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Abstract 
 
The purpose of this study is to gain an understanding of what influences business-to-consumer, or 
B2C, E-business have on the automobile industry. This study aims at exploring and describing 
influences on the marketing mix of automobile manufacturers, and the approach used by these 
manufacturers to redesign business processes. This qualitative, multiple-case study is based on 
telephone interviews with two Swedish-based automobile manufacturers. Findings indicate that 
the only influences on the marketing mix are information-related, and that these manufacturers 
employ B2C E-business as a mainly one-way information channel. No significant integration 
between B2C E-business and ordinary business processes was found, nor was sufficient data 
provided to be able to describe the business process redesign approach employed by these 
manufacturers. 
 
 



   

Sammanfattning 
 
Syftet med denna studie är att uppnå en förståelse av hur konsumentinriktad e-handel påverkar 
bilindustrin. Studiens avsikt är att utforska och beskriva influenser på biltillverkares 
marknadsföringsmix, samt tillvägagångssättet dessa tillverkare använder för att omstrukturera 
sina processer. Denna kvalitativa, flerfallsstudie är baserad på telefonintervjuer med två 
svenskbaserade biltillverkare. Resultatet av studien indikerar att de enda influenserna på 
marknadsföringsmixen är informationsrelaterade, samt att dessa biltillverkare använder 
konsumentinriktad e-handel som en huvudsakligen envägs informationskanal. Ingen betydande 
integration mellan konsumentinriktad e-handel och övriga processer upptäcktes, ej heller erhölls 
tillräcklig data för att beskriva biltillverkarnas tillvägagångssätt vid omstrukturering av processer.  
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1 Introduction 
 
E-commerce is one of the most important aspects for businesses facing the future (Ah-Wong, 
Gandhi, Patel, Shah, Tran, Targett, 2001). The Internet has seen a huge uplift in the number of 
users in recent years, and Karakaya and Charlton (2001) state that a term such as E-commerce is 
now commonly used worldwide. Even though E-commerce still represents a small portion of the 
total commerce, it is not to be ignored by businesses (ibid). The value of E-commerce 
transactions continues to grow significantly, and statisticians, economists, and market research 
firms must continually modify their predictions (Javalgi & Ramsey, 2000). GartnerG2 estimates 
online sales in Europe to reach $85 billion in 2002, a 48 percent increase from 2001. GartnerG2 
further predicts that the European online market will grow to $225 billion by 2005.  
 

1.1 General Problem 
 
Definitions of the frequently used term “E-commerce” differ between authors. One simple 
definition could be “transactions carried out over the Internet” (Ah-Wong et al, 2001, p. 98). In 
more detail, E-commerce could be described as “doing business electronically across the 
extended enterprise”, covering “any form of business or administrative transaction or information 
exchange that is executed using any information and communications technology” (Rowley, 
2001, p. 204). Rowley (2001, p.204) further defines E-business as “a wider concept that embraces 
all aspects of the use of information technology in business”. However, the difference between 
Rowley’s definitions of E-commerce and E-business is somewhat vague. Further, dissension 
exists whether or not E-commerce exceeds the actual transaction of money and products, 
incorporating information exchange. Kleindl (2001, p. 316) states that “E-business, or electronic 
business are systems that use a number of information technology-based business practices to 
enhance relationships between the business and the customer”, and “E-commerce is the practice 
of engaging in business transactions online”.  In this study, Kleindl’s definitions of E-commerce 
and E-business will be used, since it provides a clear distinction between E-business and E-
commerce.  
 
Butler and Peppard (1998) state that a large part of the business transacted via information 
technology channels is conducted between businesses, known as business-to-business, or B2B, E-
business. While B2B marketing on the Internet is relatively well developed, this does not yet 
apply to B2C E-business. Business-to-consumer E-business, or B2C E-business which will be the 
term used throughout this study, differs from B2B in that it focuses on direct interaction between 
businesses and end customer (Ah-Wong et al, 2001). Further, B2B E-business uses various 
information channels and networks, while B2C E-business is mainly established on the Internet 
(ibid). The major product categories sold in B2C E-commerce include standardized items that 
require little information, such as CD’s, books, and consumer electronics (Karakaya & Charlton, 
2001). Products involving high economic and social risk have less potential to be sold 
successfully online (Goldstucker, Moschis & Stanely, 2001).  
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Karakaya and Charlton (2001) imply that it is virtually impossible to ignore E-business, and 
further state that most companies view it as an opportunity. However, Porter (2001) claims that 
the Internet reduces the need for access to existing channels, thereby eliminating powerful 
channels. When development in technology threatens such channels, major conflicts could occur 
between opposite interests. An example of an industry where this could be the case is the 
automobile industry. Since the beginning of the automobile manufacturing industry, almost a 
century ago, the distribution system of franchised, independent new car dealers has remained 
largely unchanged (Hoffer & Urban, 1999). Even though manufacturing sector products such as 
cars do not fit the description of products with the potential of being sold successfully online, and 
the automobile industry possesses well-established distribution channels whose interests will be 
threatened, many automobile manufacturers are developing their E-business websites. Most 
manufacturers have a “Build Your Car on the Net” feature, allowing visitors to configure their 
own car by specifying the characteristics wanted and receive a price quote (see for instance 
www.gmbuypower.com and new.volvocars.com). After having designed the car, the visitor can 
in many cases send an inquiry to the nearest car dealer, checking the availability of the desired 
model. All automobile manufacturers also manage to integrate car financing into the whole 
process of the car purchase (Dutta & Segev, 1999). In some cases, it is even possible to conduct 
the actual purchase online. In a study performed by Cap Gemini Ernst & Young (2001), it was 
found that the use of Internet to purchase current vehicle in 2001 only represented up to 5 percent 
of total car sales. It was further stated that most customers prefer using the Internet to research 
their purchase thoroughly before buying their cars in the traditional way. However, the study also 
concluded that the small group prepared to buy a car online is growing and deserves attention 
from manufacturers. In 2001, the study found that online purchasing of cars has increased in the 
US from 1.6 to 3 percent, representing 400.000 vehicles, in Germany from 0.7 to 1.6 percent, and 
in the UK from 0.1 to 1.1 percent, compared to the previous year. According to a study of E-
commerce between the years 2000 and 2010, the online car sales are anticipated to increase with 
2 percent in North America, with 5 percent in North-West Europe, and with 4 percent in Eastern 
Europe (Hammond, 2001). One challenge, though, is how to develop B2C E-business in the 
automobile industry in order to create value for customers without damaging their own business. 
In this study, car and automobile manufacturers are referring to Original Equipment 
Manufacturers (OEM’s) of automobiles. Furthermore, the car and automobile industry refer to 
OEMs and contractual new car dealers. 
 
Barriers for B2C E-commerce in general include security and privacy issues (Godwin, 2001). 
Karakaya and Charlton (2001) allege that most analysts predict a significant increase in online 
purchasing once customers feel safe about their purchases and protection of their privacy. 
However, they further argue that customer service may be the most significant problem facing E-
business, since there is no one to ask a question or discuss with, and no one to negotiate prices 
with. Another problem, according to the authors, is that many Internet users still have a slow 
Internet connection, making it time consuming to visit websites with advanced graphics.  
Problems faced by car manufacturers engaged in E-commerce incorporates the fact that over 80 
percent of the customers, according to the study performed by Cap Gemini Ernst & Young, state 
test drives as a very important source of information for automobile purchases. Further, most 
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automobile manufacturers lack the flexibility for efficient build-to-order manufacturing, resulting 
in unsatisfactory lead times (Czinkota & Ronkainen, 2001).  
 
The biggest challenge, according to Lee (2001), for many companies involved in E-business is 
how to change the conventional marketing approach. E-business is not only a way to enhance 
existing business; rather, it is a paradigm shift changing the traditional way of doing business 
(ibid). Rowley (1996) even recognizes a possible need to substitute the 4 Ps, however, other 
authors such as Allen & Fjermestad (2001) settle with a need to adapt the theory of the 4 Ps. 
Even though all authors do not agree to which extent, there seem to be a consensus that a 
development of the traditional marketing mix, consisting of Product, Place, Price, and Promotion, 
is essential. To exemplify, E-business can serve as a platform for product innovations (Allen & 
Fjermestad, 2001). Iansiti and MacCormack (1997) illustrate this with Fiat’s employment of the 
company’s website to collect data on customers’ preferred characteristics, features, and design of 
a car. The final results were evaluated and resulted in a new model of Fiat Punto (ibid). 
Conducting actual sales online could affect the Place, or distribution, resulting in manufacturers 
competing with their own regional dealers (Hoffer & Urban, 1999). Allen and Fjermestad (2001) 
recognize the fact that the Internet also generates a much wider marketplace with global reach, 
putting the buying decision wherever an Internet connection exists. The authors also discuss that 
the Internet will increase the price transparency since it is easier to compare prices between 
different suppliers, and thereby increasing price competition.  Further discussion by the authors 
indicates that branding will play an important role in E-business positioning. New Internet users 
tend to explore the sites of familiar brands first (Klein & Quelch, 1996).  
 
Enders and Jelassi (2000) argue that for the time being, it is sensible to design a multi-channel 
business model that includes both physical stores and online presence. However, this integration 
has turned out to be more difficult than expected. Having both on- and offline distribution 
channels could contribute to major channel conflicts, different channels may require different 
pricing, and the Internet could compose a threat to the existing business model (Garino & Gulati, 
2000). According to Porter (2001), established companies need to use the Internet in order to 
enhance their existing strategies, rather than deploying the Internet on a stand-alone basis. 
Davenport and Short (1990) state that organizations will focus increasingly on IT as an 
undisputed powerful tool for redesigning business processes. They define the business process as 
a set of logically related tasks performed to achieve a defined business outcome, and argue that 
information technology should be viewed as more than an automating force; it has the potential 
of radically reshaping the way business is done (ibid). 
 
These examples provided above are only a few of the so far anticipated impacts of E-business on 
the marketing mix and the way business is conducted. Since B2C E-business in the automobile 
industry is a fairly new area of research and has received relatively little attention from 
researchers, the impacts it might have on automobile manufacturers’ business, and the correlation 
between impacts, are difficult to predict.  
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1.2 Research Problem 
 
Considering the growth of B2C E-business in the automobile industry, and the challenges this 
poses on the business of automobile manufacturers, it is the purpose of this study to gain a better 
understanding of what impacts B2C E-business might have on the automobile industry. The 
research problem is therefore formulated: 
How can the impacts of B2C E-business in the automobile industry be characterized? 
 
In the automobile industry, the manufacturers are most interesting to this study since their 
business incorporates the production and development of products, as well as an overall 
promotional and strategic planning. By focusing on manufacturers in this study, a larger part of 
the process of developing, producing, and market cars is embraced. The marketing mix of 
automobile manufacturers is of special interest since it incorporates the product itself, as well as 
how and where they promote it, and also how the price of it is affected. A study of business 
processes of automobile manufacturers will provide an understanding of how the traditional 
business is affected by B2C E-business. Since it is difficult to empirically examine future 
impacts, this study will investigate how the impacts can be characterized up to date.  
 

1.3 Research Questions 
 
In order to examine the research problem, the following preliminary research questions have been 
formulated: 
 

1. How can the current impacts of B2C E-business on the marketing mix of automobile 
manufacturers be characterized? 

2. How can the current impacts of B2C E-business on the business processes of automobile 
manufacturers be characterized?  

 

1.4 Disposition of Study 
 
Following this chapter of introduction where and a general problem has been narrowed down to a 
research problem and two research questions, the second chapter will provide theories and 
models of interest for this research problem and research questions in a theoretical framework. 
Based on the theoretical framework, a frame of reference is composed in chapter three where 
parts of the theoretical framework are selected to aid the data collection. The methodology 
employed in this study is explained in chapter four, before presenting and analyzing the data in 
the following two chapters. The data is presented one case at a time, and in the analysis, the data 
from each case is compared with the frame of reference before comparing empirical findings 
from the two cases in a cross-case analysis. Thereafter, chapter seven will present the findings 
and conclusions drawn from the study, and chapter eight includes implications, comments on 
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theory, and suggestions regarding further research. A visualization of the disposition of this study 
is provided in figure 1.1 below. 
 
 
 
 Chapter 1: Introduction 

Chapter 8: Implications and Further Research 

Chapter 2: Theoretical Framework 

Chapter 3: Frame of Reference 

Chapter 4: Methodology 

Chapter 5: Data Presentation 

Chapter 6: Analysis of Data 

Chapter 7: Findings and Conclusions 

FIGURE 1.1: DISPOSITION OF STUDY 
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2 Theoretical Framework 
 
Since E-business within the automobile industry is not yet a well established area of research, not 
many theories describing this narrow subject exists. However, B2C E-business in general is 
relatively well discussed. Theories discussing B2C E-business are presented below; in the first 
part of this chapter, theories dealing with the marketing mix are presented, followed by theories 
regarding business processes and business process redesign. Finally, a summary is presented in 
the end of this chapter, followed by an evaluation of the research questions.  
 

2.1 The Marketing Mix 
Of many authors’ attempts to develop a theory describing the marketing mix, McCarthy’s 4P 
theory has become the most “dominant design” (Van den Bulte & van Waterschoot, 1992, p. 84). 
The authors further state that the 4P theory is the most cited and the most often used classification 
system for the marketing mix, both in the marketing literature and marketing practice, 
presumably due to its easy-to-remember reproduction of some basic principles.  
 

2.1.1 The 4Ps of the Marketing Mix 

Jobber (1998) provides a description of the four major elements of the marketing mix, 
McCarthy’s 4Ps, as four key decision areas that marketers must manage based on customer 
knowledge:  

• The product decision includes not only the goods and services to offer a group of 
customers, but also includes choices regarding brand names, warranties, packaging, and 
which services should be incorporated into the augmented product.  

• Price is a unique dimension of the marketing mix, since it is the only one that generates 
revenues. It is therefore an essential matter to choose appropriate pricing strategies. The 
price of a product not only covers costs and creates margins, it also affects the perceived 
value of a product.  

• Place concerns distribution issues, such as distribution channels, locations, methods of 
transportation, and inventory levels. 

• Finally, promotion has to do with creating awareness, interest, and demand, as well as 
influencing potential customers to buy the product. The promotional mix includes 
activities such as advertising, personal selling, sales promotion, and public relations. 

 

2.1.2 The Electronic Commerce Marketing Framework 

The extended use of information technology in business, also called E-business, has caused 
speculations among researchers whether the 4P model is still an accurate framework in the “new” 
economy. Allen and Fjermestad (2001) discuss four E-commerce frameworks by other authors 
and integrate these with the traditional 4P model to develop a complete E-commerce framework. 
Even though Allen and Fjermestad do not define the term E-commerce, it is assumed to match 
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the definition of E-business used in this study, since it seems to incorporate both transactions and 
customer relationships. In addition to the 4Ps, Product, Place, Price, and Promotion, a fifth 
dimension is added: Customer centered.  
 
Product 
In E-commerce, information has become a product in its own (Allen & Fjermestad, 2001). 
Information about a product can be separated from the actual product, and may become as critical 
as the tangible product itself in terms of effect on profits (Rayport & Sviokla, 1994). Further, 
Evans and Wurster  (1999) claim that navigation can be viewed upon as its own business, and 
suppliers must realize that information can be offered by a third party. Klein and Quelch (1996) 
state that E-commerce will facilitate both in developing products for new markets, and finding 
markets for new products. They further allege that the Internet’s communication capabilities will 
help gathering information from end customers, serving as a base for product adaptation 
according to the needs and preferences of the customers.  
 
Price 
The electronic commerce marketing framework suggests that the Internet will lead to increased 
price competition and standardization of prices. The possibility of consumers to compare prices 
across borders will increase price standardization, and the ability to compare prices among 
suppliers will intensify price competition (Klein & Quelch, 1996). According to Allen and 
Fjermestad (2001), organizations will have to implement new pricing models when conducting E-
commerce. 
 
Place 
According to Allen and Fjermestad (2001), E-commerce will have a great impact on Place in the 
marketing mix, due to the size and availability of the marketspace. Evans and Wurster (1999) 
state that reach, meaning the number of customers a business can access or the number of 
products it can offer, relates to access and connection. They further claim that reach is the most 
significant difference between E-commerce and traditional commerce. Evans and Wurster 
(1999), as well as Gosh (1998), discuss the possibility to leave out parts of the value chain 
through bypassing retailers or dealers, and market the products directly to the customers. Rayport 
and Sviokla (1994) describes place of E-commerce as consisting of context and infrastructure. 
The context in which the transaction occurs is different in E-commerce. For instance, an on-
screen auction could replace a face-to-face auction. The infrastructure is what enables the 
transaction to occur, such as computers and communication lines. Such marketspace transaction 
allows for lower costs, more convenience, and a higher degree of availability.  
 
Promotion 
Evans and Wurster (1999) describe richness as the depth and detail of the information that the 
business gives the customer or collects about the customer. E-business provides a cost-efficient 
method of communicating information between customers and businesses. Building customer 
profiles allows businesses to offer tailored promotions to customers. This will have the greatest 
impact when products are marketed as state-of-the-art or requires detailed pre-purchase 
information. Brand awareness plays an important role in E-business, Klein and Quelch (1996), 
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for instance, points out that new Internet users tend to visit websites of known brands first. Evans 
and Wurster (1999) further state that brands associated with experience most probably have a 
greater E-business potential than belief-brands based on factual attributes, such as quality or 
reliability. Limitations to promoting on the Internet consist of privacy concerns of customers to 
reveal personal information, and the risk that customers may demand compensation once they 
realize the value of such information. Finally, lack of credibility may occur when businesses 
promote only their own products on a website, since the information could be perceived as 
biased.  
 
Customer Centered 
Sealy (1999) claims that companies engaged in E-business can increase the level of service, and 
at the same time reduce sales personnel. By creating a web-based product dialogue with 
customers, the product could be developed in accordance with the preferences of the customers. 
E-business also allows for directed promotional activities that are not perceived as annoying as 
traditional interruptive advertising, for instance e-mail newsletters approved by the recipient. The 
Internet will further serve as an important medium for understanding the global customer, 
according to Klein and Quelch (1996). They enlighten that communication possibilities of the 
Internet allow marketers to get instant feedback on concept tests, conduct more efficient global 
market research, and test varying levels of customer support to help managers define country 
priorities and adapt the marketing mix. Gosh (1998) states that the customer will gain a more 
central role since it is possible to link the customer electronically to suppliers and other interested 
parties. Evans and Wurster (1999) discuss affiliation, whose interests the business represent, and 
how this is shifting beyond the control of the retailers. Several navigators, such as Microsoft 
CarPoint and Pricerunner, offer data and software to compare alternative brands and models 
along objective specifications. However, consumer-affiliated navigators are most useful when the 
selection criteria are simple and well defined. Selecting a new car is too complex and subjective a 
task to be performed according to objective information, even though the choice of dealer may be 
facilitated. In some businesses, such as sports cars and high fashion, subjective information is 
welcomed as part of the consumption experience.  
 

2.1.3 Disintermediation and Channel Conflicts 

E-business is posing challenges on a producer’s distribution system. Kleindl (2001) discusses 
disintermediation of middlemen as manufacturers try to reduce transaction costs by adopting 
online sales, and the risk of channel conflicts as firms develop multiple distribution channels. 
 
Middlemen such as dealers in the automobile industry are facing a risk of being eliminated of 
their role between the producer and the consumer. Many middlemen have based their businesses 
on access to goods and services and knowledge of customers’ needs. Since information 
technology has the capability of replacing sales people and providing information directly from 
producer to consumer, and vice versa, the middlemen must find a way of adding value to the 
exchange process in order to survive as part of the distribution system. The importance of adding 
value is essential considering the increasing power of customers as a result of E-business. In the 
traditional distribution system, customers were basically limited to car dealers in their local area 
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due to practical reasons. Today, customers can search a much wider geographical area for 
information and specific vehicles via the Internet, and also contacting dealers and arrange for the 
transaction online. If E-business provides producers a possibility to offer this service more 
efficiently than separate distributors, the existence of car dealers is threatened. 
 
According to Kleindl (2001), channel conflicts occur when a company sells products to the same 
market through more than one distribution channel. Some companies are reluctant to take the risk 
of being forced to handle channel conflicts by offering online purchasing possibilities, and simply 
employ their website as an information source. When customers want to buy a product, they are 
being directed to the companies’ dealers. Other companies sell products by employing E-
commerce, but at the same price as retail outlets or dealers plus a shipping fee. In that way, 
companies can reach a wider market than would be available via outlets or dealers alone. Another 
possible way of handling the risk of channel conflicts is to offer product lines and services not 
offered by the dealers. 
 

2.2 Adapting Business to E-business 
 
Several different suggestions on how to integrate information technology into businesses have 
been published by different researchers, and several challenges have at the same time been 
brought to the surface. Some of these proposals are presented in the theory discussion below. 
 

2.2.1 Two Models of Retailing 

Enders and Jelassi (2000) argue that for the time being it is sensible to adopt a business model 
incorporating both physical stores and online presence. They continue by describing two models 
of retailing: off- and online, and provides a discussion regarding the convergence of these two 
models. 
 
The Bricks-and-Mortar Model of Retailing 
This traditional model of retailing is based on a physical store where the vendor interacts face-to-
face with the customer. This model has several advantages over the pure online model. 
Considering that many physical retailers have been in business for decades, they have an 
established brand name as well an established customer base that can be hard to match for online 
enterprises new on the market. Physical retailers have an existing distribution infrastructure and 
have often a considerate bargaining power against their suppliers due to large purchased 
quantities. However, the possibly most important advantage is the shopping experience they can 
provide. Drawbacks include the high investment in physical infrastructure required to access new 
markets and expand geographically, and the limited opening hours.  
 
The Internet Model of Retailing 
The online model of retailing often allows the customer to access online information about a 
product, place an order, handle payment, and in the cases of digital products even get it delivered. 
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Online retailing has certain advantages over traditional physical retailing. The Internet provides a 
wide reach that is hard to accomplish for physical retailers, and online retailers can offer a large 
selection of products due to virtually unlimited storing capability on their websites. Since the 
information about products is stored electronically on the websites, there are few physical 
infrastructure requirements. Further, online stores are available 24 hours a day, all year round, 
and in order to respond to an increasing number of customers, online retailers only needs to 
expand their server capabilities. However, the stakes are not as clearly in favor of the pure 
Internet retailers, as often portrayed. Major drawbacks include the difficulty of building a strong 
brand name on the Internet, due to the vast number of advertisement and competitors established 
on the Internet. Customers find it easier to trust a company with a physical representation, 
causing difficulties for Internet retailers in establishing trust in customer relationships. There are 
also difficulties with physical flow, such as fitting and trying out products, merchandise delivery 
and product returns.  
 
The Convergence of the Two Retailing Models 
In order to benefit from the advantages of both models, and eliminate the drawbacks, the 
emerging trend in the industry is a combination of these two models. Traditional retailers have 
hesitated to establish business online due to fear of cannibalizing their own sales. However, many 
have now realized that if they are not willing to cannibalize their own sales, someone else will do 
it for them. Further, the expected growth in E-business justifies investments in this emerging 
marketspace. For products not possible to be delivered online, such as cars, the Internet will 
certainly serve as an important source of information. Traditional physical retailers are able to 
avoid the drawbacks associated with physical flow, since they have already established physical 
outlets where products can be tested or returned. Retailers who already have a well-known brand, 
have advantages in establishing trust in the online market. There is also a lower cost of acquiring 
online customers compared to purely online retailers, since physical retailers can use their 
established customer database to promote their online presence. The most significant challenges 
for physical retailers establishing business online includes organizational restructuring and 
adapting the existing distribution infrastructure to new requirements. Many physical retailers are 
used to distributing large batches to their retail outlets. Selling to the end customer online 
requires an adaptation to micro-demand needs, or the establishment of a separate infrastructure 
that only handles online orders. Further, in order to be successful E-business competitors, 
physical retailers need to make their processes and decision-making more flexible to match the 
speed of the Internet industry. If physical stores continue to be an important part of the shopping 
experience, those retailers who manage to integrate their physical and online presence in the 
market will gain an advantage in the future marketplace.  
 

2.2.2 A Virtual Automotive Dealership 

Hoffer and Urban (1999) have developed and described a model whereby a car manufacturer in 
the USA could offer a new car dealership via the Internet, using existing technology and in-place 
automotive related sources. The actual transaction, vehicle delivery, service, and disposal of 
one’s present vehicle would be handled by existing players in the automotive infrastructure. The 
article also discusses how expected reactions, such as lawsuits by dealers, can be avoided or 



  

  THEORETICAL FRAMEWORK  
 

  11 

LULEÅ UNIVERSITY OF TECHNOLOGY
DIVISION OF INDUSTRIAL MARKETING 

solved. The authors allege that a thorough study of state automotive franchising regulations 
revealed few specific prohibitions that would apply to the virtual dealership proposed. In order to 
avoid some contractual issues, for instance, a manufacturer could introduce a new vehicle line-
make. 
 
The virtual dealership proposed by Hoffer and Urban (1999) would be introduced in basically 
four steps. 

1. The virtual dealership would establish a nationally promoted website with detailed 
product information, including retail price. 

2. Customers would order a vehicle to their specifications over the Internet, and at the same 
time paying a minimal, nonrefundable credit card down payment. 

3. Customers interested in a new vehicle, but with a vehicle to trade, would be given cash 
bids by independent car buyers referred by the virtual dealer. 

4. The vehicle would be delivered to the consumer within 24 hours through a nationwide 
independent service center network that would also take care of warranty work and be the 
parts/service center for post warranty needs.  

 
Product, Promotion, and Price 
An existing car manufacturer would form a “new” company, much like GM established Saturn, 
and would introduce a flexible vehicle platform, allowing it to produce several distinct models. 
The initial offerings would be targeted to younger buyers, those most comfortable with Internet 
technology. The web site, or the “dealership”, would be supported initially by heavy national and 
local advertising focused at the target market. A limited number of vehicles would also be 
available for test drive and inspection at delivery centers. A restricted number of options 
available for specification would limit the possible combination of vehicles. Prices posted on the 
website would be the actual transaction price without margins added later on, and finance terms 
would also be stated on the website. The authors further state that, all other things being equal, 
the cars sold via the virtual dealership would have a price advantage in that it eliminates price and 
cost add-ons imposed by traditional dealers, approximating 40 percent of the final consumer 
transaction price. Even though new costs and add-ons would be imposed by advertising, website 
maintenance, and other expenses, the authors still argue it possible to cut the current add-ons by 
half. Even though trade-in processes would be handled through the virtual dealership, the used 
car would never be handled physically by the virtual dealership. If a new car customer wishes to 
sell its current vehicle, the customer would be allowed to post the vehicle at a “used car trade-in” 
site at the virtual dealership. If the customer were unsuccessful selling its vehicle, several auto 
brokers would be invited to bid on the vehicle, perhaps in return for a fee paid to the virtual 
dealership by the brokers. 
 
Distribution 
The distribution system would be much like the one General Motor’s Cadillac and GMC 
automotive divisions have successfully used in the United States since the mid-1990s, where 
ordered vehicles are delivered to a local delivery center. The virtual dealer’s new car delivery 
center (NCDC) would be located in a section of an automotive service/parts store that are part of 
a chain with broad geographic coverage, such as Goodyear or WalMart. A small section of the 
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store would serve as the delivery center and customer waiting area. Even though space would not 
necessarily be devoted to an interior showroom, vehicles would be displayed at the NCDC. The 
personnel responsible for delivering the new vehicle, explaining its features, and facilitating 
signing of legal documents would also handle walk-in customers and allowing interested buyers 
to order vehicles via Internet at the NCDC.   
 
After Sales Service 
After sales contact with the virtual dealership would be handled via the Internet, a customer 
service telephone line, and the NCDCs. All warranty work, services, and parts distributions 
would be handled by the NCDC. Even though the virtual dealership would have to reimburse the 
NCDCs for warranty work, the authors suggest that this model will significantly lower these costs 
compared to the current situation. They further argue that, since out-of-warranty parts and 
services make up a great profit center for the average new car dealership in the USA, the NCDCs 
would be expected to vie for the opportunity to serve this function. 
 
Implications  
Areas within this rationalized distribution system in which cost reductions seems most promising 
are the reduction of dealer inventories with associated costs, and from dealer-manufacturer 
advertising coordination. Besides these cost advantages, the dealers, or NCDCs, would benefit 
from increased profitability from automotive services and parts, and access to new car buyers. 
This model also provides manufacturers to build closer relationships with customers, since the 
virtual dealership provides the manufacturer an opportunity to, via the Internet, build a database 
of prospects and customers, and also an efficient medium for maintaining a two-way after sale 
communication with the customers. 
 

2.2.3 Making Money on the Internet Without Selling 

Rowley (1996) recognizes the possibility to achieve a competitive advantage by using the 
Internet without ever making a sale. She categorizes such opportunities into three groups: 
improvements in business communication, enhancing customer service, and sales support. 
 

1. Improvements in business communications can be achieved by using the Internet to 
improve business processes. Rowley (1996) argues that e-mail is invaluable for day-to-
day communication and may reduce the use of the telephone, fax, and the regular postal 
service. 

 
2. Enhancing customer service can be achieved by using the Internet as an easily accessible 

customer support service and posting service and engineering information online, thus 
reducing labor costs and the need for repetitive verbal answers. Troubleshooting problems 
and questions can also be handled using e-mail. 

 
3. Sales support can be improved by using the Internet as a medium for quickly providing 

sales people with up-to-date information, and employing e-mail to contact the appropriate 
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people in an organization to answer customers’ queries or enable technical staff to contact 
the customer.  

 

2.2.4 Internet Strategy 

Porter (2001) argues a need to move away from terms such as “Internet industries”, “e-business 
strategies”, and “new economy” and instead view the Internet as a complementary tool that can 
be deployed in virtually any industry as part of their established operations. The question is not 
whether to deploy the Internet – the question is how to deploy it. Gaining a competitive 
advantage does not require a radically new approach; it requires building on the proven principles 
of effective strategy. Rather than being isolated, Internet technologies should be integrated in all 
units of a company. It often appears as if there were new rules of competition, however, the main 
objective is still to accomplish long-term economic viability. Porter (2001) concludes that the 
most successful companies will be the ones that use Internet technologies to enhance traditional 
activities, and those that manage to implement new combinations of virtual and physical 
activities not previously possible. Further, profitability is determined by two fundamental factors: 
industry structure, which determines the profitability of the average competitor; and sustainable 
competitive advantage, which allows a company to outperform the average competitor. To 
describe the industry structure, and the establishment and maintenance of a distinct strategic 
positioning, Porter (2001) uses two models: Five Forces of Competition and the Six Principles of 
Strategic Positioning.   
 
The Five Forces of Competition 
The attractiveness of an industry is determined by five underlying forces of competition: the 
intensity of rivalry among existing competitors, the barriers to entry for new competitors, the 
threat of substitute products or services, the bargaining power of suppliers, and the bargaining 
power of buyers. These forces determine industry profitability even if suppliers, channels, 
substitutes, or competitors change. An examination of several industries affected by the Internet 
reveals some clear trends. Some of the trends are positive. For instance, the Internet eliminates 
powerful channels by linking directly to end customers. By making the overall industry more 
efficient, the Internet can expand the size of the market. However, most of the trends are 
negative. By increasing access to information, the Internet shifts the bargaining power to end 
consumers and lowers switching costs. The Internet also diminishes the need for an established 
sales force and the access to existing channels, thus reducing barriers to entry. New Internet 
approaches to meeting needs and performing functions creates new substitute threats. The 
difficulty in maintaining unique offerings, an expanding market with an increasing number of 
competitors, and reduced variable costs create greater pressure for destructive price competition. 
Trade via the Internet tends to reduce bargaining power of suppliers, even though it can also 
provide suppliers with a larger customer base. By providing a channel to end customers, the 
Internet reduces the number of intermediaries. E-business tends to provide all companies with 
equal access to suppliers, shifting the trade towards standardized products. The increased 
competition within an industry further shifts power to suppliers. A summary of the discussion 
above is provided in figure 2.1 on the following page.  
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Simultaneously as the Internet can expand the market, it does so at the expense of average 
profitability, as seen in the automobile industry. The Internet provides customers with extensive 
and easy-to-obtain information about products, prices for new and used cars, repair records, and 
available suppliers. The Internet also widens the geographic market from local to regional or even 
national, making virtually every dealer a competitor. With more competitors selling mainly 
undifferentiated products the competition will focus on price, affecting the industry’s structure 
negatively.   
 
The Six Principles of Strategic Positioning 
According to Porter (2001), a company needs to follow six fundamental principles in order to 
establish and maintain a distinctive strategic positioning.  
 

1. The company must start with the right goal. Only a strategy based on a long-term return 
on investment will generate real economic value. Poor strategies is often a result of goals 
defined in terms of volume or market share, or when strategies are set in accordance to 
perceived desires of investors, with profits assumed to follow. 

 

Source: Porter, 2001, p. 67. 
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FIGURE 2.1: HOW THE INTERNET INFLUENCES INDUSTRY STRUCTURE 
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2. It is essential to compete in a way that provides unique value in a particular set of uses for 
a particular set of customers. The strategy must make possible a value proposition 
different from competitors’ offerings.  

 
3. The strategy needs to be reflected in a distinctive value chain. A company must configure 

its way of conducting business differently from competitors and tailored to its unique 
value proposition. By adopting best practices the company will simply end up copying 
competitors’ businesses, making it hard gaining an advantage. 

 
4. Robust strategies involve trade-offs. Trying to be all things to all customers almost 

guarantees that a company will lack any advantage. A company must abandon some 
aspects of their business in order to be unique in other aspects. Choosing a unique 
position is not enough to guarantee a sustainable advantage, since competitors are likely 
to copy parts of it.  

 
5. Positioning choices determine not only which activities a company will perform, but also 

how these activities relate to one another. A strategy must define how these activities are 
fitted together into a distinctive value proposition, making it harder for competitors to 
copy practices. By creating a fit between activities that enhances the overall business, a 
competitive advantage and superior profitability is created. 

 
6. Strategy involves continuity of direction. A distinctive value proposition must be pursued, 

even if it means leaving out certain opportunities. Only by pursuing a clear strategic 
direction, a company can develop unique skills or build strong reputations with 
customers.  

 

2.2.5 Five Steps to E-Commerce Success 

Lee, (2001) suggests that in order to successfully transforming traditional business practices to 
building a framework for E-commerce, five steps must be included. 
 

1. First of all companies need to redefine their competitive advantage in terms of cost, 
differentiation, and marketing. E-commerce is changing the basis of competition in that 
the speed of conducting business is increasing, the ability to manage fixed costs and 
customer expectations has become critical for success, and the way people sell things in a 
host of industries has been transformed by the Internet. Sellers’ transaction costs will 
continue to fall at the same time as the penetration of their messages to the market will 
continue to increase as a cause of E-commerce. However, product differentiation will be 
harder to obtain and it will also be easier for customers to compare prices over the 
Internet, leading to the conclusion that E-commerce has changed the rules of distribution. 

 
2. It is rather complex to set up a web based business model in comparison to a web 

presence alone, and thereby it is essential to rethink the existing business strategy. It is 
important to design a framework that will support the E-commerce strategy of the firm. 
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Simultaneously as customers find it easy to interact with a company through E-commerce 
technologies, they reveal their purchase pattern and preferences. In general companies 
must thoroughly examine ways to focus all investment behind a single winning strategy 
that makes it easy for customers to do business with them.  

 
 
3. Companies must further on re-examine their traditional business and revenue models. 

Rayport and Sviokla (1994) state that conducting E-commerce consists of competing both 
in the marketspace and the marketplace. In the marketspace, products and services exists 
as digital information that can be delivered through information-based channels. 
Information presents opportunities to create new services for customers and to improve 
internal efficiency, as well as it is a source of value and makes it possible to, at a low cost, 
create new relationships with customers. It is thereby important for companies to create 
value in both the traditional business and in the E-commerce information world.  

 
4. Re-engineering the corporation and the company website is also of great importance. A 

website should be used as a channel to collect customer information through transactions, 
interaction, and personalization rather than simply providing visitors with company and 
marketing information, comparable with a brochure. Companies need to re-engineer the 
business processes so that they fit the customers’ point of view, and creating a customer 
centered E-commerce model, by achieving the organizational flexibility needed to be able 
to operate in Internet speed and meeting customer demands. This could be reached by 
integrating suppliers, back-office functions, and front-office functions. 

 
5. Finally, it is of great importance to re-invent the existing customer service, since every 

company’s relationship towards their customers is affected by strategic and fundamental 
changes brought by the Internet. Firms must build stronger and more cost-effective 
relationships with their most profitable customers by taking advantage of the disruptive 
attributes of E-commerce. In order to achieve this goal, it is important for producers to 
create specific products that are strongly connected with the knowledge, requirements, 
and preferences of the customers, because on the Internet customers often get involved in 
the actual design process. Furthermore, companies need to create a higher level of 
customer integration in the product development process by initializing a technology– 
facilitated dialogue, in other words, give customers access to the company and its actions 
and make it possible for customers to give feedback in order to develop and improve 
products. In addition, by building and controlling comprehensive databases, companies 
can collect vital information about their customers. 

 

2.2.6 Types of Business Processes 

Davenport and Short (1990) also discuss different types of business processes, presenting them in 
three different dimensions. The dimensions are constituted by the organizational entities or 
subunits involved, the type of objects manipulated, and the nature of activities. 
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Interorganizational processes incorporate all processes taking place between organizations, such 
as a selling-buying transaction. Interfunctional processes take place within one organization, but 
across functional or divisional boundaries, including most management processes. Interpersonal 
processes are those within and across small work groups, such as designing a car. For instance, 
Ford creates new car designs using information technology to connect teams from different parts 
of the world without the necessity for team members to meet in person. 
When categorizing processes by objects, physical and informational are the primary types. 
Physical object processes involve manipulating or creating tangible things, manufacturing being 
the obvious example. Informational processes includes information exchange, for instance when 
developing a marketing plan or designing a new product. 
 
According to the authors, activities are either operational or managerial. Operational processes 
involve basic day-to-day business routines, while managerial processes help to control, plan, or 
provide resources for operational processes.  
 
Davenport and Short (1990) allege that few would question the power of IT to reshape business 
processes. Examples of how IT can affect business processes are included in table 2.1 below, 
along with examples of different types of processes. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Entities 

Interorganizational 

Interfunctional 

Interpersonal 

 

Order from a supplier 

Develop a new product 

Design a car 

 

Lower transaction costs, eliminate intermediaries 

Work across geography, greater simultaneity 

Role and task integration 

Objects 

Physical 

Informational 

 

Manufacture a product 

Create a proposal 

 

Increased outcome flexibility, process control 

Routinizing complex decisions  

Activities 

Operational 

Managerial 

 

Fill a customer order 

Develop a budget 

 

Reduce time and costs, increase output quality 

Improve analysis, increase participation  

Process Dimensions 
and Type Typical Example Typical IT Role 

TABLE 2.1: TYPES OF PROCESSES Source: Davenport & Short, 1990
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2.2.7 Business Process Redesign 

Davenport and Short (1990) have explored the relationship between information technologies and 
business process redesign by studying companies involved in process redesign and taking part of 
academic and consultancy researches. They describe the business process as having two 
important characteristics; they have internal or external recipients of the outcomes, and they cross 
organizational boundaries. The authors argue that IT can serve to reshape the way business is 
conducted, rather than only being considered as an automating tool. Their research found five 
steps common in the redesign process of the companies studied, as can be seen in figure 2.2 
below. 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Develop Business Vision and Process Objectives 
Instead of only rationalizing certain tasks, which may lead to an inefficient overall process, entire 
processes should be redesigned according to a specific business vision with related objectives. 
Objectives likely to be implied for process redesign are, among others; cost reduction, time 
reduction, and output quality. Cost reduction is not a sufficient objective in itself, since it often 
involves tradeoffs that may undermine the process as a whole. Time reduction is commonly 
achieved by using IT to coordinate activities, making it possible to begin activities 
simultaneously, rather than sequentially. By quantifying specific objectives and setting goals that 
are hard, but not impossible, to reach, motivation can be improved and creative thinking nursed 
within the organization.  
 

Develop Business Vision and Process Objectives 
Prioritize objectives and set stretch targets 

Identify Processes to Be Redesigned 
Identify critical or bottleneck processes 

Understand and Measure Existing Processes 
Identify current problems and set baseline 

Identify IT Levers 
Brainstorm new process approaches 

Design and Build a Prototype of the Process 
Implement organizational and technical aspects 

Source: Davenport & Short, 1990 FIGURE 2.2: FIVE STEPS IN PROCESS REDESIGN 
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Identify Processes to Be Redesigned 
Even when total redesign is the ultimate objective, a few key processes must often be selected for 
initial change due to practical limitations. There are two major approaches to identify and 
prioritize processes. The more exhaustive approach includes identifying all processes and 
prioritizing them in the order of urgency to redesign. However, this approach is very time 
consuming and requires heavy resources. The alternative, high-impact, approach attempts to 
identify the processes most crucial to the business vision, and concentrate efforts on these. In this 
approach, is essential to have an “owner” who is willing and able to change the status quo. 
 
Understand and Measure Existing Processes 
In order not to repeat process problems, the current process problems and errors must be 
identified and understood. Measurement of variables, such as time or cost, consumed in the 
existing process can serve as a baseline for evaluating improvements as a result of process 
redesign. However, this step is often too much emphasized, resulting in companies placing more 
importance on radical change than on improvement. 
 
Identify IT Levers 
The conventional approach has been to first determine process requirements, and then develop an 
IT system to match it. IT awareness should, however, influence process design, and the role of IT 
should be considered early in the redesign. IT can create new options in process design, rather 
than just support it. Table 2.2 provides eight different ways in which IT capabilities can affect 
organizations. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

TABLE 2.2: IT CAPABILITIES AND THEIR ORGANIZATIONAL IMPACTS

Capability                     Organizational Impact/Benefit of IT 

Transform unstructured processes into routinized transactions 

Transfer information rapidly and easily, independent of geography 

Reduce or replace human labor in a process 

Bring complex analytical methods to bear on a process 

Bring vast amount of detailed information into a process 

Enable changes in the sequence of tasks in a process, often allowing
multiple tasks to be worked on simultaneously 

Allows the capture and dissemination of knowledge and expertise to 
improve the process 

Allows detailed tracking of task status, inputs, and outputs 

Can be used to connect two parties that would otherwise
communicate through an intermediary 

Transactional 

Geographical 

Automational 

Analytical 

Informational 

Sequential 

Knowledge  
      Management 

Tracking 

Disintermediation 

Source: Davenport & Short, 1990 
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Design and Build a Prototype of the Process 
The actual process design should not be viewed as the end of the redesign, but rather as a process 
prototype that can be implemented on a pilot basis and modified if necessary. When the process 
prototype approaches final acceptance, it is ready for full implementation. 
 

2.2.8 Problems with Business Process Redesign 

Hammer and Champy (1993, p. 32) defines business process redesign as “the fundamental 
rethinking and radical redesign of business processes to achieve dramatic improvements in 
critical contemporary measures of performance, such as cost, quality, service, and speed”. 
However, Grant (2002) criticize that definition by stating that it leaves out important factors such 
as organizational structure, people, communication, and technology, and therefore is to be seen as 
a to narrow view. Grant (2002) further argues that several obstacles to business process redesign 
exist, including unclear definition of business process redesign projects, lack of sufficient 
management involvement and leadership, unrealistic expectations, resistance to changes, and 
inadequate resources. The narrow definition of the existing view of business process redesign 
could also be a source of obstacle.  He further claims that 70% or even more of all business 
process redesigns taking place within organizations end up in failure. He is however, not sure 
whether business process redesign approaches following the extended view proposed by himself 
is more likely to be a success than those adopting the narrow view. More research is therefore 
needed in this area in order to establish which of the two approaches is the superior one.  
 

2.2.7 Value Chain 

To be able to evaluate changes in both offers and the way business is done, it is essential to have 
knowledge about what creates value to the customers. According to Jobber (1998), Porter’s value 
chain is a useful method for locating superior skills and resources within a company. As shown in 
figure 2.3 on the following page, the value chain categorizes a firm’s set of activities, such as 
design, manufacturing, market, distribution, and service of its products, into primary and 
secondary activities. Primary activities include in-bound logistics, covering warehousing, 
material handling, and inventory control; operations, including manufacturing and packaging; 
out-bound logistics in the form of order processing and delivery; marketing and sales including 
advertising, selling, and channel management; and after sales service covering installation, repair, 
and customer training. In all of these primary activities, secondary activities are found consisting 
of firm infrastructure, human resource management, technology development, and procurement. 
The firm’s infrastructure, which consists of general management, planning, finance, accounting, 
and quality management, supports the whole value chain. Human resource management and 
technology is not only important within their own departments, rather they influence and are 
relevant to all primary activities. The same applies for procurement since purchasing can occur in 
all primary activities and not only within the purchasing department. A company can look for and 
discover the skills and resources that may form the platform for low costs or differentiated 
positions, and thereby creating margin through value, by thoroughly examine each value creating 
activity. Skills and resources create key sources for competitive advantage to the same extent to 
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which it exceeds competition. It is not only important to examine skills and resources within the 
value creating activities, also the linkages between the activities deserves examination. Lower 
inventory levels could for instance be achieved by creating a more sufficient coordination 
between operations and in-bound logistics. The value chain provides both a framework that helps 
understanding the nature and location of the skills and resources that creates a foundation for a 
company’s competitive advantage, as well as a framework for cost analysis. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

2.2.8 Virtual Product Value Development 

Lancaster and Walters (1999) state that value delivery can be considered during the product 
development process. They further explain that this could be done by adopting a flexible product 
development process described by Iansiti and MacCormack (1997). The validity of this model 
was later validated from empirical research conducted by Iansiti, MacCormack, and Verganti 
(2001). The goal with this process is, according to Iansiti and MacCormack (1997), to capture a 
rich understanding of customer needs and alternative technical solutions, and to integrate the 
knowledge gained from both markets and technologies into a coherent product. The authors state 
that when customers can easily switch to another supplier, it is essential to adopt a product 
development process that embraces change. By ensuring customer value, a company can create a 
competitive advantage. What differs this flexible development process from traditional ones is 
that it requires continual collecting and exploiting of feedback. They continue describing the 
three elements of the model: sensing the market, testing technical solutions, and integrating 
customer needs with technical solutions. 
 

1. Flexible processes sense the market via established mechanisms to obtain continual 
feedback on how the evolving design meets customers’ requirements. This is 

FIRM INFRASTRUCTURE 

HUMAN RESOURCE MANAGEMENT 
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AFTER-SALES 
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FIGURE 2.3: THE VALUE CHAIN 
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Sources: Jobber, 1998 & Porter, 2001 
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accomplished by creating intensive links with the customer base, ranging from broad 
exchanges with many customers to selective exchanges with a few lead users. 

 
2. The second element of a flexible development process is to evaluate and test alternative 

technical solutions at a rapid rate. Companies need to adopt mechanisms that allow them 
to lower the cost of changes, speed their implementation, and test their impact on the 
overall system. Design teams must have the capacity to evaluate and test alternative 
design solutions quickly and cheaply, which have led to companies increasingly investing 
in new technologies for virtual design and simulation testing. 

 
3. It is no good knowing what customers want in a product if that information cannot be 

integrated in a product under development. This integration can be achieved by using 
Intranet technology to integrate tasks, synchronize design changes, and capture customer 
information as projects evolve.  

 
An example of how information technology can be employed to enhance customer value is 
illustrated by Fiats web based research aimed at identifying user needs for the next model of Fiat 
Punto (Iansiti & MacCormack, 1997). Customers were asked to rank the importance of style, 
comfort, price, safety, and performance, as well as state what they hated the most in a car. They 
were then given the opportunity to design a car by choosing between different body styles, 
features, and wheel designs, among other characteristics. In addition to obtaining a final result, 
the software used allowed Fiat to attain information about the logic customer used in evaluating 
the product. 3,000 responses, containing ten pages of detailed information each, was obtained and 
evaluated before developing the new model. The total cost of the process was merely $35,000.  
 
Research conducted by Liker and Ward (1995) provides an example of how a flexible product 
development approach apparently has made Toyota the fastest and most efficient developer of 
automobiles. By considering a set of different design alternatives, and gradually narrow the 
alternatives down, delaying the final decision in order to finally select one for implementation 
helps Toyota launch models adapted to changed market conditions earlier than the competitors. 
 

2.3 Summary 
 
The focus of this summary is to review findings, models, and theories applicable to the research 
questions, and not to provide an overall summary of models and theories. The outline of this 
summary follows the same outline used in this chapter, starting with marketing mix impacts, and 
continuing with business process impacts. The actual selection of theories, models, and variables 
will be presented in the frame of reference in the following chapter. 
 

2.3.1 Marketing Mix Impacts 

Allen and Fjermestad’s (2001) compilation of several studies into an electronic commerce 
marketing framework provides a suitable framework to examine how B2C E-business affects the 
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marketing mix of automobile manufacturers. Some of the findings of other authors are consistent 
with those in the electronic commerce marketing framework, only expressed differently. Others 
are not mentioned in the electronic commerce marketing framework. However, none of these are 
inconsistent with the original electronic commerce marketing framework. Enders and Jelassi 
(2000) mention that manufacturers are able to build closer relationships with customers via the 
Internet, and also enlighten that online retailers can offer a larger selection of products. They 
further stress that a lack of credibility may occur when a company only market their own 
products on the website. Porter (2001) argues that the Internet enables direct linkages to 
customers, excluding intermediaries, and further states that this exclusion of channels shifts 
bargaining power to customers. Kleindl (2001) provides a similar discussion about 
disintermediation of channels, and channel conflicts that occur if companies employ multiple 
distribution channels to serve the same market. Iansiti and MacCormack (1997) allege that E-
business enhances the possibilities to include the customers in the product development process. 
Table 2.3 below provides a visualized summary of the impacts of B2C E-business on the 
marketing mix anticipated in a theoretical framework.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

2.3.2 Business Process Impacts 

Lee (2001) stresses a need to create a customer centered E-business model that fits the customers’ 
perspective, and achieving the flexibility of the Internet industry. This could be done by 
integrating suppliers as well as back-office and front-office functions. He further maintains that 
internal efficiency and customer support service should be improved by posting service and 

TABLE 2.3: B2C E-BUSINESS IMPACTS ON THE MARKETING MIX 

 Product 
o Wider reach 
o Higher availability 
o Possibility to leave 

out parts of the value 
chain 

o Cost-efficient 
method of 
communicating 
information 

o Allowing tailored 
and directed 
promotion 

o Branding important 
o Privacy and security 

concerns 
o Potential lack of 

credibility 

Price Place Promotion 
o Information a 

product in itself 
o Easier to gather 

information for 
product adaptation 
and development 

o Easier to include the 
customer in the 
product development 
process 

o Large selection of 
products 

o Increasing price 
competition 

o Pressure towards 
price standardization 

o Need for 
implementing new 
pricing models 

Customer Centered
o Improved customer service and 

support possibilities 
o Provides an important medium 

for understanding the global 
customer 

o More efficient market research 
possibilities 

o Enables direct linkages to and 
closer relationships with 
customers 

o Increases bargaining power of 
customers 

Source: modified from Allen & Fjermestad, 2001 
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engineering information online. Finally, he argues that a company involved in E-business must 
redefine their competitive advantage and existing business strategies. Iansiti and MacCormack 
(1997), as well as Lee (2001), mention the need to use IT to collect customer information and 
customers’ requirements. The former authors further stress a need to integrate this knowledge 
gained into the product development process as well as using this information to evaluate how 
products under development meet customers’ preferences. Rowley (2001) discusses how 
employing e-mail to handle problems and questions, and providing sales people with up-to-date 
information can enhance customer service and sales support. Enders and Jelassi (2000) further 
argue that businesses need to make their processes and decision-making more flexible to match 
the speed of the Internet industry. A visualized summary of the main anticipations is provided in 
table 2.4 below, using Davenport and Short’s (1990) types of business processes to simplify the 
overview.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

 

 
 
 
The theories reviewed indicate a need for business process redesign. Davenport and Short (1990) 
suggest a five-step model for reengineering business processes. However, Grant (2002) stresses 
that most redesign attempts end up failing, due to several factors. He therefore suggests more 
research to be performed within the area of business process redesign. 
 
 
 

TABLE 2.4: B2C E-BUSINESS IMPACTS ON BUSINESS PROCESSES 

 Implications for Re-Engineering 

Interorganizational 

Inter-functional/ 
personal 

Customer centered E-business model by integrating suppliers 

Integrating knowledge gained online about markets and customers into the product 
development process, become more customer centered by integrating back-office and 
front-office functions 

Operational 

Managerial 

Informational 

Physical Flexibility needed to produce in accordance to customers’ specifications (build-to-order) 

Gaining information on customers’ requirements via online channels and databases, 
rationalizing and enhancing customer service by employing online communication 
channels, evaluate information gained online from customers and prospects  

Improve internal efficiency and customer support service by posting service and 
engineering information online 

More flexible decision-making to match the speed of the Internet industry, essential to 
redefine competitive advantage and existing business strategy 

Types of Processes 
Source: modified from Davenport & Short, 1990 
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2.4 Research Questions 
 
In chapter one, the preliminary research questions were formulated as: 

1. How can the current impacts of B2C E-business on the marketing mix of automobile 
manufacturers be characterized? 

2. How can the current impacts of B2C E-business on the business processes of automobile 
manufacturers be characterized? 

 
After having reviewed the theoretical framework, a reformulation of the preliminary research 
questions is justified. The theories reviewed discuss and anticipate certain influences of B2C E-
business, rather than stating quantifiable and measurable impacts. Several authors discuss the 
need to redesign business processes, models, and strategies, making them more customer 
centered to better handle the increasing power of customers in E-business. There seems to exist a 
clear consensus that evaluations and adaptations of the business processes need to be performed 
in order to remain competitive in markets facing influences of B2C E-business. Since the 
influences of B2C E-business are likely to evolve over time, demanding continuous supervision 
and adaptation, and business process redesign is a demanding and challenging activity, it is of 
higher interest to gain an understanding of the approach used by automobile manufacturers to 
evaluate and redesign business processes, as well as the influences posed on the automobile 
manufacturers’ marketing mix.  
 
The final research questions will therefore be formulated: 

1. How can the current influences of B2C E-business on the marketing mix of automobile 
manufacturers be characterized? 

2. How can the business process redesign approach of automobile manufacturers engaged in 
B2C E-business be characterized? 
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3 Frame of Reference 
 
The frame of reference presented below will provide a foundation of relevant theories and models 
to be employed as a framework when collecting the data needed to answer the research questions 
stated in chapter one and modified in chapter two. This chapter will follow the sequential order 
of the research questions, narrowing down to an emerged frame of reference for the research 
performed in this study. 

 

3.1 Influences on the Marketing Mix 
 
As stated in the end of chapter two, the first research question is formulated:   
How can the current influences of B2C E-business on the marketing mix of automobile 
manufacturers be characterized? 
 
McCarthy’s 4P will serve as the model to categorize the marketing mix into dimensions. The 
variables selected within the dimensions are collected from different authors, as found in the 
summary of chapter 2, pages 21-22. These variables are those found in the theories reviewed that 
are appropriate to explore empirically in order to answer research question one, in that they are 
predictions applicable to the marketing mix. A visualization of the dimensions and variables 
concluded from the theoretical framework to be used answering research question one is provided 
in table 3.1 below.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

3.1.1 Customer Centered Influences 

“Customer centered” was originally included as a fifth dimension in the electronic commerce 
marketing framework by Allen and Fjermestad (2001). However, the findings indicating a more 
customer centered business model are perceived by the authors of this study to be a result of the 

 

TABLE 3.1: B2C E-BUSINESS INFLUENCES ON THE MARKETING MIX

o Reach 
o Availability 
o Intermediation 
o Channel conflict 

o Communication 
capabilities 

o Promotion 
capabilities 

o Branding  
o Privacy and security 

concerns 
o Credibility 

o Product development 
o Selection 
o Product information 

o Price competition 
o Pricing strategies 
 

Dimensions 
Product Price Place Promotion 
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influences on the 4Ps, rather than a dimension in itself. Since E-business tend to increase price 
competition, make more extensive information obtainable, increase reach and availability, as well 
as improve communication and promotion capabilities, companies need to focus more on the 
customers in order to gain a competitive advantage over their competitors. The customer centered 
variables, as shown in table 3.2, are therefore to be seen as an outcome of the influences on the 
marketing mix, bringing pressure towards business process redesign in order to better meet new 
market conditions.  
 
 
 
 
 
 
 

 

3.2 Business Process Redesign 
 
As stated in the end of the previous chapter, the second research question was formulated: 
How can the business process redesign approach of automobile manufacturers engaged in B2C 
E-business be characterized? 
 
The theories reviewed indicated a need to redesign existing business processes in order to better 
meet the success criterions of B2C E-business. Some specific implications for redesigning 
business processes are summarized on pages 22-23, and visualized in table 2.4 on page 23 in the 
previous chapter.  
 
In order to compare empirical findings with the theory reviewed in chapter two, and to gain an 
understanding of how a structural approach to business process redesign may be taken, 
Davenport and Short’s (1990) five steps in redesign process will be used as a reference model. A 
visualization of this model is provided in figure 3.1 on the following page. Davenport and Short’s 
(1990) seven types of business processes, as can be found in the previous chapter, will serve as a 
basis for categorizing business processes. 
 
 
 
 

 

 

 

TABLE 3.2: CUSTOMER CENTERED VARIABLES 

o Customer service and support 
possibilities 

o Market research possibilities 

o Customer relationships 
o Bargaining power of customers 
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3.3 Emerged Frame of Reference 
 
In figure 3.2 on the following page, a visualization is presented of how the theoretical areas are 
perceived to be related to each other and B2C E-business. Much emphasis in the theory reviewed 
is focused on the increased competition, and the implications this will have on customer 
relationships. Several authors discuss the increasing importance to create value for the customer 
and adopting a more customer centered business model. The increased availability of information 
deteriorates the possibilities of marketing a product as worth more than the sum of its parts since 
E-business enhances the possibilities to compare products down to small technological 
components. It will therefore be hard to justify why two different cars consisting of similar 
components should differ in price. This leads to the risk of commoditization, where price is the 
only aspect differentiating products. This will in turn lead to a need to focus more on customer 
value creation in order to sustain price levels. The increased emphasis on customer focus appears 
to be a significant trend as a result of the marketing mix influences, creating a necessity of 
business process redesign. However, marketing mix influences, even though not implying a more 
customer centered approach, are also likely to cause a need for business process redesign in order 
to better incorporate the influences in the marketing mix. A further possibility exist that 
marketing mix, as well as customer centered, influences will, in turn, influence the business 
process redesign approach. 
 
 
 
 
 
 
 
 
 

Develop Business Vision and Process Objectives 

Source: adapted from Davenport & Short, 1990 

Identify Processes to Be Redesigned 

Understand and Measure Existing Processes 

Identify IT Levers 

Design and Build a Prototype of the Process 

FIGURE 3.1: FIVE STEPS IN PROCESS REDESIGN 
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FIGURE 3.2: EMERGED FRAME OF REFERENCE 
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4 Methodology 
 
This chapter will describe the research methods available regarding purpose of research, 
research approach, research strategy, data collection method, sample selection, analysis of data, 
and quality standards, as well as providing motivations of the specific methods selected.  
 

4.1 Purpose of Research 
 
According to Zikmund (2000), business research can be classified based on the purpose of the 
research. Depending on the nature of the problem, the research will be exploratory, descriptive, 
or causal (ibid).  
 
Zikmund (2000) states that exploratory studies are conducted to clarify the nature of vague 
problems. He further alleges that exploratory research is usually performed as an initial research, 
where further research is needed in order to provide conclusive evidence. Wallén (1996) suggests 
that exploratory research is an appropriate approach to use when the researcher is uncertain 
which theories are relevant and when important characteristics and relations are hard to 
determine. According to Zikmund (2000), descriptive studies are, unlike exploratory research, 
based on some previous understanding of the nature of the research problem and are aimed to 
describe characteristics of a population or phenomenon. According to Wallén (1996), descriptive 
research is suitable when the problem is clearly structured but the intentions are not to establish 
connections between causes and symptoms. He further states that descriptive research demands 
that the researcher knows what to look for but does not know the answers. Zikmund (2000) 
describes causal research as “research conducted to identify cause-and-effect relationships among 
variables where the research problem has already been narrowly defined” (2000, p.51). This type 
of research is normally preceded by exploratory and descriptive research (ibid).  
 
The research purpose of this study is both descriptive and exploratory. Since B2C E-business of 
automobile manufacturers is a somewhat new area, not many studies have been performed within 
this area. It is therefore difficult to identify appropriate theories relevant to this research problem, 
and not one single study dealing with the exact same research problem has been found. The 
variables found in the theories reviewed are describing influences of B2C E-business in general. 
However, considering the shortage of studies performed within this specific area, new variables 
are not unlikely to be found. The research performed in this study aims at exploring whether or 
not the variables proposed in the theories reviewed are relevant in B2C E-business of automobile 
manufacturers as well. Considering the fact that these given variables provide with a framework 
of what to search for, this study also includes a descriptive part where the influences on these 
specific variables are being described. Since no more than one theory was found describing 
business process redesign approach, an exploratory research will be performed in order to gain an 
understanding of how a redesign approach could be characterized. 
 



  

  METHODOLOGY  
 

  31 

LULEÅ UNIVERSITY OF TECHNOLOGY
DIVISION OF INDUSTRIAL MARKETING 

4.2 Inductive versus Deductive Research Approach 
 
According to Zikmund (2000, p. 43), there are two available approaches, either deductive or 
inductive. He defines deductive reasoning as: “the logical proves of deriving a conclusion from a 
known premise or something known to be true”. Zikmund (2000, p. 43) further describes 
inductive reasoning as: “the logical process of establishing a general proposition on the basis of 
observation of particular facts”. Wallén (1996) describes inductive research as starting in 
collecting data, and from the material collected the researcher tries to draw theoretical 
conclusions. The research performed in this study started with a theoretical review, emerging in a 
frame of reference from which to compare empirical findings. The study can therefore be said to 
emanate from alleged premises, and hence, is deductive. 
 

4.3 Qualitative versus Quantitative Research Approach 
 
Zikmund (2000) further discusses research in terms of qualitative versus quantitative approach, 
and explains that qualitative research is subjective in nature, as opposed to quantitative research 
that determines the quantity or extent of an outcome in numbers and provides an exact 
measurement approach. According to Holme and Solvang (1991), the defined research problem 
and the data needed in order to solve this problem, naturally decides which research approach to 
select.  
 
The purpose of qualitative research is, according to Wallén (1996), to examine the characteristics 
of a phenomenon and how to identify it. Holme & Solvang (1991) state that qualitative research 
involves gathering, analyzing, and interpreting data not possible to quantify. Wallén (1996) 
describes data that cannot be quantified as vague problems with various meaning that is 
subjective, such as feelings and experiences. Further, Holme and Solvang (1991) state that a 
qualitative approach is characterized by a great closeness to the respondent or source and intends 
to capture these individuals’ or other sources’ values, attitudes, and perceptions regarding the 
investigated area. Therefore the researcher strives to obtain a complete understanding and 
overview of the problem or situation rather than just focusing on specific variables (ibid).   
 
Quantitative research, on the other hand, is a research approach that is formalized and highly 
structured (Holme & Solvang, 1991). This approach enables the researcher to create universal 
generalizations through studying specific variables on a vast number of objects of investigation 
(ibid). The authors further allege that statistical methods are used to measure all variables, since 
information is presented as numerical data and thus easy to present in figures. They finally state 
that selectivity and distance between the researcher and the source is a clear character of 
quantitative approach.  
 
The use of B2C E-business among automobile manufacturers is a complicated and complex 
phenomenon, and therefore a qualitative study comes as a natural selection regarding research 
approach when trying to gain an understanding of this phenomenon. Taking this approach 
facilitates exploring and understanding what influences B2C E-business among automobile 
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manufacturers has on the marketing mix and the business process redesigns within the 
organizations studied. Further, this study does not aim at drawing any generalizations. Instead, by 
studying a relatively small number of cases, it is possible to more deeply explore the area of 
research and thus better reach the understanding desired in the purpose. Finally, no variables used 
in this study can be measured using a quantitative approach, since none of the variables are of 
numerical nature. Thus, in order to gain the required understanding and knowledge of the 
problem area, this study solely used a qualitative research approach.  
 

4.4 Research Strategy 
 
Yin (1994) recognizes five different research strategies to use when collecting and analyzing 
empirical evidence, and provides three conditions to determine which strategy to use. The five 
different strategies are displayed in non-hierarchical order in table 4.1 together with their 
relations to the three conditions suggested by Yin (1994). According to Yin (1994), each strategy 
can be used for exploratory, descriptive, or explanatory (casual) research purposes. 
 
 
  
 
 
 
 
 
 
 
 
 
 
 
 
 

 
Yin (1994) states that the type of research question is the most important condition when 
selecting research strategy. He further alleges that “how” and “why” questions are likely to favor 
the employment of experiments, histories, or case studies. The purpose of this study is to gain an 
understanding of the influences of B2C E-business within the automobile industry on the 
marketing mix of automobile manufacturers, and the approach used by automobile manufacturers 
to redesign business processes to better meet these new challenges. To capture a broad 
understanding of the characteristics of these influences, the research questions stated in chapter 
two have been formulated as “how” questions, thus allowing exploratory research, in order to 
avoid too narrow empirical evidence that excludes variables not anticipated in earlier research. 
By adopting this type of research questions, survey and archival analysis are ruled out, narrowing 
down the suitable strategy alternatives suggested by Yin (1994) to experiments, histories, or case 

Archival 
analysis 

Survey 

Strategy 

Experiment 

History 

Case study 

who, what, where, how 
many, how much 
who, what, where, how 
many, how much 

how, why 

how, why 

how, why 

Form of research 
question 

Requires control over 
behavioral events? 

yes 

no 

no 

no 

no 

Focuses on con-
temporary events? 

yes 

yes 

yes/no 

no 

yes 

TABLE 4.1: RELEVANT SITUATIONS FOR DIFFERENT RESEARCH STRATEGIES Source: Yin, 1994, p. 6 
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studies. When determining which of these three research strategies to use, the remaining two 
conditions – control over behavioral events and focus on contemporary events – serve as helpful 
guidelines.   
 
Yin (1994) describes experiments as possible when an investigator is able to focus on one or two 
isolated variables and can manipulate behavior directly, precisely, and systematically. Since this 
is not the case with the research performed in this study, where variables are several and not 
necessarily covered by earlier research and cannot be manipulated by the researchers of this 
study, an experiment strategy is excluded. Yin (1994) further explains historical research as 
dealing with the past, when no relevant persons are alive to report, and where an investigator 
must rely on documents and cultural and physical artifacts as the main sources of evidence. Due 
to the contemporary nature of the research problem stated in this study, history is also excluded 
as a suitable strategy, leaving only case studies to employ. Case study techniques have much in 
common with the techniques used in historical researches, but add two sources of information not 
usually possible in historical research – direct observations and interviews (Yin, 1994). 
  
Yin (1994) portrays case studies as preferred when examining contemporary events with no 
ability to manipulate behavioral events, and further describes the ability to deal with a full variety 
of evidence, including documents, artifacts, interviews, and observations, as the unique strength 
of a case study. Considering the “how” character of the research questions, and the fact that the 
intention of this study is to gain an understanding of a contemporary phenomenon, with no 
control by the researchers over the behavioral events that has resulted in this phenomenon, a case 
study strategy is found most suitable and is therefore selected as the research strategy adopted for 
the research performed in this study.   
 
Yin (1994) states that case studies can either be single-case or multiple-case studies. They can 
further be described either in narrative form or by a composition of a series of questions and 
answers. A single-case study investigates one entity in depth, while a multiple-case study 
involves two or more cases (ibid). According to Yin (1994), using a multiple-case approach 
allows the researcher to compare the cases studied, in a cross-case analysis, so that a higher level 
of understanding of the entity studied can be reached. He further states that evidence from 
multiple-case studies is often considered as more compelling than evidence found in single-case 
studies, and that the multiple-case study therefore is regarded as more robust. Taking all the 
advantages of a multiple-case study into consideration, this study was conducted by that approach 
in order to study the phenomena of B2C E-business in the automobile industry.  
 

4.5 Data Collection Method 
 
Yin (1994) discusses six major sources of evidence to use in a case study. An overview of these 
six sources is provided in table 4.2 on the following page, together with their strengths and 
weaknesses. According to Yin (1994), documentary information is likely to be relevant to nearly 
every case study topic, especially to confirm and supplement evidence from other sources. He 
further states that documents play an important role in data collection for case studies due to their 
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overall value, but care must be taken not to misinterpret documents. Documents are written for 
some specific purpose and some specific audience other than the research being done by the 
researcher for the case study (ibid). The author further points towards the same precautions 
regarding archival records, whose usefulness differs from case to case. He also warns that even if 
archival records may be highly quantitative, these numbers should not be mistaken for a sign of 
accuracy. Conducting direct observations implies visiting the site of study allowing the researcher 
to observe relevant behaviors or environmental conditions in reality. Participation observation 
differs from direct observation in that it implies not only observing for instance a production line, 
but to actually participate in the production in order to gain a wider understanding of the field of 
research. Physical artifacts are actual things collected from the site visited in order to analyze and 
draw conclusions from it, an approach extensively used in anthropological research.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

   

TABLE 4.2: SIX SOURCES OF EVIDENCE: STRENGTHS AND WEAKNESSES

- targeted – focuses directly on case 
study topic 

- insightful – provides perceived 
causal inference  

 

Documentation - stable – can be reviewed    
repeatedly 

- unobtrusive – not created as a result 
of the case study 

- exact – contains exact names, 
references, and details of an event 

- broad coverage – long span of time, 
many events, and many settings 

- retrievability – can be low 
- biased selectivity – if collection is 

incomplete 
- reporting bias – reflects (unknown) 

bias of author 
- access – may be deliberately 

blocked 

- (Same as above for documentation) 
- precise and quantitative 

- (Same as above for documentation) 
- accessibility due to privacy reasons 

Archival Records 

Interviews - bias due to poorly constructed 
questions 

- response bias 
- inaccuracies due to poor recall 
- reflexivity – interviewee gives what 

interviewer wants to hear   

- time-consuming 
- selectivity – unless broad coverage 
- reflexivity – event may proceed diff-

erently because it is being observed 
- cost – hours needed by human 

observers   

- reality-covers events in real time 
- contextual-covers context of event 

Direct 
Observations 

- (Same as above for direct 
observations) 

- insightful into interpersonal 
behavior and motives   

- (Same as above for direct 
observations) 

- bias due to investigator’s 
manipulation of events   

Participant- 
Observation 

- insightful into cultural features 
- insightful into technical operations 

- selectivity 
- availability   

Physical Artifacts 

Source: Yin, 1994, p.80 

Strengths Weaknesses Source of Evidence 
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Yin (1994) states interviews as one of the most important sources of case study information. 
According to Wiedersheim-Paul & Eriksson (1997), interviews allows for interaction between the 
interviewer and the respondents. Further, Holme and Solvang (1991) argue that interviews are 
ideal when in-depth information is preferred and that it allows flexibility and closeness to the 
respondents, which is important when conducting qualitative studies. Yin (1994) further states 
that an interview is a two-way conversation giving the interviewer a possibility to actively 
participate in the interview. The description of interviews provided above corresponds well with 
the research purpose stated in chapter one, and therefore interviews are considered to be the most 
suited as a primary source of evidence in this study.  
 
Yin (1994) continues by stating that interviews can be based on three different strategies; open-
ended interviews, focused interview, and a structured interview following a line of a formal 
study. Most commonly used in case study research is the open-ended interview, a strategy where 
the interview does not follow any structured questions, allowing the respondent to provide both 
facts and personal opinions regarding a certain matter. This kind of interview is rather time 
consuming and the interviewer merely guides the respondent through an outline of predetermined 
areas of discussion. In a focused interview the respondent is interviewed for a shorter period of 
time, and the interview are more likely to follow a set outline of questions. However, the 
interview may still be of open-ended nature, conducted in a conversational manner. The third and 
last type of interview is the structured interview, which follows a strict set of pre-determined 
questions, to be compared with a formal survey.   
 
The interviews conducted in this study followed a set outline of questions, however, the 
respondents were still allowed to converse and thus the interview was kept somewhat open-
ended. The interview followed the guideline provided in Appendix A, which is derived from the 
emerged frame of reference seen in chapter three, and discussions were held around each 
question. The interview guide incorporates several variables regarding marketing mix influences; 
however, questions were left rather open regarding needs for business process redesign and 
redesign approach due to difficulties in avoiding leading questions. It is further interesting to find 
out how the companies studied regard these latter issues without providing them with specific 
variables to answer since such variables could bias the empirical findings. The strategy of the 
interview was to give the respondents full freedom and opportunity to give their overall view of 
B2C E-business, without seeing the actual interview guide before the interview. However, they 
were given the subjects and areas that the interview would concern, also constructed with the 
emerged frame of reference as a background, so that they could prepare themselves before the 
interview. By using this strategy, both the respondents’ broad knowledge about the area was 
captured, as well as the more detailed areas specified in the frame of reference. This strategy 
further correlates with the exploratory and somewhat descriptive purpose of this study. The 
interviews ended by reassuring no questions were left out and making sure that if any additional 
questions should arise, the respondents were to be contacted again so that the purpose of the 
study could be fully answered.  
 
To fully reach the purpose of the study, personal interviews would have been preferred, due to 
the advantage of face-to-face contact. However, due to limits in both time and resources, 
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telephone interviews were considered to be the most favorable method for collecting data to the 
case studies, since it enables conversation and interaction during the interview. The respondents 
spoke two different languages, Swedish and Norwegian; however, the interviews were still 
conducted in Swedish since communication with the Norwegian-speaking respondent could be 
conducted without any major problems. Even though the interviews were conducted in Swedish, 
some English terms, that do not have any exact translated equivalent, were used.  
 
Both interviews were recorded with a mini disc so that all empirical data would be registered 
with absolute accuracy. By recording the interview, it is possible to transcribe the interview word 
by word and thus eliminating the possibility that any data would be left out or neglected. The 
recording did not begin until the respondents had approved the recording, eliminating any 
discomfort for the respondents.  
 
Even though interviews are the primary source of evidence for the cases in this study, 
documentation was used as a secondary source of evidence. For documentation, websites were 
used for collecting company background information. The websites used were http://volvocars.se 
and http://www.saab.com. The websites also provided the initial contact information needed in 
order to get in contact with suitable respondents.  
  

4.6 Sample Selection 
 
The multiple-case study performed was based on two interviews with employees in two different 
companies. Since the second research question deals with car manufacturers’ business processes, 
two Swedish-based car manufacturers were selected – Volvo Cars and Saab Automobile. These 
manufacturers were selected partly since the fact that both companies are Swedish-based 
facilitates the research study, but also since both are multinational enterprises with an extensive 
experience within the automobile industry. These manufacturers were also found suitable as 
respondents to the first research question since they are both conducting B2C E-business, and 
possess thorough knowledge of the marketing mix. The study therefore solely takes the 
perspective of automobile manufacturers, since they possess the knowledge needed to answer 
both research questions.  
 
In order to ensure contact with appropriate interview respondents, the intention with the research 
study was explained during the initial contact with the companies. The companies thereafter 
selected the interview respondents regarded most appropriate to provide the data crucial to the 
study. At Volvo Cars, the E-retailing Manager, Frode Hebnes, at the Network Development 
department was interviewed during approximately 45 minutes on the 6th of May, 2002. At Saab 
Automobile, the Manager Internet, Lena Samuelson, and a Project Manager, Lars Menzig, with 
extensive experience in the area was interviewed for approximately 50 minutes on the 10th of 
May, 2002.  
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4.7 Analysis of Data 
 
According to Miles and Hubeman (1994), the researchers’ intention when analyzing qualitative 
data from interviews is to make sense of the words collected. They further state that the analysis 
can be divided into three sequential stages; data reduction, data display, and conclusions 
drawing/verifications. During the data reduction stage the researcher selects, focuses, simplifies, 
abstracts, and transforms the data, with the purpose of organizing it so that final conclusions can 
be drawn and verified.  This is followed up in the data display stage by the researcher who takes 
the reduced data and displays it in an organized and clear way in order to draw conclusions more 
easily. In the third and last stage, conclusions drawing/verification, the researcher selects 
attributes to the reduced and displayed data, noting regularities, patterns, explanations, possible 
configurations, causal flows, and propositions. The analysis of the data in this study is conducted 
in the way presented above. The empirical data collected from each case were compared with the 
concepts stated in the frame of reference. Furthermore, a cross-case analysis was conducted with 
the aim of comparing the two cases with each other in order to find similarities and differences 
between the two cases.  
 

4.8 Quality Standards 
 
Yin (1994) suggests four tests when determining the quality standards of a case study research. 
These tests include construct validity, internal validity, external validity, and reliability. He 
further states that internal validity is a concern only for explanatory and casual studies, and since 
this study is mainly explorative, with some descriptive influences, no further considerations 
regarding internal validity has been taken. Finally, the author claims that external validity is 
concerned with problems regarding generalizations beyond the immediate case study. Even 
though this is a multiple-case study, the aim is not to draw any generalizations, and therefore 
external validity is also ruled out as a quality standard.  
 

4.8.1 Construct Validity 

Yin (1994) alleges that construct validity concerns using the correct operational measures for the 
concepts being studied. It regards whether the researcher has succeeded to develop an operational 
set of measures and if subjective judgments have been used in the data collection procedure, and 
if so, how it was done. Yin (1994) discusses tactics available in order to increase construct 
validity. One is to use multiple sources of evidence during the data collection procedure. Another 
is to establish a chain of evidence to allow the reader of the case study to follow the derivation of 
any findings from the question stated to the respondent to the conclusion drawn from it.  
 
The case studies performed in this study were able to use both tactics mentioned above for 
increased construct validity. Both documents and interviews has been used as sources of evidence 
and therefore a multiple source strategy has been used. The respondents interviewed held similar 
responsibilities, although different titles, within the case companies, strengthening the cross-case 
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analysis. Also, efforts were made in order to find respondents with the right knowledge and 
experience to answer the questions needed for the study. Strong chains of evidence have been 
created since continuous citations have been made throughout the research from where evidence 
was collected. Since a mini disc was used during each interview, the possibility to double-check 
answers and reduce the risk of misinterpretation, was created. There is, however, a risk of 
translating errors since the interviews were held in Swedish and that they therefore had to be 
translated into English. This risk is reduced due to the fact that the respondent were willing to 
answer any questions or obscurities that may occur further down the line after the actual 
interviews.  
 

4.8.2 Reliability 

Zikmund (2000, p. 280) defines reliability as “the degree to which measures are free form errors 
and therefore yield consistent results”. Meaning that if a researcher is to repeat the exact 
procedure and research as described from an earlier researcher, he or she should arrive at the 
same results and should also able to draw the same conclusions (Yin, 1994). A high reliability is 
attempted to be reached by carefully explaining every step taken in every chapter. Furthermore, a 
structured approach has been adopted, in which every sequential chapter is based on the previous 
one, making it easy for readers and other researchers to follow the logical structure and flow for 
reading and to use in future research. The same interview guide was also used in both interviews. 
Conducting interviews always includes the risk of including personal biases to some extent; 
therefore the influence of the authors’ attitudes and values could be questioned. To minimize the 
risk of personal biases, the respondents were given the opportunity to comment upon the data 
presentation.  
 

4.9 Visualized Summary of Methodology 
 
Figure 4.1 on the following page provides a visualization of the discussion above, showing the 
methodological path select for this study. 
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5 Data Presentation 
 
In this chapter, the data collected from the interviews will be presented in narrative form, 
following a sequential structure starting with case one followed by case two. The data 
presentation is further structured according to the frame of reference shown in chapter three, 
starting with marketing mix influences, followed by customer centered influences, and ending 
with business processes. 
 

5.1 Case One: Volvo Cars 
 
The decision to found Volvo was taken in 1924, and three years later on the 14th of April 1927 
the firs car left the production line. During the company’s 75-year history over 75 new car 
models has been launched, and Volvo Cars is today a multinational company with sales in each 
part of the world. However, cars is not the only type of product Volvo manufactures; trucks, 
buses, boat engines and components for airplane engines are other things produced within the 
company. On March 8th 1999, Ford Motor Company purchased Volvo Cars for a price of SEK 50 
billion.   
 
Volvo Cars has been represented on the Internet since 1996, and it has been possible to specify 
cars on the website since 1999. The purpose of car specification on the website is to motivate and 
provide support for potential customers through the entire buying process, excluding the actual 
transaction. An additional purpose is to make information available to customers. Today, 
customers receive more information from Volvo Cars than the dealers did before the Internet was 
used. The implications of this are that customers are able to handle a larger part of the buying 
process, and are more qualified once they visit a dealer. Before Volvo Cars started employing 
B2C E-business, customers visited 10-15 dealers before making a purchase. Today, this number 
has been reduced to 3-4 dealers. 
 

5.1.1 Influences on the Marketing Mix 

Product 
The respondent has not observed any influences of B2C E-business on the product development 
process. There is no link between product development and the information possible to collect 
from potential customers’ car specifications on the website. It is further impossible to determine, 
according to the respondent, whether or not the selection of products have been influenced by 
B2C E-business since E-business cannot be separated from other influencing factors. The most 
significant influence of B2C E-business, regarding the product, is the importance of product 
information. Customers have now a lot more knowledge about their preferred model, and tend to 
study it thoroughly before visiting a dealer. This is demonstrated by the questions dealers receive 
from potential customers. The questions dealers receive today are a lot different from those 
received five years ago, and dealers are facing new challenges in being able to answer very 
detailed, technological questions, and to be more knowledgeable than the potential customers.  
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Price 
Even though the respondent have not been able to identify any changes in pricing due to B2C E-
business, he state that B2C E-business poses great challenges on prices in the automobile industry 
since the Internet contributes to an increased price transparency between markets, making it more 
easy for customers to collect and compare price information from other countries.  
 
Place 
The respondent have not identified any influences of B2C E-business on the reach of Volvo Cars, 
since the company already is a multinational company with wide reach. However, the customers 
have definitely obtained increased availability to Volvo Cars as a result of B2C E-business. The 
great question is whether or not to expand B2C E-business to also include actual transactions on 
the Internet. According to the respondent, there are no technical difficulties or limitations to 
handle online transactions, but it would, however, impose significant consequences on the value 
chain. In order to be successful in B2C E-business, availability must be significantly improved. 
Volvo Cars already has a highly developed dealer network with high availability, and it is 
therefore doubtful if the availability could be significantly improved by B2C E-business. Price is 
another success criteria, and since E-business tend to reduce price margins, the respondent is 
uncertain whether this would be of advantage for Volvo Cars, both as a manufacturer and as a 
dealer. The respondent further state that reduced price margins could have negative implications 
for customers as well since it, in the long run, probably would reduce profitability for 
manufacturers and dealers, resulting in reduced production of new cars and service offerings, and 
also a reduced number of dealers. 
 
Promotion 
B2C E-business has significantly improved the communication capabilities. The Internet is a 
completely new channel in order to reach new customers, and the website is like a dealer with 
unlimited opening hours. Volvo Cars receives many requests via the Internet that ends in a 
purchase. The Internet makes it possible to keep a dialogue with the customers that were not 
possible before. Customers can, via the website, order product catalogues, schedule a test drive, 
and request an offer from a dealer. The marketing of Volvo Cars has definitely changed as a 
result of B2C E-business. The respondent explained the marketing approach with the help of an 
image of a funnel, provided in figure 5.1 below.     
 

  

 

 
 
 
 
 
 

mass communication

Internet 

dealers 

FIGURE 5.1: VOLVO CARS’ MARKETING 
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The purpose of mass communication marketing, such as advertisement in TV and newspapers, is 
to convince the customer to search for more information on the Internet where interactivity 
allows the customer to select the information of interest. The Internet has become a channel 
between ordinary mass communication and dealers, with the purpose to make customers take a 
more active approach in the buying process. In order to support the website, and entice potential 
customers to visit it, all marketing campaigns executed by Volvo Cars incorporate the website 
address. The respondent further states that the Internet has had a very positive influence on the 
brand Volvo. The brand has not traditionally been perceived as a modern brand, but investments 
in B2C E-business has helped reposition the brand as modern. The Internet has therefore 
undoubtedly helped strengthening the brand.  
 
The respondent considers issues regarding integrity and privacy to be a process of maturity, with 
skepticism declining over time. Volvo Cars does not consider this to constitute a big problem 
since the company do not require very sensitive information from website visitors. The website 
further incorporates a disclaimer providing information on Volvo’s use of personal information. 
The respondent cannot see any reason why the credibility of the information published on the 
website should be influenced by E-business. 
 

5.1.2 Customer Centered Influences 

Customer service and support possibilities have definitely been improved, but online customer 
service and support also constitute a risk of disappointing the customer that did not exist earlier. 
It is of vital importance for Volvo Cars to follow up and carry through promises made online 
regarding, for instance, contact promises, catalogue deliveries, and test drives. By neglecting such 
a promise, Volvo Cars runs the risk of loosing customers’ trust and positive perception of the 
company. This is, however, less a problem nowadays than it was in the end of the 1990’s. The 
Internet is today an established channel enabling manufacturers to interact directly with 
customers, and online requests are taken more seriously now than they were earlier. Volvo Cars 
can further identify reactions on marketing campaigns much faster by measuring the traffic on the 
website, but the respondent is uncertain whether or not the Internet has contributed to a greater 
market knowledge. The respondent is further uncertain how the bargaining power of customers 
has been influenced by B2C E-business, but stresses that it probably has been influenced. The 
bargaining power may have increased due to the increased availability of information. Customers 
can for instance compare prices between countries, and use this information in bargaining with 
dealers. 
   

5.1.3 Business Process Redesign 

Business processes have un-doubtfully changed since the Internet, as a powerful channel for 
Volvo Cars, has been integrated into the marketing mix. Volvo Cars strives for an approach that 
makes the Internet and E-business “business as usual”, instead of special business. The company 
has therefore their Internet activities integrated in the line organization, rather than employing an 
Internet department as an advising body. The respondent does not, however, possess any 
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knowledge about the actual redesign approach. Further, several attempts were made to get in 
contact with someone within the company possessing knowledge regarding this matter by 
sending e-mails and making telephone calls to the Service Center Team at Volvo Cars. Even 
though promises were made by the staff to search for an additional, suitable respondent, no 
answer was ever received.  
 

5.2 Case Two: Saab Automobile 
 
Saab was founded in 1937 in the purpose of manufacturing military airplanes, and after World 
War II a natural transition from airplanes to automobiles took place, and Saab began producing 
cars. The background as an aircraft manufacturer has given Saab a broad-based foundation of 
technological expertise and innovative concepts. Saab Automobile is an international automobile 
company, selling cars in over 50 countries worldwide. Saab Automobile was established as an 
independent company in beginning of 1990, following a joint-venture agreement between Saab-
Scania and General Motors. Ten years later, by January 28, 2000 Saab Automobile was 
purchased by General Motors, and has thereafter been wholly owned by General Motors.  
 
In Saab Automobile, the Internet activities are managed from the Market department, with global 
headquarters in Gothenburg, Sweden. The company has a global website that acts as a starting 
point from which to choose market of interest. Saab Automobile is represented on 19 different 
national markets, each with its own website. Irrespective of which website is visited, the same 
structure and layout are suppose to be recognized. The most important markets for Saab 
Automobile, both regarding sales and use of Internet, are Sweden, the USA, and Great Britain. 
Saab’s global website was introduced in 1997, and the car specification service was introduced in 
1998. The purpose of being able to specify cars on the website is that Saab Automobile wants its 
customers to possess more information and be more certain of what model and equipment they 
want when they are visiting a car dealer. Saab Automobile’s overall purpose with B2C E-
business is to provide support for prospects and customers online and guide them through the 
buying process. Customers and prospects are already aware of Saab Automobile and its products 
once they visit the website; the purpose of employing Internet and B2C E-business is therefore to 
support prospects and customers in the consideration phase when they are searching for 
information prior to a purchase. 
 

5.2.1 Influences on the Marketing Mix 

Product 
There is no link between B2C E-business and product development. According to the 
respondents, there is no need to collect information from this channel due to a large supply of 
information from other market research. It is further difficult to determine which of the website 
visitors that are, or will become, customers. Hence, it is difficult to determine the significance of 
the information provided from website visitors. Discussions have been held within Saab 
Automobile whether or not to link information from website visitors to product development, but 
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no need for that have been identified as for now. Build-to-order have also been discussed where 
customers would be able to order a car online and be able to purchase a car according to the 
specifications chosen, but this is not planned to be introduced either. The selection of models and 
equipment has not been influenced by B2C E-business. The respondents state product 
information to be a hygiene factor that must be offered by an automobile manufacturer in order to 
stay in the industry. This is especially important for Saab Automobile, according to the 
respondents, since the target market is familiar with employing the Internet to search information, 
and expect to find the information needed. Saab Automobile further considers it to be an 
advantage that prospects and customers can find information provided by third parties, but point 
out that the company cannot trust others to provide the information it would like having 
published. 
 
Price 
The respondents allege that B2C E-business have not had any influences on the pricing, nor 
pricing strategies, of Saab Automobile. Internet could, however, have had some influences on 
trade across boarders due to increased information about prices in other countries. The 
respondents judge other factors such as EU regulations to have more influences on prices than 
Internet or B2C E-business do. 
 
Place 
According to the respondents, the reach of Saab Automobile has not been influenced by B2C E-
business since E-business applications are solely introduced on the markets where Saab 
Automobile already have a presence with an established dealer network. The customers have, 
however, gained a better availability to Saab Automobile since the Internet represents an 
additional channel where information can be easily obtained. The respondents claim customers to 
have much more knowledge about product details and features, and are also more conscious of 
what kind of car they would like to own. This causes a completely new knowledge demand 
among dealers to be able to answer questions from customers. The Internet does, however, 
provide an improved channel to explain complex parts of a car, which helps in creating a better 
understanding and insight about the products of Saab Automobile. The respondents do not 
consider dealers to be a channel in Saab Automobile’s organization facing disintermediation. The 
dealers are much too important for Saab Automobile, and cannot be left out. The dealers have an 
important function in providing service, handle logistics, used cars and trade-ins, as well as 
handle company cars owned by Saab’s financial companies. Furthermore, dealers are large 
companies that cannot be shut down without difficulties. The respondents find it hard to believe 
that customers would want to terminate the personal contact provided by car dealers, and studies 
have found a resistance to make large economical investments solely via the Internet. The 
Internet is rather one channel of several used to get in touch with customers, get to know the 
customers better, and create better customer relationships. However, a large degree of the 
customer contact and dialogue are today kept between manufacturer and end customer, leaving 
the dealers out. This creates more flexibility and faster feedback for Saab Automobile as a 
manufacturer. 
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Promotion 
Even though the Internet facilitates information exchange, Saab Automobile has not taken full 
advantage of the increased communication capabilities. Possibilities for e-mail contact, online 
requests or send-outs, have not been acted upon to a great extent, even though newsletters have 
been employed in certain markets. The respondents find it difficult to keep a continual dialogue 
with the target market of Saab Automobile since the target group to a large extent consist of 
stressed, high station persons. The main advantage of the Internet as a communication tool is the 
ease to conduct utilitarian dialogue regarding, for instance, service intervals. 
According to the respondents, the Internet have changed the marketing structure in that it is now 
possible to keep “ordinary” advertisement short, and leave out technical details and 
specifications, and refer to the website for further information. Saab Automobile employs 
traditional marketing, such as TV advertisement and newspaper ads, to create an interest for the 
company and its products. In all marketing campaigns launched by Saab Automobile, a link to 
the website is provided. The company employs a marketing strategy referred to as “integrated 
marketing”, which means that all campaigns share similar themes, and the Internet is an 
important part of this strategy taking a larger and larger part of the marketing budget in order to 
support other marketing channels. The respondents further deem it to be of vital importance to 
market the brand on the Internet. Saab Automobile wants its products to be considered as more 
than just features and economical value. It is therefore important to promote the brand, and the 
values of Saab Automobile, on the website.  
 
Privacy and security issues are not perceived to constitute a problem since the information 
collected from website visitors is not of very personal nature. The website further incorporates a 
disclaimer enlightening the use of information provided. The respondents do not consider 
credibility of the information published on the website to suffer from B2C E-business, since Saab 
Automobile only publishes concrete and factual information on the website. If relative product 
advantages, in comparison with competitors, are published on the website, references to tests 
and/or external sources are always included. However, Saab Automobile finds it generally 
unserious to compare products with competitors, and leave this to third parties that are better 
suited for this kind of services. 
 

5.2.2 Customer Centered Influences 

“The customer in focus” has always been a lead expression within Saab Automobile, according to 
the respondents. The Internet has therefore not revolutionized the way Saab Automobile relates to 
customers, even though the Internet is considered to facilitate direct communication, dialogues, 
and feedback. The Internet has further improved possibilities to provide customer support and 
service, as well as possibilities to create customer relationships and customer loyalty. However, 
factors such as product quality are very important as well. The respondents argue that companies 
are in general better at taking care of customers nowadays, but this is, however, a trend not solely 
due to the Internet. It is easier to gain knowledge and an overview of customers today, and the 
Internet is only one of several channels contributing to this trend. Even though not backed up by 
statistical research, the respondents believe customers to have more bargaining power today, 
since they possess more knowledge and have access to more information than they did before 
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B2C E-business was introduced into the automobile industry. Some customers take advantage of 
information about prices in other countries when bargaining with dealers. 
 

5.2.3 Business Process Redesign 

The respondents find it hard to identify any changes in business processes as a result of B2C E-
business due to definition issues. It is hard to determine if influences are derived from E-business, 
information technology development, or trends in general. Even though business processes are 
more integrated today than they were ten years ago, it is impossible to determine if this is due to 
B2C E-business. The respondents believe market demands and profitability to have more 
influence on business processes than do the Internet or B2C E-business. The respondents further 
explain themselves to possess little knowledge about business processes since Saab Automobile 
has certain departments responsible to handle internal efficiency and effectiveness. What is 
known to the respondents, though, is that information is exchanged much more rapidly within the 
organization today than it was a couple of years ago. Several attempts were made to get in 
contact with someone within the company possessing knowledge regarding this matter by 
sending e-mails to the Manager Internet, who promised to search for an additional, suitable 
respondent. However, no additional respondent was ever suggested.  
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6 Analysis of Data 
 
In this chapter, an analysis of the data collected from the two cases will be provided. First, a 
within-case analysis of case one will be provided where empirical findings are compared to the 
frame of reference, followed by a within-case analysis of case two. Finally, a cross-case analysis 
will be provided where the empirical findings from the two cases will be compared to each other. 
The structure of the analyses will follow the sequential order of the data presentation in the 
previous chapter, starting with the marketing mix, followed by customer centered influences, and 
finally business processes. No explanations, other than those provided directly by the 
respondents, of matches or mismatches will be provided in this chapter since explanations would 
be mainly conclusive. These will therefore be provided in the next chapter. 
 

6.1 Within-Case Analysis of Case One: Volvo Cars 
 
As mentioned above, this section will analyze the data in the sequential order of marketing mix 
influences, customer centered influences, and business processes.  
 

6.1.1 Influences on the Marketing Mix 

Allen and Fjermestad (2001) state that information has become a product in its own.  Even 
though Volvo Cars regard the importance of product information as the most significant influence 
of B2C E-business, no data indicating information as a product in its own is provided. Klein and 
Quelch (1996) claim that B2C E-business makes it easier to gather information for product 
adaptation and development, and Iansiti and MacCormack (1997) state that it is easier to include 
the customer in the product development process. However, no links exist between the 
information provided through B2C E-business and product adaptation and development. Enders 
and Jelassi (2000) enlighten that online retailers can offer a larger selection of products. 
According to Volvo Cars, it is impossible to determine the influences of B2C E-business on 
product selection since B2C E-business cannot be separated from other influencing factors. The 
match between theory and empirical findings regarding product selection influences can therefore 
not be determined.  
 
According to Klein and Quelch (1996), B2C E-business will lead to increased price competition 
and standardization of prices, and Allen and Fjermestad (2001) allege a need to implement new 
pricing models. Even though no changes in price for the products of Volvo Cars have been 
identified, the respondent recognizes increased price transparency via the Internet as a great 
challenge on pricing. A match is therefore identified between theory and empirical findings 
regarding increased price competition, but no empirical findings have indicated any actual 
changes in pricing models or strategies. 
 
Allen and Fjermestad (2001) state that E-business will have a great impact on place in terms of 
size and availability. The respondent states, on the contrary, that the reach of Volvo Cars has not 
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been influenced; since the company already is multinational, reach is difficult to expand. 
However, customers’ availability to the company has definitely been improved as a result of B2C 
E-business. Evans and Wurster (1999), as well as Gosh (1998), claim that companies can leave 
out part of the value chain by excluding dealers. The respondent at Volvo Cars is of the opinion 
that, even though no technical difficulties or limitations exist to include transactions online, 
neither Volvo Cars nor the customers would in the long run benefit from excluding dealers from 
the value chain since availability would not be significantly improved, and price margin 
reductions would reduce services and offerings in the long run. 
 
Evans and Wurster (1999) argue that E-business provides a cost-efficient method of 
communicating information between customers and businesses. The respondent states that B2C 
E-business has significantly improved the communication capabilities, and the Internet 
constitutes a completely new channel with unlimited opening hours to handle requests. Even 
though costs were not specifically mentioned, an improved method of communicating 
information was described, which matched Evans and Wurster’s (1999) statement fairly well. 
Evans and Wurster (1999) further state that E-business allows businesses to tailor and direct 
promotions. Volvo Cars employs a somewhat different approach, where mass communication is 
used to entice potential customers to visit the website, where they can find the information of 
interest. No databases are built to tailor and direct promotion towards customers. Klein and 
Quelch (1996) point out the importance of brands in E-business. The respondent at Volvo Cars 
described the importance of E-business for repositioning the brand Volvo. Since no data received 
indicated any intentions to use the brand Volvo to support the B2C E-business endeavor, a match 
between theory and empirical findings cannot be determined regarding importance of brand. 
Evans and Wurster (1999) further claim privacy and security issues to constitute limitations to 
promoting products online. Empirical findings do not match theory regarding this matter since 
Volvo Cars do not demand very sensitive information from website visitors, and further employs 
a disclaimer stating the use of information provided. The respondent does therefore not regard 
privacy and security issues a problem. Evans and Wurster (1999) finally explain lack of 
credibility as a risk in that information published on a website may be perceived as biased. 
Empirical findings cannot be matched with this statement since the respondent could not see any 
reason to why such a lack of credibility would occur by promoting online. A visualization of the 
influences on the marketing mix anticipated in theory compared to empirical data is provided in 
table 6.1 on the following page.  
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6.1.2 Customer Centered Influences 

Sealy (1999) argues that businesses engaged in B2C E-business can significantly improve the 
level of service. Volvo Cars’ stated possibilities to improve the level of customer service and 
support match the theory, but the respondent further indicates a new risk of disappointing the 
customers by not keeping promises made online. Klein and Quelch (1996) state that the Internet 
will serve as an important medium for understanding the global customer and conduct more 
efficient market research. A match regarding this statement cannot be determined since the 
respondent is uncertain whether or not the Internet has contributed to more extensive market 
knowledge. Gosh (1998), as well as Porter (2001) mention the possibility for manufacturers to 
electronically build direct linkages to customers, and Enders and Jelassi (2000) allege that 
manufacturers are able to build closer relationships to customers via the Internet. The respondent 
confirmed the possibility of building direct linkages to customers, but did not specifically 
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TABLE 6.1: A WITHIN-CASE COMPARISON OF THE MARKETING MIX INFLUENCES: CASE ONE  

Theory 
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mention customer relationships. Porter (2001) argues that the exclusion of channels by creating 
direct linkages between manufacturers and customers will increase the bargaining power of 
customers. The respondent states that the bargaining power of customers may have increased as a 
result of availability of information, but has, however, definitely not deteriorated as a result of 
B2C E-business. Since no data indicating any influences on bargaining power of customers as a 
result of exclusion of channels, only a partial match between Porter’s statement and empirical 
findings can be motivated. A visualization of the customer centered influences anticipated in 
theory compared to empirical data is provided in table 6.2 below.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

6.1.3 Business Processes 

It was an intention in this study to evaluate the data collected and try to match this with the 
implications for business process redesign provided in the theories reviewed, before analyzing 
data regarding business process redesign approach since these implications is of importance when 
drawing conclusions in the next chapter. In this paragraph, theoretical implications possible to 
match or mismatch with empirical data collected will be provided. Iansiti and MacCormack 
(1997), as well as Lee (2001) state a need to use IT to collect customer information and 
customers’ requirements, and the former authors stress the need to integrate this knowledge into 
the product development process as well as evaluate how products under development meet 
customers’ requirements. These needs are not acted upon by Volvo Cars since no link exists 
between B2C E-business and product development, and the respondent is further uncertain 
whether B2C E-business has contributed to more extensive market knowledge. No data is 
collected by Volvo Cars from its website regarding customers’ preferences and requirements. 
Enders and Jelassi (2000) further argue a need to make processes and decision-making more 
flexible. However, no data indicating a match regarding flexibility was collected. Rowley (2001) 
discusses the possibility to enhance customer service and sales support by employing e-mail to 
handle problems and questions. Volvo Cars employs e-mail and the Internet to handle a number 
of service and support issues, and therefore a match is considered to exist. However, Lee’s (2001) 
statement that companies need to redefine their competitive advantage and existing business 
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TABLE 6.2: A WITHIN-CASE COMPARISON OF CUSTOMER CENTERED VARIABLES: CASE ONE



  

  ANALYSIS OF DATA  
 

  51 

LULEÅ UNIVERSITY OF TECHNOLOGY
DIVISION OF INDUSTRIAL MARKETING 

strategies has not been possible to match by empirical data. Nonetheless, Volvo Cars strives to 
make E-business “business as usual” by integrating E-business into the line organization, rather 
than employing E-business as separate functions. 
 
Regarding business process redesign approach, the E-retailing Manager did not possess the 
knowledge needed to describe the approach employed by Volvo Cars. A potential match with one 
or more of the five steps in process redesign stated by Davenport and Short (1990) could 
therefore not be identified.  
 

6.2 Within-Case Analysis of Case Two: Saab Automobile 
 
As the section above, this section will follow the sequential order of marketing mix influences, 
customer centered influences, and business processes. 
 

6.2.1 Influences on the Marketing Mix 

Regarding Allen and Fjermestad’s (2001) statement that information has become a product in its 
own, no direct match has been identified from empirical findings. However, the respondents at 
Saab Automobile state information to be a hygiene factor necessary to be provided in order to 
stay in the industry. Klein and Quelch’s (1996) claim regarding the ease of gathering information 
for product adaptation and development, as well as Iansiti and MacCormack’s (1997) statement 
that it is easier to include the customer in the product development process, have further not been 
possible to match by empirical findings. Even though these possibilities have been discussed 
within Saab Automobile, no plans to act upon these possibilities in the future exist since it is 
difficult to determine which of the website visitors are, or will become, actual customers, and 
therefore also difficult to determine the importance of information gathered online. Concerning 
Enders and Jelassi’s (2000) statement that online retailers can offer a larger selection of products, 
no match exist since Saab Automobile state that the selection of equipment and car models has 
not been influenced by B2C E-business. 
 
Regarding Klein and Quelch’s (1996) statement that B2C E-business will lead to increased price 
competition and standardization of prices, as well as Allen and Fjermestad’s (2001) argument for 
a need to introduce new pricing models, no match exist since the respondents state that B2C E-
business has not had any influences on pricing nor pricing strategies. The respondents state, 
however, that the Internet could have had some influences on trade across boarders. 
 
Concerning Allen and Fjermestad’s (2001) statement that B2C E-business will have a great 
impact on size and availability, a partial match is identified. The size, or reach, of Saab 
Automobile has not been influenced by B2C E-business since E-business applications are solely 
introduced on markets where Saab Automobile already is established. The availability, however, 
have been improved in that the Internet constitutes an additional channel providing easily 
obtainable information. Evans and Wurster (1999), as well as Gosh (1998), claim that companies 
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can leave out parts of the value chain by excluding dealers. Saab Automobile does not consider it 
advantageous to abandon the dealers, since they serve important functions for both Saab 
Automobile and the customers. 
 
Evans and Wurster (1999) state that E-business provides a cost-efficient method of 
communicating information between customers and businesses. However, Saab Automobile does 
not employ these possibilities to a full extent due to perceived lack of customer interest, and a 
clear match is therefore not found. Regarding the statement by Evans and Wurster (1999) that E-
business allows businesses to tailor and direct promotions, no match has been found since Saab 
Automobile employs B2C E-business to shorten traditional promotional activities and creating 
interest, and refer to the website for more extensive information. Regarding Klein and Quelch’s 
(1996) statement about the importance of brands in B2C E-business, the respondents agree that 
the brand is of vital importance. However, a direct match is not identified since Klein and Quelch 
(1996) explain the importance of brands in E-business with the tendency of new Internet users to 
visit websites of known brands first. Saab Automobile, on the other hand, motivate the 
importance of the brand as a strive for having its products to be considered as more than only 
certain features and economical value. Vis-à-vis Evans and Wurster’s (1999) claim that privacy 
and security issues constitute limitations to promoting online, Saab Automobile does not consider 
such issues to be a problem since information collected from website visitors is not of very 
personal nature, and the website further incorporates a disclaimer explaining the intended use of 
information collected. The respondents do not find Evans and Wurster’s (1999) explaining of 
lack of credibility risk to be of any concern to the website of Saab Automobile since all factual 
and relative information published is based on, and referred to, tests and studies. A visualization 
of the influences on the marketing mix anticipated in theory compared to empirical data is 
provided in table 6.3 on the following page.  
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6.2.2 Customer Centered Influences 

Regarding Sealy’s (1999) statement that businesses engaged in B2C E-business can significantly 
improve the level of service, the respondents agree, but further clarifies that the Internet has not 
revolutionized the way Saab Automobile relates to customers. Other trends are just as important 
in influencing the level of service provided, and the Internet is only one channel among several. 
A match is therefore identified, but only to a certain extent since the respondents agree to the 
statement, but gives less emphasis regarding the importance of it. Vis-à-vis Klein and Quelch’s 
(1996) statement that the Internet will serve as an important medium for understanding the global 
customers and conduct more efficient market research, a partial match is identified in that the 
respondents state it easier to gain knowledge and an overview of customers today, even though 
the Internet is, again, only one channel of several contributing this phenomenon. Mismatches 
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TABLE 6.3: A WITHIN-CASE COMPARISON OF THE MARKETING MIX INFLUENCES: CASE TWO  
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regarding this statement lie in the view of Saab Automobile that it is not necessary to collect 
information via the Internet due to a large supply of information from other market research. 
Concerning Gosh’s (1998), as well as Porter’s (2001), mentioning of the possibilities for 
manufacturers to electronically build direct linkages to customers, and Enders and Jelassi’s 
(2000) statement that manufacturers are able to build closer relationships with customers via the 
Internet, a match with empirical findings is found. The Internet is considered by Saab 
Automobile to facilitate direct communication, dialogues, and feedback, as well as possibilities to 
create customer relationships and loyalty. A large degree of the contact with customers and 
dialogue are kept between the manufacturer and end customer, leaving the dealers out, and 
creating more flexibility and faster feedback for Saab Automobile. Regarding Porter’s (2001) 
statement that leaving out channels such as dealers will increase the bargaining power of 
customers, a match is found in that the respondents find the bargaining power of customers likely 
to have increased, but also a mismatch in that the respondents consider this to be a result of 
increased availability of information. A visualization of the customer centered influences 
anticipated in theory compared to empirical data is provided in table 6.4 below.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

6.2.3 Business Processes 

As mentioned in the previous case, this paragraph will compare theoretical implications for 
business process redesign with empirical data collected since this is of importance when drawing 
conclusions in the next chapter. Regarding Iansiti and MacCormack’s (1997), and Lee’s (2001) 
alleged need to use IT to collect information and customers’ requirements, and also Iansiti and 
MacCormack’s (1997) alleged need to integrate this knowledge into the product development 
process and the evaluation of how products under development meet these requirements, no 
match was found since Saab Automobile does not employ the website to gather information 
about customer preferences and requirements. Further, vis-à-vis Enders and Jelassi’s (2000) 
alleged need to make business processes and decision-making more flexible, no match were 
found since Saab Automobile has not identified any need to produce according to online-
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TABLE 6.4: A WITHIN-CASE COMPARISON OF CUSTOMER CENTERED VARIABLES: CASE TWO 
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specified orders. However, increased flexibility was mentioned in the context of communicating 
with customers online. This increased flexibility is, however, not considered to match the 
flexibility discussed by Enders and Jelassi (2000). Considering Rowley’s (2001) discussion of the 
possibilities to enhance customer service and sales support by employing e-mail to handle 
problems and questions, a match is found in that Saab Automobile employs e-mail and the 
Internet to conduct utilitarian dialogue with customers to support these services. Regarding Lee’s 
(2001) statement that companies need to redefine their competitive advantage and existing 
business strategy, no clear match has been identified even though Saab Automobile claims to 
have based its B2C E-business strategy on a report by Forrester Research. However, since the 
B2C E-business activities and Internet applications serve as a function within the market 
department, no clear integration of B2C E-business and ordinary business seems to exist.  
 
The respondents find it hard to identify any changes in business processes as a result of B2C E-
business due to definition issues, and further explain themselves to possess little knowledge about 
business processes since these issues are handled by specific departments within Saab 
Automobile. Neither the Manager Internet nor the Project Manager was therefore able to provide 
any data of relevance regarding business process redesign approach. 
 

6.3 Cross-case Analysis of Volvo Cars and Saab Automobile 
 
In this section the two cases will be compared in order to find and display patterns of similarities 
and differences between the two cases, again following the same outline as in previous sections. 
 

6.3.1 Influences on the Marketing Mix 

Volvo Cars views product information via B2C E-business as a means to enable customers to 
possess more extensive knowledge about the products. Saab Automobile, on the other hand, 
enlightens that the providing of product information online is a hygiene factor necessary to stay 
in business. Neither Saab Automobile nor Volvo Cars recognize any link between B2C E-
business and product adaptation or development. Saab Automobile has further discussed the 
possibilities of build-to-order via online specifications, but do not find any need for it. While 
Volvo Cars has not identified any changes in product selection as an influence of B2C E-
business, Saab Automobile states clearly that the selection of products has not been influenced by 
B2C E-business.  
 
Neither Volvo Cars nor Saab Automobile has identified any changes in pricing or pricing models 
and strategies as an influence of B2C E-business. Volvo Cars state that pricing will meet great 
challenges due to price transparency as a cause of B2C E-business, whereas Saab Automobile 
states that trade across borders possibly could have been influenced since it is easier to compare 
prices with other countries.   
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Volvo Cars does not recognize any influences on reach since it is already a multinational 
company, nor does Saab Automobile since it has only introduced B2C E-business on markets 
where the company is already established. Both companies state that the availability has been 
significantly improved by B2C E-business. Volvo Cars explains this to be a result of better 
communication capabilities between the company and its customers. Saab Automobile, on the 
other hand, explains this to be a result of the easy obtainable information on the website. None of 
the companies plan to exclude the dealers by introducing transactions online.  
 
Both companies agree to significantly improved communication capabilities, however, Saab 
Automobile does not recognize an interest among customers to conduct continual dialogue beside 
utilitarian communication. The two companies further employ B2C E-business and their websites 
in a similar promotional purpose of providing in-depth information, the website itself being 
promoted in traditional promotional campaigns, such as TV advertisement and newspaper ads. 
While Volvo Cars states B2C E-business to be important for repositioning of the brand Volvo, 
Saab Automobile states branding to be important in order to differentiate Saab products on other 
bases than specific features or economical value. Neither Volvo Cars nor Saab Automobile do not 
consider privacy and security issues to constitute a problem when promoting online since they do 
not demand very personal information to be provided from website visitors, and further employs 
a disclaimer describing the use of the information provided. Volvo Cars further regard such 
issues to be a process of maturity, with skepticism declining over time. None of the companies 
perceive any lack of credibility as an influence of B2C E-business, Saab Automobile explains this 
to be handled by referring to tests and other sources in the providing of comparative or factual 
information. A visualization of the influences on the marketing mix in the two cases is provided 
in table 6.5 on the following page.  
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6.3.2 Customer Centered Influences 

Both companies studied recognize improved customer service and support possibilities in that 
B2C E-business facilitates direct communication with the customers. Volvo Cars does, however, 
further recognize a new risk of disappointing the customer by not living up to promises made 
online, and Saab Automobile states that, even though B2C E-business enables direct linkages to, 
and closer relationships with end customers, these possibilities have not been fully acted upon. 
Volvo Cars states itself uncertain to whether or not B2C E-business has contributed to greater 
market knowledge, whereas Saab Automobile finds in difficult to determine the significance of  
information provided by website visitors, and further find it unnecessary with an additional 
research channel. Volvo Cars is further uncertain to whether or not the bargaining power of 
customers has been improved, but states that this could be the case due to increased availability 
of information. Saab Automobile perceives the bargaining power to be improved, again due to 
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TABLE 6.5: A COMPARISON OF THE MARKETING MIX INFLUENCES  
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increased availability of information, even though no statistical research has been performed to 
indicate this fact. A visualization of the influences identified regarding customer centered is 
provided in table 6.6 below. 
 
 
 
 
 
 
 
 
 
 
 

 

 

 

6.3.3 Business Processes 

None of the companies studied integrate B2C E-business into the product adaptation or 
development process, and no increased flexibility in processes and decision-making has been 
found, other that Saab Automobile’s stated flexibility improvement in communicating with 
customers. Both companies employ e-mail to handle problems and questions from customers, but 
in none of the two companies a clear redefinition of competitive advantage or existing business 
strategy has been identified. While Volvo Cars have integrated B2C E-business functions into the 
line organization, Saab Automobile keep these activities as a specific function within the market 
department. Neither the E-retailing Manager at Volvo Cars, nor the Manager Internet or the 
Project Manager at Saab Automobile possess the knowledge needed to describe the business 
process redesign approach employed by their specific company. 
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o Difficult to determine the significance of the 

information provided by website visitors 
 
o No need for research via E-business 
 
o Enables direct linkages to and closer relationships with 

customers 
 
 
 
o Bargaining power of customers perceived to have 

increased due to more information possession among 
customers 

Saab Automobile 

TABLE 6.6: A COMPARISON OF CUSTOMER CENTERED VARIABLES 
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7 Findings and Conclusions 
 
In this chapter, findings and conclusions drawn from the research performed in this study will be 
presented. Findings will be discussed in the same sequential order as the data presentation and 
analysis in previous chapters; marketing mix influences, customer centered influences, and 
business processes, followed by conclusions drawn in the order of the research questions stated 
in the end of chapter two. It is further important to consider that the findings and conclusions 
presented in this chapter are not intended to be regarded as generalizations, they are drawn 
from, and therefore applicable mainly to, the two cases studied. 
 

7.1 Influences on the Marketing Mix 
  
In this study, product information is found to be a vital part of B2C E-business, and the 
consumers today possess more knowledge about the products than before the introduction of B2C 
E-business in the two cases studied. It is further found that the companies studied do not employ 
B2C E-business in order to collect information for product adaptation and development; B2C E-
business is rather employed to provide customers and prospects, in markets where a dealership 
network is already established, with more available information about the companies and their 
products. Due to this B2C E-business strategy, the actual products, or product selection, are not 
found to be influenced to any larger extent by B2C E-business. It was further found that, even 
though B2C E-business and the Internet pose challenges on the pricing, these challenges are not 
considered by the two companies studied to be significant enough to act upon. Since no intention 
or interest was found to include the actual transaction of selling cars online, and thereby 
excluding traditional dealers, cost-savings derived from disintermediation is not a force driving 
down prices. New cars can further not be offered to a significantly lower price by a third part 
vendor without control of the manufacturer, and it is therefore concluded that B2C E-business has 
not resulted in any major price reductions for new products manufactured by the two companies 
studied. Furthermore, since the actual transactions are handled by traditional dealers, the reach of 
the two companies studied is not truly affected, even though the availability to the manufacturers, 
and to information about their products, is enhanced.  
 
It was found in this study that communication capabilities has been improved by B2C E-business 
in that the Internet provides an additional channel suitable for exchanging information. This does 
not necessarily, however, result in more communication; it is rather a new means of conducting 
communication previously conducted via other channels. B2C E-business was further found not 
to be employed to direct and tailor promotion in accordance with information collected from 
customer databases; on the other hand, it is employed to provide extensive product information 
on the website, thus making it possible to reduce contents in traditional promotional campaigns.  
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7.2 Customer Centered Influences 
 
It was stated in the frame of reference that the need for a more customer centered business model 
was perceived to be an outcome of the B2C E-business influences on the marketing mix. It was 
found when analyzing the data that the customers are now more involved in the pre-purchase 
process by gathering more extensive and detailed information before visiting a dealer. However, 
the findings do not indicate a more customer centered business model as described in theory; the 
improved customer service and support possibilities, as well as possibilities to build direct 
linkages and closer customer relationships, do not significantly change customer influence over 
the businesses of the cases studied. Rather, information technology has provided a new and 
improved method of handling customers’ problems and questions. Further indications that the 
businesses of the two cases studied have not become more customer centered are derived from 
the facts that the companies do not integrate B2C E-business into product development or 
adaptation, nor conduct online research or evaluate information possible to gather online from 
website visitors. No clear indications regarding improvements in bargaining power of customers 
was further found, even though the possession of more information may have contributed to a 
slightly improved bargaining power.  
 

7.3 Business Processes 
 
As was stated in the frame of reference, B2C E-business influences on the marketing mix was 
perceived to compose a pressure towards a more customer centered business model, and thereby 
creating a need for business process redesign. One of the intentions with this study was to find 
out how a business process redesign approach can be characterized. However, several of the 
anticipations regarding B2C E-business influences on the marketing mix and the resulting need 
for a more customer centered business model was not confirmed by empirical findings. 
Therefore, the need for business process redesign and integration of business processes described 
in theory and frame of reference has not occurred, nor been extensively considered by the 
manufacturers studied. This finding is confirmed by the fact that the respondents, well acquainted 
with B2C E-business activities within each respective company, do not possess the knowledge 
needed to describe the methods used to evaluate and redesign business processes, nor the 
existence of business process evaluation. The fact that no additional respondents capable of 
describing the business process redesign process were found by the case companies further 
confirm this finding. 
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7.4 Conclusions 
 
In this section, the findings discussed above will be summarized and concluded in the sequential 
order of the research questions. 
 
How can the current influences of B2C E-business on the marketing mix of automobile 
manufacturers be characterized? 
 
As a result of the research conducted, it is concluded that the manufacturers studied employ B2C 
E-business in order to involve the customers to a greater extent in the whole purchase process by 
providing more extensive and easy accessible information about the products. The only B2C E-
business influences on the marketing mix found regard increased importance of providing 
information, increased availability of information, as well as improved possibilities to 
communicate information, and slightly changed promotional campaign design in that every 
campaign aims at attracting prospects to visit the website for more information. The information 
exchange is furthermore found to be conducted mainly in one direction since no linkages exist 
between information possible to collect from website visitors and product development and 
adaptation.  
 
This study did not find any influences of B2C E-business on product adaptation or development, 
nor product selection. The reach of the manufacturers was found not to be influenced by B2C E-
business, nor was disintermediation found to be an issue. However, a certain extent of 
disintermediation was found in that the flow of information in some cases excludes the dealer. 
Although price competition was perceived to have increased, no significant practical implications 
were found regarding the price competition. The manufacturers do not employ B2C E-business to 
direct and tailor promotional activities. Nor were privacy and security concerns, neither lack of 
credibility found to constitute problems. 
 
How can the business process redesign approach of automobile manufacturers engaged in B2C 
E-business be characterized? 
 
In accordance with the conclusion above, it is concluded that the manufacturers studied do not 
employ B2C E-business to its full potential as discussed in theory. Due to this use of B2C E-
business, a more customer centered business model has not been recognized, nor the anticipated 
need for business process redesign as a result of B2C E-business influences, and the only 
business process change explicitly found is the extended use of e-mails and the website as an 
automating customer communication channel. No conclusions regarding the actual business 
process redesign, asked for in research question two, can therefore be drawn, other than the 
conclusions that business process redesign is not thoroughly considered within the companies 
studied, nor has B2C E-business yet reshaped the way the manufacturers studied conduct 
business. 
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8 Implications and Further Research 
 
In this final chapter, practical implications will be provided, as well as a discussion commenting 
on theory, and recommendations for further research. 
 

8.1 Practical Implications 
 
The final recommendation provided to automobile manufacturers engaged in B2C E-business is 
to thoroughly examine the role of B2C E-business in their overall operations. Since increased 
price transparency constitutes a great challenge on pricing, automobile manufacturers should take 
an active approach in examining and acting upon this challenge. Further, possibilities to take 
advantage of B2C E-business in product development and adaptation should be considered. As 
for now, the automobile manufacturers studied employ B2C E-business as a mainly one-way 
information channel, rather than incorporating the full potential of B2C E-business into the 
ordinary business model. Therefore, automobile manufacturers employing B2C E-business in a 
similar manner as the cases studied should carefully consider the possible integration of B2C E-
business into the business processes of the organization, rather than only employing B2C E-
business as an additional channel parallel to ordinary business processes. Considering the great 
similarities between the two cases studied, indications towards a reactive B2C E-business 
approach are found, where the manufacturers studied follow each others’ B2C E-business 
development, rather than taking the lead by radically employing B2C E-business to a greater 
extent, including for instance sales transactions or build-to-order according to online 
specifications. By taking a more active approach to B2C E-business, a manufacturer could gain a 
competitive advantage. 
 

8.2 Comments on Theory 
 
In this section, comments on theory will be presented as rather general comments since more 
detailed observations are presented in previous chapters. The theories reviewed, with the 
exception of Hoffer and Urban’s (1999) virtual dealership model, do not exclusively discuss B2C 
E-business within the automobile industry. Since B2C E-business is discussed in more general 
terms covering several different industries, many anticipations do not apply to the automobile 
industry. This is found to be mainly due to the fact that the automobile manufacturers studied do 
not employ B2C E-business as a tool including sales transactions. None of the theories reviewed 
are therefore considered to be a complete model describing B2C E-business in the automobile 
industry. Opposed to the theories’ description of B2C E-business as a paradigm shift radically 
changing the way companies do business, it is found that B2C E-business of the automobile 
manufacturers studied is yet merely an additional tool for providing information.  
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8.3 Further Research 
 
As mentioned above, there is a lack of studies in this area of research. More research is needed in 
the specific area of B2C E-business in the automobile industry since most research conducted 
regards B2C E-business in general. Moreover, further research within the area of business 
process redesign would be of interest since this study was not able to provide a description of the 
business process redesign approach used by automobile manufacturers. Research regarding the 
utility for automobile manufacturers of B2C E-business in the product adaptation and 
development process, as well as the utility of build-to-order via online specifications would be of 
interest.  Moreover, research regarding the customers’ preferences of B2C E-business within the 
automobile industry is also of interest. This study has solely provided a snapshot of current B2C 
E-business of two specific automobile manufacturers, and more research is necessary in order to 
gain a deeper understanding of this phenomenon. This study can advantageously serve as a 
starting point from which to gain an understanding in order to conduct further research within this 
area.  
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Appendix A: Intervjuguide 
 
Since the interviews were held in Swedish, the original interview guide was written in Swedish. In 
this appendix, the original interview guide will be provided. 
 

Allmäna frågor 

 
1. Respondentens namn samt position inom företaget? Hur lång erfarenhet inom området 

som denna position omfattar? 
2. Har företaget en uttalad vision med konsumentinriktad E-handel? Hur lyder i så fall detta? 

Om inte – varför? 
3. Hur länge har företaget varit representerat via en hemsida på Internet? 
4. Hur länge har man kunnat specificera bilar på hemsidan? 
5. Vad är syftet med bilspecifikation på hemsidan? 
 

Marknadsföringsmixen 
 
Produkt 

6. Har konsumentinriktad E-handel påverkat innehållet eller vikten av produktinformation? 
På vilket sätt?/Varför inte? 

7. Har konsumentinriktad E-handel på något sätt påverkat produktutvecklingen? På vilket 
sätt?/Varför inte? 

8. Har konsumentinriktad E-handel påverkat produktutbudet? På vilket sätt?/Varför inte? 
 
Pris 

9. Har konsumentinriktad E-handel eller Internet haft någon påverkan på företagets 
prissättning? På vilket sätt?/Varför inte? 

10. Har konsumentinriktad E-handel eller Internet haft någon påverkan på företagets 
prissättningsstrategier? På vilket sätt?/Varför inte? 

11. Har konsumentinriktad E-handel eller Internet haft någon påverkan på priskonkurrensen 
inom branschen? På vilket sätt?/Varför inte? 

 
Plats 

12. Har konsumentinriktad E-handel påverkat företagets marknadsomfång? På vilket 
sätt?/Varför inte? 

13. Har konsumentinriktad E-handel påverkat konsumenternas tillgänglighet till företaget 
samt dess produkter?  På vilket sätt?/Varför inte? 

14. Har konsumentinriktad E-handel påverkat bilhandlarnas/distributörernas roll? På vilket 
sätt?/Varför inte? 
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Påverkan 
15. Har konsumentinriktad E-handel påverkat möjligheterna att kommunicera med kunder? 

På vilket sätt?/Varför inte? 
16. Har konsumentinriktad E-handel påverkat företagets marknadsföring? På vilket 

sätt?/Varför inte? 
17. Har konsumentinriktad E-handel påverkat varumärkets betydelse? På vilket sätt?/Varför 

inte? 
18. Har integritets- och/eller säkerhetsfrågor påverkat företagets möjligheter att marknadsföra 

sig på Internet? På vilket sätt?/Varför inte? Om ja – lösning? 
19. Har konsumentinriktad E-handel eller Internet påverkat trovärdigheten av informationen 

publicerad på företagets hemsida? På vilket sätt?/Varför inte? 
 
Kundfokus 

20. Har konsumentinriktad E-handel påverkat företagets fokusering på kunden? På vilket 
sätt?/Varför inte? 

21. Har konsumentinriktad E-handel påverkat möjligheterna att tillhandahålla kundservice 
samt support? På vilket sätt?/Varför inte? 

22. Har konsumentinriktad E-handel påverkat företagets kännedom om marknaden? På vilket 
sätt?/Varför inte? 

23. Har konsumentinriktad E-handel påverkat företagets relationer till kunder? På vilket 
sätt?/Varför inte? 

24. Har konsumentinriktad E-handel påverkat kundernas förhandlingskraft? På vilket 
sätt?/Varför inte? 

 
Processer 

25. Har konsumentinriktad E-handel påverkat företagets processer? På vilket sätt?/Varför 
inte? 

26. Hur har konsumentinriktad E-handel eller Internetfunktioner integrerats med företagets 
processer? Om inte integrerats – varför? 

27. Använder företaget ett strukturellt tillvägagångssätt för att identifiera behov av 
processförändringar? Hur ser detta ut?/Varför inte? 

28. Använder företaget några mätinstrument/nyckeltal för att mäta effektiviteten av 
processer? Hur ser dessa ut?/Varför inte? 

29. Använder företaget ett strukturellt tillvägagångssätt för att genomföra 
processförändringar? Hur ser detta ut?/Varför inte? 
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Appendix B: Interview Guide 
 
In this appendix, a translated version of the original interview guide is provided. 
 

General Questions 

 
1. The respondent’s name and position within the company? How long experience within 

the area covered by the position? 
2. Does the company have a stated vision with B2C E-business? How is this vision 

formulated? If not – why? 
3. How long has the company been represented with a website on the Internet? 
4. How long has it been possible for website visitors to specify cars on the website? 
5. What is the purpose of specifying cars on the website?  
 

The Marketing Mix 
 
Product 

6. Has B2C E-business influenced the content, or the importance of, product information? In 
what way?/Why not? 

7. Has B2C E-business influenced product development?  In what way?/Why not? 
8. Has B2C E-business influenced the selection of products? In what way?/Why not? 

 
Price 

9. Has B2C E-business had any influence on the company’s pricing? In what way?/Why 
not? 

10. Has B2C E-business had any influence on the company’s pricing strategies? In what 
way?/Why not? 

11. Has B2C E-business or the Internet had any influence on price competition within the 
industry? In what way?/Why not? 

 
Place 

12. Has B2C E-business influenced the company’s reach? In what way?/Why not? 
13. Has B2C E-business influenced customers’ availability to the company and its products? 

In what way?/Why not? 
14. Has B2C E-business influenced the role of the car dealers/distributors? In what 

way?/Why not? 
 
Promotion 

15. Has B2C E-business influenced the possibilities to communicate with customers? In what 
way?/Why not? 

16. Has B2C E-business influenced the company’s marketing? In what way?/Why not? 
17. Has B2C E-business influenced the importance of the brand? In what way?/Why not? 
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18. Have the privacy and security concerns influenced the company’s possibilities to promote 
on itself on the Internet? In what way?/Why not? If yes – solution? 

19. Has B2C E-business influenced the credibility of information published on the company’s 
website? In what way?/Why not? 

 
Customer Centered Influences 

20. Has B2C E-business influenced the company’s focus on customers? In what way?/Why 
not? 

21. Has B2C E-business influenced the possibilities to provide customer service and support? 
In what way?/Why not? 

22. Has B2C E-business influenced the company’s market knowledge? In what way?/Why 
not? 

23. Has B2C E-business influenced the company’s relationships with customers? In what 
way?/Why not? 

24. Has B2C E-business influenced the bargaining power of customers? In what way?/Why 
not? 

 
Business Processes 

25. Has B2C E-business influenced business processes of the company? In what way?/Why 
not? 

26. How have B2C E-business or Internet functions been integrated with business processes 
of the company?  If not integrated – why? 

27. Does the company employ a structural approach to identify needs of business process 
redesign? What does this approach look like?/Why not? 

28. Does the company employ any measurement instruments/business ratios to measure the 
effectiveness or efficiency of business processes? What do these look like?/Why not? 

29. Does the company employ a structural approach to carry through business process 
redesign? What does this approach look like?/Why not? 

 


