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Abstract:

Identifying the Internet Non-User (INU), Internet User (IU) and Online Buyer (OB) is important for marketers to enable appropriate target marketing, distribution, advertising and customer service. Such identification is also critical to public policy makers desirous of reducing the digital divide. Despite the criticality of identifying the INU, IU and OB, research in marketing on the internet has not focused on the associated problem of identifying the determinants of the three categories. This research offers a conceptual model, based on innovation diffusion theory, for identifying the individuals in each of the three categories on the basis of innovativeness, internet use and online trust. Demographic variables and availability of home computer are other factors used to theoretically predict membership of INU, IU and OB. Implications for practice, public policy and research are drawn.
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Abstract:

Purpose -- To understand the differences in perceived barriers to e-auctions both in US buying organizations that have adopted e-auctions and in both those that have not. Design/methodology/approach -- Four propositions were developed based on the literature and case studies in eight companies that used e-auctions for sourcing. Measures were developed for lack of e-auction knowledge, lack of supplier participation, information security concerns and importance of supplier relationships. Survey data were gathered from 163 US National Association of Purchasing Management members. GLM-MANOVA was used to test the propositions. Findings -- E-auction adopters perceive information security to be less of a concern than non-adopters. No significant differences were found between adopters and non-adopters on the buyer's e-auction knowledge, lack of supplier participation, and the importance of supplier relationships. Research limitations/implications -- The small sample size limits statistical power, so small differences may not have been detected. The results may not generalize beyond the sample. Practical implications -- Supply managers should focus on reducing information security concerns within their organizations to facilitate adoption. Originality/value -- No published studies have explored the differences between adopters and non-adopters of e-auctions to identify barriers
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Abstract:

The article focuses on research which examined the impact the Internet and online social networking has had on product marketing strategy and internet advertising to consumers worldwide. A discussion of consumer skepticism which has developed in regards to the honesty of claims which are seen in Internet advertising, and online marketing techniques is presented. The advantages to consumers which are associated with traditional word of mouth advertising versus modern internet advertising are discussed.
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Abstract:

Purpose – The study investigates the internet-based electronic commerce (EC) adoption profile of small and medium-sized enterprises (SMEs) in Turkey as well as the factors affecting their willingness to adopt EC usage. Design/methodology/approach – EC adoption is measured by a composite index of the usage frequency of 14 EC application tools. The study draws on the data obtained from a sample of 237 manufacturing SMEs with internet connection. Findings – In was discovered that EC adoption was significantly influenced by its perceived benefits. However, the perceived limitations of EC applications were found to have no statistically significant effect on EC adoption. The analysis also showed that company and industry-specific factors, with the exception of amount of resources allocated for export development, did not appear to have any significant impact on EC adoption. Research limitations/implications – More efforts have to be made to remove or at least mitigate the impediments to a SME's willingness to adopt EC. The results of this study show that the lack of legal regulations is cited as one of the most serious limitations of EC and hence EC is rarely used for payment purposes. One of the most vivid implications of internet-based EC for SMEs is the potential for external communication and information gathering for market and product research. Originality/value – This study is significant for two reasons. First, it presents new data and insights into the internet-based EC adoption of SMEs. Second, this study focuses on a relatively unexplored research area in an emerging market – Turkish SMEs
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Abstract:

To help identify the factors influencing online shopping, the Wharton Forum on electronic Commerce sponsored an ongoing research project begun in 1997 called the Wharton Virtual Test Market (WVTM). It seeks to understand Web consumer demographics, attitudes about online shopping and predictors of online buying behavior. Consumers worldwide can shop online 24 hours a day, 7 days a week and 365 days a year. Some market sectors, including insurance, financial services, computer hardware and software, travel, books, music, flowers, and automobiles are experiencing rapid growth in online sales. Amazon.com has become the third largest bookseller in the U.S., despite being in business only since 1995. The prototypical Web consumer leads a wired lifestyle and is time starved. It appears that Web consumers shop online to save time. The most important information for predicting shopping habits-online and offline are measures of past behavior, not demographics. This result suggests several implications for the design of online shopping environments like make it more convenient to buy standard or repeat-purchase items; customization to make a purchase decision and easy checkout process.

Title:

Characteristics of B2B adoption and planning of online marketing communications.Find More Like This
Authors:

Jensen, Morton Bach1 mbj@itu.dk
Source:

Journal of Targeting, Measurement & Analysis for Marketing; Jul2006, Vol. 14 Issue 4, p357-368, 12p, 4 charts

Document Type:

Article

Subject Terms:

*BUSINESS logistics
*INTERNET marketing
*COMMERCE
*WORD-of-mouth advertising
*MARKETING -- Planning
*VIRAL marketing
NETHERLANDS
Abstract:

This paper addresses the issue of whether there is a need for better online marketing communication planning and prioritisation methods, particularly for B2B companies. It describes the result of an empirical study among larger Danish companies. The work looks at differences between B2C and B2B companies, regarding the importance of offline and online marcom disciplines, online spending and usage of methods for online communication prioritisation. The paper concludes that due to high online spending, a less specialised priority of online disciplines and very limited usage of existing methods, B2B companies need to be on the lookout for new systematic methods for online communication planning.
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Abstract:

The article focuses on Internet marketing strategy for the healthcare industry and DoubleClick's white paper, "The Evolution of Rich Media Advertising: Current Market Trends, Success Metrics and Best Practices." Rich media, which can be downloaded or embedded in a Web page, is more effective than traditional online marketing communication. The technology changes that occurred in years 1995 and 1996 which affected the role of Internet marketing staff are mentioned, such as multi-media content. Trends in Web 2.0 are predicted for integrated or multichannel marketing campaigns, the Really Simple Syndication (RRS) technology subscription model, podcasting and vodcasting, wizards and avatars, and search-engine optimization.
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	Abstract:
	No one questions the power of the internet as a means of information dissemination. But how effective is the medium for restaurant marketing? Are tourists using the tool, and does it influence their purchase behavior? Though there is no short- age of consultants and technology companies touting the importance of the internet and their abilities to harness the medium for their restaurant clients, little empirical research has been performed to determine its effectiveness in tourism settings. This paper reflects the results of an empirical study of tourist restaurant selection in a vacation destination, and notes that while a reasonable percentage of vacationers believe the medium to be a useful research tool, few in fact translate research into patronage; a disconnect that should be of significant interest to restaurateurs considering the investment return of their internet marketing dollars. Implications and suggestions for restaurants catering to vacation travelers are discussed.
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	Abstract:
	The article discusses the use of short films by automobile manufacturers to attract young consumers. The two Ford Motor Co. brands want their Web marketing campaigns to reach buyers in their mid-20s to early 40s. They describe their target audience as urban, hip consumers who use computers daily for leisure. BMW has pioneered the integration of vehicle information with entertainment content in Web films that appeal to emotions and intellect. To promote its X-Type cars, Jaguar is unveiling short films known as Webisodes.
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	Abstract:
	This article reports on the decision of fast moving consumer good giant Proctor & Gamble to invite several major online media owners to participate in its online week, which will take place at the beginning of December 2004. Proctor & Gamble has invited media owners to talk about the benefits of the medium to its British marketing chiefs, a move which suggests the Internet could play a bigger role in its marketing strategy in 2005. Sources claim that this is the first time that Proctor & Gamble has invited online media owners to such an event. Proctor & Gamble would not provide any further details but a spokeswoman described the event as an in-house training course designed to grow the skills of its brand managers and marketers. She said the group ran a similar course on outdoor media several weeks ago and denied that it represents any change in the company's marketing strategy. However, the fact that Proctor & Gamble wants to train its marketers in online is good news for the sector, which bas been struggling to attract cash from fast moving consumer goods, one of the largest spending groups in offline media. Proctor & Gamble has already started to do more online work in 2004, in a bid to build closer relationships with its consumers.
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	Abstract:
	Reports on the roster of marketing agencies being created by the British Broadcasting Corp. to work on Internet campaigns promoting its Web sites. Creative and innovative approach sought by the broadcaster for online marketing; Deadline for the completed submissions.
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	Abstract:
	American convention and visitors bureaus are trying to adjust their marketing strategy to incorporate the Internet but have achieved mixed results. This study examines the factors affecting the success of Web-based marketing strategies by American convention and visitors bureaus. The results of this study indicate that successful Web marketing strategies require the integration and coordination of three complementary aspects of the Internet marketing efforts as well as favorable organization and technology environment and innovative approaches. Discussion and implications are provided based on the results of the study
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	Abstract:
	This paper reviews the criticism on the 4Ps Marketing Mix framework, the most popular tool of traditional marketing management, and categorizes the main objections of using the model as the foundation of physical marketing. It argues that applying the traditional approach, based on the 4Ps paradigm, is also a poor choice in the case of virtual marketing and identifies two main limitations of the framework in online environments: the drastically diminished role of the Ps and the lack of any strategic elements in the model. Next to identifying the critical factors of the Web marketing, the paper argues that the basis for successful E-Commerce is the full integration of the virtual activities into the company’s physical strategy, marketing plan and organisational processes. The four S elements of the Web-Marketing Mix framework present a sound and functional conceptual basis for designing, developing and commercialising Business-to-Consumer online projects. The model was originally developed for educational purposes and has been tested and refined by means of field projects; two of them are presented as case studies in the paper.
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	Provides abstracts of articles on web site design for effective marketing, published in the November 2001 issue of the 'Journal of Consumer Marketing.' Design considerations and ways of building customer relationships online; Creation of awareness of companies' web sites; Coordination between web marketing and other marketing communications.
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	Abstract:
	This experiment examines interactivity and vividness in commercial web sites. We expected increased levels of interactivity and vividness would lead to more positive attitudes toward web sites, stronger feelings of telepresence, and greater attitude--behavior consistency. In addition, we expected increased levels of vividness to lead to the development of more enduring attitudes toward the site. Participants explored four web sites. Increases in interactivity and vividness were associated with increased feelings of telepresence. In addition, increases in vividness were associated with more positive and more enduring attitudes toward the web site. Implications for new media researchers and practitioners are discussed.
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	Abstract:
	The article discusses the use of Web sites in marketing services of certified public accountants on the Internet. CPA firms need to learn some basics about applying Web direct marketing in a way that makes their sites competitive, effective sales tools. A Web site becomes direct marketing when it has action-oriented text and graphics, promotional offers, data and devices that prompt reader response. The basic strategy starts with positioning, a form of differentiation that can help create a perception about the business among clients and prospects based on the firm's strengths. Positioning is central in all marketing and no less so on the Internet. Volvo is an example of a business that has used positioning well in its Web and other marketing. Its media tag line is "Drive Safely," and it promotes its cars to families with children. As a result, Volvo has become identified with safety. CPA firms attempting direct marketing on the Web may need to take a few pointers from consumer approaches. INSETS: More About Web Marketing; The Benefits of Links; Ten Tips for Web Marketing Success.
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	Abstract:
	"It ain't what you do, it's the way that you do it," goes the refrain of a big-band standard. Companies that are trying to establish a commercial presence on the Web should heed the lesson those lyrics teach. Although the Web has the potential to level the playing field for all competitors, those companies that effectively market themselves on Web have a distinct advantage. This article presents strategies for gaining that advantage.
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	Abstract:
	While techniques and tools for Web marketing are being actively developed, there is much less available for Web merchandising. This paper contributes to the understanding and analysis of merchandising effectiveness in online stores. First, we categorize the requirements of business analysis for online stores. Especially, we distinguish the analysis requirements of Web merchandising from those of Web marketing. Then we focus on Web merchandising by identifying its elements, such as merchandising cues, shopping metaphors, store design and layout, and product assortment. Second, we tackle the problem of measuring the effectiveness of these elements of Web merchandising. For tracking and analyzing the merchandising performance, we introduce a new set of metrics, which we call micro-conversion rates. We explain how these metrics provide detailed insight into the performance of different business strategies. Finally, we describe a set of system and data requirements for tracking micro-conversions in online stores. Based on the identified system requirements, we present an architecture for a data-mart system for electronic commerce analysis that incorporates the new metrics.
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	Abstract:
	As business models evolve to integrate technology with organizational strategy and marketing, the application of Web technology to facilitate end-user interactions, or what we call Web-enabled interactivity, has become increasingly important to customer relationships. This article develops and introduces the Web-Enabled Interactivity Self-Evaluation tool (referred to as WISE). Two case studies are used to illustrate how managers can use WISE to develop a thorough, easily communicated profile of their Web-enabled interactivity capabilities upon which competitive positioning assessments can also be made. The information generated by the audit process is intended to help firms enhance their interactive communication with Web site users in a market-oriented manner.
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	Abstract:
	Purpose - To identify the relative effects of three features of response toward web interface (RWI) on their advertising promotion effectiveness as measured by the number of accesses to various web pages. Design/methodology/approach - A factorial design experiment was conducted on the internet to empirically test the hedonic stimulation web interface model developed by the authors. Findings - The results reveal that there are three main effects and two two-variable interactions which are found to be significant. In respect to our hedonic stimulation web interface design model (HSWIDM). No three variables of the hedonic salience interact simultaneously. Research limitations/implications - Among the potential limitations of this research is the main effect of colour in the design of the experiment. The other potential limitation is related to the broad assumption of subjects selected. Practical implications - In operational terms, the major finding regarding the key aim of this research is that all three hedonic salience variables have a main effect and lead to a hedonic valance. Originality/value - The research adds to the body of literature and knowledge focusing on quantitative internet research and analysis of data using a practical factorial design and analysis method as exemplified in the use of Yates' forward analysis of factorial experiment.
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	Abstract:
	The article reports on the demand of doing business services through web marketing. LeadClick Media, an online lead generation, offers online advertising and marketing services to offline advertisers and multimedia companies. Furthermore, it discusses the emerging of new buyers and investment bankers to the web marketing firms.
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	Abstract:
	This article reports on the plan of Cadbury Trebor Bassett to enhance its online marketing efforts in 2006. The company wants the Internet to be the focal point in customer relationships and leverage its success with the year-long Centenary campaign. There is a new level of participation in a variety of online activities held by the company. Cadbury is also planning to test blogging and podcasting marketing. Internet and e-mail will play an important role in the company's customer relationship management strategy.
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	Abstract:
	The article reports on the failure of financial advisers conducting Web-based marketing to comply with the financial promotion rules of the Financial Services Authority (FSA) in Great Britain. The regulators uncovered a series of rule breaches following the investigation of online promotions by 34 advisers. With this regard, FSA gives warning to firms to take immediate action and reminds them to improve their Web sites for fair and clear financial promotions.
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	Abstract:
	The article reports on a bill introduced by Representative Edward J. Markey, D-Mass., that seeks to force Internet companies to dump customer data after a certain period of time. The bill, if adopted, would particularly restrict search engines and portals, and their clients' current way of doing business, said policy experts. The bill is driven by media attention on the U.S. government's subpoena to get Google to give up its search data, as well as the publicity surrounding security breaches and robberies of customer data, such as the 145,000 customer profiles stolen from ChoicePoint 2005.
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	Abstract:
	American convention and visitors bureaus are trying to adjust their marketing strategy to incorporate the Internet but have achieved mixed results. This study examines the factors affecting the success of Web-based marketing strategies by American convention and visitors bureaus. The results of this study indicate that successful Web marketing strategies require the integration and coordination of three complementary aspects of the Internet marketing efforts as well as favorable organization and technology environment and innovative approaches. Discussion and implications are provided based on the results of the study
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	Abstract: While a large number of consumers in the US and Europe frequently shop on the Internet, research on what drives consumers to shop online has typically been fragmented. This paper therefore proposes a framework to increase researchers' understanding of consumers' attitudes toward online shopping and their intention to shop on the Internet. The framework uses the constructs of the Technology Acceptance Model (TAM) as a basis, extended by exogenous factors and applies it to the online shopping context. The review shows that attitudes toward online shopping and intention to shop online are not only affected by ease of use, usefulness, and enjoyment, but also by exogenous factors like consumer traits, situational factors, product characteristics, previous online shopping experiences, and trust in online shopping.
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	Abstract: This article explores the awareness and level of implementation of e-commerce in UK small and medium-sized enterprises (SMEs). Results of a survey of 298 small firms suggest that issues of leadership and waste management are of greater importance to SMEs than development of e-commerce capability. Those SMEs which have developed e-commerce capability have not done so strategically and have yet to enjoy significant cost and time savings. The survey also identifies the challenges faced by SMEs. Finally, paths are suggested, which might be followed by such firms in seeking to enhance their performance in e-commerce.
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	Abstract: This study applies Tauber's personal and social motives, as representative of Sheth's non-functional motives for shopping, to Internet shoppers. Two studies are conducted; in the first a sample of current online shoppers is surveyed on how well Tauber's motives describe their motivation for Internet shopping. Projective technique is used in the second study, in which a group of consumers are asked to discuss how the motives may impact on online shoppers, as a means of explaining how the motives apply in the Internet setting. Results suggest that Tauber's non-functional motives can be adapted to the twenty-first century mode of shopping. This leads to some strong implications for researchers and practitioners who so far have concentrated on the functional aspects of Internet shopping with respect to gaining shopping market share.
	
	
	

	Supplier Web-page design and organizational buyer preferences

	Author(s): Kenneth R Lord; Alice Ford Collins 

	Journal: The Journal of Business and Industrial Marketing 

	Year: 2002 Volume: 17 Number: 2 Page: 139 -- 150 

	DOI: 10.1108/08858620210419772
	
	
	

	Publisher: Emerald Group Publishing Limited 
	
	
	

	Abstract: Gauges the accessibility of vendors to organizational customers and compares sellers' approaches to online communication with the preferences expressed by buyers. A survey of organizational buying-center members revealed that responding organizations relied at least partially on Web-based research for a mean of 40 percent of purchases involving supplier/vendor search. Distinct segments are observed that differ in their desire for suppliers' Web sites to provide information about purchase facilitators (e.g. online ordering, prices, product and services information), quality/performance assessment (e.g. financial statements, company profiles, certification information), and non-purchase information (e.g. community activities, job opportunities, company news). An analysis of vendor Web sites demonstrates a need for more systematic inclusion of prices, online ordering, literature requests, answers to frequently asked questions, certification information and financial statements.
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Abstract: Theories from information systems and strategic marketing are integrated to develop a framework for understanding the direct, mediated, and moderated influences of contextual marketing and customer-orientation strategy on site satisfaction. Empirical testing shows that customers' perceived contextual marketing and customer-oriented strategies are associated with site satisfaction and loyalty. Departing from the simple linear-association approach, the study also investigates the moderating role of privacy concerns and site design complexity and the mediating role of perceived site value. It finds that the influence of contextual marketing and customer-orientation strategy on site satisfaction is moderated by the perceived complexity of the site design but not by consumer privacy concerns. These influences may also be mediated by perceived site value. Overall, the contextual marketing approach of providing personalized, real-time information to customers at the point of need will obtain competitive advantage in e-commerce.
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	Abstract: The 1990s have witnessed the proliferation and hypergrowth of the Internet which, combined with traditional IT technologies, is creating a global, and cost-effective platform for businesses to communicate and conduct commerce. Because of today's shrinking world, companies must create new sources of competitive advantage almost on a daily basis. This fact becomes critical for small and medium enterprises (SMEs) because they are considered to be a major component of all economies and are generally considered to be flexible, adaptive and innovative organizations, which appears to make them a good fit for electronic (e)-commerce. The present study presents an in-depth analysis of the e-commerce development stages and the facilitators and barriers for SMEs during each stage.
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	Abstract: In recent research, two views of the possible postmodern consumer have emerged. One view, advanced by Firat and Venkatesh, postulates that the consumer has increased expressive flexibility and is therefore liberated from prior ideologically-created restraints. A second view, provided by Thompson and Hirschman and based on an empirical study of bodily-related consumption, is less sanguine and argues that "long-standing cultural narratives" continue to inhibit the consumer. To further consider these two contrasting perspectives, this paper analyses downloaded, discussion texts which express the emic views of consumers who participate in NetGirl, a gender and relationship-oriented, online forum. The results provide some evidence supportive of both perspectives, i.e. the Net is more a mental, "hyperreal" and therefore more flexible phenomenon than the body, yet it also manifests the long-standing need of people to tangibilize online phenomena in "real" terms. Implications are drawn which reflect this finding, as well as the idea that online cyber-narratives and offline, real life narratives tend to mirror and be inscribed in each other.
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	Abstract: As more and more organizations establish their presence on the World Wide Web, the question of interacting in the new medium presents challenges to practitioners and academics alike. How should economic and symbolic activity be conducted and conceptualized? Different assumptions about the new medium will result in disparate activities - and concomitantly varying degrees of success or failure. In this article we explore the phenomenon of the Web using themes which characterize postmodernism. Postmodernism is a rubric of praxes and thoughts that "dis-embodies" the information age, and thus offers unique insights into information-rich contexts such as the Web. The article is set out as follows. First, the signifiers of "modern" and "postmodern" are discussed. Second, the Web is explored using key themes of postmodernism. We conclude that a postmodern perspective will illuminate thinking in the new information medium, just as modernism facilitated thinking in traditional physical medium.
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	Abstract: The purpose of this research was to investigate e-business and e-supply strategies in Scottish small- and medium-sized enterprises (SMEs). The paper reviews academic literature and recent survey reports on the degree of e-business adoption in the UK and Republic of Ireland. The qualitative methodology undertaken is described, findings are discussed and implications from this study for e-business strategies outlined. This was an exploratory study using a small sample with possible geographic biases. Nevertheless, the data so far are in line with findings from larger studies. The role of support agencies is examined, as well as how government could better serve the SMEs. Finally conclusions and future research plans are presented.
	
	
	


: Internet usage and competitive advantage: the impact of the Internet on an old economy industry in Spain Author(s): Ana Rosa del Aguila Obra; Sebastián Bruque Cámara; Antonio Padilla Meléndez Journal: Internet Research: Electronic Networking Applications and Policy Year: 2002 Volume: 12 Number: 5 Page: 391 -- p401 DOI: 10.1108/10662240210447146 Publisher: Emerald Abstract: Since the beginnings of the computing era it has been suggested that firm performance could be enhanced by the use of information technology which would help firms to score better on such indicators as productivity, profitability and market share. TCP/IP or the Internet are examples of the technology that is now available to help firms pursue their strategic aims. So far, however, their effects remain uncertain. In this paper we attempt to provide some evidence regarding the impact of the Internet on competitive advantage in a non "dot.com" industry in Spain. We also offer some ideas that may help to explain the role of the Internet as a competitive tool in modern firms.
Title: New media in marketing redefine competitive advantage: a comparison of small and large firms Author(s): Gary S Lynn; Alan C Maltz; Peter M Jurkat; Michael D Hammer Journal: Journal of Services Marketing Year: 1999 Volume: 13 Number: 1 Page: 9 -- p20 DOI: 10.1108/08876049910256041 Publisher: Emerald Abstract: Large firms have traditionally commanded a competitive advantage in the marketplace over small firms by being able to use their financial strength to perform large-scale market research studies, to design and implement wide reaching advertising campaigns, and to establish computer and information systems to communicate with their staff and suppliers. This empirical study of 192 large and small companies indicates that small firms are using new media technologies to level the competitive playing field. Cost-effective new media technologies are making it easier for small firms to enjoy some of the benefits that previously were only available to large companies. Contributes to the scholarship because little relevant research currently exists on the marketing uses of new media technologies for small firms and their potential for altering the competitive advantages long enjoyed by larger firms
Title: Competitive Advantage: Merging Marketing and the Competence-based Perspective Author(s): Uta Jüttner; Hans Peter Wehrli Journal: The Journal of Business and Industrial Marketing Year: 1994 Volume: 9 Number: 4 Page: 42 -- p53 DOI: 10.1108/08858629410073199 Publisher: Emerald Abstract: The understanding of strategic marketing has evolved to an integrated part of market-oriented business policy. Subsequently, marketing and management concepts have become even more closely related. Recently, the "competence-based perspective" added an innovative approach to strategic management concepts. It suggests that competitive reality requires a new thought and action orientation in order to reach competitive advantages. Examines the role of business-to-business marketing within the competence-based view of strategic management. Summarizes the main theses of the competence-based view to provide a basis for the development of a competence-based marketing model. Proposes a practicable framework to strategy formulation in marketing management.
Title: Content Critical - Gaining Competitive Advantage through High-quality Web Content Author(s): Gerry McGovern; Rob Norton Journal: Journal of Consumer Marketing Year: 2002 Volume: 19 Number: 5 Page: 447 -- p450 Publisher: Emerald Keywords:Internet; Competitive Advantage; Communication Article Type:Review
Title: Using Information to Enhance Competitive Advantage - The Marketing Options Author(s): Paul Turner Journal: European Journal of Marketing Year: 1991 Volume: 25 Number: 6 DOI: 10.1108/03090569110000664 Publisher: Emerald Abstract: The view is put forward that the effective sourcing and management of information is critical in the search for a winning business strategy. Such information will be secured from environmental and market analysis and will be matched with the company's competitive advantage in the generation of strategic marketing options. Well-managed information streams will be important in all aspects of the marketing mix as well as in market selection. Information will allow a company to decide on an effective supply posture to meet a market demand opportunity.
Title: Using the Internet for competitive advantage Author(s): Peter Jemmeson Journal: Industrial Management & Data Systems Year: 1997 Volume: 97 Number: 4 Page: 139 -- p142 DOI: 10.1108/02635579710173202 Publisher: Emerald Abstract: Examines the possible use of the Internet as a business tool to gain competitive advantage. After a brief introduction to the Internet it defines Internet driven competitive advantage. Discusses the most commonly used Internet tools with relation to practical examples of their possible use as tools to gain a competitive advantage. Concludes that with the correct approach there is potential for successful use of the Internet by business.
Title: Who owns the online consumer? Author(s): Paul R Prabhaker Journal: Journal of Consumer Marketing Year: 2000 Volume: 17 Number: 2 Page: 158 -- p171 DOI: 10.1108/07363760010317213 Publisher: Emerald Abstract: Powerful emerging technologies, fierce competition in the marketplace, more sophisticated consumers and the relentless drive for higher corporate earnings are at the root of online consumers' information privacy concerns. The issue of consumer privacy could be a defining element in the battle for the ownership of online consumers. Businesses have a choice in how they respond to this matter. They can see it as a threat and simply react defensively. Or they can treat this as an opportunity and be proactive in maximizing the gains. Clearly, businesses that add value to their offerings by leveraging Internet technology in coordination with a proactive policy to preserve consumer privacy will be the success stories of the future. The goal of this research is to identify the strategic and tactical opportunities created by online consumers' privacy concerns. Approaches to treating the privacy concerns as a source of competitive advantage are clearly discussed.
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	Abstract: Develops detailed marketing strategy recommendations for online commerce based on the general popularity of the Internet, the unique nature of doing business there, and how its attributes may be utilized for a successful marketing presence.
	
	
	


Title: Consumer interaction in the virtual era: some qualitative insights Author(s): Martin Evans; Gamini Wedande; Lisa Ralston; Selma van `t Hul Journal: Qualitative Market Research: An International Journal Year: 2001 Volume: 4 Number: 3 Page: 150 -- p159 DOI: 10.1108/13522750110393053 Publisher: Emerald Abstract: Focuses on the exploration of consumer experience and attitudes towards online interaction within virtual communities. One of the emerging e-commerce business models, the consumer to consumer "community" model, is relatively new but underpins the framework for the research conducted. The dramatic change in terms of how consumers interact with each other and potentially engage with direct marketers is epitomised by a change in the level of perceived control with a shift towards consumer-controlled interaction. The growth in virtual or on-line communities is part of this evolution, and this paper reports on the qualitative phase of an ESF/DMA-funded research project.
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	Abstract: Demonstrates the usefulness of the traditional marketing model in developing e-commerce marketing strategies. Discusses four e-commerce frameworks and integrates them with the traditional marketing model (product, price, promotion, and distribution) to develop a complete framework. Discusses how the e-commerce strategies could be applied to a real company using the integrated model.
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	Abstract: The electronic marketplace will necessitate alternative entrepreneurship models. As more organizations enter the arena of electronic commerce, research is needed to examine how entrepreneurs effectively design and integrate new business models and practices in their organizations. The purpose of this paper was to examine the targeted role that organizational strategy has in assisting entrepreneurial firms identify and evaluate new opportunities and ideas for their businesses. We also investigate the role of the entrepreneur's personality (e.g. proactive personality) in influencing how the entrepreneurial firm implements product/service innovations, builds an external business network, and cultivates employee relationships. Implications for the strategic management of innovation in emerging Internet entrepreneurial firms are discussed.
	
	
	


Title: On becoming an entrepreneur: an evolving typology Author(s): Jeffrey W Alstete Journal: International Journal of Entrepreneurial Behaviour and Research Year: 2002 Volume: 8 Number: 4 Page: 222 -- p234 DOI: 10.1108/13552550210436521 Publisher: Emerald Abstract: This paper examines the perceptions of prospective entrepreneurs in light of the possible influence of the post-Internet boom awareness and the slowing growth of the economy on their attitudes toward founding a business. The study presents and analyzes the responses and ensuing discussion to questions posed to 54 individuals in three college entrepreneurship courses. Using a controlled Internet discussion board, an interactive dialogue developed among participants. According to the qualitative research findings, a majority of participants in the study perceive there is a slight decline in entrepreneurial activity after the widely publicized failure of new e-businesses that were created in recent years, and the subsequent slowing of the economy. However, there are several reasons why individuals considering entrepreneurship would continue with their goal of founding a business, including greater control of their destiny, increased satisfaction, more money, and creating a legacy for their family and children. Recommendations are made for further qualitative and empirical research of prospective entrepreneurs in follow-up to these findings
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	Abstract: This paper attempts to answer the questions raised in a previous paper by the authors ("Creating value in the `new economy"', Management Decision, Vol. 40 No. 8) which dealt with how business has had to reevaluate the importance of its assets in the "new economy". The present paper now addresses the questions of how these changes affect traditional marketing delivery structures and mechanisms and, more importantly, how these changes affect the cost of marketing and the estimation of value that marketing delivers. The disciplines of marketing are such that a major role can be played in exploring the likely scenarios that will optimise competitive advantage.
	
	
	


: The limits of globalization - legal and political issues in e-commerce Author(s): Jedrzej George Frynas Journal: Management Decision Year: 2002 Volume: 40 Number: 9 Page: 871 -- p880 DOI: 10.1108/00251740210441413 Publisher: Emerald Abstract: This article analyses some of the most important political and legal challenges faced by internationally operating Internet firms today. In addition to dealing with an important, albeit rarely discussed, issue, the present article attempts to provide a fresh perspective on this topic by utilizing the concept of political risk. Using evidence from exemplary court cases on topics such as consumption tax and intellectual property rights, the discussion demonstrates that Internet firms face serious political and legal uncertainties, which differ considerably between different markets. The article reveals that, in the age of globalization, national boundaries still matter a great deal. In terms of methodology, the article portrays how legal materials can be used to understand the impact of legal and political processes on international firms. Indeed, it suggests that future business research could make greater use of factual evidence from litigation as an alternative methodology in the study of the business environment.
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	Abstract: While numerous firms have successfully segmented customers using various segment-based pricing models and tactics, the advent of the Internet has introduced a new element of opportunity with respect to such pricing. This paper identifies the various areas of opportunity for segmenting World Wide Web consumers. Several known pricing tactics are assessed for their application to the World Wide Web consumer markets.
	
	
	


Business-to-business market making on the Internet Author(s): Lisa R Klein; John A Quelch Journal: International Marketing Review Year: 1997 Volume: 14 Number: 5 Page: 345 -- p361 DOI: 10.1108/02651339710367647 Publisher: Emerald Abstract: Explores the emergence of market-making as a viable business model on the Internet. Exploratory field research suggests that business-to-business marketers with international audiences might find this environment most in need of the roles an electronic middleman can play. Examines the critical factors which influence success for these new market makers (MMs) and the trade-offs they must make to ensure that they reach critical mass in the short-term and create a sustainable position in the long term. Concludes with a set of recommendations to guide would-be MMs in making these strategic choices.
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	Abstract: The first stage in the consumer buying process is generally recognised to be that of the information search. This stage is recognised to be an important phase during which promotional messages should reach the intending consumer. Like many other stages of the buying process information seeking becomes more structured and constrained in the e-shopping environment. In particular, the ability to collect product information and make comparisons between the different product offerings from different providers, possibly across national and currency boundaries, is often viewed as one of the main competitive challenges of e-shopping. This article first visits models of the consumer buying process. It then explores the two approaches to information seeking, browsing and directed searching, and then proceeds to identify the tools that support these approaches. The complexity of variety in these tools is explored, in order to set the scene for understanding the complexity of the options with which the shopper is confronted.
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	Abstract: This article examines the future of e-money as a payment instrument and some of the microeconomic policy issues it will raise. The paper is in two parts. This first part focuses on the various forms which electronic money is likely to take in the future, and considers key technological and economic factors that will shape its evolution. Part 2, to be published in the next issue of foresight, examines some of the major regulatory and institutional issues that are likely to have a bearing on the adoption of e-money, notably concerns related to the regulation of payment systems, security, privacy and consumer protection. 
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	Abstract: Sketches the key characteristics of the newly information enfranchised general public (the digital information consumers). Portrays the digital consumer as all-conquering/powerful, short on attention, promiscuous, untrusting and - above all - interested in speed of delivery. Argues for a fundamental re-think of the concept of the information "user". The Web, search engines etc. are creating a level-playing field and a homogeneity which results in academics behaving more like the general consumer and the general consumer behaving more like an academic. Considers the overall outcomes and benefits of information acquisition.
	
	
	


