very difficult task to create offers that bring the same 
value to each customer. The study reveled that the perceived value of the offering on each Web 
site was perceived very differently and that is difficult to develop general offerings not only 
across industries but also for one industry and for one company. The Web’s unique features 
should therefore be taken into more extensive use. It can be an excellent tool in individualizing 
the companies offering by mapping the customers buying process, buying organization and 
thus focus on functionality, services, and content that is of value to each of the roles/profile in 
the buying organization. In developing customer offerings it has always been a dilemma to a 
marketer that in the process of identifying customer needs, customers seems to want what 
already exist or what they themselves have experienced. With the Web’s unique features a 
marketer can create different extended offerings and match those to each role or profile in a 
way that is very difficult, complex and costly in the offline world, which enables each 
individual customer in the buying process to configure their own Internet offering according to 
each persons needs. This gives the opportunity to deal with the complexity of creating and 
delivering real value added offerings.  
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Chapter 7 – Conclusions, Implications, and Suggestions 
 

7.7 Suggestions for Further Research 
A few suggestions for further research that might be of specific interest are presented in this 
section.  
 
It was noticed in the study that industry, products characteristics and the individual attributes 
had an impact on the study, which was not taken into account in the analysis. It would be very 
interesting to do further research on how a comprehension of industry structure and product 
characteristics can help us better understand how to develop value-added customer offers on 
the Web.  
 
Another area that might be of specific interest is: How can an understanding of the customer’s 
buying process and the roles of the buying center be supported in the customer offering of an e-
commerce site? What roles in the buying center are primary to focus on when developing 
Internet offers? What value determinants and cost reductions are of interest to these roles?  
 
The study showed that the key features of the Web have greatly influenced the customers 
experienced value of the suppliers offers. What it also revealed is that companies do not take 
fully advantage of the Web’s key features. They can to a greater extent be put into usage in 
order to create higher customer value by using data mining and user tracking. On the other 
hand, can these key features be used in a way so that the customers feel that the technology is 
abused? To what extent do the customer perceive it as bringing value? Can extensive usage of 
the key features in the customer offering have a negative impact? 
 
How important is the personal relationship to the supplier representative when the sales phases 
are more and more supported online? How do e-commerce effect the customer loyalty to the 
supplier and its products? Are there activities in the sales phases that should absolutely not 
become electronic? How can online activities support offline sales? How does the role of 
suppliers’ sales force change with the introduction of e-commerce? 
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Appendix I. Interview Guide 
 

APPENDIX I. SIEMENS-ELEMA AB 
 
Siemens-Elema AB develops, manufactures and markets medical technological equipment, 
systems and solutions used in the diagnosis and treatment of cardiovascular disorders, intensive 
care and mammography diagnostics. Over 90% of the products are sold abroad and the biggest 
export market is Germany, followed by Japan, the United States, and France. 
Head Office and the main facilities for research, development, production and marketing are 
located in Solna, Sweden.  
 
Electro medical Systems (EM) is one of the company’s three divisions. EM’s program consists 
of a complete range of electro medical products that cover hospital requirements for ventilators 
and patient monitoring systems for intensive care, anesthesia systems for operations, and ECG 
systems for cardiology examinations.  
 
EM’s product range further includes consumables and accessories to the electro medical 
products. Despite the fact that these medical supplies account for a large amount of the 
divisions annual profits, there is no established business plan in order to support its sales on the 
European market. In the fall of 1998 a project was initiated to develop a marketing strategy and 
increase the sales of medical supplies. 
 
As the project progressed, voices from certain sales companies and customers, as well as a 
competitor’s launch of an e-commerce site, made the Internet an interesting alternative for a 
marketing channel. However, the Internet and e-commerce was unknown territory to both the 
EM division and Siemens-Elema. In addition, the company knew fairly little about the 
customers’ buying behavior and their perceptions of and attitudes towards e-commerce.  
 
Mainly the customers are to be found in the public healthcare sector, but in some parts of 
Europe, the private sector is growing and becoming an important customer group. Furthermore, 
the buying organization of customers in the different European countries varies. Some hospitals 
have centralized buying, organized in central purchasing groups by regions or by hospital 
groups, whereas other hospitals buy individually.  
 
As many companies intending to start with e-commerce, EM faced a number of questions that 
had to be dealt with. How should we go about setting up a business model on the Internet? How 
can we take advantage of the Internet’s unique features? What are the requirements for the 
supporting logistic system? How should monetary transactions be managed? What future role 
will the sales company play? How should the product line be defined? What additional 
electronic services and solutions should we provide? What are the customers’ requirements on 
an e-commerce solution? 
 
The primary interest of this study is to focus on how Siemens-Elema, or any company 
intending to commence with Web-based e-commerce, could create an innovative product 
concept adapted to the Web. 
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APPENDIX II. INTERVIEW GUIDE 
 
A.) Identification of the Interviewed Person  
 
1. What is your position in the company?  
____________________________________________________________________________________________
________________________________________________________________________________________ 
 
2. How many years of experience do you have within your present area? 
__________________________________________________________________________________________ 
__________________________________________________________________________________________ 
 
3. How many years have your company been purchasing products and services over the Internet? 
__________________________________________________________________________________________ 
__________________________________________________________________________________________ 
 
4. What types of products and services do you purchase over the Internet? 
__________________________________________________________________________________________ 
__________________________________________________________________________________________ 
 
5. How large share does Internet purchases amount for compared to the total purchased value? 
__________________________________________________________________________________________ 
__________________________________________________________________________________________ 
 
6. Please, estimate the same figure year 2005? 
__________________________________________________________________________________________ 
__________________________________________________________________________________________ 
 
7. What persons or functions within the company frequently use the Internet to purchase products and services? 
__________________________________________________________________________________________ 
__________________________________________________________________________________________ 
 
B.) Primary Needs and Demands Concerning E-commerce on the Web 
 
1. Which of the following issues do you believe are the most critical/most important when purchasing products 

and services over the Internet?  
 
• Speed of delivery (Fast deliveries, but also various delivery options) 
• Quality (Recognized brand name, company image, fulfilling customer expectations) 
• Up-to-date information (Concerning information on prices, products, services and the Web site content) 
• Ease of use (Well structured and functional Web site) 
• Reliability (Reliability of the system as well as services provided) 
• Convenience (Convenience in the purchasing process, such as opening hours, fast connection 

times, customized offers, constantly developed services, Web site interface, etc.) 
• Legal environment (Security, payment systems, privacy, encryption of transactions) 
• Local adaptation (Language, payment options, product and services) 
__________________________________________________________________________________________ 
__________________________________________________________________________________________ 
__________________________________________________________________________________________ 
__________________________________________________________________________________________ 
__________________________________________________________________________________________ 
__________________________________________________________________________________________ 
__________________________________________________________________________________________ 
__________________________________________________________________________________________ 
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C.) Value Creation through Web based E-commerce 
 
1. How has e-commerce over the Web effected the two following issues?  

• The product offered by the supplier (adaptation, design and features). 

• The additional services related to the product and the Web site (adaptation, design and features). 
__________________________________________________________________________________________ 
__________________________________________________________________________________________ 
__________________________________________________________________________________________ 
__________________________________________________________________________________________ 
 
1. How has e-commerce over the Web effected your perception of the supplier?  
__________________________________________________________________________________________ 
__________________________________________________________________________________________ 
__________________________________________________________________________________________ 
__________________________________________________________________________________________ 
 
2. How has e-commerce over the Web effected the purchasing cost (product prices, additional monetary costs)?  
__________________________________________________________________________________________ 
__________________________________________________________________________________________ 
__________________________________________________________________________________________ 
__________________________________________________________________________________________ 
 
3. How has e-commerce over the Web effected the time cost (working hours related to the purchase of products, 

additional time costs)?  
__________________________________________________________________________________________ 
__________________________________________________________________________________________ 
__________________________________________________________________________________________ 
__________________________________________________________________________________________ 
 
4. How has e-commerce over the Web effected the energy cost (efforts related to the purchase of products, faults 

in order entry, additional energy costs)?  
__________________________________________________________________________________________ 
__________________________________________________________________________________________ 
__________________________________________________________________________________________ 
__________________________________________________________________________________________ 
 
 
D.) Offers Design on the Web 
 
1. Please classify the various applications and Web tools, related to the pre-purchase phase and that the 

supplier provide on the Web site, into following three categories: 
 
• Basic or expected applications and tools 
__________________________________________________________________________________________ 
__________________________________________________________________________________________ 
__________________________________________________________________________________________ 
__________________________________________________________________________________________ 
__________________________________________________________________________________________ 
 
• Performance or spoken applications and tools 
__________________________________________________________________________________________ 
__________________________________________________________________________________________ 
__________________________________________________________________________________________ 
__________________________________________________________________________________________ 
__________________________________________________________________________________________ 
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• Surprise and delight applications and tools 
__________________________________________________________________________________________ 
__________________________________________________________________________________________ 
__________________________________________________________________________________________ 
__________________________________________________________________________________________ 
__________________________________________________________________________________________ 
 
1. Please classify the various applications and Web tools, related to the purchase phase and that the supplier 

provide on the Web site, into following three categories: 
 
• Basic or expected applications and tools 
__________________________________________________________________________________________ 
__________________________________________________________________________________________ 
__________________________________________________________________________________________ 
__________________________________________________________________________________________ 
__________________________________________________________________________________________ 
 
• Performance or spoken applications and tools 
__________________________________________________________________________________________ 
__________________________________________________________________________________________ 
__________________________________________________________________________________________ 
__________________________________________________________________________________________ 
 
• Surprise and delight applications and tools 
__________________________________________________________________________________________ 
__________________________________________________________________________________________ 
__________________________________________________________________________________________ 
__________________________________________________________________________________________ 
__________________________________________________________________________________________ 
 
1. Please classify the various applications and Web tools, related to the post-purchase phase and that the 

supplier provide on the Web site, into following three categories: 
 
• Basic or expected applications and tools 
__________________________________________________________________________________________ 
__________________________________________________________________________________________ 
__________________________________________________________________________________________ 
__________________________________________________________________________________________ 
__________________________________________________________________________________________ 
 
• Performance or spoken applications and tools 
__________________________________________________________________________________________ 
__________________________________________________________________________________________ 
__________________________________________________________________________________________ 
__________________________________________________________________________________________ 
__________________________________________________________________________________________ 
 
• Surprise and delight applications and tools 
__________________________________________________________________________________________ 
__________________________________________________________________________________________ 
__________________________________________________________________________________________ 
__________________________________________________________________________________________ 
__________________________________________________________________________________________ 
__________________________________________________________________________________________ 
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