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Abstract                         

 

Abstract 
 
The advent of the Internet has added various new dimensions to the marketing 
communication efforts of organizations today. The purpose of this thesis is to provide a 
deeper understanding of how the Internet is used as a medium for marketing 
communication. In order to reach this purpose, research questions on the mix of online 
promotional tools as well as the stakeholders targeted were stated.  A literature review was 
conducted based on these research questions, resulting in a conceptual framework used in 
obtaining empirical evidence.  A qualitative, case study mythology was used, relying 
primarily on interviews to collect data.  The findings showed that the online 
communication tools such as online advertising and public relations are the most important 
tools within the online toolbox. Furthermore, the way to communicate with stakeholders on 
the Internet is through intranets, extranets, Websites, E-mail and Chat functions. The main 
functions of websites are to provide general information, provide customer service and 
support, as well as improve communication with stakeholders.
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1. Introduction  
The first chapter will provide the reader an introduction to the chosen topic. The 
background is first presented, followed by the problem discussion where the research area 
is discussed. The problem discussion will lead to the research purpose and research 
questions. Finally, demarcations and the disposition of the thesis will be presented. 
 
1.1 Background 
Marketing is an organizational function and a set of processes for creating, communicating, 
and delivering value to customers and for managing customer relationships in ways that 
benefit the organization and its stakeholders. (Maignan et al., 2005) Modern marketing 
differs from traditional perspectives on the subject in several ways. Modern marketing calls 
for more than just developing a good product, pricing it attractively, and making it available 
to target customers. Companies must also communicate with current and prospective 
customers, and what they communicate should not be left to chance. (Armstrong et al., 
2005) Communication is defined as transmitting, receiving and processing information. 
(Clow & Baack, 2002) It is also the heart of the management of relations between an 
organization and stakeholders, for it is by communication with these stakeholders that the 
organization shapes and forms its relationships with them. (Bussy et al., 2000) 
 
Marketing communication is an incredibly variegated, challenging, exciting, and dynamic 
subject matter. The field constantly changes. New practices and new theoretical accounts 
surface continuously. Enthusiasm for marketing communications and its most recent 
incarnation is palpable among practitioners and academics alike. Indeed, it has been 
claimed that communications is marketing and marketing is communications; the two are 
inseparable. (Gerald & Arnott, 2000) Marketing communication is a systematic relationship 
between a business and its market in which the marketer assembles a wide variety of ideas, 
designs, messages, media, shapes, forms and colors, both to communicate ideas and to 
stimulate a particulate perception of products and services by individual people who have 
been aggregated into a target market. (Smith et al., 1998)  
 
To communicate effectively, marketers need to understand how communication works. 
(Kotler et al., 2005) The marketing communication process involves the nine elements: 
sender, receiver, message, media, encoding, decoding, response, feedback, and noise, which 
is showed in Figure 1.1. The major parties in a communication are the sender and the 
receiver. The major communication tools are the message and the media. Encoding, 
decoding, response and feedback are primary communication functions. Noise is a 
distortion of the communication process. (ibid.) 
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Figure 1.1 Elements in the marketing communication process 
Source: Kotler et al. (2005), p.729 
 
Sender means that the party sending the message to another party. Encoding is the process 
of putting the intended message or thought into symbolic form. Message represents the set 
of words, pictures or symbols that the sender transmits. Media refers the communication 
channels through which the message moves from sender to receiver. Decoding is the 
process by which the receiver assigns meaning to the symbols encoded by the sender. 
Receiver is the party receiving the message sent by another party. Response is the reactions 
of the receiver after being exposed to the message. Feedback is the part of the receiver’s 
response communicated back to the sender. Noise is the unplanned static or distortion 
during the communication process. This model points out the key factors in good 
communication. (ibid.) 
 
A medium can be described as an institutionalized social communication and behavior 
process. Media are never totally consolidated, and are subject to changing ways of 
appropriation in everyday life. A media frame describes the structure and organization of 
experiences made by a user of the medium, or, in simplified terms, the way of using a 
medium from the user’s perspective. (Eisend, 2002) Communication can take place through 
traditional media such as newspapers, magazines, radio, television, and billboards, but also 
through media such as computers, fax machines, cellular phones, papers, and wireless 
appliances. (Kotler et al., 2005) Some of the most recent and exciting developments in 
marketing communications are the convergence of various information technologies, the 
rise of electronic media and the advent of the interactive consumer. (Gerald &Arnott, 2000) 
 
Communication policy uses promotion tools to interact with customers, middlemen, and the 
public at large. (Kotler et al., 2005) In this sense, promotion is one side of the 
communication process with stakeholders. (Jennifer, 1998) In order for international 
marketers to form a total marketing communication program to reach selected target 
markets, several tools are available. These tools are referred to as the promotional mix. 
(Wells et al., 2000) A company’s total marketing communication tools – also called its 
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promotion mix - consists of the specific blend of advertising, personal selling, sales 
promotion, public relations, and direct marketing. (Kotler et al., 2005) That is to say, the 
promotional mix is the combination of different promotional channels that is used to 
communicate a promotional message. (Jennifer, 1998) 
 
1.2 Problem Discussion  
For several years, a revolution in marketing communication has been developing that is 
dramatically altering this traditional view of advertising and communication media. This 
revolution is the Internet, the massive global network of interconnected packet-switched 
computer networks, which as a new marketing medium has the potential to radically change 
the way firms do business with their customers. (Hoffman & Novak, 1996) The Internet is 
firmly established as a new marketing communication tool. Marketers use the Internet to 
gather data for marketing planning. (Strauss & Frost, 1999) In addition, the Internet will be 
more than simply a marketplace for conducting transactions; it is evolving into a new 
medium for communicating and interacting with customers. (Heinen, 1996) Nowadays, 
media means the more traditional media as well as new media such as the Internet. The 
Internet is by far the fastest growing communication medium. (Turban et al., 2004) Hence, 
the Internet is a medium for communication whose time has come. (Strauss & Frost, 1999)                                                                   
 
With the Internet, as a new medium would also bring new opportunities for the marketing 
communication process. (Heinen, 1996) Figure 1.2 shows the new marketing communication 
on the web compared with the traditional marketing communication. The content in Figure 
1.2 is hypermedia, and the medium is a distributed computer network.  
 
 

  
Figure 1.2 A model of Marketing Communications in a Hypermedia CME 
Source: Hoffman & Novak (1996) p. 53 
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Hoffman & Novak (1996) observe that traditional media follow a passive one-to-many 
communication model, whereby companies provide content via a medium to a mass market 
of customers with limited forms of feedback from the customer. Now, the Internet facilitates 
an interactive multimedia and many-to-many communication network, thus radically altering 
the way in which firms can do business with customers and suppliers. In many-to-many 
communication, the Internet supports discussion groups, multiplayer games, chat, file 
transfer, e-mail and global information access and retrieval systems. A hypermedia CME 
(Computer-Mediated-Environments) in figure 1.2 is defined as a dynamic distributed 
network, potentially global in scope, together with associated hardware and software for 
accessing the network. Consumers can interact with the medium (e.g., “surf the Web” using 
browsing software) as can firms (e.g., B-to-B marketing in Commerce Net). In addition, 
firms can provide content to the medium. Finally, consumers can put product-related content 
in the medium. Thus, a hypermedia CME also can be used for computer-mediated 
communication among consumers and/or firms (through the medium, or person interactivity), 
as well as potentially for one-to-many mass communication. (ibid.) Therefore, the Internet 
has become established as a global channel through which both existing and potential 
customers can be targeted, and through which organizations can both publicize and present 
commercial offerings. (Melewar & Smith, 2003)  
 
Today, the Internet as a marketing communication tool is something that businesses must 
consider. (Paul, 1996) The Internet is the least expensive marketing communication tool as 
well as the most cost-effective. People from around the world can create a business 
relationship for a fraction of the cost of any other marketing method. (Janal, 1997) The 
Internet offers a new, additional marketing communications channel to inform customers of 
the benefits of a product and assist in the buying decision. (Chaffey et al., 2003) The 
Internet offers marketers the ability to make available full-colour virtual catalogues, 
provide on-screen order form, offer on-line customer support, announce and even distribute 
certain products easily, and to elicit customer feedback. (Pitt et al., 1996) The Web provides 
an efficient channel for advertising, marketing and even direct distribution of certain goods 
and information services. For example, IBM (1995) suggests that online catalogs on the 
Internet can save firms up to 25% in processing costs and reduce cycle time by up to 62%. 
(Hoffman & Novak, 1996)  
 
The Internet can be used to vary the promotion element of the mix. It reviews new ways of 
applying each of the elements of the communications mix. (Chaffey et al., 2003) The 
Internet’s biggest marketing applications are in the area of promotion. Marketing 
communication (promotion) is enhanced by electronic forums such as e-mail, bulletin 
boards, and the Web. Net advertising is increasing, sales promotions such as coupons and 
free samples are abundant, and public relations tactics permeate most Web sites and many 
e-mail communication programs. (Strauss & Frost, 1999) Hence, most corporations 
primarily use the Web as a platform for marketing communications tools. The Web is a 
platform with characteristics such as advertising exposure and interactivity, along with its 
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components, an advertising medium as well a customer communications forum and channel 
of distribution. (Korgaonkar & Wolin, 2002)  
 
According to Janal (1997), the key tool communicators have is the Web site. It is 
recognized that the Web site is a new bi-directional and quick communication tool, which 
allows companies to communicate, sell and/or offer services to their customers using an 
electronic interface, without geographical and temporal limits. (Azzone et al., 2000) The 
introduction of a Web site represents an opportunity to analyze communication strategies 
and marketing activities of a company. The Web site is a formidable opportunity to build 
consistency in communication. Excellent companies take that opportunity to improve their 
communication performances, other companies prefer not to touch consolidated internal 
balances and consequently build inconsistent and contradictory Web site. (Vescovi, 2000)  
 
For any firm with an online presence, the Web site is the platform used to communicate with 
customers and to facilitate business transactions. The Web site may also become one of the 
main factors in judging a corporation. Web sites are the main interface between businesses 
and consumers. (Kim et al., 2003) Well designed electronic distribution of information can 
match the effectiveness of personal selling. For some customers, there is no time to get a 
sales call scheduled and interactive selling via the Internet is quite appropriate. In addition, 
when markets for some products are highly competitive and quickly changing, then 
“experiential marketing techniques” that permit potential customers to try before they buy 
can be important. Direct customer experience will outweigh any advertising message. 
(Heinen, 1996) 
 
According to Kent et al. (2003), most organizational Web sites are designed to provide 
information, to showcase advertising and marketing, and for customer service 
communication and feedback. Web sites provide benefits for both corporations and 
consumers. A corporation can display its identity and advertise its product and services to 
many people. Also, corporations can get feedback directly from customers. A Web site 
enhances the corporation’s image and provides tangible benefits both to the organization 
and to its leadership. A Web site can also improve communications with other corporations, 
thus improving the efficiency of business process by increasing direct sales and reducing 
cost. (Kim et al., 2003) 
 
In addition, the rapid growth and adoption of the Internet and the Websites in particular 
have constituted not only a fundamental change in the nature of business, but also because 
they have revolutionized the way in which firms communicate with their stakeholders. 
(Bussy et al., 2000) The Internet has an important role to play in stakeholder service 
process. At present these are the most apparent opportunities that the Internet provides for 
stakeholder communication and dialogue. (Cooper, 2003) Stakeholder communication will 
no longer be unidirectional, and as stakeholders increasingly communicate with each other, 
this communication becomes infinitely more complex. Customers talk not only with a firm 
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but also among themselves, and they can furthermore communicate with other stakeholders, 
such as employees, government, suppliers, intermediaries and investors. Likewise, all the 
other stakeholders can communicate with the organization, and with each other, and indeed 
among themselves. (Bussy et al., 2000) That is to say, the Internet and websites have 
become extremely important avenues for firms in many industries to interact with their 
customers and other stakeholders. (Merwe & Bekker, 2003)  
 
1.3 Overall Purpose and Research Questions 
Based on the discussion above, the overall purpose of this study will be to provide a deeper 
understanding of how the Internet is used as a medium for marketing communication.  
 
To reach this purpose, the following research questions are stated:  
RQ1: How can the mix of online marketing communication tools be described? 
RQ2: How can the stakeholders targeted and served online be described? 
 
1.4 Demarcations 
Due to the fact that the area of stakeholders served on Internet is quite extensive and vast, 
and also because of the limited timeframe given to conduct this research, the thesis will 
only focus on examining the primary social stakeholders that are served on Internet.   
 
1.5 Disposition of the Thesis 
The thesis is divided into seven chapters as shown in Figure 1.3. In the first chapter is 
where the reader gets an insight to the field of this study followed by the problem 
discussion, the overall purpose, and research questions. The second chapter provides the 
reader with the literature reviewed on previous research. The conceptualization and the 
frame of reference are included in chapter three. Chapter four describes and motivates the 
methodology used in this thesis. In chapter five we present the data collected for this study. 
In chapter six the empirical data will be analyzed. In the final chapter we will draw some 
conclusions about the findings from the analysis and present some implications. 
 

 
Figure 1.3 the Outline of this Thesis
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2 Literature Review  
This chapter will present the literature reviewed for each research question. This will 
include studies on the mix of online marketing communication tools, which then studies on 
the targeted stakeholders served online. The theories will be presented corresponding to the 
research questions. 
 
2.1 Online Marketing Communication Tools 
According to Heinen (1996), marketing professionals begin to use the tools of the 
Internet—Web site, e-mail, newsgroup, and search engines – to move closer to their 
customers and add value to their products. The Internet offers a new, additional marketing 
communications channel to inform customers of the benefits of a product and assist in the 
buying decision. (Chaffey et al., 2003) Harridge-March (2004) states that the established 
tools of promotion, such as advertising, sales promotion and direct marketing have been 
augmented by the development of the technology, which has offered the potential to 
communicate with many customers. Six main elements of the online promotional tools are 
discussed below. 
 
Online Advertising 
Advertising is nonpersonal communication of information, usually paid for and usually 
persuasive in nature about products (goods and services) or ideas by an identified sponsor 
through various media. (Smith, 1998) There has been considerable research into how 
advertising is accomplished using the Internet. It is argued that although the Internet is a 
young medium for undertaking advertising, it has already reached a level of maturity and is 
already recognized as a branding medium. (Harridge-March, 2004)  
 
Today, aided by banner advertising, pop-up boxes, and links from other sites, 
communication with the target audience is made easier. (ibid.) According to Turban et al. 
(2004), the Internet enables advertisers to interact directly with customers and consumers to 
interact with advertisers/vendors. That is to say, the Internet enables truly one-to-one 
advertising. (Smith et al., 1998) Not surprisingly, many companies are turning to the Web 
to advertise their products or services. Consumers have more control over advertising 
exposure with Web advertising because they can select how much commercial content they 
wish to view. The extant literature suggests Web ads have the potential to be as effective as 
ads in more traditional media, Web users’ perceptions of Web advertising are generally 
positive and user’s level of Web advertising interest and level of interest in clicking on the 
site are correlated with attitude toward Web advertising. (Korgaonkar & Wolin, 2002) 
 
All paid-for space on a Web site or in an e-mail is considered advertising: conversely, the 
Web site itself is not advertising, even if it is sponsored by a commercial firm. (Strauss & 
Frost, 1999)Web advertising’s broad forms consist of impersonal commercial content paid 
for by sponsors, designed for audiences, delivered by video, print and audio. Its depth 
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ranges from corporate logos, banners, pop-up messages, e-mail messages, and test-based 
hyperlinks to official Web sites. (Korgaonkar & Wolin, 2002) Internet advertising may be 
either text based or multimedia based. Text-based advertising operates through e-mail and 
bulletin boards. Multimedia advertising utilizes banners, buttons, interstitial and 
sponsorships. (Strauss & Frost, 1999) Several toolboxes can be used for online advertising. 
Most notable are banners, pop-ups (and pop-unders), interstitials, e-mails, newspaper-like 
standardized ads, URLs, advertising in chat rooms, and other forms of advertising. (Turban 
et al., 2004) In the following sections we will explain the most common online advertising 
tools. 
 
Banners 
A banner is a graphic display that is used for advertising on a Web page. There are several 
types of banners. Keyword banners appear when a predetermined word is queried from a 
search engine. They are effective for companies that want to narrow their target audience. 
Random banners appear randomly. Companies that want to introduce new products use 
random banners. (Turban et al., 2004) Banners can be static or interactive. (Janal, 1997) 
Static banners are always on the Web page and Pop-up banners appear when least expected. 
(Turban et al., 2004) Banner ads are small advertisement that companies buy and place on 
other companies’ advertising vehicles, such as search engines, chat rooms, online 
magazines, and Web pages. Banner ads range in size from one inch deep to the width of the 
computer screen to five or six inches wide. They can contain several colors or even a 
picture file. (Janal, 1997) A well-designed banner ad could leave the visitors with some 
knowledge about the product or with a positive image of the company. (Hofacker, 2001) 
Advertisements on web sites are usually banner advertisements. A banner ad is a typically 
rectangular graphic displayed on a web page for purposes of brand building or driving 
traffic to a site. (Chaffey et al., 2003)  
 
Pop-Up and Similar Ads 
A pop-up ad, also known as ad spawning, is the automatic launching of new browser 
windows with an ad when a visitor enters or exits a site, on delay, or on other triggers. A 
pop-up ad appears in front of the active window. A pop-under ad is an ad that appears 
underneath the current browser window; when users close the active window, they see the 
ad. (Turban et al., 2004)   
 
Interstitials 
An interstitial is an intrusive, linear, most timers full-screen size animated advert called up 
between content on a web site that acts in a similar manner to a TV spot, but after playing 
allows users to visit a site and interact with the advert itself. (Smith, 1998) An interstitial is 
a page or box that appears after a user clicks on a link. These ads remain while content is 
loading. An interstitial may be an initial Web page or a portion of one that is used to capture 
the user’s attention for a short time. (Turban et al., 2004) Interstitials are literally “in 
between” other screens of information. Interstitial ads appear between one page and the 
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next. (Chaffey et al., 2003) 
 
E-mail and Mailing lists  
A popular way to advertise on the Internet is to send company or product information to 
people or companies listed in mailing lists via electronic mail – e-mail. (Turban et al., 2004) 
According to Chaffey et al. (2003), e-mail is a significant communications medium since it 
is widely used. E-mail advertising is the online equivalent of direct mail advertising and 
e-mail ads often direct visitors to Web sites using hyperlinks. (Strauss & Frost, 1999) The 
advantages of the e-mail advertising approach are its low cost and the ability to reach a 
wide variety of targeted audience. Also, e-mail is an interactive medium, and it can 
combine advertising and customer service. (Turban et al., 2004) A mailing list is a group of 
people with a common interest such as membership in a credit union, who receive e-mail 
messages by subscribing to the list. Mailing lists are a great tool for communicating to 
members or potential customers by e-mail. (Palumbo & Herbig, 1998) Mailing lists offer 
advertisers highly targeted audiences that gather to discuss specific interests. There is no 
reference source for mailing lists and ad rates. (Janal, 1997)  
 
Newspaper-Like Standardized Ads 
According to Turban et al. (2004), the Internet Advertising Bureau adopted five standard ad 
sizes for the Internet. These standardized ads are larger and more noticeable than banner 
ads. They look like the ads in a newspaper or magazine. The ads appear on Web sites in 
columns or boxes. One of the most popular of the standardized ads is a full-column-deep ad 
called a skyscraper ad. Some of these ads are interactive; users can click on a link inside the 
ad for more information about a product or service. (ibid.) 
 
URLs 
Most search engines allow companies to submit their Internet addresses, called URLs 
(Universal Resource Locators), for free so that these URLs can be searched electronically. 
(Turban et al., 2004) URLs can be thought of as a standard method of addressing similar to 
postal or ZIP codes, that makes it straightforward to find the name of a site. (Chaffey et al., 
2003) The major advantage of using URLs as an advertising tool is that it is free. However, 
the URL method has several drawbacks. The major one has to do with location: the chance 
that a specific site will be placed at the top of a search engine’s display list is very slim. 
Second, different search engines index their listings differently; therefore it is difficult to 
make the top of several lists. (Turban et al., 2004) 
 
Advertising in Chat Rooms 
A chat room can be used for advertising. The advertising in a chat room merges with the 
activity in the room, and the user is conscious of what is being presented. The main 
difference between an advertisement that appears on a static Web page and one that comes 
through a chat room is that the latter allows advertisers to cycle through messages and 
target the chatters again and again. Also, advertising can become more thematic in a chat 
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room. (ibid.) 
 
Online sponsorships 
Sponsorships are blooming on the Web as banner rises and as more firms build synergistic 
partnerships to provide useful content. Sponsorships are particularly well suited for the Web 
because in many ways the commercial side of the Web is simply a series of firms clamoring 
after similar targets. (Strauss & Frost, 1999) Sponsorships rates are determined by a Web 
site’s circulation and the number of impressions purchased. Sponsorships now account for 
about 27% of Web advertising purchases, compared to 56% for banner ads, 4% for 
interstitials, 2% for e-mail and 11% for other tools. Sponsorship of content sites is similar 
to advertising, but generally caries a lower price tag, a smaller link to the site and lower 
placement on a page than a full advertisement. (Zimmerman, 2001)  
 
Other forms of advertising 
Online advertising can be done in several other ways, ranging from ads in newsgroups to 
ads in computer kiosks. Advertising on Internet radio is just beginning, and soon 
advertising on Internet television will commence. Some use an advertorial, which is 
material that looks like editorial content or general information but is really an 
advertisement. Others advertise to members of Internet communities. There are also ads 
that link users to other sites that might be of interest to community members and targeted 
ads that can also go to the members’ portals. In addition, the domain name can be used for 
brand recognition. Finally, advertisement on cell phones and other mobile devices is 
expected to grow rapidly. (Turban et al., 2004) 
 
Online Personal Selling 
Personal selling is a personal presentation by the firm’s sales force for the purpose of 
making sales and building customer relationships. (Armstrong et al., 2005) In traditional 
marketing, the role of the personal sales person has been fundamental to building 
relationships, particularly in business-to-business markets. Whilst the Internet can take over 
some of the activities offered by the personal sales person (e.g. accepting purchase orders), 
some of the activities undertaken by sales representatives cannot be replaced by technology. 
These non-transaction activities include limited service/maintenance functions at the 
customer’s site, competitor research, customer service activities pre-transaction (e.g. 
measuring, site visits) and post-purchase activities like training. (Harridge-March, 2004)  
 
Like advertising and direct mail, the Web is very good for generating leads for the sales 
force. However, as the Net is an impersonal medium, so it is not appropriate for this 
promotional tool except in ancillary role. (Strauss & Frost, 1999) According to Fill (1995), 
personal selling includes face-to-face sales calls/meetings, telephone sales calls, 
videoconferencing, tradeshows/exhibitions, conferences/seminars and word-of-mouth. The 
following are personal selling used online: 
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Video Conferencing 
Video conferencing enable marketers to create a relationship with a customer, provide 
support, and distribute sales information at the customer’s convenience for the cost of a 
local phone call to the Internet service provider (ISP). A possible advantage of the online 
conference is that all people can participate. One disadvantage is that online 
communications can’t transmit the passion in a person’s voice. The subtlety of a comment 
might be lost online. (Janal, 1997) 
 
Virtual Exhibitions 
Virtual exhibitions bring suppliers, competitors and customers under one virtual roof. 
Without leaving their office, or home, customers can reduce the exhausting medium of 
massive exhibitions by visiting specific shows at any time of day or night. They can go to 
the virtual stands, examine products and services and leave their details for future 
quotations. (Smith, 1998) 
 
Online Sales Promotion 
Sales promotion is a short-term incentive to encourage the purchase or sales of a product or 
service. (Armstrong et al., 2005) Sales promotional activity aimed at the consumer, which 
may be difficult to replicate in the virtual environment. However, the possibility of 
downloading and printing coupons is now common and is a measurable demonstration of a 
website’s effectiveness. Little has been written in the academic press about the potential of 
Internet marketing to support sales promotional activity. However, the practitioner 
marketing press has examples of how text messaging and other interactive media can be used 
to encourage trial by the sending of interactive promotional messages using one or more 
media. (Harridge-March, 2004)  
 
Strauss & Frost (1999) state that sales promotion activities include coupons, rebates, 
product sampling, contests, sweepstakes, and premiums (free or low-cost gifts). Coupons, 
sampling and contests/sweepstakes are widely used on the Internet. Sales promotions are 
popular banner ad content and are also good for drawing users to a Web site, enticing them 
to stay, and compelling them to return. (ibid.) 
 
Coupons 
Many firms offer electronic coupons. They provide local coupons, allowing consumers to 
search the database by zip code. They also send e-mail notification as new coupons become 
available, attempting to build brand loyalty. Coupons can add value by putting coupons on 
the Web site as well as in a traditional mail package. When retailers drive customers to the 
Web site through point-of-purchase or traditional advertising, coupon redemption increases 
substantially. (ibid.) 
 
Sampling 
Some sites allow users to sample product prior to purchase. Many software companies will 
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allow free download of fully functional demo versions of their software. The demo 
normally expires in 30 to 60 days, after which time the user can choose to purchase the 
software or remove it from her system. Online music stores similarly allow customers to 
sample music before ordering the CD. Market research firms often offer survey results as a 
sampling to entice businesses to purchase reports. (ibid.) 
 
Contests and Sweepstakes 
Many sites hold contests and sweepstakes to draw traffic and keep users returning. Contests 
require skill whereas sweepstakes involve only a pure chance drawing for the winners. Just 
as in the brick and mortar world, these sales promotion activities create excitement about 
brands and entice customers to stop by. (ibid) 
 
Online Public Relations  
Public relations are to build good relations with the company’s various publics by obtaining 
favorable publicity, building up a good “corporate image”, and handling or heading off 
unfavorable rumors, stories and events. (Armstrong et al., 2005) In the field of public 
relations, the use of the Internet makes it possible for public relations professionals to 
communicate with various key constituencies without the gate-keeping function of other 
mass media. The Internet can be used to facilitate traditional methods of PR. It can also 
used to expand the depth and breadth of PR. (Jo & Jung, 2005) The Net can widen the 
distribution of news releases. News releases can be distributed over the Net and into news 
editor’s electronic baskets. Word of mouth can accelerate across the Internet. Newsgroups 
and influential discussion groups can be targeted with information. Net scanner is designed 
to trawl the Internet and search for defamatory comments about customers or their products. 
(Smith et al., 1998) 
 
Online publicity offers distinct advantages over traditional public relations. With online 
services, corporate communicators can take PR into their hands and influence their publics 
directly as well as build relationships with reporters. (Janal, 1997) As totally controllable 
media, interactive technologies have the potential to play a major role in publicity campaigns. 
Internet news releases may be one of the most effective means of getting news. The role of 
web pages in imparting information is both economical and effective, provided that people 
are persuaded to visit the site and assimilate (and believe) the information contained therein. 
The Internet also has the potential to create negative publicity, outside the control of the 
organization. (Harridge-March, 2004) 
 
Online systems offer tremendous opportunities for companies to boost image and sales 
through publicity. Companies can accomplish this by dissemination their messages through 
forums, bulletin boards, newsletters, newsgroups, e-mail, and other methods. (Janal, 1997) 
The most common and important methods are explained as following: 
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Forums 
The forum is the formal mechanism the community uses to exchange information, 
generally through posted messages that are organized into “threads”, which are subject 
headers for a discussion. Online forums support communities formed around a preferences, 
satisfaction or dissatisfaction, and use of products specific interest. One of the benefits of 
online forums to marketers is that a range of consumer marketing data can be gathered on 
such communities. (Pitta & Fowler, 2005) 
 
Newsletters 
Like print counterparts, electronic newsletters may appear either regularly or irregularly but 
changes their content. (Zimmerman, 2001) The basic purpose of newsletters is to 
disseminate information quickly in a field of interest. Some items that are typically found in 
newsletters include research updates, preprints and interviews. (NG, 1998) 
 
Newsgroups 
Newsgroups provide a way to share discussions with specialized audiences. (Heinen, 1996) 
They are essentially electronic bulletin boards that are available for Internet users to post 
their questions and replies without charge. (NG, 1998) Newsgroups function like mailing 
lists in some ways, but they offer several different methods of sending messages. A user can 
post a message for everyone in the group or respond to someone else’s comments on a 
particular topic. In the latter case, only those who read the original comments see the 
response. (Zimmerman, 2001)  
 
Online Community  
An online community depends on combining communication and content to foster the 
exchange of information. (Pitta & Fowler, 2005) Some sites build community through 
online chat rooms, discussion groups and online events. (Strauss & Frost, 1999) There are 
three elements to a community, message boards, and libraries. (Zimmerman, 2001) 
 
Online Direct Marketing 
Direct marketing is with carefully targeted individual consumers both to obtain an 
immediate response and to cultivate lasting customer relationships. (Armstrong et al., 2005) 
Internet provides a new channel for direct marketing. Once on the Internet, many 
consumers are willing to place orders. Consumers and businesses now order directly from 
numerous companies through the Internet. Internet patrons can also be sent e-mails 
promoting specific products. Some florists have been successful using e-mail to encourage 
direct sales. These companies obtain the client’s permission and then send reminders. 
(Clow & Baack, 2001) 
 
Harridge-March (2004) further states that the Internet is an excellent channel for 
communicating with customers on an individual basis because of its immediate and direct 
interaction capability. The ultimate role of direct marketing is to gain a response. The 
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Internet has the advantage of being able to solicit such responses in real time and enables 
providers to interact with potential and actual consumers as well as enabling intra-customer 
communications. One-to-one online direct marketing can develop strong and lasting 
relationships with loyal customers. (ibid.) 
 
According to Smith (1998), online direct marketing includes spamming, direct response 
advertising (web and press advertisements that solicit an immediate response, e.g. “phone 
now” or “fill in the coupon”), computerized home shopping and home shopping networks.  
 
Spamming 
Any unsolicited direct email on the Internet is called spamming. (Smith, 1998) Spamming 
on the Internet is equivalent to sending out junk mail to an untargeted audience. (Clow & 
Baack, 2001) This invasion of privacy is worse because it costs the receiver both time and 
money. Mass mailing spammers are sometimes closed down by the Internet service 
suppliers who want to protect their subscribers from unwanted junk email. (Smith, 1998) 
 
Computerized home shopping 
It links home computer with a store so that one can browse around the aisles, pick up 
merchandise, inspect it by turning it around on screen, etc. (ibid.) 
 
Home shopping networks 
It has turned millions of living rooms into shopping malls, and Home shopping Network is 
now carried into millions of homes worldwide. (ibid.) The Internet Shopping Network 
(ISN), recently purchased by the Home Shopping Network. The network is extremely 
accessible to users and is the best-known shopping network on the Net today. (Paul, 1996) 
In addition, more established tools such as Telnet and Gopher have been used to support 
shopping activities, but by far the most interesting and fastest growing segment of the 
Internet is the World Wide Web. Here, cybermalls, virtual storefronts, interactive Web page 
and online data entry forms are being established. Web presences can take the form of small 
advertisements or large virtual stores. Cybermalls are usually large Web sites that seek to 
emulate traditional shopping malls, offering stores, services and guides to information. 
(Rowley, 1996) 
 
Web Site as a Marketing Communication Tool 
Every online business needs a Web site. A Web site is the primary way any firm doing 
business on the Internet advertises its products or services and attracts customers. Many 
Web sites also sell products and services, and businesses with digital products usually 
deliver their products via the Web site as well. (Turban et al., 2004)  
 
Web sites exist in all kinds, shapes and sizes. One of the major distinctions made in Web 
site classification is the level of functionality inherent in the site. (ibid.) As the Internet 
continues to grow in usage in consumers and markets, its importance will continue to rise. 
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The most critical decision facing businesses is what function the Web site should serve. If 
multiple functions are to be served, it may become necessary to create separate Web site. 
(Clow & Baack, 2001) 
 
The primary functions a business Web site can provide are advertising, sales support, 
customer service, public relations and E-commerce. A flashy Web site designed to attract 
attention is created when the goal is advertising. Many firms use Web sites to promote 
individual products as well as the overall company. Some Web sites are for sales support. 
(ibid.) The Web site can improve the performance of sales and post-sales. The company can 
reach customers located all around the world and the company can guarantee 24-hour 
assistance. Besides, an online sale can be more efficient and cheaper than a traditional one: 
the variety of products offered through the Web can be broader than that of a physical shop 
and the prices could be lower for the well-know disintermediation phenomenon. (Azzone et 
al., 2000) A customer service Internet site provides a different function. The goal of a 
customer service Web site is to support the customer after the sale. Documentation and 
operating information are provided. Another purpose for a Web site is to create a positive 
public relations image. Some companies place information about not-for-profit and 
philanthropic causes they support on their Web sites. Individuals not only see what the 
company is doing but also may be able to volunteer for or donate money to a cause. Many 
times a Web site is designed for e-commerce, or selling goods on the Internet. (Clow & 
Baack, 2001) 
 
According to Janal (1997), Web site is the single best advertisement on the Internet. Firms 
can completely control over its look and feel, its content, interaction with prospects, and 
every other imaginable factor. The links, banners and other tools are merely conduits to get 
people to Web site. (ibid.) Many companies are turning to the Web to advertise their 
products or services. Consumers have more control over advertising exposure with Web 
advertising because they can select how much commercial content they wish to view. 
(Korgaonkar & Wolin, 2002) 
 
If the website is considered to be a new medium, then, like any other medium, it can carry 
all sorts of sales promotions ranging from competitions to collecting electronic coupons 
with each visit. Again, mainstream traditional sales promotions should be leveraged across 
the website. In a sense a URL address (web address) listed on a piece of FMCC (fast 
moving consumer goods) packaging containing a sales promotion should invite the 
audience to check out the website. (Smith et al., 1998)  
 
Many Web sites are designed to serve as public relations vehicles. (Strauss & Frost, 1999) 
Traditional printed materials such as the annual report and news releases are placed on the 
World Wide Web. One of the most distinctive features of the World Wide Web in public 
relations is the ability it gives an organization to build an interactive relationship with 
stakeholders. They pointed out the impact of the web for the public relations. The World 
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Wide Web could facilitate media relations, employee communication, government relations 
and customer relations, due to its interactive function. (Jo & Jung, 2005) 
 
Pitt et al. (ibid.) maintain that the Web site has a lot in common with a trade show, for it can 
be thought of as a very large international exhibition hall where potential buyers can enter 
as will and visit exhibitors and prospective sellers. According to authors, the Website as an 
industrial marketing promotional tool is showed in Figure 2.1. The industrial buying 
process can be thought of as a series of stages (left hand side); the relative effectiveness of 
a particular marketing communication tool is shown on the right hand. So for example, 
generating awareness of a new product might be most effectively achieved through 
advertising, whilst closing a sale would best be achieved face-to-face. 

 
Figure 2.1 The Web Site as Part of the Marketing Communication Mix 
Source: Pitt et al. (1996), p. 24 
 
The profile of a trade show on Figure 2.1 would be somewhere “down the middle” – that is, 
less effective than broadcast advertising at achieving awareness, but more effective than 
personal selling; less proficient at closing sales than personal selling, but much more than 
broadcast advertising. Hence, a Web site would play a role of complementing both 
advertising and personal selling efforts for the industrial marketer. (ibid.) 
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Moreover, the Web site is something of a mix between direct selling (it can engage the 
visitor in a dialogue) and advertising (it can be designed to generate awareness, 
explain/demonstrate the product, and provide information–without interactive involvement). 
It can play a cost-effective role in the communication mix. The site is also cost-effective in 
providing feedback on product/service performance. Web sites might typically be viewed as 
complementary to the direct selling activity by industrial marketers, and as supplementary 
to advertising. (ibid.)  
 
Pitt et al. (1996) further state that the Website can function as a complementary or as a 
supplementary to the other communication tools as previous discussed. A Web site should 
reflect the image and theme portrayed in all other marketing communications efforts. (Clow 
& Baack, 2001) 
 
In summary, different organizations may have different marketing objectives for 
establishing and maintaining a Web presence. Web sites can be used to move customers and 
prospects through successive phases of the buying process. Different tactical variables, both 
directly related to the Web site, as well as to other elements of the promotional mix will 
have a particular impact at different phases of this conversion process. (ibid.) A good Web 
site can be used for advertising, corporate visibility, brand name, recognition, public 
relations, press releases, corporate sponsorship, direct sales, customer support and technical 
assistance. (Hamill & Gregory, 1997) 
 
2.2 The stakeholders targeted and served online  
The literature reviewed for this research question will be divided into three sections. First, 
the classification of stakeholders will be stated, followed by an analysis of the Internet 
serves on primary social stakeholders, and in the third section, the function of Web sites on 
these stakeholders will be presented. 
 
2.2.1 The classification of stakeholders 
Over the past ten to fifteen years, the term “stakeholder” has gained increasing popularity. 
It can has been suggested that the adoption of the stakeholder concept is an ethical 
imperative for today’s corporations, and that organizations with a stakeholder orientation 
will gain a competitive advantage over others. A stakeholder in an organization is any 
group or individual who can affect or is affected by the achievement of the organization’s 
objectives.  (Bussy et al., 2000) These stakeholders may be internal to the organization, 
such as employees or managerial coalition, or external to the organization in the form of 
suppliers, buyers, local authorities, shareholders, competitors, agencies and the government. 
(Fill, 1995)  
 
It has been found that some companies focus on a specific stakeholder group, such as 
customers, shareholders, employees, or competitors. (Greenley et al., 2004) Maignan et al. 
(2005) also claim that marketing has traditionally emphasized customer orientation and key 
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stakeholders and their interests. Marketing scholars have usually focused on two main 
primary stakeholders: customers and channel members. (ibid.) 
 
However, there is evolving concern that organizations must focus not just on their 
customers, but also the important stakeholder groups that hold the firm accountable for its 
actions. Therefore, there is a need for marketing to develop more of a stakeholder 
orientation rather than a narrow customer orientation. Stakeholder orientation in marketing 
goes beyond markets, competitors, and channel members to understanding and addressing 
all stakeholder demands. As a result, organizations are now under pressure to demonstrate 
initiatives that take a balanced perspective on stakeholder interests. Marketing is moving 
from a narrow customer orientation to managing relationships and benefits for all 
stakeholders. (ibid.)  
 
Christopher et al. (2004) illustrates the “six markets” stakeholder model, which is showed 
in Figure 2.2. This figure suggests that companies have a number of markets to which they 
need to direct marketing activity and formulate marketing plans. In addition to formulating 
marketing activity directed at existing and potential customers, a company should also 
consider supplier markets, employee markets, referral markets, “influencer” and internal 
markets. (ibid.) 
 
 

 

 

 

 
 
 
 
Figure 2.2 the six markets model: a broadened view of marketing 
Source: Christopher et al. (2004), p.21 
 
Payne et al. (2005) developed the six markets model by redefining the relevant stakeholder 
groups in each of the six markets to their visibility and lead to their greater prominence 
within the organization. Table 2.1 compared the difference of the “six markets” stakeholder 
model between two authors. 
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Table 2.1 Comparisons of Six Stakeholder Market Domains  
Six stakeholder 
market domains 

Christopher et al., 2004 Payne et al., 2005 

Customer markets Existing and prospective 
customers as well as 
intermediaries 

Buyers (e.g. a wholesaler), 
intermediaries and final consumers 

Referral markets Existing customers who 
recommend their suppliers 
to others, and referral 
sources or “multipliers” 

Customer, which include advocacy 
referrals and customer-based 
development; non-customer referrals, 
which include general referrals, 
reciprocal referrals, incentive-based 
referrals and staff referrals 

Influencer markets Financial analysts, 
shareholders, the business 
press, the government and 
consumer groups 

Financial and investor groups, unions, 
industry bodies, regulatory bodies, 
business press and media, user and 
evaluator groups, environmental 
groups, political and government 
agencies, and competitors 

Employee markets/ 
Recruitment 
markets 

Concern with attracting the 
right employees to the 
organization 

All potential employees together with 
the third parties that serve as access 
channels 

Supplier markets Traditional suppliers as 
well as organizations with 
which the firm has some 
form of strategic alliance 

Strategic suppliers, key suppliers, 
approved suppliers and nominated 
suppliers 

Internal markets Internal departments and 
staff. 

Follow the segmentation used for 
potential employees in the recruitment 
market 

Source: Revised from Christopher et al., (2004); Payne et al., (2005) 
 
Waddock (1999) argues that stakeholders can be characterized as primary or secondary. 
Primary stakeholders as those whose continued participation is absolutely necessary for 
business survival; they consist of employees, customers, investors, suppliers, and 
shareholders that provide necessary infrastructure. Secondary stakeholders are not usually 
engaged in transactions with the focal organization and are not essential for its survival; 
they include the media, trade associations, non-governmental organizations, along with 
other interest groups. Different pressures and priorities exist from primary and secondary 
stakeholders. (ibid) 
 
In addition, Cooper (2003) have made another classification and defined stakeholder in four 
ways based on the theory of Waddock (1999). This is summarized in Table 2.2: 
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Table 2.2: Classification of stakeholders 
Primary social 
stakeholders 

Secondary social 
stakeholders 

Primary non-social 
stakeholders 

Secondary non-social 
stakeholders 

Shareholders and 
investors 

Government and 
regulators 

The natural 
environment 

Environmental 
pressure groups 

Employees and 
managers 

Social pressure 
groups 

Future generations Animal welfare 
organizations 

Customers Civic institutions Non-human species  
Local communities Trade bodies   
Suppliers and other 
business partners 

Media and academic 
commentators 

  

 Competitors   
Source: Cooper (2003), p.234 
 
2.2.2 Primary social stakeholders served on Internet 
Having identified the stakeholders in the planning process, the web provides an excellent 
opportunity to communicate with them. (Strauss & Frost, 1999) It is the expected 
accessibility of the Internet that makes it a good tool for communication with an incredibly 
wide range of stakeholder interests. The Internet also allows users to easily identify 
information relevant to their own interests without first being required to wade through 
endless irrelevant data. Finally, more in line with the idea of stakeholder dialogue, the use 
of hyperlinks provides the opportunity for organizations to be connected with stakeholder 
groups, thus enable other interested parties to see both the organization’s and the 
stakeholders’ perspectives. (Cooper, 2003) 
 
The Internet is a global network of networks. Any computer connected to the Internet can 
communicate with any server in the system. (Zinkhan, 2002) Organizations are increasingly 
using the Internet to market products and services to customers, transact with suppliers and 
intermediaries, communicate with employees, deal with government and inform investors. 
In a very short time, the Internet has emerged as an all-purpose communication medium for 
interacting with a wide variety of stakeholders. (Bussy et al., 2000)  
 
According to Foster (2005), the relationship among three broad layers of Internet is as 
follow: First, there is the general (public) web site, which can also be viewed as the 
“entryway” or online portal into the organization in cyberspace. Following this is the 
extranet level, often used for specific, pre-approved stakeholder groups. Finally, there is the 
innermost intranet level for employees within a specific organization. (ibid.)  
 
Table 2.3 below shows how the three main ways (Internet, intranet, extranet) work on 
manage computer networks and serve on stakeholders so as to create value for the 
organization. A key feature of the Internet showed in Table 2.3 is its potential to 
communicate with a global marketplace. Internet focuses on all stakeholders’ relationships. 
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(Watson et al., 2001) Computer technology can also be used to establish an 
intra-organizational network that enables people within the organization to communicate 
and cooperate. In essence, an intranet is a fenced-off mini-Internet within an organization. 
(Zinkhan, 2002) Extranets are two or more networks that are joined for the purpose of 
sharing information. If two companies link their intranets, they would have an extranet. 
Extranets allow companies to share data with each other, thereby building structural bonds. 
(Strauss & Frost, 1999)  
 
Table 2.3: Electronic commerce topologies 
Topology Internet Intranet Extranet 
Extent Global Organizational Business partnership 
Focus Stakeholder 

relationships 
Employee information 
and communication 

Communication with channel 
member or alliance partner 

Source: Watson et al. (2001) 
 
Intranet in Table 2.3 has its two cousins. The intranet is especially well suited for 
communication with “internal customers” such as employees. (Zinkhan, 2002) Companies 
use intranets to build relationships with internal stakeholders and primarily employees. 
(Strauss & Frost, 1999) A key advantage is that the intranet creates a secure environment. 
To create this secure environment, organizations establish a firewall, which is a device 
placed between network and the Internet. (Watson et al., 2001) According to Strauss & 
Frost (1999), Intranets are emerging as cost-effective and timelier alternatives to these 
vehicles.  
 
The third category shown in Table 2.3 is the extranet. “Extranet” can be used in other areas 
like purchasing where approved suppliers or approved tenderness have access to stock level, 
job specifications, purchase order numbers. (Smith, 1998) An extranet connects the 
intranets of an organization with its trading partners, suppliers, distributors and customers. 
(Kippenberger, 2000) In most instances, the extranet concept is relevant for 
business-to-business applications. When the extranet partners are buyer and seller, the basis 
for cooperation is two businesses participated in a value chain. Network technology can be 
used to support communication and data transfer between the two members of the value 
chain. (Zinkhan, 2002) Protected by a firewall, an extranet is a more private network than 
the Internet and allow trusted partners to share collaborative business applications. 
(Kippenberger, 2000) 
 
Strauss & Frost (1999) state that Internet can facilitate stakeholder communication 
including not only intranet and extranets, but also Web sites, e-mail, chats and newsgroups. 
Listening to users and observing their Net behavior are two ways that organizations can 
learn more about users. It is done through web forms, chats and newsgroups. Web sites are 
used as a vehicle of mass communication to all stakeholders. (Zinkhan, 2002) Web form is 
the technical term for a web page for the user to type information. It can be used to solicit 
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consumer information and feedback. Chats and newsgroups provide forums for building 
community. (Strauss & Frost, 1999) E-mail is another communication medium for serving 
stakeholders. E-mail messages can be sent to a massive number of users, or they can be 
narrowly targeted. (Zinkhan, 2002) Strauss & Frost (1999) classified e-mail into two parts: 
incoming and outgoing e-mail. Incoming e-mail is e-mail feedback from customers. Firms 
use outgoing e-mail to send promotions, updates, and other information of interest to their 
consumers. (ibid.) 
 
The Internet supports the concept of the marketing orientation because it provides a 
powerful interactive communications medium both within the organization (through the use 
of an intranet) and externally with other key stakeholder groups (through the use of an 
extranet). The Internet also facilitates the gathering and management of data necessary to 
formulate and implement marketing strategies. (Harris & Dennis, 2002) According to 
Strauss & Frost (1999) and Cooper (2003), organizations use the Internet for stakeholder 
communication and relationship building as following: 
 
Shareholders 
Cooper (2003) maintains that shareholders are the primary stakeholders. These 
shareholders are effectively internal to the business and will receive internal 
communication. Subsidiaries of larger groups can be distinguished between generating 
companies and supply and distribution companies. The generating companies do not have 
separate Web sites. For supply and distribution companies there are separate Web sites and 
these are linked to the group companies. Shareholder communication is made, as it is the 
group that is publicly owned. (ibid.) Strauss & Frost (1999) mention that Web provides 
information about financial reports, SEC fillings, management changes and company 
activities to shareholders. 
 
Employees and managers 
Internal staff needs to refer to some of the information on the web site or use its services. 
(Chaffy et al., 2003) Strauss & Frost (1999) state that lots of information such as how to put 
an individual home page on the site from a remote location is provided on Web. Other 
information includes employee accomplishments, benefits and directory, company 
information as well as training materials. Faculty and staff can also apply for additional 
e-mail accounts through a form right on the Web site. (ibid.) For the vast majority of 
companies, the Internet is not used to communicate with existing employees, but rather 
potential employees. Job opportunities are frequently listed on Web sites and for the larger 
companies on-line application is possible. (Cooper, 2003) 
 
Customers  
Customers are businesses, other organizations, and individuals who are either distribution 
channel intermediaries or ultimate consumers. Amazon’s 15,000 Web sites that refer 
customers through the affiliate program fall in this category, as do the consumers that 
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patronize Amazon. (Strauss & Frost, 1999) Purely generating companies did not mention 
customers at all on their websites. It is only those companies that deal with the end users 
that comment on consumers. (Cooper, 2003) According to Strauss & Frost (1999), useful 
information to customers is online events, brochure ware/product information, store 
locators, testimonials, customer service and activities. 
 
Suppliers and business partners 
General Electric uses the Internet to receive bids from its suppliers. This system not only 
lowers transaction cost, but also enhances competition and speeds the order fulfillment 
process. New product information and company news are also provided to suppliers. 
(Strauss & Frost, 1999) However, this is a stakeholder group that receives very little 
information on company Web site, irrespective of the size of the company. Only few 
companies provide any real information for suppliers or prospective suppliers. Overall this 
stakeholder group is by far the least represented on the company Web sites. (Cooper, 2003)  
 
Local communities  
This is a very popular section on the Web sites of large companies. All of the larger 
companies made some reference to being “good neighbors”. There is a great deal of 
similarity between the schemes used by the competing companies and they tend to focus on 
special need groups, such as the disabled or elderly, the environment, the arts, sport and 
education. In this area the larger companies were actually more likely to reproduce a policy 
statement and also to provide links with their partnership organizations. (Cooper, 2003) 
According to Strauss & Frost (1999), information to community is social programs, local 
news relating to firm and employment opportunities. 
 
2.2.3 The function of Web sites served to targeted stakeholders 
Surfing the Web, it is evident that there are several tools a company can implement on its 
site. It can describe its products and its strategy; it can sell online; it can put a questionnaire 
online; it can help its customers to identify the right products; and it can give information 
about the location of the closest seller. (Azzone et al., 2000) Therefore, the impact of the 
web site on stakeholders should not be underestimated. (Chaffy et al., 2003) For 
organizations, Web sites provide a controlled channel through which they can communicate 
with stakeholder publics and the media. For stakeholders, Web sites provide publics with a 
channel through which organizations can be viewed and better understood. (Kent et al., 
2003) 
 
Kent et al. (2003) maintain that most organizational Web sites are designed to provide 
information. The company uses the Web to give information about itself, its activities and 
its products. (Azzone et al., 2000) Companies have the opportunity to present the history 
and the culture of their organization online. (Karayanni & Baltas, 2003) The Web offers 
marketers the ability to make available full-colour virtual catalogues. One organization 
might wish to use the Web site as a means of introducing itself and its new products to a 
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potentially wide, international audience, creating corporate and product awareness in the 
market. (Pitt et al., 1996) In addition, an organization’s website provides useful information. 
The first part of all for competitor information is often the competitor’s website as it reveals 
something about the organization, its employees, its culture, internal newsletter, new 
products, new visions and sometimes hard information such as financial results. (Smith et 
al., 1998)  
 
Azzone et al. (2000) state another function is to provide company image and product 
information. Company-related information which aims at building the corporate image, will 
be related to higher industrial sales achieved through the Internet. (Karayanni & Baltas, 
2003) The flow of information is mono-directional: from the company to the users. It is 
possible to further detail this category in: general information – the company gives details 
about its mission, its strategy, and its business; Complementary information – it is about the 
company but that are not necessary to characterize its main activity; Product and services 
information – the Web site is used to advertise and provide information about the 
company’s products. (Azzone et al., 2000) Through the Web site, consumers can gather 
pricing information, participate in product design, explore promotions, consummate sales, 
arrange delivery, and receive post-purchase support. (Korgaonkar & Wolin, 2002)  
 
In addition, companies can also monitor the customer’s information search process. 
(Huizingh K.R.E, 2002) The Internet allows companies to carry out some marketing 
research functions such as customer surveys, product and service perception surveys, 
advertising effectiveness surveys and some experimental niche activities such as limited 
testing of new products and services. (Karayanni & Baltas, 2003) Azzone et al. (2000) 
conclude this process as information collection and market research. The main goal is to 
collect feedback from the customers and useful information about their 
behaviors/needs/interests in order to understand the market better and improve the 
effectiveness/efficiency of the company’s actions. In this case, the flow of information is 
mono-directional, but the direction is from the users to the company that elaborates the 
received data. (ibid.) 
 
Strauss & Frost (1999) claim that two ways to collect customers’ information are Web 
forms as well as chats and newsgroups. Web form is the technical term for a Web page that 
has designated places for the user to type information. Once a user has provided 
information, the site can build relationship by personalizing the page on subsequent visits 
or by sending personalized e-mail. A firm may also listen to users while building 
community through real-time chat and newsgroup postings at its Web site. Many marketers 
believe that if they build community at a site, users will return. Therefore, it is a type of 
social bonding between firms and their users. (ibid.)  
 
Azzone et al. (ibid.) further state that the customer can receive a service or a support online. 
It is divided into two categories: one is customer service, when the online help is not 
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customizable: FAQ (Frequently asked questions), online demonstrations of products, 
possibility to download files and information, etc. According to Cox & Dale (2002), a list 
of FAQ can be diagnosed from the amount and type of queries being asked by customers. 
This type of service offers some advantages over the telephone or fax. (Karayanni & Baltas, 
2003) Another approach some companies use to enhance customer service on the Internet is 
to put together discussion groups or chat rooms. A discussion group also allows consumers 
to interact with each other and many provide solutions to problems that the company had 
not considered. (Clow & Baack, 2002) 
 
The other function of Website is customer support, when the customer can customize the 
online tools according to their needs: online problem diagnosis, ability to request price 
quotes, e-mail link to technical support personnel, possibility to compare the performance 
of different products and interactive guides to identify the right product/service. (Azzone et 
al., 2000) Some sites offer a call-u-back service where the customer gives them their 
telephone number and they will call back within a certain time limit to help with the query. 
Unfortunately, this is only offered during office hours. Other sites offer an e-mail address to 
send the query and will e-mail back. (Cox & Dale, 2002) According to Karayanni & Baltas 
(2003), customer support can be achieved via e-mail and associated file transfer activities. 
 
Marketers can create and administer close relationships with millions of customers and 
other publics simultaneously through the web at far less cost to the marketer than traditional 
media, sales, fulfillment and support techniques. (Korgaonkar & Wolin, 2002) It can 
establish interactivity, product sampling and building of a customer database. (Pitt et al., 
1996) It is important that every potential customer receive proper care and feeding from the 
first contact onwards. It is important to have in place the infrastructure needed to gather the 
feedback and requests of potential customers and manage these prospects properly as 
potential assets. Using internet resources makes it possible to prototype techniques, 
including identification of prospects, understanding of customer needs, and customizing 
resources to give greater levels of service to customers. (Heinen, 1996) 
 
For many Web sites, the key to success is the number of customers that use the site and 
keep returning to make purchases. To achieve this, Web sites must form relationships with 
their customers and this is done in a following ways: Recognition - by asking customers to 
fill in a user ID and password, e-businesses can tailor the Web sites to a particular customer; 
Customer feedback platforms - this type of interaction creates a community for customers 
using the Web site and is likely to lead to enhanced customer loyalty to that Web site; 
Frequent buyer incentives - it is to provide some kind of incentive to attract customers back; 
Extra services - this include extra information on the products being sold or even links to 
other partner sites, and those aid the customer in buying or finding the right product. (Cox 
& Dale, 2002) 
 
Azzone et al. (2000) classify the communication phase in three sub-configurations. One is 
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mono-directional simple communication. In this case, the company implements one-way 
communication through the Web, publishing online information about its products/services 
and basic information about itself. The second is mono-directional mature/bi-directional 
simple communication. In this case the company also publishes online complementary 
information and gives online services. At the same time it starts to develop two-way 
communication with the customers, using a general collection of information. The last is 
bi-directional mature communication. The company implements complex two-way 
communication with the customers, offering online customized support and collecting 
specific information. (ibid.) Pitt et al. (1996) state that a Website provides a forum for 
two-way communication. These exchanges are not physically face-to-fact, or time-bound. 
The communication is through computers on networks, so that individuals and organizations 
can communicate directly with one another regardless of where they are or when they wish to 
communicate. (ibid.) Moreover, Websites have the capacity to improve communication 
amongst the organization, its leadership, and other publics. (Kim et al., 2003) Kent et al. 
(2003) claim the Web site is used as a tool for dialogue with stakeholders and is providing 
for customer service communication and feedback.  
 
Pitt et al. (1996) state that the Web site could be used to elicit customer feedback. The 
feedback principle is important for interaction with customers on the Internet. (Cox & Dale, 
2002) New technology makes customer participation and feedback easier. The Website has 
been regarded as a means by which the buyer can pull information. A few sites enable an 
online feedback form. On this form, visitors can comment on anything related to the 
company, either product related or company related. (Karayanni & Baltas, 2003) According 
to Azzone et al. (2000), the company uses online forms, questionnaires, specific questions, 
and specific e-mail addresses to get users’ feedback. On-line feedback from customers 
visiting a website provides the opportunity to carry out a continual focus group. (Smith et 
al., 1998) 
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3 Conceptualization and frame of reference  
In this chapter the issues that are going to be studied will be explained. First the 
conceptualization will be presented and then the emerged frame of reference developed 
from the research questions will be shown. 
 
3.1 Conceptualization 
Miles and Huberman (1994) state that “a conceptual framework explains, either graphically 
or narrative form, the main things that are going to be studied.” In order to collect data and 
answer the research questions, a conceptualization of the literature review should be 
presented.  
 
3.1.1 The conceptualization of RQ1: mix of online marketing tools 
The first research question will investigate how the mix of online marketing 
communication tools may be described. The six online marketing communication tools that 
will be analyzed are online advertising, online personal selling, online sales promotion, 
online public relations, online direct marketing and Web site. 
 
We are going to use the below listed authors and previous studies in order to be able to 
collect data based on our research questions. We decided to use them since they have done 
several studies on the mix of online marketing communication tools and all these tools are 
commonly used. The eclectic list of online marketing toolbox can be used to develop at 
richer understanding of how these tools can be used. These mixed online marketing 
toolboxes are listed in Table 3.1 below.  
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Table 3.1: Mixed online marketing communication tools 
Tools Author(s) 

§ Online Advertising 
Banners, pop-ups (and pop-unders), Interstitials, e-mails, 
Newspaper-Like Standardized Ads, URLs, Advertising in Chat 
Rooms, Internet radio/television, advertorial, domain name, etc. 
Web sites, banner advertising, sponsoring keywords and advertising 
rates 
E-mail, bulletin boards, banner ads, buttons, interstitial, 
sponsorships, etc. 
Corporate logos, banners, pop-up, e-mail messages, hyperlinks, 
Web sites 

 
Turban et al. (2004) 
 
 
Janal (1997) 
 
Strauss & Frost 
(1999) 
Korgaonkar & 
Wolin (2002) 

§ Online Personal Selling 
Video Conferencing, Virtual Exhibitions 

Fill (1998) & Smith 
(1998) 

§ Online Sales Promotion 
Coupons, product sampling, contests, sweepstakes, rebates and 
premiums 

 
Strauss & Frost 
(1999) 

§ Online Public Relations 
Web content, community online and e-mail 
Forums, bulleting boards, newsletters, newsgroups, e-mail 
Newsletters, newsgroups 

Strauss & Frost 
(1999) 
Janal (1997) 
NG (1998) 

§ Online Direct Marketing 
Spamming, direct response advertising (web advertisements), 
computerized home shopping, and home shopping networks. 
Internet programs (software), order online and E-mail 

 
Smith (1998) 
Clow & Baack 
(2001) 

§ Web site 
Provide functions as advertising, sales support, customer service, 
public relations and E-commerce 
The single best advertisement on the Internet 
Carry all sorts of sales promotions 
Serve as public relations vehicles 
Complementing both advertising and personal selling efforts 
A mix between direct selling and advertising  
Complementary/supplementary to the other communication tools 

 
Clow & Baack 
(2001)  
Janal (1997) 
Smith et al. (1998) 
Strauss & Frost 
(1999)  
Pitt et al.  (1996) 
Ibid. 

 
The aim in investigating the mixed online tools in Table3.1 is to see if all online tools are 
used by companies and how they use these toolboxes. While another aim of this table is to 
see whether one or more tools that are not listed in Table3.1 may be used by companies. 
However, as time is limited, we can not study all tools listed above. For online advertising, 
we will investigate the tools listed by Turban et al. (2004) and online sponsorships listed by 
Strauss & Frost (1999). For online public relations, we will investigate the tools listed by 
Strauss & Frost (1999) and Janal (1997). The reason to choose these authors is because they 
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listed almost all important and useful online tools used by many companies today.  
 
3.1.2 The conceptualization of RQ2: Targeted stakeholders served online 
This question aims to describe the classification of stakeholders, primary social 
stakeholders served on the Internet and the function of Web site on targeted stakeholders.  
 
The classification of stakeholders 
Cooper (2003) classified stakeholders in four ways. They are primary social stakeholders, 
secondary social stakeholders, primary non-social stakeholder and secondary non-social 
stakeholders. The investigated aim of classification stakeholders is to know what the 
companies’ stakeholders are and how do they classify these stakeholders. As time is limited, 
we will only study about primary social stakeholders because they are the most important 
stakeholders for most organizations. In addition, a lot of material and theories about 
Internet served on primary social stakeholders can be found. According to Cooper (ibid.) 
primary social stakeholders include shareholders and investors, employees and managers, 
customers, suppliers and other business partners, as well as local communities 
 
Primary social stakeholders served on the Internet  
The aim of this section is to estimate how Internet serves on five primary social 
stakeholders. It is divided into two parts. One part is about information and services 
provided via Internet for primary social stakeholders. The other part is about the way of 
communication via Internet serves for these stakeholders. The first part is listed in Table 3.2 
below. 
 
Table 3.2: Information and services on Internet for primary social stakeholders 
Primary social 
stakeholders 
Cooper (2003) 

The Website content for stakeholders 

Shareholders and 
investors 

Financial reports, SEC fillings, Management changes, Company 
activities (Strauss & Frost, 1999) 

Employees and 
managers 

Employee accomplishments, Employee benefits, Employee 
directory, Company information, Training materials (ibid.) 
Individual home page, Additional e-mail (Cooper, 2003) 

Customers Online events, Brochure ware/Product information, Store locators, 
Testimonials, Customer service, Activities (Strauss & Frost, 1999) 
The affiliate program (Cooper, 2003) 

Suppliers/business 
partners 

New-product information, Company news (Strauss & Frost, 1999) 
Bids from its suppliers (Cooper, 2003) 

Communities Social programs, Local news relating to firm, Employment 
opportunities (Strauss & Frost, 1999) 
Special need groups, Policy statement, Links with partnership 
(Cooper, 2003) 
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Regards to the second part, several authors state that there are five ways of communication 
via Internet. They are intranet, extranet, websites, chats/newsgroups and email. The 
different ways used to serve primary social stakeholders are listed below: 
 
• Shareholders/investors • Employees/managers 
Intranet (Zinkhan, 2002; Watson et al., 
2001) Websites, chats and newsgroups 
(Strauss & Frost, 1999) 
E-mail (Zinkhan, 2002; Strauss & Frost, 
1999) 

Intranet (Zinkhan, 2002; Watson et al., 
2001) Websites, chats and newsgroups 
(Strauss & Frost, 1999) 
E-mail (Zinkhan, 2002; Strauss & Frost, 
1999) 

• Customers • Suppliers/business partners 
Extranet (Zinkhan, 2002;Watson et al., 
2001)  
Websites, chats and newsgroups (Strauss & 
Frost, 1999) 
E-mail (Zinkhan, 2002; Strauss & Frost, 
1999) 

Extranet (Zinkhan, 2002;Watson et al., 
2001)  
Websites, chats and newsgroups (Strauss & 
Frost, 1999) 
E-mail (Zinkhan, 2002; Strauss & Frost, 
1999) 

• Communities 
Websites, chats and newsgroups (Strauss & Frost, 1999) 
E-mail (Zinkhan, 2002; Strauss & Frost, 1999) 
 
The function of Web sites served to targeted stakeholders 
The following eclectic list shows that the function of Web sties on stakeholders. The 
eclectic list of functions will be investigated because they can be used to describe a fulfilled 
and deeper understanding of the function of Websites on targeted stakeholders.  
• Provide information 

a. Provide general and useful information. (Kent et al., 2003; Azzone et al., 2000; Pitt 
et al., 1996) 

b. Company-related information: company image and product information. (Azzone et 
al., 2000; Pitt et al., 1996; Karayanni & Baltas, 2003; Korgaonkar & Wolin, 2002; 
Huizingh, 2002) 

c. Customer-related information exchange: information collection and market research. 
(Azzone et al., 2000; Huizingh K.R.E, 2002; Karayanni & Baltas, 2003) 

• Customer service and support online 
a. The customer can receive a service online. The main approaches are FAQ, online 

demonstrations of products, download files and information, and put together 
discussion groups or chat rooms (Cox & Dale, 2002; Azzone et al., 2000; Clow & 
Baack, 2002; Karayanni & Baltas, 2003)  

b. The customer can receive a support. The main approaches are problem diagnosis, 
price quotes, call-u-back service and e-mail link support. (Azzone et al., 2000; 
Karayanni & Baltas, 2003; Cox & Dale, 2002) 

• Close relationships 
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a. Create close relationships with customers and other publics. (Korgaonkar & Wolin, 
2002; Cox & Dale, 2002; Smith et al., 1998; Pitt et al., 1996) 

b. The main way is to build a customer database. (Cox & Dale, 2002; Smith et al., 
1998; Pitt et al., 1996) 

• Provide communicational platform   
a. Provide one-way communication and two-way communication (Azzone et al., 2000; 

Pitt et al., 1996) 
b. Improve communication amongst the organization, its leadership and other publics. 

(Kim et al., 2003; Kent et al., 2003; Cox & Dale, 2002) 
c. Get on-line feedback (Cox & Dale, 2002; Azzone et al., 2000; Kent et al., 2003; 

Smith et al., 1998) 
 
3.2 Emerged Frame of Reference 
The conceptualization above is what will allow us to answer this study’s research questions. 
Based on the purpose of this thesis and the research questions, we have created a frame of 
reference. This frame of reference will guide the study’s data collection. The frame of 
reference is presented in Figure 3.1 below. 

     
Figure 3.1 Emerged Frame of Reference 
 
The emerged frame of reference shows the connection between the two research questions 
and they are: how can the mixes of online marketing communication tools be described; 
how can the stakeholders be targeted and served online be described. The diagram depicts 
that Websites connect two research questions together. The industrial marketer can choose 
to use different online marketing communication tools, which include not only traditional 
promotional mix, but also websites. Stakeholders are targeted and served via Internet. 
Meanwhile, as an important tool of Internet, websites can provide some functions to serve 
these stakeholders. Therefore, website is one of communalization tools and it can be used to 
serve on stakeholders. Mixed online tools and stakeholders’ services are preformed via 
Internet. That is to say, the Internet provides commercializing hypermedia 
computer-mediated environments, of which marketing communication tools and 
stakeholders’ services on the Internet can work.
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4. Methodology 

In the previous chapter, a conceptual framework was presented, which detailed theories of 
relevance to the purpose and research questions of this thesis. This chapter includes the 
research methods we will be used for collecting the data necessary to obtain answers to the 
research questions. We follow a series of steps showed bellowed in Figure 4.1.  
 
 
 
 
 
 
 
 
 
Figure 4.1 Schematic Presentation of the Methodology. 
Source: Adapted from Foster (1998), p. 81 
 
4.1 Research Purpose 
According to Eriksson & Wiedershein-Paul (1997), there are three basic purposes: 
exploratory, descriptive and explanatory. Each strategy can be used for all three purposes. 
 
Exploratory studies are discovering investigations that are suitable when researchers seek 
new insights to problems and want to access phenomena in a new light. (Eriksson & 
Wiedershein-Paul (1997) That is to say, an exploratory study should be designed by stating 
a purpose and stating the criteria to judge the exploration successful. (Yin, 2003)  
 
Descriptive research is often used when a problem is well structured and there is no 
intention to investigate cause/effect relations. The objective of descriptive stage is to 
develop careful descriptions of patterns that were suspected in the exploratory research. 
The purpose may be to develop subjective descriptions. Once such generalizations begin to 
merge, they are thus worth, explaining, which leads to theory development in the long run. 
(Yin, 2003) 
 
Explanatory research is a casual research that is used to explain a certain set of events and 
to indicate how the investigation may apply to other investigations. The objective of 
explanatory research is to analyze cause-effect relationships, explaining a cause that 
produces a certain effect. (Yin, 2003) In addition, explanatory research seeks to find 
cause/effect relationships between given variables. In order to accomplish that, besides 
having to come up with a well-defined research problem, hypotheses need to be stated. 
(Eriksson & Wiedershein-Paul, 1997) 
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Based on the research purpose and research questions of this thesis, this study will be 
explore, describe and slightly explanatory. This study is exploratory because few studies 
have been conducted on online marketing communication tools and Internet served on 
primary social stakeholders. This study is also descriptive in that we collect different data 
and analyze them. Finally, the study is a little explanatory because the research questions 
will be answered and conclusions will be drawn.  
 
4.2 Research Approach 
There are two methodological approaches obtainable as information is collected: qualitative 
and quantitative data. (Eriksson & Wiedersheim-Paul, 1997) The research for which to use 
is decided by characteristics of the gathered information. The most important difference 
between two approaches is how numbers and statistics are used. (Yin, 2003) The qualitative 
method focuses on acquiring a profound knowledge and understanding of the studied object 
or objects. It is the researches’ perceptions and interpretations that are in focus in the form 
of frame of reference or motives. (Holme & Solvang, 1997) Qualitative research is 
distinguished by its closeness to the source form which the information is collected 
(Eriksson & Wiedersheim-Paul, 1997) Miles & Huberman (1994) note that qualitative data 
is a source of well-grounded, rich descriptions and explanations of processes in identifiable 
local context. Hence, one typical characteristic of qualitative studies is that they to a large 
extent are founded on description, that is, on the involved person’s own description, 
emotions and reactions. (Yin, 2003) 
 
We have assumed the qualitative research method in our study, as the aim of this study is to 
gain a better understanding of how the Internet is used as a medium for marketing 
communication. Our research problem required that we studied the phenomenon in depth. 
We will not use numerical data and statistical tests to get the purpose of the study. Instead, 
we will look deeper and more in detail at a few companies about this phenomenon. We will 
explore and describe around thesis research. Moreover, as time is limited, we can not 
collect a large sample and analyze data to get general conclusions. 
 
4.3 Research Strategy 
In general, case studies are the preferred strategy when “how” or “why” questions are being 
posed, when the investigator has little control over events, and when the focus is on a 
contemporary phenomenon within some real-life context. The case study is preferred in 
examining contemporary events, but when the relevant behaviors can not be manipulated. 
The case study relies on many of the same techniques as a history, but it adds two sources 
of evidence: direct observation of the events being studied and interviews of the persons 
involved in the events. (Yin, 2003) 
 
Yin (ibid) further states that a primary distinction in designing case studies is between 
single and multiple-case designs. This means the need for a decision, prior to any data 
collection, on whether a single case study or multiple cases are going to be used to address 



Methodology  

 - 34 - 

the research questions. Multiple-case designs gave distinct advantages and disadvantages in 
comparison to single-case designs because the evidence from multiple cases is more 
compelling, and the overall study is more robust. (ibid.) 
 
Since “how” and “why” are mainly used in our research questions, the case study is the 
most suitable research strategy for this study. In addition, in order to address the research 
questions, we will use multiple cases to be able to compare, generalize and to draw more 
specific conclusions. Two big and well-known Chinese companies dealing with 
high-technology products are selected. By doing this, we will be able to compare the two 
cases with each other in detail.  
 
4.4 Data Collection Method 
After having determined the most suitable research strategy, it is necessary to decide on 
how the empirical data will be collected. (Yin, 2003) Data of different types are collected in 
different ways. According to Eriksson & Wiedersheim-Paul (1997), the sources of data can 
be divided into primary and secondary data. Primary data refer to the data the investigators 
collect themselves for a particular purpose. (Yin, 2003) Secondary data is data that already 
has been gathered by other researchers with different proposes in mind. (Eriksson & 
Wiedersheim-Paul, 1997)  
 
The authors mention two main techniques for gathering primary data. These techniques are 
inquiries and interviews. In this study, we will essentially use interviews to gather primary 
data. We will interview one to three correspondent respondents within each company. As to 
the secondary data, we will use information from the libraries, websites and documents in 
our research. Therefore, our study is based on both primary and secondary data.  
 
In addition, Yin (2003) states that data collection for case studies can come from many 
sources of evidence. The six important sources for evidence are: documentation, archival 
records, interviews, direct observation, participant-observation and physical artifacts. No 
single source has a complete advantage over all the others. The various sources are highly 
complementary, and a good case study will therefore want to use as many sources as 
possible. There are three principles related to six sources: (a) using multiple sources of 
evidence; (b) creating a case study database; (c) maintaining a chain of evidence. They are 
important for doing high-quality case studies and should be followed whenever possible. 
(ibid.) 
 
Documents play an explicit role in any data collection in doing case studies. Documentary 
information can take many forms and should be the object of explicit data collection plans: 
letters, agendas, administrative documents, newspaper, etc. The most important use of 
documents is to corroborate and augment evidence from other sources. (Yin, 2003) In our 
study, we will use documentation in the form of secondary data. We looked through these 
companies’ brochures and other printed material.  
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One of the most important sources of case study information is the interview. Interviews are 
an essential source of case study information because most case studies are about human 
affairs. They can provide shortcuts to the prior history as well as identify other relevant 
sources of evidence. The interviews will appear to be guided conversations rather than 
structured queries. Therefore, interview is fluid rather than rigid. However, there maybe are 
biases in interviews. (Yin, 2003)  
 
The author classifies three types of interviews: open-ended, focused and structured. Most 
commonly, case study interviews are of an open-ended nature, in which the key 
respondents are asked for the facts and their opinions about events. They not only provide 
with insights, but also suggest sources of corroboratory or contrary evidence. They also can 
suggest other persons to interview. In focused interview, a respondent is interviewed for a 
short period of time. It is still open and assumes a conversational manner, but it followed a 
set of questions derived from the case study protocol. The third type of interview, survey, 
entails more structured questions and the aim is to produce quantitative data. (ibid.) 
 
Focused interviews will be used for this study because interviewees are very busy. They can 
only answer question in a short time. An interview guide will be used, enabling discussions 
within a limited number of issues related to the conceptual framework presented in the 
previous chapter. The interview guide will be written both in English and Chinese. 
Telephone interview will be used because they are less costly and time consuming. 
Interviews from e-mail and MSN will also be used because they are direct and time 
consuming. In addition, respondents will understand research questions better and have 
time to think about when we used MSN. The first interview will be conducted in two days 
separately on MSN because the respondent only has time to be interviewed after work at 
night. The second interview will take four hours on telephone. Notes is going to be taken 
and we will probe during the interviews. 
 
Finally, according to Yin (2003) by making a field visit to the case study “site” the 
researcher are creating the opportunity for direct observation. If the object being studied is 
not purely historical some relevant behaviors or conditions will be available for observation. 
Therefore, direct observation will be used as an additional source of evidence for this study. 
We will conducte direct observations at the companies’ Web sites prior to and after 
interviewing the respondents. 
 
4.5 Sample Selection 
According to Miles and Huberman (1994), examine contrasting cases can help further 
understanding of a single-case finding by specifying “how” and “where” the studied 
concepts take place. This sections purpose is to present the way in which companies, as 
well as the individuals within those companies will be selected for this study. In this study, 
international selling firms of manufacturing industry will be focused upon since previous 
studies show that the major growth of the use of the Web is expected to be in this industry. 
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The criteria for the selection of the sample companies were: (1) that the firm is a 
business-to-business and business-to-customer firm so that it can include more online 
marketing communication tools and toolbox, and (2) that the firm has got a well developed 
Website, on which the company present extent information about the company image, 
product range and recent activities, and has a range of different stakeholders to be served 
via Internet and websites. 
 
When deciding which companies to choose we searched related industry companies on 
Internet, asked our supervisor and friends, compared and contacted a series of related 
companies. At the end, we selected two companies: Lenovo and Huawei-3com. The reasons 
for the selection are that: (1) We have a good relationship with the respondents who can 
spend time to answer our research questions and give us the detailed information without 
keeping. (2) Both companies are well-known industrial companies in China and they are 
doing best on going international. In addition, both are in the high-technique production 
field like computer/network communication equipment manufacturing. (3) Both companies 
are B2B and B2C companies. They use different online tools and toolbox to communicate 
with customers. (4) Both companies are mature in online communication. Internet and 
websites are important communication tools for them. (5) They have different stakeholders 
and are well served online. In addition, two companies have some differences which we can 
make a comparison. Business and individual customers are both important for Lenovo, 
while business customers are more important than individual customers for Huawei-3com. 
Huawei-3com is concentrated in high technique, while Lenovo also produces some 
consumer products, such as printer and camera. Therefore, the two selected companies have 
both similarities and differences, which can give a lot of important data and help 
information to this study. It will affect the outcome of this study. 
 
Two interviews will be performed at each company with respondents at different positions 
within the company. The respondents are the marketing managers and the vice general 
managers. The reason for this selection of respondents was that we, as well as the 
companies, believed that these persons were the most suitable respondents and had the 
greatest knowledge within the selected area. The interviews will be made in two days. 
Before each interview, each respondent will be reminded of the purpose of the study and 
how the interview will be conducted. In addition, the companies’ Websites will be used 
during the interview to illustrate the respondents’ thoughts or opinions. 
 
4.6 Data Analysis 
According to Yin (2003), data analysis involves examining, categorizing, tabulating or 
otherwise recombining the collected data. Every investigation should have a general 
analytical strategy in order to determine what to analyze and why. Two general strategies 
are suggested. The researcher can follow the theoretical propositions that led to the case 
study or develop a descriptive framework to organize the case study. Within these strategies, 
there are four different techniques for analyzing the collected data. The first is pattern 
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matching, which means to compare an empirical based pattern with a predictable one. The 
second is explanation building, which refers to a kind of pattern matching where the goal is 
to analyze the case study data by building an explanation about the case. The third is 
time-series analysis that refers to repeated measure of the dependent variable(s) in order to 
look at changes over time. The fourth is to use program logic models, which is a 
combination of pattern-matching and time-series analysis where the analysis stipulates a 
complex chain pf patterns over time. (ibid.) 
 
We will follow the theoretical propositions that lead to the case study and use the first 
techniques-pattern matching as discussed above due to that the case studies will be 
compared with previous theories presented in the literature review. 
 
Miles & Huberman (1994) further mention that there are two forms of analysis data 
available to apply on empirical data, namely within-case analysis and cross-case analysis. 
Within-case analysis is often used at the first phase, which involves comparing the 
collected data with the theories used. While, multiple cases analysis is used at the second 
phase, which can be compared in a cross-case analysis. The authors have named three 
concurrent flows of activity: data reduction, data display, and conclusion 
drawing/verification. Data reduction is a form of analysis that sharpens sorts, focuses, 
discards, and organizes data in such a way that “final” conclusions can be drawn and 
verified. The data display is an organized, compressed assembly of information that permits 
conclusion drawing and action. Finally, in the conclusion drawing and verification activity, 
the researcher notes regularities, patterns, explanations, possible configurations, casual 
flows and propositions. (ibid.) 
 
In this study we will follow these three steps to analysis empirical data. Additionally, the 
within-case analysis and the cross-case analysis will be used since this study presents a 
multiple-case study. The empirical data will be reduced through a within-case analysis. In 
this stage, we compared each company’s answers with the frame of reference. In addition, 
the data was displayed through a cross-case analysis. We compared the companies’ answers 
with each other, in order to find similarities and dissimilarities between the companies. In 
order to have better comparisons, the reduced data will be displayed in tables, showing the 
empirical findings of the study. Finally, conclusions from these analyses will be drawn 
based on the patterns of similarities and differences discovered in the data reduction and 
data display.  
 
4.7 Quality standard 
Validity and reliability are two measures useful in defining research quality. Validity is 
defined as an instrument’s ability to measure exactly what concepts it is supposed to 
measure. (Eriksson & Wiedersheim-Paul, 1997)  
 
There are three forms of validity: construct validity, internal validity, and external validity. 
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To increase construct validity of a research, three different tactics can be used. The first two 
are to use multiple sources of evidence, and to establish a chain of evidence during data 
collection. The third is to provide key informants to the case with the possibility to review a 
draft of the case report in order for them to correct and alter possible errors or 
misunderstanding. (Yin, 2003) Furthermore, Miles & Huberman (1994), express that 
external validity can be achieved if the findings of the study suggest that further research 
within the area of study can be made in a way where rich data can be collected and result in 
contributing conclusions. 
 
In this study, we will use “triangulation” in the form of interviews, observation and 
documentation in order to increase the construct validity of our study. Further, we will also 
send a letter in advance containing the issues that we are going to discuss, so that the 
respondents have time to prepare for the interviews and to avoid misunderstandings. In 
addition, the thesis supervisor will view the interview guide and observation checklist 
before the interviews to ensure that it is understandable and concerned about research 
questions. Finally, notes of the interviews will be taken to enhance the construct validity, 
minimizing the risk of missing important information. The external validity is in this study 
increased due to the fact that we will make analytical generalizations based on our findings.  
 
Reliability is defined as the measurement that demonstrates that the operations of a study 
have the ability to be repeated with the exact same results. If a later researcher follows the 
exact same method and investigates the same case or cases, he or she should come to the 
same results as in the first study. To do this the procedures followed in the case study must 
be carefully documented. (Yin, 2003) In addition, according to Yin (ibid.), it is good to 
have more than a single observer making the observation to increase the reliability of 
observational evidence. 
 
To increase the reliability of this study, the interview guide will be structured and carefully 
read. The same interview guide will be used during each interview in order to minimize the 
random errors. Interview records on MSN will be printed out and notes will be taken during 
the interviews by telephone in order to avoid any mistakes and to be sure that nothing was 
forgotten. The respondents in interviews are the persons in the companies that had most 
knowledge in the area. At the same time, they have rich experience in the related area. 
However, when interpreting the answers, the reliability would be affected negatively by 
personal interpretation or biases. In order to increase the reliability of the observations, both 
the researchers made observations of the company Web sites.  
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5 Data Presentation  
In the previous chapter, the methodology for this thesis was presented. In this chapter, the 
empirical data will be presented. Data was collected from the two case studies. Each case 
will be introduced with a minor introduction about the company, which is followed by a 
presentation of the data collected from the interviews and the documentation. Additionally, 
direct observation was conducted in the form of our observation of the Web site. Our 
observations will be included throughout the discussion of interviewees, which will be 
noted clearly so as to not confuse our observations with the thoughts of the interviewees.  
 
5.1 Case One: Lenovo 
Lenovo was found in 1984. After the emerging with the PC (Personal Computing) Division 
of IBM in 2005, the company have more than 19,000 people worldwide. Lenovo is an 
innovative, international technology company. The company’s executive headquarter is in 
Purchase, New York, USA with principal operations in Beijing, China, and Raleigh, North 
Carolina, USA and an enterprise sales organization worldwide. Lenovo is currently the No. 
3 largest PC product manufacturer worldwide and the No.1 in Chinese market. The 
company has more than 2000 partners. Today, two visionary companies are united under 
the Lenovo name. With Lenovo's landmark acquisition of IBM's Personal Computing 
Division in May 2005, the new Lenovo is a leader in the global PC market, with 
approximately $13 billion in annual revenue, and products serving enterprises and 
consumers the world over. Lenovo’s customers include both businesses, such as large 
enterprises and government, as well as individual consumers, such as family members. That 
is to say, the company is a business to business (B-2-B) and business to customer’s (B-2-C) 
company. In China, Lenovo commands more than one-third of the PC market covering all 
segments. Lenovo also has a broad and expanding product line encompassing mobile 
handsets, servers, peripherals and digital entertainment products for the Chinese market. In 
this case, we interviewed Chen Li (CL), the marketing manager in Wuhan, China. 
 
5.1.1 RQ1: How can the mix of online marketing communication tools be described? 
 
Online Advertising 
CL considers online advertising is the main online marketing communication tool they used 
because it can disseminate information to a large group of users quickly through Internet. It 
also can strengthen the brand and support the other online tools. Lenovo uses online 
advertising tool to advertise new products, sponsorship, sales promotion and new services. 
Lenovo uses these advertising tools: banners, pop-up, interstitials, e-mail, newspaper ads, 
URLs, ads in chat rooms, Internet video and online sponsorships.  
 
CL stated that the company uses banner ads and pop-up tools by putting advertising in 
other Web sites, especially on http://www.sina.com.cn/ because this Web site is one of the 
third populist Chinese entertainments Web site. They also put advertising on QQ, which is 

http://www.sina.com.cn/
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the populist chat room in China. However, CL stated that he did not agree to use pop-up 
often since pop-up ads are controversial. Many users object to this advertising method. 
Interstitials is used when Lenovo wants to introduce new products because it can let users’ 
pay attention for a short time while other content is loading. E-mail ads are frequently used 
because of its low cost and quickness. Lenovo send e-mail to users listed in mailing lists. 
He emphasized that e-mail list is seldom used by Lenovo now because users regard these 
mails as trash. Newspapers like ads are used on their own home pages. He recommended 
this tool because it is almost static. Uses can click on the picture to get more information. 
According to CL, URLs is a good advertising tool because it is for free. What is more, 
because Lenovo is well known in China, many search engines list their URL automatically. 
They submit their address mainly on Yahoo, Google and Baidu, which people can search it 
easily. Advertising in chat rooms is not important for them because people in chat rooms 
are not their main customers. They only advertise in QQ. Besides by listed tools, CL 
mentioned that they submit Web site link to other popular Web sites so that more users can 
know their Web site and products. As far as online sponsorship, CL admitted that it is one 
useful way to advertising products because users have many interests and activities. 
Potential users will get to know their company and products by visiting the Websites that 
they often to visit. The company strengthens its brand through sponsoring some biggest 
online events like national/international sports games. 
 
We observed from Lenovo’s Web site that advertising in Internet video is used to introduce 
their company and products, but Internet radio is not used. CL stated that the reason is that 
they think audio material as a media here is not effective for introducing the company and 
its product. However, the shortcoming of video clips is that the download speed is very 
slow. Therefore, not so many users have the patient to wait. 
 
Online Personal Selling 
According to CL, online personal selling is not used very often. He stated that Lenovo 
preferring using offline personal selling since most Chinese customers do not often buy 
some products such as computers online. Therefore, compared to online personal selling, 
traditional offline selling is more usable to create personal relations to the Chinese 
individual customers. Moreover, Lenovo cares more about face-to-face communication and 
direct feedback with the customers, online personal selling cannot satisfy their requirement.  
 
However, Lenovo uses videoconferences tool in their own 18 selling departments in China, 
especially when SARS infected in China. They rented the special line from Tele community 
and the conferences outcome is good. CL stated that they will consider using it with 
important agent in the future. Besides by our listed tools, CL mentioned that VoIP (Voice 
over Internet Protocol) telephone is begin to use by the company to communicate with the 
main agents. It saves a lot of money for the company. 
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Online Sales Promotion 
Regarding online sales promotion CL said that it is a useful online marketing 
communication tool. He mentioned that the company uses coupons, premiums, rebate and 
sampling as online sales promotion items. Coupons and premiums are put on their Web site 
or send by e-mail to customers. Customers only need to print them out and send to Lenovo. 
CL stated that the advantage of coupons is customers can get information of sales 
promotion easily from their Web sites. Furthermore, coupons are not limited by time and 
places. For example, customers can print out coupons at 3am in the morning at home, 
without waiting for the sellers in a certain place and time. Coupons save both money of 
time. The company provides some small gifts online to encourage online shopping and 
feedback from stakeholders. Further more, in order to encourage customers buying online, 
they use online rebate is used when consumers order and buy their products online. For 
example, when the consumer buys one PC online, he can get the rebate around 100RMB (It 
equals to 100kr). People who order online can get some rebate. All the activity is made in 
the Website of Lenovo Online Shopping. He also mentioned that the company allows users 
to download their software and prove it in some days. That is sampling online. As far as 
contests and sweepstakes, CL recommended that some computer game companies use 
online game contests to attract customers to visit their Websites and buy computer games. 
He does not recommend Lenovo to use it because of buyers and sellers’ marketing. The 
company does not need to abstract buyers from online contests and sweepstakes. On the 
contrary, when the competition in computers’ market becomes seriously, they abstract 
buyers by strengthening the brand.   
 
We observed from Lenovo’s Web site that the company also uses the other online sales 
promotion tools. The company uses collecting points to get gifs. For example, in order to 
encourage customers to buy printers, the company allows buyers to register as a member of 
a community according to products’ code. They get different points based on different type 
of products. The more points the member gets the more expensive gift he can get. The 
online activity period is two years.  
 
Online Public Relations 
CL listed a few components of online public relations in Lenovo. These are online press 
releases to publics, employee/member relations, community relations, financial/investor 
relations and industry relations. Different relation has different Web site and content. For 
example, the Web site for customers is about products information. However, the Web site 
for suppliers should include more detailed information, such as products’ code and name, 
transaction, quantity and price. Therefore, suppliers must have their own pin codes to enter. 
They do that in order to classify their stakeholders and prevent hector to tact on Internet. 
The company uses all online public relation tools. 
 
CL stated that the company puts press releases on their Web content to create awareness for 
a new product or project. Newsletter is used to broadcast about the recent activity of the 
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company, new product and the market, company sponsorship on different events, financial 
reports. With regard to employee/member relations, the company has an internal Website 
(Intranet) to create for internal communication, where for example information for the 
employees is presented. Employees have also some right to revise Website. For agents and 
suppliers, they can get the important information about products’ quantity, price, financial 
management and transportation. E-mail is used often to contact with employees, suppliers 
and the other stakeholders. Regarding community relations, CL said that the company uses 
community online to establish many different communities for different users. For example, 
they establish the separated community for sales people and buyers through forum, and 
discussion newsgroups. CL said newsgroups are used like a mailing list by internal 
stakeholders. Lenovo pays attention to online events. They has its own activities on the 
Website and encourage users participate. Among these tools to establish community online, 
CL said BBS is too old to be replaced by forum and newsgroups. Regarding financial 
relations, CL said that Lenovo has a good relation to the bank that they use and some part 
of payment is transacted through the Internet. As far as cooperate with other industry online 
such as the cooperation between Kodak, Lenovo encourage customers to print out photo 
took by Kodak camera, and put the photo on the Web site. The winner can get the airplane 
ticket to travel. This is also one example of online event. 
 
We observed that consumers could choose 16 Chinese banks to pay online. These banks 
telephone numbers are put on the Web site. Users can get more detailed information by 
calling these banks. 
 
Online Direct Marketing 
CL stated that the most frequent tool Lenovo used in online direct marketing is to send 
e-mail to consumers. Spamming is not used because it will only get negative outcome. 
According to CL, the other useful tool they used is computerized home shopping.  
Consumers and businesses order directly through the Internet. Products are divided based 
on three main types in terms of their scale: individual/home customers, small and medium 
enterprises/institutions and large enterprises/institutions. Prices are varied based on 
ordering quantities. Consumers must register to purchase online and trace their orders. They 
can choose either online payment or submit money through banks. Products are delivered 
after payment. He stated the advantages are saving time. The company can calculate 
products selling and circulation in advance, which help production plan and storage. The 
disadvantages of online home shopping are insecurity online payment. The company also 
needs to fulfill online shopping regulations. CL mentioned that direct response advertising 
is used. Consumers have immediate response when they find some information on Web 
sties. For example, when consumers need to use the coupon, they will fill in the coupon 
online immediately. The company uses Telemarketing on the Internet. The product or 
service information is available on the site with the corresponded telephone number. 
Customers only need to call and it is for free. CL said that home shopping networks are not 
used because Lenovo is an industry company, not a consumer company. Most individual 
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buyers prefer going to the shops to test their products and then buy it. CL stated that the 
company does not use Internet programs for online direct marketing because the investment 
for a program is big but the profit is small.  
 
We noticed that the company pays more attention on telemarketing online. They put 
purchase telephone number on the homepage. They have the call centre and call feedback 
on the certain time systems.  
 
Website as a marketing communication tool 
CL stated that the use of the Website was to obtain information for the customers, to show 
the products and to provide technical assistance. He thought that the Website could support 
existing customers, find new customers, and to provide online catalogues and customer 
service. Customers can also order products on-line. He concluded several advantages of the 
Website as a marketing communication tool such as (1) it is not controlled by time and 
places (2) it decreases the costs (3) it builds brands of products online (4) easier for the 
customers to find information and print it out (5) it can be used as online public relations 
vehicles to build good relationships. These advantages help to strengthen the products, the 
brand and to give customer service and support. However, he said that the usage of Website 
is very complicated. It is not good for the customers who are not good with using computer 
and surfing on Internet. 
 
Our observations of Lenovo’s Website are the company provides virtual catalogues and 
product demonstration. These are products catalogues, products searching, products 
comparison, price, technical specifications, product guide, online order forms and 
information printing. Different stakeholders can get information that they need. 
Furthermore, related links are provided at the Web site so the customers can look and get 
information on all the products on-line.  
 
CL agreed that Website provide functions as advertising, sales support, customer service, 
public relations and E-commerce. The advertising is put on the homepage everyday and 
changed frequently. He admitted that the Web site helped to increase the sales. Lots of 
orders are made directly from the order Website. It saved much time and money than using 
fax. He stated that newsgroups let customers to post their questions and get reply quickly. 
Different Web content to different public relations help stakeholders get the information 
that they need. Online order and payment on Web site for customers is a part of 
E-commerce. 
 
CL did not agree that Website is the single best advertisement on the Internet. He said 
advertising is an art. There are many forms of advertising. Different form has different 
effect. He also stated that advertising should be made both online and offline. Lenovo uses 
offline advertising to let customers know the company’s Website. For example, they put 
Website on brochures, package of products, gifts and newspaper. He did not either agree 
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that Website carry all sorts of sales promotions. He mentioned that the company did not use 
contests and sweepstakes as online sales promotions. 
Regarding to the Websites carry all sorts of sales promotions, CL does not agree it. He 
stated that the company emphasizes online sales promotion because individual customers 
are one of their important buyers. However, the company does not use contests and 
sweepstakes.  
 
As far as Web sites are designed to serve as public relations vehicles, CL stated that the 
content of Web sites serve for different stakeholders. Shareholders get performance and 
financial report; customers get useful information about products, promotion and resent 
news. Employees get almost all the information they want, such as employee 
accomplishments, employee benefits, employee directory and training materials. Suppliers 
and other business partners can check order lists from their own Website. Community 
knows activities of Lenovo from the news release on the homepage.  
 
CL considered that Websites would play a role of complementing both advertising and 
personal selling efforts. He explained that Lenovo has offices and shops worldwide. The 
company can not invest a lot of money on advertising and personal selling. Therefore, the 
company puts more energy on Web sites. Products on Websites like an international 
exhibition for buyers. Banners are used in other popular Web sites of different countries. 
Products and customers classification on Web sites help customers find what they want 
easier. He thought that the one-to-one communication through Web sites in some way plays 
the role of personal selling. Hence, he stated that Web sites play a role of complementing 
both advertising and personal selling.    
 
Regards to the Web site is something of a mix between direct selling and advertising, CL 
agreed it. He stated that the customers could purchase and trace their orders from the Web 
site. The Web site can also generate awareness, demonstrate the product and provide 
information. It does play a cost-effective role in the communication mix between direct 
selling and advertising. 
 
CL also agreed that Website is a complementary or a supplementary to the other 
communication tools. He considered that the Website was a complement to other 
communication tools and that it cannot replace any of the other online communication tools. 
He thought that the effect of Website is huge but still limited. The company still needs the 
other communication tools to promote the Website. Therefore, it could not replace any of 
the other communication tools.  
 
As a matter of fact, CL considered that the Website is a marketing communication tool. But 
the function of Website is very common. One reason is that although Internet is more and 
more popular in China, there are still some parts of consumers, especially middle-aged 
people, who are rejected to use Website. Many buyers are afraid to pay online because of 
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insecurity. However, CL admitted that Website helped the development of Lenovo. In the 
future, the company’s Website will have more functions and more mature. 
5.1.2 RQ2: How can the stakeholders be targeted and served online be described? 
 
The classification of primary social stakeholders  
CL regards primary stakeholders are those who are important to the company. He admitted 
that there are five kinds of primary stakeholders and the sequence is: shareholders/investors, 
customers, employees, suppliers and other business partners, and national/international 
communities. CL stated that shareholders/investors are the most important stakeholder 
group. It is decided by the property of Lenovo. Customers are the second largest group for 
Lenovo. Employees, suppliers/partners, national/international communities are also their 
primary stakeholders. CL did not think local community is their primary stakeholders 
because Lenovo is a large international company. It wants to establish a well-known brand 
within China and all over the world. 
 
Primary social stakeholders served on the Internet  
For financial and investor groups, the website offers company history, company objective 
and value, management information, performance/financial report. However, we noticed 
that Lenovo does not put SEC filling on the Web sites, in that it is business privacy. 
 
CL said customers are the second largest group served by the Internet. This public may visit 
the Web site to get useful information about products information, sales promotion, resent 
news and activities. He explained the company puts this information on Web site in that the 
customers may be interested in reading recent press releases to learn how the company is 
operating. They also like to read recent sales promotion activities and to compare similar 
products. He pointed that Lenovo divides customers as two parts: individual groups and 
business customers. Business customers are further divided into two subparts: 
small/medium companies and large institutions. Customers can get products information 
and service when they click into separated Web sites. The affiliate program is aimed to all 
customers to join in customers clubs and buy products. He said that the company pays 
attention to customer service and support on net. There is one Web site named “service and 
support”. Customers can get detailed products information, technical support, testimonials, 
order lists, and download some driver software. FAQ and other technical articles on Web 
site also help customers to solve their problem immediately. 
 
We observe that, in customer markets, the website of Lenovo mainly serve final consumers 
of its product. Lenovo classifies its customers into three main types in terms of their scale. 
These three types are: individual/home customers, small and medium 
enterprises/institutions (less than 1500 employees), and large enterprises/institutions (over 
1500 employees). Different consumers get information directly from the classification 
layout. For example, store locators are only for industrial customers. 
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As far as employees, CL stated that Lenovo pay much attention to employees. There is a 
Web site only for Lenovo’s employees. Employees can get almost all the information they 
want, such as employee accomplishments, employee benefits, employee directory, 
company information, and training materials. He said that they have their own homepage 
and e-mail address through Intranet. They can also exchange successful working experience 
from forums. 
 
We observe from the Website that, for employees and prospective employees, the website 
offer them the information of current vacancies and the function of searching vacancies in 
terms of different categories of jobs and geological position of jobs. 
 
CL stated that suppliers and other business partners have their own Website. They need user 
names and passwords to enter. He explained that this Website is totally different from the 
Website for individual consumers. For individual consumers, they only need to know about 
products and build up buying agreements. However, for suppliers, they need to know about 
detailed information such as new-product information, products’ code and name, 
transaction, quantity, price, supplier system and time. Different suppliers have different 
rights to check the information. It depends on how important the suppliers are. 
 
At last, CL admitted that Lenovo does not cooperate with local communities. He stated that 
because Lenovo is a well-known company in Asia, the company cooperates with national 
and international communities, such as the International Olympic Committee (IOC). For 
example, the company will support Olympic game in 2008, which will be held in Beijing.  
 
We notice that the company puts the news release about their public relation with IOC on 
the homepage so that people can see it at the first sight. The company has already 
sponsored the Olympic Winter Games in Turin. More over, the employment opportunities 
are looking for educated people all over the world. There are also some links with 
partnership.  
 
Regarding to promote services via online communication, CL stated that the company 
divided Internet into intranet, extranet and websites. They have different domains and web 
addresses. Firewall is used to create secure environment. Intranets are used to communicate 
with internal stakeholders. They are shareholders/investors and employees/managers. At the 
same time, the company uses extranets to communicate with suppliers, some business 
partners and industrial customers. For example, http://agent.lenovo.com/logon.asp, this 
Website is extranet, which is only for agent and business partners. Other stakeholders can 
not visit intranets and extranets because they do not have authority. Websites serve for all 
stakeholders. Individual customers, communities and other stakeholders can visit websites 
and get useful information. They can also register and type information through Web forms. 
CL explained that once a user has provided information, the site can build relationship by 
personalizing the page on subsequent visits or by sending personalized e-mail. It shows that 

http://agent.lenovo.com/logon.asp
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the company knows whom its stakeholders are and are taking care of their needs. Regards 
to build communities, CL stated that they are built through newsgroups and forums. Only 
internal stakeholders can use newsgroups. Forums are served for all stakeholders. He 
mentioned that shareholders are not served by chats because they do not have time. E-mail 
is used for all stakeholders. Outgoing e-mail is gotten from computer database. The 
company sends e-mail regularly according to database of e-mail addresses. Incoming e-mail 
is gotten from customers’ feedback. He admitted that e-mail help the company to serve 
stakeholders and build relationships with them.  
 
The Function of Web Sites served to targeted stakeholders  
Provide information 
Regarding to the function of Web site on stakeholders, CL agreed that the main function is 
to provide general and useful information to all kinds of stakeholders. This general 
information is about Lenovo news, innovation, social activities, problem solution, training, 
employment and the news in the related industry. Its visitors are all stakeholders 
 
He further stated that the main information is about the company and products. News 
releases, sales activities, online purchase and exhibitions are also put on Web sites and 
renewed frequently. The objective is to let stakeholders know what is going on with the 
company’s operation. He stated that the more information stakeholders get from Web sites, 
the better relationship will be established between the company and stakeholders. The 
reason is because stakeholders think that Lenovo cares about them and they can give 
feedback to Lenovo. However, according to CL, different stakeholders have different 
authority to visit this information. For some important or private information, they should 
register to log in. The aim is to protect business security. 
 
We observed from their Web sites that the information about different products and how to 
purchase them is very clear. For products information, the Web site offers detailed 
introduction to consumers and technical specification of each product. Consumers can find 
the product they want through product search engine. Products guide function helps 
consumers find the right product. The product comparison function allows consumer to 
compare the technical specification and price of different products. Users can purchase 
products either directly from the Website or from other offline channels. The contact 
information for consumers are given by the Web site, which includes the address and 
telephone number of the wholesalers/retailers. The flow of information is from the 
company to the users. This information is friendly and useful. 
 
As far as information collection and market research, CL sated that it is a beneficial 
function to the company itself. The company can get a lot of information from stakeholders. 
He explained that they can collect much information is because the company has a good 
relationship with their stakeholders. The company encourages stakeholders to provide more 
information from different kind of ways, such as giving small gifts, online promotion and 
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community. Another reason that they can get much information is because individual 
customers have more time to do questionnaire online. They are also happy to get small gifts 
if they provide useful information. Most information from stakeholders is gotten from 
e-mail and online community. The others are gotten from registration, online purchase and 
site feedback. All the information transferred from stakeholders help Lenovo improve 
products, services and cooperation with these stakeholders. The flow is from the users to 
the company. However, he admitted that customers’ information is not easy to get, 
especially the newest one. They have to encourage and push them.  
 
Customer service and support online 
Regards to customer service, CL stated that they use FAQ, Online products demonstrations, 
download and upgrade related drivers and applications, chat rooms, shopping help service, 
and product maintenance. FAQ is a main way to provide customer service because FAQ 
answers the common problems. A list of FAQ solves some of users’ problems and save their 
time. He told us the click rate of FAQ is very high. Another main way to help customers is 
to allow them download and upgrade related software and files. Users need them to run the 
products. Shopping help service let customers purchase online easily. CL stated that the 
company provides different kinds of chat rooms. The chat room for customers is to help 
them get more information from other customers and communicate with each other. The 
chat room for employees is to enhance their morale and let them exchange working 
experience. 
 
As far as to customer support, CL said they have problems diagnosis through 
troubleshooting. They have also call-u-back support, e-mail link to technical team, phone 
lists, and price quotation. Troubleshooting helps users’ diagnosis problem. Call-u back 
support can let customers get feedback in 24 hours. Price quotation is the support to 
suppliers and partners. In short, all these services and customer support on Web sites help to 
build online customer loyalty. 
 
We noticed that customers’ service and support on Web sites is well done by Lenovo. It can 
be divided into 3 types. They are standard service, self-help service and knowledge base 
service. Standard service includes service policy, service contact information, and service 
hotline. Self-help service let user registrant/log in, driver/update/application download, 
consulting and service history/record. “Find my product” helps customers find the 
information of the product they have bought. Knowledge base service includes FAQ, users’ 
guides/manuals, and other technical articles.  
 
Create close relationships 
Regarding to Web sites creates and administers close relationships with customers and 
other publics, CL stated that Web sites only help to build closer relationships with them. He 
considered that the closed relationships for the company are built through offline or from 
other online marketing communication tools such as e-mail and MSN. The reason is that 
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Web sites cannot give immediate and consistent feedback between the company and 
stakeholders. The other reason is that some problems of users, especially problems about 
computers, cannot be solved online. The technical employees should check the problems by 
themselves. However, CL still admitted that Web sites help to build customer relationships 
in the other ways, such as useful information, service and support. 
 
The company establishes customer database from their registration. With customer 
database, the company can trace these customers based on customer database. Through 
renewing Web sites frequently and building online community on Web sites, it makes the 
number of customers to use the site and keep returning to know what is going on about the 
company. Therefore Web sites enhance customer loyalty. Active Web sites content and 
online sales promotions keep customers returning to make purchases.  
 
Provide communicational platform 
Regarding one-way communication, CL explained that the company publishes online 
information about its products/services and basic information about itself. At the same time, 
the company can get stakeholders’ information from Website. From his point of view, the 
information flowing from company to customers is almost the same as the information 
flowing from the stakeholders to the company. They belong to one-way communication, 
which is mono-directional simple communication. CL recommended that the obvious 
outcome on Web site is two-way communication because of the classification of products 
and customers. Different customers can click into the separated Web sites to get all the 
information they need. The sites provide forums for real-time two-way communication. He 
mentioned the other ways such as BBS, online clubs and newsgroups are also used in Web 
sites. For example, online clubs are divided according to different customers, such as 
computer users or printer users. FAQ and technical articles are also divided based on 
different products and problems. All these help to improve two-way communication. The 
company can get users response and collect specific information through these Web sites. 
However, he mentioned that as the company has different stakeholders. Each stakeholder 
can be divided into several types, which depends on the products demand and purchase 
quantity. The exact two-way communication or bi-directional mature communication is 
hard to fulfill.  
 
As far as improving communication amongst stakeholders, CL admitted that improving 
communication to them is another main function of the Web site. He states that Lenovo 
strengthens to communicate with all kinds of stakeholders and tries to get their feedback. 
Communication is improved through many ways. For example, through Web forms, the 
company can get users’ information and build a list of customer information according to it. 
Then the company will choose the most important users and contact with them frequently. 
In addition, he stated that the Web sites help to improve communication with customers 
through FAQ, virtual catalogues, text about products introduction, technical articles and 
online community.  
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We observe that they have Web sites for different countries, such as in Japan, Korea, 
Sweden, France and Italy. The Web site in different countries is written with different 
language so that more customers can understand and give feedback. We considered that not 
so many companies could have Web sites with so many different languages. It makes 
facility for customers who do not understand English. Therefore communication between 
Lenovo and customers from different countries is fully achieved. 
 
CL states that the company can get online feedback from stakeholders. Employees and 
individual customers are the main stakeholders who give feedback online. Shareholders and 
community are the most inactive part to give feedback. He said that employees are eager to 
give feedback and express their idea to the company because they regard the company as 
their own business. Putting their articles or opinions on newsgroups, forums and clubs 
shows this. Individual customers want to give feedback so that they can get more 
information about the company and products. They will also want to get some benefits 
from feedback. For example, when they fill questionnaire online, they can get a small gift 
from Lenovo. It can not only encourage customer’s activity to give feedback, but improve 
their communication and customer’s loyalty. Individual customers give feedback through 
registering Web forms, filling coupons, submitting questions, answer questionnaires, and 
ordering products on Web sites. However, not all customers give feedback and the active 
customers do not give feedback to everything. They are active to give feedback on products 
usage and experience. For example, they are active to give feedback when it comes to after 
sales service and user experience. On the contrary, they are inactive to give feedback of 
promotional information such as advertising and sales promotion. The reason is that users 
concern more about products’ function and service than advertisements. Suppliers and other 
business partners only give feedback when they quote prices and order products online. 
According to CL, other stakeholders prefer using e-mail or offline communication, such as 
face-to-face communication or telephone instead of using Web sites, to give their feedback. 
He considered the reason is that they maybe feel these tools are more formal and private 
than Web sites to give feedback.  
 
5.2 Case Two: Huawei-3com 
Huawei-3com is a leading IP networking company in China. Its headquartered is located in 
Hong Kong, China. The company has 3500 employees in Hong Kong headquarter. R&D 
centres in Beijing, Hang Zhou, and Shenzhen. Huawei-3com provides its customers a full 
range of networking products and solutions including enterprise routers, switches, security, 
SOHO products, Voice/Video products and wireless LAN. Huawei-3com was founded in 
2003 as a joint venture by Huawei Co., Ltd, the largest network hardware manufacturer in 
china and 3com Corporation, the industrial giant from U.S to benefits from Huawei's broad 
portfolio of enterprise networking products as well as its leading brand position in the 
Chinese market. In addition, it benefits from 3com's product innovation, global brand 
strength and extensive network of channel partners worldwide. Huawei-3Com aims to 
achieve worldwide IP networking market leadership by providing global customers with a 
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full range of networking products and solutions and fast, responsive and customized 
product development to meet the exact requirements of its partners and customers. Pan 
Chunyi, (Miss Pan) who is the marketing manager of Huawei-3com, Zhen Junyan, (ZJY) 
who is the vice general manager of Huawei-3com and Chen Ji, (CJ) who is the vice general 
manager of Credinet, Co., LTD were interviewed. It should be noted that Credinet 
constructed the website www.huawei-3com.com.cn for Huawei-3com. 
 
5.2.1 RQ1: How can the mix of online marketing communication tools be described? 
     
Online advertising  
All respondents consider online advertising is used frequently since it is the most effective 
way that users will know the company. The respondents told us that among the online 
advertising tools, Huawei-3com is using the following tools: banners, Newspaper/like 
standardized ads, Interstitials and Pop-Ups, Search Engines optimizing and keywords 
(URLs), e-mail and online sponsorship; in addition, some other advertising tools not in our 
list are also used.    
 
All respondents state that Huawei-3com is using banner online advertisement on various 
third part websites, including not only IT technology and marketing related ones, such as 
www.zol.com.cn, www.computerworld.com.cn, but also some general portal websites like 
www.sina.com.cn, www.sohu.com, etc. The content of banners usually is about the release 
of new products, sales promotions and the brand/company image. These banners include 
both static JPG images and GIF/Flash animation; most are placed either on the top of the 
web pages, or in the middle position. In most cases, these banners are linked to the related 
pages on Huawei-3com’s own website. When users click on the banners, they will be 
navigated to the pages on www.huawei-3com.cn. The sizes of the banners mostly are 
decided by the target screen resolution. Most banners are 776X90 pixels full size banners. It 
is to grab the eyeballs of users to fit the 1024*768 screen resolution used by most users. 
 
According to respondents, the way Huawei-3com uses Newspaper-Like Standardized Ads is 
quite similar to the way it uses banners. They are used for various purposes, in both static 
and animation forms. Miss Pan said that compare to banners, newspaper ads are more 
flexible. Newspaper-Like Standardized Ads used by Huawei-3com has different sizes and 
are placed on different positions all over the pages, which depend on the specific page and 
the purpose of the ads. 
 
Miss Pan further stated that the biggest problem of Interstitials or Pop-Ups is in many cases 
the users will think they are very annoying, especially when they have obstructed users 
“normal surfing”. But they are one of effective ways of grabbing eyeballs. Therefore they 
are very cautious when using them. According to all respondents, Huawei-3com uses 
modest Interstitials or Pop-Ups, which means the interstitials usually occupies only half of 
the page spaces and never stand in front of the buttons or the page content to avoid 

http://www.huawei-3com.com.cn
http://www.zol.com.cn
http://www.computerworld.com.cn
http://www.sina.com.cn
http://www.sohu.com
http://www.huawei-3com.cn
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disturbing users. The pop-ups are usually small and medium size, and easy to close. 
Animations and sound are used to strengthen the attraction of the interstitials and pop-ups.  
CJ stated that Huawei-3com uses search engine (URLs) optimizing mostly for Google and 
Baidu, which is a very popular search engine focuses on online Chinese language search. 
The company has optimized the pages design on their own website to enable it to be found 
by search engines as easy as possible. The company has also bought the Google Ad Words 
service for some keywords related to its main products, such as router and switch, to enable 
Internet users find about its product information more easily.  
 
Miss Pan stated that E-mail is also used as an advertising tool. Huawei-3com sent 
customers the ads of new products by e-mails. All the customers are carefully selected from 
users’ database.  
 
According to the respondents, Huawei-3com sponsors education and entertainment such as 
online chess tournaments. The advertisements of Huawei-3com appear on these event, the 
company’s website and the websites of these events are interlinked. This sponsorship not 
only worked as effective advertisements but also helped to improve the company’s public 
relationship. 
 
With the statement of all respondents and our observation from Internet, Huawei-3com has 
also used some other ways as online advertising, which are not listed by the previous 
theories. They are: 
 
Online surveys are used in related areas on the third websites, which can not only gather 
useful information, but also increase well-known effects. 
 
Huawei-com releases recruiting information on major third party recruiting websites such 
as www.51job.com, www.zhaopin.com not only for finding new employees, but also as a 
“soft ad” of company and brand image. Because it believes releasing, such information 
enables readers know the companies and its products better. 
 
As far as why the company does not use other online advertising tools like advertising in 
chat rooms, respondents explained that their main customers are business customers, not 
individual customers. They seldom visit chat rooms because they do not have time to chat 
online.  
 
Online Personal Selling 
According to all respondents, online personal selling such as videoconference is not 
officially used by Huawei-3com, but the sales persons sometimes use videoconference 
when they are contacting clients. Miss Pan said that the company considers 
videoconference as an effective way of strengthening the clients’ trust, because compares to 
email and telephone. It is more similar to the traditional face-to-face communication. 

http://www.51job.com
http://www.zhaopin.com
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People can see each other and interact in real time. She further stated that the use of online 
personal selling is decided not only by the company’s policy, but the clients’ situation as 
well. It is because not all customers have the required hardware in their offices and it is not 
allowed in all companies. Therefore, Huawei-3com uses online personal selling only when 
both sides are glad to use them. It is usually be used between the sales persons and their 
long-time customers. As to virtual exhibitions, Miss pan stated Huawei-3com does not use 
it because the company’s products are not consumer products for which appearance is very 
important; in stead, the most important thing for the products is the technical feature, which 
can not be demonstrated by virtual exhibitions. She admitted that offline personal selling is 
still used in a large extent by the company because it is easier to communicate with 
customers face-to-face and it has a better result than online personal selling. 
 
Online Promotion 
All respondents thought that the main online promotion tool adopted by huawei-3com is 
online coupon. The company offers “e-coupons” to the visitors of its own website, but it 
also uses “e-coupons” on some other third party online websites. These coupons are mostly 
for home and individual products. Customer can get a rebate when they get the online 
coupons and purchase the related products at some online vendors. Miss Pan thought that 
these products for homes and individual customers are not playing important roles in our 
product line currently. 
 
All respondents considered that the company does not need to use the other online 
promotion tools. They thought that the company has not online ordering business. Hence, 
they need not online rebate. The products need not sell by contests and sweepstakes. What 
is more, their products are hardware, which decide that they need not use product sampling. 
 
Online Public Relation 
From the point of respondents, Huawei-3com regards the Internet is a very important and 
effective tool of public relation. It mainly uses the following online public relation tools: 
e-mail, online forum, newsletters and web content. All responders considered that these 
tools are very important online communication tools. They are not only used for public 
relation, but for many other uses. 
 
E-mail becomes one of the most important and frequently used online public relation tools 
for Huawei-3com. All respondents considered that because of its prevalence and low cost 
They explained that employees from different parts of the company use e-mail to 
communicate with the public and the stakeholders of the company. 
 
For public relation, the company has set up an online community and forums to internal 
employees, external partners/vendors, customers’ media and any other interested users. The 
users of the forum discuss a wide range of topics including public relation related issues. 
The company, through its employees interacts with other users, answer question, deliver 
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different material, etc. They stated that forum is a very effective supplement. Its multi-way 
communication feature is very unique compare to other communication tools. People can 
discuss all kinds of things here and everybody can see the topic and join the discussion. It is 
such an interesting and useful thing. They believe there are still other uses yet to be found. 
In addition, from our observation, the company does not divide BBS, online community, 
newsgroup and forum. Miss Pan explained that in fact they have been using newsgroups 
and BBS for online PR, but their place were taken by online forum since the latter is similar 
to them, but technically more advanced and easy to use for visitors.  
 
All respondents stated that the company regularly releases newsletters on its web site, 
which includes newsletter of the company, the products, the market, etc. They are also sent 
in the form of e-mail to the receivers such as Medias, business partners, and the 
government offices.  
 
Web content is used to put on the newest information and press releases. They stated that 
the Web content is divided into internal Website, external Websites, and the Website for 
general visitors. 
 
Online direct marketing 
According to the respondents, Huawei-3com uses the modest and limited scale of online 
direct marketing, which is mainly direct e-mail. They explained that the main concern when 
using these e-mails is avoided to be offensive and become spam/junk mail. The receivers 
include customer or potential customers, which has been carefully selected in their database, 
and some retailers/wholesalers. All the receivers have bought out products before all have 
signed in on their Website and they all agree to receive these e-mails. Most of these e-mails 
are about those for home/individual use, therefore they are not playing important role in 
marketing Huawei-3com’s products. They stated that spamming is not used because 
customers are against it. The other tools are not used because the company’s main 
customers are business customers, which mean that they purchase products mainly through 
personal selling, not through online shopping or online ordering. 
 
Website as a marketing communication tools 
All the respondents agreed that website is very important for the company’s marketing 
communication. According Miss Pan, the website is used to strengthen the company’s 
products and brand both nationally and internationally. “Using the website for marketing 
communication has not only cut the cost, but also provided us many new ways of 
marketing communication which are more effective than traditional ones.” The respondents 
regarded the company’s website as a mix of the following marketing communication tools 
among the previous theory: 
 
All respondents agreed that the Website provide functions as advertising, sales support, 
customer service, public relations and E-commerce. To use the website as advertising tool, 
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Huawei-3com uses banners, buttons, pop-ups, newspaper like ads. The ad information is 
similar to the information on third party websites, including the ads for new products, 
promotions news, event sponsorship, and brand/company image. The forms of ads include 
static images, gif/flash animation and video clips. All respondents considered the company 
uses online coupons as online promotion tools and therefore it increases the selling 
quantities in some extent. According to CJ, the website is one of its most important 
customer service tools for the company. The company has all kinds of customer service 
related information on its website, such as product manual, software download, trouble 
shooting, FAQ. She said that it saves money and time for both the company and the 
customers. For example, in many cases when the customers need help, they just visit the 
website and use the search function, and then they can find the solutions easily.   
 
The respondents did not agree that for Huawei-3com, website is the single best 
advertisement on the Internet because the advertisement on the Website is only one way to 
let customers know the company and products. The company uses many other 
advertisements both online and offline. CJ said that the best way to advertise is from 
advertising on technical newspaper. Because their products are high technical networking 
products, advertisement on these newspapers is the best way to let people know it. 
 
As to Web site can carry all sorts of sales promotions, the respondents do not agree this 
theory. They stated that the company only uses e-coupon to promote their products. They 
do not use sales promotions to increase sales because their main customers are big buyers 
from companies or government. 
 
Concerning Web sites as public relations vehicles, Miss Pan agreed that Huawei-3com uses 
the website as public relation tool mainly by releasing public relations related information. 
First, newsletters are released on the website, including company news, product news, 
market news, and the company’s media coverage. Further information includes the 
company magazine download and subscription by e-mail, online sample of advertises of the 
company and its products.  
 
All respondents considered that Websites would play a role of complementing both 
advertising and personal selling efforts. They explained that the Web sites help the 
company to strengthen their products. More and more consumers know their products from 
the Web site and begin to become their faithful users now. However, they stated that the 
function of personal selling on Websites is not as effective as offline personal selling 
because their products are high-tech. It is easier to persuade customers to buy it through 
face-to-face than online. 
 
All respondents regarded that the Web can be something of a mix between direct selling 
and advertising. However, they thought direct selling on Website is not obvious for the 
company because there is not online booking on Web site. All they do is to send e-mail to 
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increase sales. Therefore, the Web site works obvious in advertising but week in direct 
selling online. 
 
As to the website’s role as a supplementary of another online marketing communication 
tools, all respondents considered that Websites would play a role of complementing for 
advertising. They explained that Websites help the company to strengthen the effectiveness 
of their products. Miss Pan said the found that advertisement on traditional medias such as 
newspaper and magazines are good at drawing people’s attention on the products, but if 
people want some further detailed information, the website would be the best complement 
for them because the website can provided the detailed information in a very convenient 
and cheap way which is impossible for any other medias. The company also believes the 
website not only provides the customers what they want to know about the company’s 
products or marketing activities, but the confidence on the company and its products. They 
said that when customers visited the company’s website, they can easily find any 
information about the company and its products. They will certainly trust the company 
more than before. However, they stated that the function of personal selling on Websites is 
not as effective as offline personal selling.   
 
5.2.2 RQ2: How can the stakeholders be targeted and served online be described? 
 
The classification of primary social stakeholders  
All responds admitted that those who can bring profit and expand company’s business. That 
is to say, the company wants to build a long-term relationship with them. There are general 
five kinds of primary stakeholders. In terms of the sequence of its most important (primary) 
stakeholders stated by the respondents is: customers, shareholders/investors, employees 
(current and prospective), the company’s partners (including suppliers, distributors, and 
other companies cooperating with Huawei-3com on research/development and marketing) 
and national communities.   
 
Primary social stakeholders served on the Internet  
All respondents considered that customers are the largest group served by the Internet. Its 
customers are divided into two parts: individual and industrial customers. Industrial 
customers are larger and more important than individual customers. They stated that the 
company uses Internet to offer them general and useful information, which help to serve 
them, improve communications and relationships. They stated that the website offers 
customers product information, education, support/service, online events and contact 
information. In the online forum, customers can not only get useful information, but also 
interact with the company and other users. Sometimes activities, such as sales promotion, 
are also put on websites to inform customers, but such promotion is not a major concern for 
the website. The affiliate program is only used to encourage industrial customers to join in. 
There are no store locators on website because they have no online shopping service. 
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For shareholders/investors, the respondents said that the main way of serving 
shareholders/investors on Internet is to use the website to offer them useful information 
including financial report, management changes, company activities, and some other 
information including market information, company history and objective.  
 
As to employees, they stated that the main way of serving them is through some more 
interactions like e-mail, online community and online chatting. This is to share information, 
get feedback and improve communication between the company and the employees. For 
current employees, the company provide them company news, and statistics of employees’ 
working performance, and some training materials. Each employee has his or her own 
personal web page on which they can see the above-mentioned information in private. 
Technical forums are used for employees to learn more knowledge. For prospective 
employees, the most important way is the job vacancies and the company’s policies. Search 
function is provided to help prospective employees finding vacancies. They concluded that 
Website offers company news, management information, market information, product 
information, personal accomplishment statistics and job vacancies to employees.  
 
For partners, all respondents stated that suppliers and other business partners have their 
own website, which need authority to enter. The website offers them information about 
company news, product information, technical support/service and promotions. Training 
and training partners are also served through Internet. 
 
At last, all respondents stated that the company serves for not only the local communities, 
but also the national community. The website offers national communities company news, 
press information and company policies.  
 
Regarding to promote services via online communication, the respondents stated that the 
company uses the following online methods for the communication between the company 
and its stakeholders: 
 
Intranet is used for sharing information with internal stakeholders, mainly employees and 
getting feedbacks. Extranet is used for sharing information and interacting with partners 
and training receivers. Individual customers are not served by extranet because they do not 
purchase online. Website is used for all stakeholders. They explained that the intranet, 
extranet and website are integrated into one website, but different rights are assigned to 
different user (stakeholder) groups. For example, employees are able to visit internal 
website and general website. Partners can visit external website and general website, while 
training receivers can only visit a part of external website. The other stakeholders can only 
visit the general website. Integrating the intranet, extranet and website can save time and 
money. As to online chatting, they stated that Huawei-3com does not use online chat room 
to communicate with stakeholders, instead, some instant messenger soft wares such as 
MSN messenger and QQ are used for the communication between the company and its 
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customers/ partners/employees, as well as between stakeholders. The respondents said that 
the reason they choose instant messenger software instead of chat room is they are more 
flexible and safer, and have much more useful functions such as audio/video conversation 
and file transferring. Technical forums are used to build community. It serves employees, 
customers and partners. E-mail is used to communicate with all stakeholders. They 
establish e-mail database and send personalized e-mail to users and get feedback. It helps 
the company to promote services. 
 
The Function of Web Sties served to targeted stakeholders 
Provide information 
All respondents agreed that the main function of Web sites is to provide general and useful 
information. They are company news, technology, careers, and social activities. This 
general information is provided to all stakeholders. The aim is to introduce itself and let 
more users know the company.  
 
They further stated that the main information is about the company’s image and products. 
We observed from their Web sites that the company provides important information about 
products and the knowledge to use their products and solve some problems. These useful 
information are documentations and manuals of products; Driver/application update and 
download; Examples of configuration of customer-defined products; Product Matrix lists 
all product matrix documents, which detail the version compatibility information among the 
hardware, software, and network management of each product. They explained that these 
information help stakeholders know about the company and products. However, this 
information is not face to all stakeholders. For the important or business technical 
information, only those stakeholders who have authority can see it. 
 
They also recommended that information collected from stakeholders to the company is one 
function of Websites. This information is gotten through e-mail, registration, forum, 
training, contacts and feedback. It helps the company know more about the industry and 
their stakeholders. Therefore, they can provide better products and services. The market 
segmentation is more clearly after they get information about their stakeholders. However, 
the company can not get as much information as they need. Most partners do not want to 
tell more information to the company because they worry about letting out business 
security.     
 
Customer service and support online 
All respondents also agree customer service and support is a very important function on 
stakeholders. As customers are the main stakeholders for the company, Huawei-3com 
always tries to provide them the best service and support on website, said Miss Pan. As 
mentioned previously, all kinds off customer service information can be found on the 
website: FAQ, products demonstrations, user manual, driver and application update 
download, technical and service bulletin, product maintenance, case management system 
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and virus protections. Case management system helps customers to contact Huawei-3com’s 
technical experts to solve their problems. FAQ is the collection of frequently asked 
questions. Products demonstrations are put on websites to teach stakeholders how to test 
products. Knowledge base is the database of all the information about the products. The 
customers can easily find all the related information of a specific product by searching in 
the knowledge. Virus Protection is suggestions and instructions on virus protection 
provided by technical experts. Product Maintenance is the maintenance and replacement 
information of Huawei-3Com products. The problems will be treated as individual cases 
and customers can query the progress of the problem solving by the system.  
 
Different methods of customer support can also be found on the website. The contact 
information of customer support e-mail and telephone list is placed in the well-marked 
place, which makes it easily to find. Troubleshooting is the solutions of problems faced by 
customers. Technical Forum helps not only the customers and huawei-3com’s 
technical/service team but also the dealers and all other interested users to be able to 
exchange information and help each other. Furthermore, customer can easily find the team 
to solve their problems through contact information of Huawei-3com’s technical and 
service team. 
 
Create close relationships 
Regarding to Web sites creates and administers close relationships with customers and 
other publics, all respondents stated that the Web sites can not create the close relationships 
with customers and other publics. However, it can help to service customers that in some 
hand build customer relationships and get the customers loyalty.  
 
The company establishes customer database from their registration, technical forums and 
email about questions. With customer database, the company can trace these customers and 
build customer relationship. Customers feel that Huawei-3com cares not only before sales, 
but also after sales. Therefore, customer database enhances customers’ loyalty.  
 
Provide communicational platform 
The Website put some general information about the introduction of Huawei-3com and 
their products. All respondents agreed that this is one-way communication from company to 
customers. At the same time, stakeholders give their information through e-mail and forums. 
However, they thought that the information flowing from company to customers is larger 
than the information flowing from the stakeholders to the company. All respondents 
admitted that two-way communication is the function on Web site. The sites have forums, 
BBS, online chatting and service support, which classified Web content and help 
stakeholders get information that they need. For example, in the Web site of maintained 
products, the products are divided into different types according to products function. Each 
information suits for different customers. However, the respondents noted that two-way 
communication is not the main function on Web site because their business customers do 
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not have time to answer questionnaires. They do not want to let out business security from 
chat rooms either. Respondents admitted that there have lots of things need to be improved. 
As to improve communication amongst stakeholders, all stakeholders noted that the Web 
sites have this function. They stated that through Q&A (question and answer) and case 
management system, customers can ask questions and get answer from Website. Further 
more, customer database help the companies get to know and trace their users. Employees 
communicate through forum and newsgroups. We observe from the Website that it provides 
three main languages: Chinese, English and Japanese to improve communication with 
customers in different location. All of the above let the company improve communication 
amongst stakeholders. However, the respondents stated that improve communication is not 
the main function of the Web site because the stakeholders prefer using e-mail and offline 
communication tools. 
 
As far as feedback on Website, the stakeholders agreed that the Website has this function, 
but it is not obvious. They stated that they get users’ feedback from Q&A, case 
management system and forums. They can also get feedback when users register Web 
forms or fill e-coupons. However, they stated that there are some limitations. They can only 
get feedback from some individual customers, such as SOHO customer, and employees on 
Website. The other stakeholders and business customers like to use e-mail and other offline 
communication tools.  
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6. Data Analysis 
In the previous chapter, the empirical data for this thesis was presented. This chapter 
contains the analysis of the collected data in order to be able to draw conclusions in the 
next chapter. Miles and Huberman (1994) state that analysis of qualitative data can be 
organized into three stages. The first stage is to reduce the collected data by conducting a 
within-case analysis, then the second stage is to display the data, which is done in a 
cross-case analysis, and finally the third stage is to draw conclusions. The conclusions are 
presented in the last chapter. These steps allow us to discover patterns and commenting on 
these patterns, to draw conclusions.  
 
To begin, a within-case analysis will be conducted for each of the case studies by 
comparing the empirical data presented in chapter five with the conceptual framework 
presented in chapter two. This allows us to organize and to reduce the data. Thereafter, the 
data for each research question will be displayed through a cross-case analysis, where the 
two case studies are compared with each other to find similarities and differences.  
 
6.1 Within-Case Analysis 
In this first section, the empirical data from both two companies presented in chapter five 
will be analyzed against the previous research in chapter two. The analysis will be 
displayed in the order of the research questions, starting with online marketing tools, then 
stakeholders. 
 
6.1.1 Research Questions 1: How can the mix of online marketing communication 
tools be described? 
 
Online Advertising 
Turban et al. (2004) listed that most notable online advertising tools could include banners, 
pop-ups (and pop-unders), Interstitials, e-mails, Newspaper-Like Standardized Ads, URLs, 
Advertising in Chat Rooms, Internet radio/television, advertorial, domain name, etc. Using 
sponsorships as advertising tool is mentioned by Strauss & Frost (1999). 
 
Lenovo: Online advertising is the main online marketing communication tool in Lenovo’s 
line of business and is used in a large extent. The tools used within online adverting are 
banners, pop-ups (and pop-unders), interstitials, e-mails, newspaper-like standardized ads, 
URLs, advertising in chat rooms, Internet radio and online sponsorships. Lenovo puts 
advertising in other Web sites. They used pop-up before but they do not recommend this 
tool because it is controversial. Interstitials is used to introduce new products. E-mail ads 
are used frequently. Newspaper ads are used on their own home pages. URL is submitted 
mainly on Yahoo, Google and Baidu. Advertising in Chat Rooms is only used in QQ. They 
submit Web site link to other popular Web sites so that more users can know their Web site 
and products. Advertising in radio is used to introduce their company and products. The 
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company does not use advertorial and domain name as advertising tools because it is 
unimportant. In addition, the company uses online sponsorship to strengthen its brand. The 
way Lenovo uses online advertising tools agrees with eight of the ten items listed by 
Turban et al. (2004) and online sponsorships listed by Strauss & Frost (1999) 
 
Huawei-3com: Online advertising is very important for Huawei-3com and it is used 
frequently. The tools used within online advertising are banners, pop-ups, interstitials, 
newspaper-like standardized ads, URLs, e-mail, online surveys, online sponsorship and 
online recruiting information. Banners are used in the third and general portal Websites. 
Newspaper ads are used like banners. Pop-up and interstitials are used cautious. URLs are 
used mostly for Google and Baidu. E-mail is sent to customers on the database. Online 
surveys are used on the third Websites. Huawei-3com uses online sponsorship to sponsor 
various online events. Finally, Huawei-3com releases recruiting information on major third 
party recruiting Websites. The way of online advertising used by Huawei-3com agrees with 
six of the ten items listed by. In addition, they used two more methods that are not listed by 
Turban et al. (ibid). These methods are some indirect ways of advertising: Online surveys, 
and online recruiting information. Online Sponsorship correspond with the theory of 
Strauss & Frost (1999) 
 
Online personal selling 
According to Fill (1998) and Smith (1998), online personal selling includes 
videoconferencing and virtual exhibitions.  
 
Lenovo: Online personal selling is not used frequently in Lenovo. They prefer using 
traditional offline personal selling to create personal relations to the customers. The 
company does not use videoconferences and virtual exhibitions for online personal selling. 
However, they use videoconferences tool within their own 18 departments in China. They 
will try to use this tool with the main agents. In addition to the above listed tools by Fill 
(1998) and Smith (1998), Lenovo uses VoIP telephone to communicate with the main 
agents. In describing the use of online personal selling as a communication tool, we found 
that Lenovo uses none of the two items that is listed by Fill (1998) and Smith (1998). 
However, they use VoIP telephone that is Internet Telephony, which they think it should 
belong to one of online personal selling tools. 
 
Huawei-3com: Online personal selling is used in a very small extent. Videoconference is 
unofficially used by Huawei-3com. It is usually be used between the sales persons and their 
long-time customers. The company does not use virtual exhibitions because of products’ 
nature. We found that Huawei-3com uses one of the two items listed by Fill (1998) and 
Smith (1998).  
 
Online Sales Promotion 
Strauss & Frost (1999) state that online sales promotion activities include coupons, rebates, 
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product sampling, contests, sweepstakes, and premiums (free or low-cost gifts). Among 
which, coupons, sampling and contests/sweepstakes are widely used on the Internet. 
 
Lenovo: Online sales promotion is a useful online marketing communication tool used by 
the company. The company uses e-coupons, premiums, sampling online, and online rebate. 
Coupons and premiums are put on their Web site or send by e-mail to customers. Sampling 
online occurred when users download the company’s software and prove it in some days. 
Online rebate is used to encourage customers purchasing online. Lenovo does not use 
contests and sweepstakes. Thus, Lenovo uses four out of the six tools listed by Strauss & 
Frost (1999). In addition, they use collecting online points to get gifts. This tool is not 
mentioned by Strauss & Frost (1999).  
 
Huawei-3com: Online sales promotion is not heavily used by Huawei-3com. The company 
only uses online coupons to attract customers of some products for individual and home 
users. This is because most of their products are mainly industrial buyers instead of 
individual customers. Hence, the company uses one item listed by Strauss & Frost (1999). 
 
Online Public Relations 
Strauss & Frost (1999) lists a few basic tools of online public relations. They are web 
content, community online and e-mail. Janal (1997) lists more tools, which include forums, 
bulletin boards, newsletters, and newsgroups. 
 
Lenovo: Lenovo uses Web content, e-mail, community online, forums, newsgroups and 
newsletters. The company puts press releases on their Web content to create awareness for a 
new product or project. Community online is used to establish many different communities 
for different users, such as chat rooms. Online events are one of important tools used by the 
company. The company has its own activities on the Website and encourages users to 
participate. Through forum and newsgroups, they establish the separated community for 
sales people and buyers. BBS is replaced by forum and newsgroups. E-mail is used often to 
contact with stakeholders. Newsletter is used to introduce about the company, new product 
and the market, company sponsorship on different events and financial reports. The 
company uses all tools except BBS listed by Strauss & Frost (1999) and Janal (1997).  
 
Huawei-3com: Online public relation is a very important and effective tool for 
Huawei-3com. The company uses web content, e-mail, community online, forums and 
newsletters. The newest information and press releases are put on their Web content. E-mail 
is used to communicate with stakeholders. Online community is established as chat rooms. 
Forum is used to discuss a wide range of topics among employees, business partners, and 
customers. The company regularly releases newsletters on Web pages. Therefore, the 
company uses five online public relations except BBS and newsgroups listed by these two 
authors. 
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Online Direct Marketing 
According to Smith (1998), online direct marketing tools include spamming, direct 
response advertising, computerized home shopping and home shopping networks. Clow & 
Baack (2001) states that e-mail and Internet programs (software) are also online direct 
marketing tools. 
 
Lenovo: E-mail, direct response advertising, home shopping and telemarketing online are 
used by the company. Among which, the most frequent tool Lenovo used in online direct 
marketing is to send e-mail to consumers. The other useful tool they used is that consumers 
and businesses order directly through the Internet, which belongs to computerized online 
home shopping. Direct response advertising is used. Consumers have immediate response 
when they find some information on Web sties. The company does not use spamming. 
Home shopping networks are not used. Internet programs (software) are not used by 
Lenovo, but the company will try to use some good programs in the future. In addition to 
the online direct marketing tools listed by Smith (1998), the company also pays attention to 
Telemarketing on the Internet. The product or service information is available on the site 
with the corresponded telephone number. As a conclusion, Lenovo uses three of the six 
items listed by Smith (1998) and Clow & Baack (2001). 
 
Huawei-3com: The company uses only modest and limited scale of online direct marketing. 
They only use e-mail. There are two main reasons. One is that their products are 
complicated high technique. Customers need to test it offline and need to be trained to use 
it. The other reason is that most customers are industry buyers. They do not want to order 
online. The company avoids using spamming and other items to offend users. In short, 
Huawei-3com only uses one items listed by the two authors. 
 
Website as a marketing communication tool 
Clow & Baack (2001) note that the primary functions a business Web site can provide are 
advertising, sales support, customer service, public relations and E-commerce.  
 
Lenovo: The data collected from Lenovo verifies this theory because the company’s 
Website fulfills all these functions. Lenovo puts some advertising on the homepage. Lots of 
orders are made directly from online shopping. Newsgroups on Web site let customers to 
post their questions and get reply quickly. Different Web content to different public 
relations help stakeholders get the information that they need. Online order and payment on 
Web site for customers is a part of E-commerce.  
 
Huawei-3com: The data collected from Huawei-3com also verifies this theory. On the 
company’s homepage has some advertisement. Customers get useful information so that 
they will buy and use their products. Q&A and other problem solving Websites fulfill 
customer service. From many Web content such as forums and online community establish 
public relations.According to Janal (1997), Web site is the single best advertisement on the 
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Internet.  
 
Lenovo: The comments of the respondent from Lenovo do not support this theory. The 
company combines both online and offline advertising. Lenovo uses offline advertising to 
let customers know the company’s Website.  
 
Huawei-3com: All respondents of Huawei-3com do not agree this theory either although 
they think web site is an important tool for advertisement. But advertising on Web site is 
only one way to promote their products. The best advertising method for Huawei-3com is 
through advertising on technical newspaper. 
 
Smith et al. (1998) state that Web site can carry all sorts of sales promotions ranging from 
competitions to collecting electronic coupons with each visit.  
 
Lenovo: The comments of the respondent from Lenovo do not support this theory. The 
company does not use contests and sweepstakes as online sales promotions.  
 
Huawei-3com: The respondents from Huawei-3com do not agree this theory either. The 
company only uses e-coupon to promote their products. 
 
Strauss & Frost (1999) maintain that many Web sites are designed to serve as public 
relations vehicles.  
 
Lenovo: The Websites of Lenovo serve for different stakeholders. Shareholders get 
performance and financial report. Customers get useful information about products, 
promotion and resent news. Employees get almost all the information they want, such as 
employee accomplishments, employee benefits, employee directory and training materials. 
Suppliers and other business partners can check order lists from their own Web site. 
Community knows activities of Lenovo from the news release on the homepage. All the 
data verifies that Web sites are designed to serve as public relations vehicles.  
 
Huawei-3com: Huawei-3com uses Website as public relation tool by releasing public 
relations related information. This information is mainly to shareholders, employees, 
business customers and partners. The data from this company also support this theory. 
 
Pitt et al. (1996) state that a Web site would play a role of complementing both advertising 
and personal selling efforts.  
 
Lenovo: As a transactional company, Lenovo can not invest much money on traditional 
offline advertising and personal selling. Therefore, the company puts more energy on online 
promotion tools. Products demonstration on Web sites likes an international exhibition for 
buyers. Banners are used in other popular Web sites of different countries. Products and 
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customers classification on Web sites help customers find what they want easier. The 
one-to-one communication through Web sites in some way plays the role of personal selling. 
Hence, the data from Lenovo fulfills this theory. However, the function of online personal 
selling is not as effective as online advertising. Offline personal selling is still the main way 
for the company. 
 
Huawei-3com: Websites help to strengthen their products. It helps to increase sales 
correspondently. The function of advertising on homepage and other related websites are 
useful. However, the function of personal selling on Websites is not as effective as offline 
personal selling for high-tech products produced by Huawei-3com. In general, the data 
from Huawei-3com partly supports it. 
 
Pitt et al. (1996) further state that the Web site is something of a mix between direct selling 
and advertising.  
 
Lenovo: Customers can purchase and trace their orders directly from Websites. The 
company pays attention to online shopping. It encourages business and individual 
customers purchase online. The Website can also generate awareness, demonstrate the 
product and provide information. Therefore, the data from Lenovo support this theory.  
 
Huawei-3com: The Web site of Huawei-3com is something of a mix between direct selling 
and adverting because the company only uses direct selling in a small scale. The company 
does not have online shopping yet and it will not have this function in the future. The data 
from Huawei-3com support this theory in some extent.  
  
Pitt et al. (1996) note that the Web site can be used as a complementary or a supplementary 
to the other communication tools.  
 
Lenovo: The respondent believed that the Web site can be used as a complementary to the 
communication tools but also as supplementary in a certain degree. The function of Website 
is obvious in advertising, promotion, public relations and direct selling. However, the 
respondent admitted it could not replace any of the other communication tools. It supports 
this theory. 
 
Huawei-3com: The respondents of Huawei-3com agreed that the company uses the 
Website as supplementary of the other online marketing tool. The function is showed 
obvious in advertising and public relations. Hence, the data from Huawei-3com also 
support this theory. 
 
6.1.2 Research Questions 2: How can the stakeholders be targeted and served online 
be described? 
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The classification of primary social stakeholders 
According to Cooper (2003), primary social stakeholders are shareholders and investors, 
employees and managers, customers, local communities, suppliers and other business 
partners.  
 
Lenovo: The respondent from lenovo agreed that shareholders and investors, employees 
and managers, customers, suppliers and other business partners are their primary social 
stakeholders. But he did not agree that local communities are one of their primary social 
stakeholders. As a well-known company, Lenovo does not cooperate often with local 
communities. On the contrary, national and international communities, such as International 
Olympic Organization, are their primary stakeholders. The sequence of the primary social 
stakeholders for Lenovo is: shareholders/investors, customers, employees, suppliers/other 
business partners, and national/international communities.  
 
Huawei-3com: The respondents from Huawei-3com also agreed with most of the primary 
stakeholders listed in the theory. This company serves for not only the local communities, 
but also the national community. The sequence of these stakeholders of Huawei-3com is: 
customers, shareholders/investors, employees, partners and local/national communities. 
Except for local community, the other four primary stakeholders served by the two 
companies are the same to the definition by Cooper (2003). 
 
Primary social stakeholders served on the Internet  
Strauss & Frost (1999) note that the Website serves for shareholders and investors are from 
financial reports, SEC filings, management changes and company activities. 
 
Lenovo: The website of Lenovo offers them company history, company objective and value, 
management information, performance/ financial report. The company does not offer SEC 
filling on the Web sites.  
 
Huawei-3com: The Website offers them the information of financial report, management 
information, market information, company history and objective. SEC filling is not put on 
website. In general, the data collected from the respondents and the two companies’ Web 
site support the above theory. 
 
The Website serves for employees and managers are from employee accomplishments, 
employee benefits, employee history, company information, training materials, individual 
homepage, and additional e-mail. (ibid.)  
 
Lenovo: Employees and managers in Lenovo can get almost all the information they want, 
such as employee accomplishments, employee benefits, employee directory, company 
information and training materials. They can also get individual homepage and e-mail 
address of the company from Intranet.  
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Huawei-3com: For current employees, the company provides them company news, 
statistics of employees’ working performance, employee benefits, and some training 
materials. Each employee has his or her own personal web page. For prospective 
employees, the most important way is the job vacancies and the company’s policies. The 
respondents of two companies completely agree this theory. 
 
The Website serves for customers through online events, brochure ware/product 
information, store locators, testimonials, customer service, activities, and the affiliate 
program. (ibid.)  
 
Lenovo: The Web sites contain almost all these information. However, store locators are 
provided for industrial customers. In addition, customers’ support is also provided to serve 
customers. 
 
Huawei-3com: The website offers all information except store locators. The affiliate 
program is only serving to industrial customers. The company has fulfilled customer 
support services and education system. The Website contents for customers in both 
companies support it. 
 
The Website serves for suppliers and other business partners are from new-product 
information, company news and bids from its suppliers. (ibid)  
 
Lenovo: The respondent from Lenovo agrees this theory. However, he pointed out that as 
they need not provide bids information because they have stable suppliers. In addition, as 
suppliers and other business partners are quite different from customers, the company offers 
more detailed information to them, which include new-product information, products’ code 
and name, transaction, quantity, price, supplier system and time.  
 
Huawei-3com: The website offers them information about company news, product 
information, technical support/service and promotions. No bid information needed either. 
As the company is a high technical company, they try to train their suppliers and partners 
and look for training partners. The data from Huawai-3com generally support this theory. 
 
The Website serves for local communities through social programs, local news relating to 
firm, employment opportunities, policy statement and links with partnership. (ibid)  
 
Lenovo: Because local communities are not Lenovo’s primary stakeholders, the company 
does not put energy in the Web site for local communities. On the contrary, the company 
puts more information for national and international communities, which include social 
activities, national and international news, and employment opportunities all over the 
world, policy statement and links with partnership. It supports the theory in some way. 
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Huawei-3com: As Huawei-3com serves for the national communities, the website offers 
them company news, press information and company policies. In general, the data collected 
from all the respondents and observations from their Web sites fulfill this theory.  
 
As regards to promote services via online communication services, several authors (Cooper, 
2003; Strauss & Frost, 1999; Harris & Dennis, 2002) note that Internet can provide for 
stakeholder communication include intranets, extranets, Websites, e-mail, chats and 
newsgroups.  
 
Lenovo: The respondent agrees that Internet can promote services via intranets, extranets, 
Websites, e-mail, and chats. The company uses all these ways to communicate with their 
primary stakeholders. Intranets are used to communicate with shareholders/investors and 
employees/managers. At the same time, the company uses extranets to communicate with 
suppliers, other business partners and industrial customers. E-mail and Web sites are used 
for all stakeholders. Chats are carried out in forums and newsgroups, which build 
communities or clubs. Newsgroups are served for internal stakeholders and forums are 
served for all stakeholders. However, shareholders do not have time to chat through 
newsgroups. The companies have different forums according to different stakeholders. 
When users put information, the others can get it directly. All they need is to register in. It 
supports the theory. 
 
Huawei-3com: The ways of communication on net are intranets, extranets, websites, e-mail 
and online chatting. The intranet is used for sharing information with internal stakeholders, 
including shareholders and employee. Extranet is used to interact with suppliers and 
partners. The company does not provide extranet to industrial customers. Website and 
E-mail is used to communicate with all stakeholders. Intranet, extranet and website are 
integrated into the website, but different rights are assigned to different user (stakeholder) 
groups. That is to say, users should have authority to visit different websites. Chats means 
online chatting, which include MSN and QQ. It can not be seen by irrelevant users. In 
addition to online chatting, technical forums are also used to build communities for 
customers, partners and employees. Shareholders do not have to do join in chatting. 
 
The Function of Web Sties served to targeted stakeholders 
Several authors (Kent et al., 2003; Pitt et al., 1996; Karayanni & Baltas, 2003; Korgaonkar 
& Wolin, 2002; Huizingh, 2002) note that most organizational Web sites can provide 
general and useful information.  
 
Lenovo: The respondent agreed that the main function of Websites is to provide general 
and useful information. This general information is about lenovo news, innovation, social 
activities, problem solution, training, employment and the news in the related industry.  
 
Huawei-3com: All respondents from Huawei-3com agreed this theory too. They stated that 
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this information include company news, technology, training, careers, and social activities. 
The general information is for all stakeholders to know more about the company and the 
related industry. Therefore, both companies fulfill this theory.  
 
Some authors (Azzone et al., 2000; Pitt et al., 1996; Karayanni & Baltas, 2003) conclude 
that some information is about company-related information: company image and product 
information.  
 
Lenovo: The other main information is about the company image and products. News 
releases, sales activities and exhibitions are also put on Web sites and renewed frequently. 
However, the respondent stated that stakeholders have different right to get different 
information from Website. Their authority decides it. For example, shareholders can get 
financial reports and the management activities. Agents and suppliers can get the 
information about price, storage and shipment, which can not be visited by customers. 
 
Huawei-3com: The company provides important information about products and the 
knowledge to use their products and solve some problems. They are documentations and 
manuals of products; Driver/application update and download; Examples of configuration; 
Product Matrix lists all product matrix documents. Some information is renewed regularly. 
This information is for different stakeholders to get what they need. The data from both 
companies verify this theory. 
 
They (Azzone et al., 2000; Karayanni & Baltas, 2003) also conclude some information is 
about customer-related information exchange: information collection and market research.  
 
Lenovo: The respondent stated that this function is for the company to know more about 
the market and stakeholders. Information of stakeholders is gotten from e-mail, registration, 
online purchase, online community and site feedback. All information transferred from 
stakeholders help Lenovo improve products, services and cooperation. It also reduces cost 
of offline marketing survey and questionnaires. They can get pretty much information, but 
not as much as they want. In general, the data supports the theory. 
 
Huawei-3com: All respondents recommended that information collection from 
stakeholders is the function of Websites for the company. This information is gotten 
through e-mail, registration, forum, training, contacts and feedback. It helps the company 
know more about the industry and their stakeholders and they can provide better products 
and services. However, as the major customers are business partner, the company can not 
get as much information as they need. Most partners do not want to tell more information to 
the company because they worry about reveal business security. The information is partly 
gotten from stakeholders to the company. Therefore, it is partly fulfilled the theory. 
 
The customer can receive a service online when the online help is not customizable. The 
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main approaches are FAQ, online demonstrations of products, possibility to download files 
and information, and put together discussion groups or chat rooms (Cox & Dale, 2002; 
Azzone et al., 2000; Clow & Baack, 2002; Karayanni & Baltas, 2003)  
 
Lenovo: The company uses FAQ, online products demonstrations, download and upgrade 
related drivers and applications, chat rooms, shopping help service, and product 
maintenance to serve customers. It has most functions listed by authors. 
 
Huawei-3com: The company uses FAQ, products demonstrations, user manual, driver and 
application update download, technical and service bulletin, chat rooms, product 
maintenance, case management system and virus protections to help customers. It supports 
the theory. 
 
The customer can receive a support, when the customer can customize the online tools 
according to their needs. It is done from problem diagnosis, to request price quotes, e-mail 
link and call-u-back service. (Azzone et al., 2000; Karayanni & Baltas, 2003) 
 
Lenovo: The respondent agrees that customers can receive a support. The company 
provides problems diagnosis through troubleshooting. They have also call-u-back support, 
e-mail link to technical team, phone lists, and price quotation to partners. In call-you-back 
system, telephone call service in 24 hours is put in the homepage so that everyone can get it 
easily. 
 
Huawei-3com: The respondents also agree that customers can get supports. Online 
customer supports include problems diagnosis through troubleshooting and forum, e-mail 
address and telephone list. 
 
A variety of authors (Korgaonkar & Wolin, 2002; Cox & Dale, 2002; Pitt et al., 1996) note 
that Web sites can create and administer close relationships with customers and other 
publics.  
 
Lenovo: The respondent only admitted that Web sites help to building closer relationships 
with stakeholders. This is done through establishing customer database, getting customer 
feedback, providing extra services. The company builds and maintains the closed 
relationships through offline or from other online marketing communication tools.  
 
Huawei-3com: Respondents stated that Web sites can not create the close relationships 
with customers and other publics. However, it can help to service customers, which in some 
hand builds customer relationships and get the customers loyalty. Thus, it seems that the 
findings from both companies are not in accordance with previous theory. 
 
The main way is to build a customer database. (Cox & Dale, 2002; Smith et al., 1998; Pitt 
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et al., 1996) 
 
Lenovo: Customer database is built from registration and telemarketing. It includes the 
names, physical addresses, phone numbers, and purchase behavior of customers or potential 
buyers. The company can trace present customers and attract potential buyers based on 
database. It helps to build and maintain relationship. 
 
Huawei-3com: The company establishes customer database from their registration, 
technical forums and email about questions. With customer database, the company can 
trace these customers and build customer relationship. Both companies support this theory. 
 
According to Azzone et al. (2000) & Pitt et al. (1996), a Web site provides one-way 
communication and two-way communication.  
 
Lenovo: The company publishes online information about its products/services and basic 
information about itself. At the same time, they collect information from some stakeholders. 
It is one-way communication. The sites provide forums for real-time two-way 
communication because of the classification of products and customers. Users also get 
two-way communication through BBS, online clubs and newsgroups. The data support this 
theory. 
 
Huawei-3com: All respondents agreed that there is one-way communication from company 
to stakeholders. Some stakeholders also give their information through e-mail and forums. 
However, the information flowing from company to customers is larger than the 
information flowing from the stakeholders to the company. All respondents admitted that 
two-way communication is the function on Web site. But two-way communication is not 
the main function on Web site. In general, the data support the theory in some way. 
 
Other authors (Kim et al., 2003; Kent et al., 2003; Cox & Dale, 2002) maintain that Web 
sites have the capacity to improve communication amongst the organization, its leadership 
and other publics.  
 
Lenovo: The respondent admitted that improving communication to their stakeholders is 
another main function of the Web site. The company improves communication through 
multiple language, customer database, virtual catalogues, text and technical articles. FAQ 
also help the company to provide for customer service and get their feedback online.  
 
Huawei-3com: Through Q&A, FAQ and case management system, customers can ask 
questions and get answer from Website. Through customer registering online, the company 
can establish customer database. Employees communicate through forum and newsgroups. 
Thus, data from both companies support this theory. 
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A list of authors (Cox & Dale, 2002; Azzone et al., 2000; Kent et al., 2003) state that the 
company can get feedback of stakeholders on Web sites.  
 
Lenovo: Lenovo can get a part of feedback from stakeholders on Web sites. Employees and 
individual customers are the main stakeholders who give feedback online. Employees give 
feedback on newsgroups, forums and clubs. Individual customers give feedback through 
registering Web forms, filling coupons, submitting questions and ordering products on Web 
sites. Suppliers and other business partners only give feedback when they quote price and 
order products online. The other stakeholders prefer using e-mail or offline communication 
to give their feedback. Therefore, in a certain degree, the data from Lenovo support this 
theory.  
 
Huawei-3com: The company gets users’ feedback from registration, filling coupons, Q&A, 
and online chatting, forums. However, the company can only get feedback from employees 
and some customers. Most big customers, such as banks, do not want to give feedback 
online. They are worry to let out security of themselves and their customers. The data from 
Huawei-3com show that get feedback is not the obvious function for the Web site. 
 
6.2 Cross-Case Analysis 
In this part of the analysis, the two cases will be analyzed and the results compared to each 
other. Research question one will be analyzed first, then research question two. 
 
When the collected data within the cases was presented, patterns emerged. Coding systems 
were developed to find pattern regarding the variables under consideration in the empirical 
data to make it easier when analyzing the variables for the two companies. There were 
different coding systems, which were showed below each table.  
 
6.2.1 Research Questions 1: How can the mix of online marketing communication 
tools be described? 
 
Table 6.1 below shows the theory of online advertising tools and the tools used by two 
companies in two cases. 
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Table 6.1 Online Advertising Tools 
Online Advertising Tools Case One: Lenovo Case Two: Huawei-3com 
Banners ++ ++ 
Pop-ups (pop-unders) ++ ++ 
Interstitials ++ ++ 
E-mails ++ ++ 
Newspaper-Like Standardized Ads ++ ++ 
URLs ++ ++ 
Advertising in Chat Rooms ++ +- 
Internet radio/television ++ +- 
Advertorial +- +- 
Domain name +- +- 
Online sponsorships ++ ++ 
Online surveys -- -+ 
Recruiting information -- -+ 

++ = It is in the theory and the company uses it. 
+- = It is in the theory but the company does not use it. 
-+ = It is not in the theory but the company uses it. 
-- = It is not in the theory and the company does not use it.  
 
Both companies use banners, and both companies see it as one of the most important online 
advertising tools in the list. Therefore, banners are the most often used online advertising 
tool for both companies.  
 
Both companies also use pop-ups, but they use pop-ups very carefully and in a modest scale. 
It is because as pop-ups are effective on drawing people’s attention, it is often annoying for 
many people.   
 
Interstitials are similar to the situation of pop-ups; they are also used by both companies, 
but in a modest and careful way due to their feature of intrusive feature 

 
E-mails are used by both companies, and have been one of the most important and often 
used tools for both companies. Both Lenovo and Huawei-3com are using e-mails in 
carefully to prevent the e-mails become spam. 
 
Newspaper-like advertisings are widely used by both companies, but Lenovo uses it only 
on its own website, while Huawei-3com uses it on third party sites. 
 
URLs or Search engine optimizing are used by both companies. The search engines, 
especially Google (the largest search engine) and Baidu (the largest Chinese search engine), 
are used by both companies, while Lenovo has registered its website on smaller search 
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engines. Huawei-3com is using more sophisticated search engine skills. 
 
Lenovo uses advertisements in chat rooms in a very limited scale. It is only used in QQ, 
while Huawei-3com does not use it at all. The target customer groups of the two companies 
decide whether to use advertisements in chat rooms or not. 
 
Both companies use online sponsorships, and they regard it as an important tool which can 
draw people’s attention. But due to their different target customer groups, the two 
companies sponsor different types of events. Lenovo sponsors sports; Huawei-3com 
sponsors education and entertainment. 

 
Besides the online advertising tools listed in the theory, there are two more tools used by 
Huawei-3com, which are not in the list. They are online survey and online recruiting 
information. They are not traditional advertising tools, but as they can help on drawing 
people’s attention and attract people to the companies’ website, Huawei-3com uses them as 
so-called “soft ads”. 

 
Internet radio is used by Lenovo to broadcast the company. Huawei-3com does not use it. 
No company thought advertorial and domain name are important, nor did they use them.  
 
In short, the similarities between two cases are found in the fact that both investigated 
companies used online advertising tools in a large scale. Among these tools, they thought 
banners, e-mail, newspaper ads, URLs and sponsorships are important and use them often. 
Both companies did not think pop-ups and interstitials are important but they still used 
them cautiously. Additionally, neither company thought advertorial and domain name are 
important, nor did they use them. However, advertising in chat rooms and Internet radio 
were used by Lenovo, which were not used by Huawei-3com. Huawei-3com used online 
survey and recruiting information, which were not used by Lenovo. 
 
Table 6.2 below shows the theory of online personal selling tools and the tools used by two 
companies in two cases. 
 
Table 6.2 Online Personal Selling tools 
Online Personal Selling Tools  Case One: Lenovo Case Two: Huawei-3com 
Video Conferencing +- ++ 
Virtual Exhibitions +- +- 
VoIP telephone -+ -- 

++ = It is in the theory and the company uses it. 
+- = It is in the theory but the company does not use it. 
-+ = It is not in the theory but the company uses it. 
-- = It is not in the theory and the company does not use it.  
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As a matter of fact, both companies do not use online personal selling tools in a large scale. 
The reason is that online personal selling can not express what people want to say 
effectively. In addition, some high technical equipment, such as video, hindered them to use 
it because it is too expensive. On the contrary, offline personal selling is still used by both 
companies very often because of low cost and better communication result. 
 
Video conferencing is not used to customers by Lenovo as a online personal selling tool. It 
is only used within the company in different places. Huawei-3com uses it in personal 
selling unofficially because not all customers have the required hardware. In short, both 
companies thought it was important but Lenovo did not use it yet. Huawei-3com used it 
cautiously. 
 
Investigated companies thought virtual exhibitions are unimportant, nor did they use them. 
It is because of the products’ nature. Their products are high technology, which can not be 
demonstrated by Virtual exhibitions. 
 
Lenovo uses VoIP telephone to communicate with the main agents. It is effective and can 
save much money. However, it is still in initial usage. Both companies prefer using offline 
personal selling because of its low cost, effective and better communication result. 
 
Table 6.3 below shows the theory of online sales promotion tools and the tools used by two 
companies in two cases. 
 
Table 6.3 Online Sales Promotion tools 
Online Sales Promotion Tools Case One: Lenovo Case Two: Huawei-3com 
Coupons ++ ++ 
Product sampling ++ +- 
Contests +- +- 
Sweepstakes +- +- 
Rebates ++ +- 
Premiums ++ +- 
Online points -+ -- 

++ = It is in the theory and the company uses it. 
+- = It is in the theory but the company does not use it. 
-+ = It is not in the theory but the company uses it. 
-- = It is not in the theory and the company does not use it.  
 
Both companies use coupons. It is put on website or sends by e-mail to customers. The 
functions of coupons are not only encouraging purchase, but also improving 
communication and getting customers’ feedback online. Both companies thought e-coupons 
are important and use it in a large scale. 
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Both companies do not use contests and sweepstakes because they are technical companies. 
They need not attract customers by providing online games. 
 
Sampling online is used by Lenovo to allow users download some software and prove it in 
a certain time. Huawei-3com does not produce software. So it does not have this tool. 
 
In order to encourage customers buying online, Lenovo uses rebate when consumers order 
and buy their products online. 
 
Lenovo uses premiums. The company provides some small gifts online to encourage online 
shopping and feedback from stakeholders. 
 
Lenovo uses collecting points to encourage purchase. The more points the member gets in a 
certain time, the more expensive gift he can have. 
 
Since Huawei-3com does not sell products online, the company need not use rebate, 
premiums and collecting points to encourage customers to purchase through Internet. 
 
Table 6.4 below shows the theory of online Public Relations tools and the tools used by two 
companies in two cases. 
 
Table 6.4 Online Public Relations tools 
Online Public Relations Tools Case One: Lenovo Case Two: Huawei-3com 
Web content ++ ++ 
E-mail ++ ++ 
Community online ++ ++ 
Forums ++ ++ 
BBS +- +- 
Newsgroups ++ +- 
Newsletters ++ ++ 

++ = It is in the theory and the company uses it. 
+- = It is in the theory but the company does not use it. 
 
Both companies use web content. It is divided into three parts: internal, external and general 
website. Web content includes press release and the newest information.  
 
E-mail is one of the most important and frequent used online public relation tools for both 
companies to connect with all stakeholders in any time. 
Community online is to establish many different communities for different users. It is done 
through forum and discussion newsgroups.  
 
Both companies use online forums for internal employees, external partners/vendors, 
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customers’ media and any other interested users. They admitted that forum is a very 
effective supplement because people can discuss all kinds of things and everybody can see 
the topic and join the discussion. It is an important way to improve communication. 
 
BBS is too old to be used by two companies. It is replaced by forum or newsgroups. 
 
Lenovo only uses newsgroups for internal stakeholders. The function is similar as a mailing 
list. Huawei-3com thought forums, BBS and newsgroups have the same functions. Hence, 
forums replace them all now. 
 
Both companies regularly release newsletters on their websites. Newsletter is used to 
broadcast about the recent activity of the company, new products, company sponsorship on 
different events and financial reports. 
 
Both companies largely use online public relations. It helps to broadcast company’s image, 
activities in low cost. It also helps to establish company’s brand and relationships with all 
stakeholders. Two-way communication is improved through e-mail and forums. 
 
Table 6.5 below shows the theory of online direct marketing tools and the tools used by two 
companies in two cases. 
 
Table 6.5 Online Direct Marketing 

++ = It is in the theory and the company uses it. 
+- = It is in the theory but the company does not use it. 
-+ = It is not in the theory but the company uses it. 
-- = It is not in the theory and the company does not use it.  
 
The most frequent tool used by both companies in online direct marketing is to send 
personalized e-mail to consumers. It is the only tool used by Huawei-3com. 
 
Both companies do not use spamming because it will only get negative outcome. 
 
Direct response advertising is used by Lenovo. When consumers find useful information, 

Online Direct Marketing Tools Case One: Lenovo Case Two: Huawei-3com 
Spamming +- +- 
E-mail ++ ++ 
Direct response advertising ++ +- 
Computerized home shopping ++ +- 
Home shopping networks +- +- 
Internet programs (software) +- +- 
Telemarketing online -+ -- 
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they can have immediate response and do it online. 
 
Computerized home shopping is one main tool in online direct marketing for Lenovo. 
Consumers and businesses order directly through the Internet. However, they must register 
to purchase online and trace their orders.  
 
Both companies do not use home shopping networks because of characteristics of 
companies. Since their products are high technology, most buyers prefer testing in real life 
and then buy it online/offline.  
 
Lenovo uses Telemarketing on the Internet. The product or service information is available 
on the site with the corresponded telephone number. Customers only need to call without 
charging. The company provides call-u-back support in 24 hours. 
 
Table 6.6 below shows the variables of Website as a marketing communication tool 
alongside the data from two companies in two cases. 
 
Table 6.6: Website as a marketing communication tool 

Variable/Case Case One: 
Lenovo 

Case Two: 
Huawei-3com 

Provide functions as advertising, sales support, customer 
service, public relations and E-commerce 

+ + 

The single best advertisement on the Internet.  - - 
Carry all sorts of sales promotions. - - 
Serve as public relations vehicles. + + 
Complementing both advertising and personal selling efforts +/- +/- 
A mix between direct selling and advertising + +/- 
Complementary or a supplementary to the other 
communication tools 

+ + 

+ = Findings coincide with variable 
- = Findings do not coincide with variable  
+/- = Findings partly coincide with variable 
 
The primary function a business Web site can provide for both companies are advertising, 
sales support, customer service, public relations and E-commerce. Important advertises are 
put on the company’s homepage. Lenovo increase sales from online promotion and 
shopping. Customer service is well done by both companies on websites. Different Web 
content to different stakeholders establishes public relations. Online order and payment is a 
part of E-commerce.  
 
No company thought that Website is the single best advertisement on the Internet. They 
combine both online and offline advertising. For online advertisement, they use other tools, 
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such as search engines, to let more people know their products. 
 
No company admitted that Web site can carry all sorts of sales promotions because neither 
of them uses contests and sweepstakes. Huawei-3com only uses e-coupon. Company’s 
products and customers decide it. 
 
Both companies use Website as a public relation tool by releasing public relations related 
information. This information is mainly to shareholders, employees, business/individual 
customers, partners and communities. 
 
Websites help both companies to strengthen promoting their products. It plays a role of 
complementing both advertising and personal selling efforts. However, for high-technical 
companies, the function of online advertising is more effective and useful than personal 
selling. Both companies mainly use traditional offline personal selling. 
 
For Lenovo, the Web site is something of a mix between direct selling and advertising. They 
do a good job not only on online advertising, but also on direct selling. For example, the 
company encourages and provides good service for business/individual customers to 
purchase online. As to Huawei-3com, the company does only well in advertising. They do 
not provide online shopping, and will not have this function in the future. 
 
Both companies believed that Website can function as a complementary or a supplementary 
to the other communication tools. For Lenovo, the function of Website is obvious in online 
advertising, promotion, public relations and direct selling. For Huawei-3com, it is obvious 
in advertising and public relations. Meanwhile, both company thought Website can not 
replace any of the other communication tools.  
 
6.2.2 Research Questions 2: How can the stakeholders be targeted and served online 
be described? 
 
Table 6.7 below shows the classification and important subsequence of primary social 
stakeholders by Cooper (2003) alongside the data from two companies in two cases.   
 



Data Analysis  

 - 81 - 

Table 6.7: The classification and important subsequence of primary social stakeholders  
Primary social stakeholders Case One: Lenovo Case Two: Huawei-3com 
Shareholders/investors Yes Yes 
Customers Yes Yes 
Employees/managers Yes Yes 
Suppliers/business partners Yes Yes 
Local communities  No (national/international 

communities) 
Yes, to some extent 
(local/national communities) 

 
Both companies agreed that their primary social stakeholders including share 
holders/investors, customers, employees/managers, suppliers/other business partners and 
communities. But they have slightly different point of view on the importance of each 
stakeholder group. Lenovo regards the shareholders/investors as their most important 
primary social stakeholder. Customers are the second. While for Huawei-3com, customer 
becomes the most important one and shareholders/investors becomes second. 
 
Both companies have industrial and individual customers. However, for Lenovo, the 
number and importance of individual customers are almost the same as industrial customers. 
It is a B-2-B and B-2-C company. For Huawei-3com, industrial customers are larger and 
more important than individual customers. In general, it is a B-2-B company. Therefore two 
companies divide their customers into different groups based on their scales. Lenovo 
divides them into individual/home customers, small/medium enterprises/institutions, and 
large enterprises/institutions, while Huawei-3com simply divides their customers into two 
groups: home/individual customers and industrial customers. 
 
As to employees, both companies view them as important stakeholders. However, 
Huawei-3com cares not only about present employees, but also perspective employees.  
 
When it comes to serving communities, Lenovo focuses mainly on national and 
international communities, while Huawei-3com focuses on local and national communities. 
This difference is mainly caused by the two companies’ different “place” strategy in 
marketing. 
 
Table 6.8 below shows the Website content for five primary social stakeholders compared 
with two companies in two cases. 
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Table 6.8: The Indicators of online service for stakeholders to primary social stakeholders 
Primary social 
stakeholders 

Indicators of online service 
to targeted stakeholders 

Case One: Lenovo Case Two: 
Huawei-3com 

Financial reports Yes Yes 
SEC fillings No No 
Management changes Yes Yes 

Shareholders 
and investors 

Company activities Yes Yes 
Employee accomplishments Yes Yes 
Employee benefits Yes Yes 
Employee directory Yes Yes 
Company information Yes Yes 
Training materials Yes Yes 
Individual home page Yes Yes 

Employees 
and managers 

Additional e-mail Yes Yes 
Online events Yes Yes 
Brochure ware/Product 
information 

Yes Yes 

Store locators Yes (for industrial 
customers) 

No 

Testimonials Yes Yes 
Customer service Yes Yes 
Activities Yes Yes 

Customers 

The affiliate program Yes Yes (for industrial 
customers) 

New-product information Yes Yes 
Company news Yes Yes 

Suppliers and 
business 
partners Bids from its suppliers No No 

Social programs Yes Yes 
Local news relating to firm No No 
Employment opportunities Yes Yes 
Special need groups Yes Yes 
Policy statement Yes Yes 

Communities 

Links with partnership Yes Yes 
 
Both companies provide financial report, management changes and company activities to 
shareholders and investors. No company offers SEC filling on the Web sites because it is 
business security. Besides these three items, both companies have information about 
company history, objective and activities to attract more investors. 
 
Both companies admitted that they have all items listed above that serve employees and 
managers. Individual home page and additional e-mail are used for them to communicate 
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within organizations. In addition to above items, forums are provided for employees to 
exchange successful working experience. The difference between two companies is that 
Huawei-3com considers potential employees as their family members. Potential employees 
are served through job vacancies and the company’s policies. 
 
Customers are very important for both companies. Therefore, they pay attention to attract 
and maintain customers on Internet. Both companies have almost all items listed above. 
What’s more, both companies have customer supports, such as problem diagnosis, to serve 
customers. The differences between two companies are that Huwei-3com does not provide 
information about store locators, while Lenovo only serves for industrial customers. The 
affiliate program in Lenovo is faced to all customers, whilst Huawei-3com only faces to 
individual customers. Another difference is that Huawei-3com cares more about educate its 
customers from website because its products are more complicated than Lenovos.  
 
Both websites faced to suppliers and other business partners need a valid account to log in. 
Otherwise, they are not authorized to enter that sector. For suppliers and partners, both 
companies provide information about new products, company news, technical service and 
support and sales promotion. There is no bid information because they are not government 
organizations. The differences between two companies are that Lenovo gives more detailed 
information including products’ code and name, transaction, quantity, price, supplier system 
and time. As Huawei-3com does not have online purchase function, they do not provide 
this information. However, Huawei-3com strengthens on suppliers training and looks for 
training partners on net.  
 
Both companies have the above items to their communities. However, social activities, 
policy statement and national/international news are the main information provided by 
websites. Since national communities are their primary stakeholders, they press national 
communities’ news instead of local news. Lenovo also presses releases about activities in 
Olympic Games. As to special need groups, Lenovo serves to sports, whilst Huawei-3com 
serves to education and entertainment. 
 
Table 6.9 below shows the communication ways served by Internet compared with two 
companies in two cases. 
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Table 6.9 The communication ways served by Internet  
Primary social stakeholders Case One: Lenovo Case Two: Huawei-3com 
Shareholders/Investors I, W, E-mail, C I, W, E-mail, C 
Employees/Managers I, W, E-mail, C I, W, E-mail, C 
Customers E, W, E-mail, C  W, E-mail, C 
Suppliers/other business partners E, W, E-mail, C E, W, E-mail, C 
Communities W, E-mail, C W, E-mail, C 

I=Intranets, E=Extranets, W=Websites, C=chats/online chatting 
 
Both companies use intranets, websites, chats and e-mail as the way of communication via 
Internet to serve shareholders and investors. Although chats are served to shareholders, 
most of them do not have time to chat online. 
 
Both companies use intranets, websites, e-mail and chats to serve employees and managers.  
 
Websites, e-mail and chats are used to serve customers. In addition, Lenovo uses extranet to 
serve industrial customers. Through extranet, information about price, products types and 
quantities, shipment, storage and purchase are shared. Huawei-3com does not use extranet 
to serve its business customers. 
 
Suppliers and other business partners can get services from extranet, websites, e-mail and 
chats. It is the same for both companies. 
 
Both companies use websites, e-mail and chats to serve communities.  
 
Both companies used the same way to communicate stakeholders on the Internet. However, 
there are two big differences between two companies. One difference is chats. For Lenovo, 
chats are through forums and newsgroups, which build communities or clubs. Newsgroups 
are served for internal stakeholders and forums are served for all stakeholders. Stakeholders 
can get the others chatting information directly. For Huawei-3com, chats means online 
chatting. Users chat mainly through instant messenger soft wares, such as MSN and QQ, 
which can not be seen by irrelevant users. However, technical forums are still used by 
employees, partners and customers. 
 
Another significant difference in serving their stakeholders is that Lenovo divides Internet 
into intranet, extranet and websites. That is to say, they have different domain and web 
address. Meanwhile, Huawei-3com integrated its intranet, extranet and Internet into one site 
where different stakeholders have different rights in visiting the website. There is one 
domain and web address.  
 
Table 6.10 below displays some of the variables mentioned by various authors about the 
function of Websites served to targeted stakeholders alongside the data from two companies 
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in two cases. 
 
Table 6.10 The function of Websites served to targeted stakeholders 
Variable/Case Case One: Lenovo Case Two: 

Huawei-3com 
Provide information   
Provide general and useful information + + 
Company-related information + + 
Customer-related information exchange + +/- 
Online customer service   
FAQ + + 
Demonstrations of products + + 
Download files and information + + 
Discussion groups or chat rooms + + 
Technical and service bulletin -- -+ 
Shopping help -+ -- 
Product maintenance -+ -+ 
Online customer support   
Problem diagnosis + + 
Price quotation +/- - 
Call-u-back + - 
E-mail link to technical team + + 
Support phone list -+ -+ 
Close relationships   
Create close relationships  +/- +/- 
Build a customer database + + 
Provide communicational platform    
Provide both one-way and two-way 
communication 

+ +/- 

Improve communication + + 
Get online feedback + +/- 

+ = It is in the theory and the company has it. 
- = It is in the theory but the company does not have it. 
+/- = It is in the theory but the company partly has it. 
-+: It is not in the theory, but the company has it. 
--: It is not in the theory and the company does not have it. 
 
Both companies agree that the main function of Websites is to provide general and useful 
information to all kinds of stakeholders. This general information is about company news, 
training, careers, social activities and information about related industry. It is provided for 
all stakeholders. They need not log on to get this information. 
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Both companies agree that there are two specific kinds of information provided by Websites. 
One is about company image and product information, which is company-related 
information. The flow of information is from the company to the users. This kind of 
information includes companies’ image, different types of products, their function and how 
to use these products. Both companies think that this information helps customers know the 
company and products. It also facilitates them to purchase. However, this kind of 
information is not to all stakeholders because of business security. Different stakeholders 
have different authority to get specific information. 
 
Another kind of information is about customer behaviors/needs/interests, which is 
customer-related information exchange. The flow is from the users to the company. Users’ 
information helps companies’ research market, improve products and services. Lenovo can 
get much useful information of stakeholders than Huawei-3com because of its positive 
encouragement. As Huawei-3com’s main customers are business customers, they do not 
want to give so detailed information to Huawei-3com. However, in general, customers do 
not give as much information as companies provide on websites.   
 
Both companies provide very good online customer service and support functions. They 
use the following ways to service and support stakeholders: 
 
Both companies think FAQ is a main way to provide customer service because FAQ 
answers the common questions. It can solve users’ problems and save their time. For 
Lenovo, FAQ is about products and technique questions. For Huawei-3com, FAQ is divided 
into four parts: SOHO, Routers, Switches and Network manager. 
 
Both companies use online products demonstrations. They provide detailed and useful 
information about products’ types, function, description and how to use them. 
 
They also allow customers to download and upgrade related drivers and applications. 
Lenovo provides downloads and drivers; Huawei-3com provides software and manuals 
downloads. 
 
Both companies have chat rooms. Lenovo provides different kinds of chat rooms for 
customers, employees and partners. Huawei-3com provides technical forums for users to 
discuss and exchange information.  
 
Huawei-3com has technical and service bulletin. Lenovo does not have bulletin. The 
related information is on newsletters. 
 
Lenovo has very good shopping help service. It includes information of warranty and carts, 
orders status, shopping guarantee, return policy and delivery options. Huawei-3com does 
not have this service because they do not provide online shopping. 
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Product maintenance is the maintenance and replacement information of their products. 
Both companies have this online service. 
 
Both companies have problems diagnosis, which is provided through troubleshooting. 
Troubleshooting is the solutions of problems faced by customers 
 
Price quotation is partly provided by Lenovo. The company provides this support only to 
its business partners. Individual customers can not quote online. Huawei-3com does not 
have this support. They prefer quoting prices through face-to-face meeting. 
 
Lenovo uses call-u-back support and online phone call is available in 24 hours. 
Huawei-3com does not have call-u-back support because it costs a lot of money.  
 
Both websites have e-mail link to technical team. If customers have technical problems, 
they can send email and get feedback within some time. 
 
Both companies provide phone list on websites. Lenovo provides very detailed support 
phone list, which is divided according to products and countries/regions. 
 
Two companies neither agreed nor disagreed that the Websites create and administer close 
relationships with customers. However, they admitted that it helps to get a closer 
relationship. For Lenovo, the closed relationships are mainly built offline or through e-mail 
and MSN. For Huawei-3com, it is built through service and support, as well as knowledge 
base, case management system, training and education.  
 
Build a customer database is used by both companies through registration and recognition. 
They admitted that customer database is an important way to build long-term relationship 
with key account.  
 
Both companies agreed that Website provides one-way and two-way communication. 
One-way communication is easily to be fulfilled, especially the information flow from 
companies to customers. The reason is that push is easier than pull for both technical 
companies. Huawei-3com admitted that it is hard to get two-way communication. The 
communication flow from stakeholders to Huawei-3com is not obviously compared to the 
flow from the company to stakeholders. 
 
Both companies thought that improve communication to their stakeholders is another main 
function of the Web site. Communication is improved through providing useful information 
to stakeholders and gotten their information as well as feedback through websites. Both 
companies encourage communication. It is not only between companies and stakeholders, 
but also among stakeholders themselves. It is done through multiple language, customer 
database, virtual catalogues, technical article, Q&A and FAQ. 
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Feedback can be gotten from websites. Lenovo encourages users to give feedback through 
e-mail, registration, submitting site feedback/a question/request, online coupons, online 
shopping and communities. Huawei-3com gets feedback through Q&A, registration, case 
management system, online chatting, forums and e-coupons. The difference between two 
companies is that Lenovo can get more feedback than Huawei-3com because customers 
companies faced are not the same. Lenovo is a B-2-B and B-2-C company. Their customers 
include both business organizations and individual customer. However, Huawei-3com’s 
main customers are business buyers. Individual customers want to give feedback because 
they need not worry to let out business security.
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7 Conclusions and Implications 
In the previous chapter, the empirical data gathered from the two case studies were 
analyzed. In this chapter, the answers to the research questions will be provided by drawing 
conclusions based on theory and analyzed data. Finally, implications for management, 
theory and further research will be suggested.  
 
7.1 Conclusions 
In this part of the thesis answers to the research questions will be given by examining and 
making sense of the similar and different patterns that emerged during the within- and 
cross-case analyses. The conclusions drawn from the examining and making sense of the 
analyses are merely valid for the two cases and subunits within these. 
 
7.1.1 How can the mix of online marketing communication tools be described? 
There are six main online marketing communication tools used by companies. They are 
online advertising, online personal selling, online sales promotion, online public relations, 
online direct marketing and Website. Among these tools, online advertising and public 
relations tools are important and used frequently by both studied companies. They can 
establish company’s image and brand. They are low cost, efficient, and face to almost all 
stakeholders. The usage of these tools is not affected by industrial characteristics. That is to 
say, the company need not to think of the scale of company (large or small), the kind of 
products the company is selling (technical or consumer products), as well as the sort of 
customers the company have (industrial or individual customers). However, online sales 
promotion and online direct marketing are affected by industrial characteristics. The first 
sample company uses them in a large extent because their products are not complicated 
high technique. Customers can purchase online. At the same time, the first sample company 
encourages online shopping. They provide online sales information, promotion and 
during/after-sales services. The second sample company does not use these tools in a large 
extent because they have complicated high technical products. It is hard for customers to 
test and purchase online. In addition, most of their customers are industrial customers, who 
want to have face-to-face negotiation instead of online shopping. Both sample companies 
do not use online personal selling very often. The reason for this might be that online 
personal selling can not express what people want to say effectively. In addition, some high 
technical equipment, such as video network, cost a lot of money. It is too expensive to use it 
for customers. Offline personal selling, on the other hand, is welcomed by low cost, 
effective and has better communication result. Therefore, the studied companies prefer 
using offline personal selling.  
 
Not all toolboxes in online communication tools are used. The studied companies use 
toolbox in a way that has a positive result. In online advertising, banners and e-mail are 
used frequently, while pop-ups and interstitials are used cautiously because users regard it 
is annoying. In online public relations, forum is considered a very effective supplement 
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because it faces to all stakeholders and has mutual communication function. Meanwhile, 
BBS is old fashioned and replaced by forums. In online direct marketing, personalised 
e-mail is used instead of spamming because spamming has only negative outcome. Within 
the used toolbox, some are used in a different ways by two companies, which are decided 
by the type of industry the company operates in and the stakeholders the company serves. 
The way to use them is considered to reach stakeholders and has benefit. For example, in 
online advertising, the first company has registered its website on smaller search engines, 
while the second company is using more sophisticated search engine skills. As to online 
sponsorships, the first sample company uses it to sponsor sports, such as International 
Olympic Games. The second company uses it to sponsor education and entertainment, such 
as online chess tournaments.  
 
The primary function a business website has is that it can be used in advertising, sales 
support, customer service, public relations and E-commerce. It is used as a public relation 
tool by releasing public relations related information. It helps to strengthen products 
promotion. It plays a role of complementing both advertising and personal selling efforts. 
However, the function of online advertising is more effective and useful than personal 
selling. Website is something of a mix between direct selling and advertising. It supports 
existing customers, finds potential customers and provides services for them. Therefore, the 
website is considered as one of online marketing communication tools. The study also 
reveals that website can function as a complementary or a supplementary to the other five 
communication tools, but it can not replace any of the other communication tools.  
 
From the basis of the analysis and the findings for research question one; the following 
specific conclusions have been drawn: 
 
• The extent usage of online advertising and public relations are not affected by industrial 

characteristics. They are important and used frequently by B2B firms. 
 
• The usage of online sales promotion and direct marketing tools are influenced by 

industrial characteristics. B2B firms that produce high technical products do not use 
them as frequently as other tools within advertising and public relations. 

 
• Online personal selling is not considered as effective as offline personal selling, which 

is not used very often by firms at present. 
 
• Not all tools in the online communication toolbox are used the same. They are selected 

and used in a way that has a positive result and can bring benefit to companies. 
 
§ The website is used as an online marketing communication tool. In general, it is 

complementary or supplementary to the other five tools, but it can not replace any of 
them. 
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7.1. 2 How can the stakeholders targeted and served online be described? 
 
The primary social stakeholders in the study are shareholders/investors, 
employees/managers, customers, suppliers/other business partners and communities. This 
study reveals that the importance of primary social stakeholders is different in different 
firms. In some cases, shareholders/investors are the most important, while in other cases, 
customers are the most important. National/international communities are the primary 
social stakeholders for the first company, whilst, local/national communities are the 
primary social stakeholders for the second one. The reason for this might be based on the 
nature of the firm, such as property right, the selling products, the firm’s scale and 
reputation.  
 
Data collected in this study shows that shareholders/investors are served by Websites by 
providing services of financial report, management changes and company activities. 
Employees/managers are served by providing employee accomplishments and benefits, 
company news and training materials. Individual home page and additional e-mail are used 
for them to communicate within organizations. Websites provide information to customers 
is product information, testimonials, customer support/service, online events and activities. 
For suppliers and partners, both companies provide information about new products, 
company news, technical service and support and sales promotion. There is no bid 
information. In addition, for partners and industrial customers in the first company, they can 
check more detailed information such as price, quantity, transaction, and supplier system. 
Regarding communities served by the site, it was found that social activities, policy 
statement and national/international news are the main information provided by websites. 
As a matter of fact, the website is providing different target segments with tailored 
information to different primary social stakeholders.  
 
Regarding to the communication ways served by Internet, this study discovered that 
Intranet is used to communicate with internal stakeholders such as shareholders/investors 
and employees/managers. Extranet is used to communicate with suppliers, other business 
partners and/or industrial customers. The general website, E-mail and chats are used for all 
stakeholders. However, shareholders are too busy to chat online. Furthermore, the study 
shows that different stakeholders have different visiting authority. Internal stakeholders are 
able to visit Intranet. External stakeholders can visit extranet. The general website is served 
to all stakeholders. That is to say, all stakeholders can visit general website without being 
authorized. The reason of visiting authorization might be to avoid hector and protect 
security environment. 
 
The findings of this study suggest that there are three main objectives of websites. The 
primary function is to provide general and useful information to all stakeholders. Web sites 
are renewed frequently so that stakeholders can know about the newest activities. The 
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second main function is to provide online customer service and support. The common 
online services include FAQ, products demonstrations, to download and upgrade related 
drivers and applications, and chat rooms. Online supports are product maintenance, 
problems diagnosis, e-mail link to technical team, and phone list. Furthermore, to improve 
communication with stakeholders is another main function. Communication is improved 
through providing useful information with multiple language, FAQ, virtual catalogues, 
customer database, and online community. Customer database helps company to get 
customers’ information and send personal e-mail regularly. Online clubs and forums help to 
establish two-way communication. However, the study discovered that exact two-way 
communication on websites is hard to fulfill due to the requirement of different 
stakeholders.  
 
In addition, the study reveals that there exist two kinds of communication flow. One is 
about company image and product information, which is company-related information. The 
flow of information is from the company to users. The other is about customer behaviors, 
needs and interests, which is customer-related information exchange. The flow is from 
users to the company. In general, company-related information is provided more than 
customer-related information. Companies have to encourage and push customers to give 
information. This could be because companies are sellers, while customers are buyers. 
Sellers seem always active and eager to give more information to attract buyers. 
 
As far as to feedback, the study finds that feedback can be gotten from websites. The main 
ways to get feedback are through e-mail, registration, online coupons, Q&A, and online 
chatting. However, not all stakeholders want to give feedback online. The main 
stakeholders who are active to give feedback are employees and individual customers. 
Other stakeholders, such as industrial customers, are reluctant to give feedback. The reason 
seems to be they are too busy. Another reason may be they are afraid to let their competitors 
to know business security from information they answered or submitted on websites. 
 
Data from this study revealed that websites can not create and build closer relationship with 
customers and other publics. On the contrary, it only helps other communication tools to 
build closer relationships. The reason might be because offline communication tools and 
other online tools are more personal than Web sites. The other reason is that some technical 
problems can not be solved online.  
 
From the basis of the analysis and the findings for research question two, the following 
specific conclusions may be deduced: 
 
§ The importance of primary social stakeholders is varied in different firms. 
 
§ Websites serve primary social stakeholders with different target segments and tailored 

information.  
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§ Intranets are used more for internal stakeholders, whereas extranets are used for serving 

external stakeholders. The general website, E-mail and chats are used to communicate 
with all stakeholders. 

 
§ Stakeholders need to be authorized to visit intranet and extranet. 
 
§ The three main functions of a B2B website are to provide general information, give 

customers service and support, as well as improve communication with stakeholders. 
 
§ In general, company-related information is provided more than customer-related 

information on B2B websites. 
 
§ Not all stakeholders give feedback online. Employees and individual customers are the 

main stakeholders who provide feedback online.  
 
§ Websites can help companies build closer relationships with customers, as well as other 

stakeholder groups. 
 
7.3 Implications 
This section will cover the implication this study could have for managers, the contribution 
to theory as well as for further research. 
 
7.3.1 Implications for Management 
The implication for managers can be seen as suggestions for companies that use the Internet 
as a medium for marketing communication. The following implications are based on the 
empirical data, analysis, and conclusions conducted during this study. 
 
Firstly, mangers should attempt to increase the online communication within the companies 
in order to create a unified organization. Managers should keep in mind that online 
advertising and online public relations are two main online communication tools, which are 
not affected by industrial characteristics. They should also consider the fact of measuring 
other different communication tools as well as how to use them so that these tools can have 
a better effectiveness to stakeholders. In addition, as Internet grows it becomes more and 
more important to use the Website. Managers should note that the Website is used as one of 
online marketing communication tools, which is a complementary to other communication 
tools. Therefore the companies should continue to use and improve the Website in order to 
stay ahead. 
 
Furthermore, managers should bear in mind that shareholders/investors, 
employees/managers, customers, communities and suppliers/other business partners are the 
main primary social stakeholders. In addition, not only local community, but also national 
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and international communities are primary social stakeholders. The importance of primary 
social stakeholders is varied according to the firm’s nature. That is to say, property right, 
products, the firm’s scale and reputation decide the importance of the primary stakeholders. 
Internet serves with primary social stakeholders with different target segments and tailored 
information. Manager should aim to serve shareholders/investors by offering financial 
report, management changes and company activities. They can serve employees/managers 
by providing employee accomplishments and benefits, company news and training 
materials. Managers may serve customers by providing product information, customer 
support/service, online events/activities, and technical articles. For suppliers and business 
partners, managers should provide information such as company news, product information 
and technical support. Regarding to communities, managers should note that social 
activities and national/international news are the main information this stakeholder needs.  
 
Finally, managers should remember that three main functions of Websites are to provide          
general information, give customers service and support, as well as improve 
communication with stakeholders. Managers need to try to get customer-related 
information on websites and to encourage feedback from stakeholders, especially business 
customers. Moreover, manager should keep in mind that Websites can not establish 
relationship with customers, but only help to build closer relationships with them.  
 
7.3.2 Implications for Theory 
Past researches have provided us with theory from which we have formed our purpose and 
research questions. The purpose of this study was to describe a phenomenon within a 
specific research area, as well as to deepen the understanding of this phenomenon by 
answering two research questions. This study contributes to a better understanding of how 
the Internet is used as a medium for marketing communication. It contributes to theory by 
applying existing theories concerning online communication tools and the way of Internet 
serving primary social stakeholders in order to test their validity. Websites are used not only 
as one of communication tools, but also the way to serve stakeholders. 
 
For research question one, the empirical findings generally agreed with theory. However, 
the empirical data gathered in this study shows that not all online marketing communication 
tools and their measures used by companies. In addition, the empirical data was agreed with 
theory on Website as a communication tool and the theory about Website was a 
complementary to other communication tools. Regarding research question two, the 
findings in this study support most theories. However, the empirical data reveals that for 
large companies, national/international communities instead of local communities are their 
primary social stakeholders. In addition, some objectives of websites are hardly to be 
fulfilled. It is hard to have two-way communications and get completely feedback from all 
stakeholders. Website can only help to establish closer relationships with customers.  
 
From the above research, we find the relationship between mixed online tools and Internet; 
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as well as the relationship between Internet and stakeholders. It is showed in Figure 7.1, 
which is constructed after we have reviewed previous studies and analysed the collected 
empirical data. On the left side of Figure 7.1 is the six online marketing communication 
tools. The six tools are preformed within Internet. They are the components of mixed online 
tools. Their measure tools, such as websites, e-mail and chats are served to all stakeholders. 
In addition, Internet is divided into extranet and intranet. That is to say, extranet and 
intranet are included in Internet. Meanwhile, intranet is included in extranet. Internet serves 
to all stakeholders. Intranet serves to internal stakeholders. They are shareholders/investors 
and employees/managers. Extranet serves to suppliers, partners and/or industrial customers. 
Internet is a bridge to connect mixed online tools and stakeholders. Websites are the most 
important online tools, which act as both online marketing communication tool and are 
used to serve on stakeholders 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 7.1 The Internet as a medium for marketing communication 
 
In short, this study has possibly contributed to the existing theory. It covers partly a new 
area. It also uncovers the functions of Internet including Websites on primary social 
stakeholders. However, there is still a lot to explore, describe and explain in the researched 
area, since the Internet is developing rapidly and offers a lot of interesting aspects that are 
worth further research. 
 
7.3.3 Implications for Future research 
By conducting this study, better understandings of Internet and Website as a medium for 
marketing communication and serve to primary social stakeholders have been gained. 
Many of these issues would make interesting propositions for other researchers. The 
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following is some suggestions for further research: 
 
§ The importance of online personal selling and how companies use this tool could be 

investigated. 
 
§ The comparison between online and offline marketing communication tools could be 

investigated. 
 
§ The Internet and Website serve to the secondary social stakeholders as well as the other 

stakeholders could be investigated. 
 
§ The perspective about the purpose and research questions of this thesis could be 

conducted from both companies and stakeholders’ point of view. 
 
§ The way companies are using the different online communication tools as well as the 

functions of Internet to stakeholder that differ in between service companies and 
industrial companies could be investigated. 

 
§ The importance of websites in the communication mix and their other functions to 

stakeholders that are not studied in this study could be investigated.
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APPENDIX A:  Interview Guide (English version) 
 
Company Information 
Company name: 
Location: 
Products: 
Annual turnover 
Number of employees: 
Name and position of the respondent: 
 
How can the mix of online marketing communication tools be described? 
 
§ Which of the following online marketing tools are important? Which of them do you use 

on Internet? Why/how so? If you do not use them, why? 
 
1. Online Advertising 
Banners, pop-ups (and pop-unders), Interstitials, e-mails, Newspaper-Like Standardized 
Ads, URLs, Advertising in Chat Rooms, Internet radio/television, advertorial, domain name, 
and sponsorship. 
 
2. Online Personal Selling 
Video Conferencing, Virtual Exhibitions 
 
3. Online Sales Promotion 
Coupons, product sampling, contests, sweepstakes, rebates and premiums 
 
4. Online Public Relations 
E-mail, community online, forums, bulleting boards, newsletters and newsgroups 
 
5. Online Direct Marketing 
Spamming, direct response advertising (web advertisements), computerized home shopping, 
home shopping networks, Internet programs (software) and order online. 
 
6. Web Site 
§ Are you agree or disagree the following theories about Web site as a marketing 

communication tool? Please tell us the reason. 
• Provide functions as advertising, sales support, customer service, public relations 

and E-commerce 
• The single best advertisement on the Internet 
• Carry all sorts of sales promotions 
• Serve as public relations vehicles 
• Complementing both advertising and personal selling efforts 
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• A mix between direct selling and advertising 
• Complementary or a supplementary to the other communication tools 

 
Is there anything you would like to add on this topic? 
 
How can the stakeholders be classified and targeted online be described? 
 
§ How do you classify the primary social stakeholders? Why? 
§ What kind of different information do you provide on Website to your different 

stakeholders? 
§ How do you use the following ways to communicate with these stakeholders on Net? 

Why? 
Intranet, Extranet, Web sites, E-mail, Chats & newsgroups 

§ Are you agree or disagree the following functions of Web sites on stakeholders? 
• Provide information 
• Provide customer service and support online 
• Create and administer close relationships  
• Provide communicational platform 

 
Is there anything you would like to add on this topic?
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APPENDIX B:  Interview Guide (Chinese Version) 
 
第一大问题－网上交流工具。 
你们公司是否运用了以下交流工具，如果是，请在后面注目。不是请说明原因。 
1．在线广告工具 
Banner－在其他网站上做广告                 
URL—将公司网址放在搜索引擎中  
Pop/up –弹出的广告窗口                      
E-mail – 
Interstitials －整面的网页广告、 
聊天室里的广告 
在线 radio，tv的广告 
有无其他方式，是什么？ 
 
2．在线个人销售工具 
个人销售是面对面或者电话销售，展会，会议，报告等。网上个人销售工具有－ 
网上电视会议 
有无其他工具－ 
 
3．在线促销 
网上优惠券－电子优惠券，通过 e-mail告诉客户        
样品－比如免费视听，免费试用软件等                
网上打折 
网上彩票     网上竞赛                                        
有无其他方式，是什么？ 
 
4．在线公共关系 
E-mail 
 
BBS  
Newsletter – 发布信息 
Newsgroups – 电子 bbs, 客户将问题写在网上，然后得到答复 
Forums --网上讨论会 
Community online -- 在线社区 
有无其他方式，是什么？ 
 
5．在线直销 
兜售信息，广告等，类似群发邮件 
Computerized home shopping －家庭网上购物 
Home shopping networks －网上购物群，类似于 shopping mall 
Internet programs (software) – 网上购物软件 
有无其他方式，是什么？ 
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6．如何看待网站做为一种网上交流工具？以下是一些归类，你是否同意，为什么？ 
1． 网站提供了广告，销售，客户服务，公共关系等的作用。 
2． 他是唯一，最好的网络广告。 
3． 支持所有形式的促销。 
4． 作为一种公共关系的工具。 
5． 补充完善了广告，直销和个人销售的作用。 
6． 是其他 5种交流工具有用的补充。 
 
第二大问题－客户群 
客户群包括股东，雇员，客户，社会团体，供货商和经销商 ――这是主要客户群 
政府，媒体，商业团体，竞争者 ――这是次要客户群 
以下问题是关于主要客户群体 
 
1．你们公司的客户群是如何划分的？ 
 
2．和股东及雇员的交流是通过 intranet-企业内部互联网，和供货商及经销商的交流通
过 extranets-外延网，和客户通过 e-mail, 和社会团体通过聊天室，新闻发布。 
你们公司是否通过这些方式和客户群沟通的？请说明原因。 
 

3．网上对不同客户群提供的信息如下－ 
股东－财务报告，股票交易行情，管理变化，公司经营活动状况。 
雇员－雇员业绩，福利，目录，企业信息，培训信息，个人公司网页，个人公司邮箱 
客户－网上小册子，产品介绍，证书，客户服务，会员网页 
社会团体－社会组织，其他网站的连接 
供应商和经销商－ 新产品信息，公司新闻，投标 
你们公司是否运用了以上方式，请说明为什么用，为什么不用。 
 
4．网站对客户群的作用如下－ 
提供信息，加强交流，得到反馈，建立密切的客户关系等。 
你们公司的网站除了有以上作用，还有什么其他作用？
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