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Abstract

TheWorld Wide Web continuesto grow each year, with international penetration
increasing. Thelow cost of obtaining an online presenceis attractive to small and medium firms,
especially when considering inter national markets.

While entry to the global market is greatly eased by the Web, international markets ar e still
segmented by national, cultural and social factors. Advantages of using the Web come at a cost.
Creation, customization and updating are key ingredients to the successful use of the Web-all
with associated costs. Without financial returns, operation of Web sites cannot be justified for
many firms.

The goal of thispaper isto combine features of proposed modelsinto a single predictive
model to assist manager sin deciding the potential value of a tar get marketspace.
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Introduction

Rapid growth and acceptance of the Internet and the World Wide Web (hereafter
collectively referred to asthe Web) has left most companies questioning if they can afford to miss
the business opportunitiesthat are created by thisnew medium. The number of Web usersin
the United States has been estimated to be anywher e from 28.8 million to 45 million people.
Estimates suggest women’s use of the Web isrising and presently occupies between 30% to 40%
of total users (Pitkow & Kehoe, 1997). Usage of the Web continuesto grow each year, with
international penetration increasing. Unlike previous mass-communication mediums, such as
television, radio and mail, the Web brings new opportunities for interaction, relationship
building and customer support to marketing efforts (Hoffman & Novak, 1997; Cuneo, 1997).

Theinternational nature of the Web is central to its advantage for marketers. Whilethe US
presently makes up the majority of Web users, the fastest growing areas of the Web are outside
the US., with Asia currently one of the fastest growing regions. Thelow cost of obtaining an
online presence may especially encourage the growth of SMEs (Small and Medium Enter prises)
online (Quelch & Klein, 1996; Hamill, 1997), the larger question is of marketing strategy; just
what isthe best way to market on the Web?

Different companies have differencesin their Web marketing efforts. These efforts may
range from simple domestic information and support servicesto global transactions (Quelch,
1996). In general, activities performed on the Web have a cost savings over traditional methods,
with the largest savings accruing to sales activities which may bring substantial savingsin areas
such asdistribution of information and goods. Export firmsmay even perceivethe Web asan
opportunity to avoid setting up foreign branches and obtaining foreign representation (Bennet,
1997). However, consumers may have different views, including a preference to purchase from a
local store, rather than from the Web. White (1997) found this problem when firms marketed
inter national foods, online, to US consumers. He concluded that firmswould need to distinguish
their productsfrom locally available productsin order to draw consumers. Klein and Quelch
(1997) also found that electronic market-making must offer benefitsthat are superior to
traditional transaction methodsin order to succeed.

Predicting Web Sales Opportunities

The global nature of the Web does not translate to a disappear ance of market barriers.
While entry to the global market is greatly eased, international markets are still ssgmented by
national, cultural and social factors. Advantages of using the Web come at a cost. Creation,
customization and updating are key ingredients to the successful use of the Web-all with
associated costs. Without financial returns, operation of Web sites cannot be justified.
Presently, theresult isthat most early adopters are on the Web, but have made little investment
to take advantage of the capabilities of this new medium, which can differentiate products and
services (Poon & Swatman, 1997). Beyond the most shallow use of the Web, as an extension of
traditional broadcast media, substantial investmentsarerequired, including the commitment of
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personnel aswell as areorganization of some parts of the marketing mix in order to emphasize
the interactive nature of the Web.

Once these commitments are made, incurring losses, dueto poor planning and forecasting, is
not acceptable. Existing modelsfail to takeinto account many of the unique features of the new
marketspace. Place undergoes radical change but does not disappear. It is, instead, replaced by
the capabilities of the Cyber space wher e the target consumer sinterface with the marketspace.
Recently, numer ous models have been proposed that attempt to describe the unique featur es of
the marketspace (Angehrn, 1997; Hoffman & Novak, 1997; Rayport & Sviokla, 1994). These
models assist manager sin under standing the activities and structuresthat are important for
successful implementation of Web marketing strategies. However, existing models do not assist
in predicting market potential. The goal of thispaper isto combine features of proposed models
into a single predictive model to assist managersin deciding the potential value of atarget
mar ketspace.

Three Factor Model

We assert the potential of a market, whether describing afirm’stotal salesor a specific
product or product line, can be described in a model that capturesthe unique aspects of the new
marketspace. Thethree most important factorsareinfrastructure, willingnessto buy and
willingnessto sell (see Figure 1). Thesethreefactorsinteract in such away so asto determine
the sales potential of products sold over the Web in a specific market. Infrastructureisthe
hardware part that isrequired for consumersand firmsto get onto theinformation highway.
Willingness to buy and sell are the softwar e factor s that determine just how much consumers
and firmswill take advantage of existing infrastructure hardware. Thelack of any one of these
three factorswill exclude the possibility of online sales.

Figure 1. Threefactorsrequired for salesin the marketspace
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thisaxisthat will set alimit on the growth potential of Web salesin international target
markets. Whilethetechnological limitations of the I nternet are known by everyone who usesit,
these problems ar e often dismissed as simply being temporary. Rapid growth and development
of the Internet, the Web and its browsersleads resear chersto assume all present problems will
be overcomein the near future. Whilethisisnot an unreasonable assumption, it does not
consider differences across national borders.




Simply observing that leveraging the Web can bring strategic advantagestoafirm’s
international marketing efforts, takes as granted that the target consumersshare aroughly
equivalent level of technology and acceptance of the technology. In both categoriesthe United
States leadsthe world for numerousreasons. Thisquestion isnot simply one of PCsand
modems being available for all to purchase. Advanced technology, in the form required for the
Web, requires massive amounts of infrastructureranging from phonelines, serversand I T
(Information Technology) workers. In addition, we can easily find nations wher e the existence
of the technology isnot at all an issue, but the heavy gover nment regulation of the phone
industry, for example, makesit impossible for consumersto get into and participatein the
mar ketspace.

While effective design of a firm’s Web page should take into consider ation bandwidth, thisis
only a partial solution at best. Such an approach emphasizesthe lower speed of the Web and
thus encour ages designs that use fewer graphics and other design elementsthat cause heavy
traffic. Whilethiscan help a single pageto load relatively quicker, thereisno getting around the
need for faster connectionsin general. Consumersthat livein countries where Web access
speedsslow to a crawl arelesslikely to participate in the marketspace simply because thetime
required cannot bejustified by thereturn.

ICDT Model

Decisions, by consumers, to make purchases over the Web areinfluenced by a mixture of
factors, some of which exist in thetraditional market place, and othersthat are uniqueto the
new marketspace. Angehrn’s(1997) ICDT (see Figure 2) model includes many of these new
factors. ThelCDT model depictsthe dimensionsa firm must passthrough in order to take full
competitive advantage of the new marketspace. Rather than a model of sales opportunities, the
ICDT model describeswhat firms must doin order to succeed if they wish to have successful
transactions over the Web.



Figure2. The ICDT Modédl (adapted from Angehrn, 1997)
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From a consumer’s point of view, actual interaction with the Web siteiswherethe
marketing investment has an influence. Thisisreferred to, by Angehrn, asthefront office part
of the model dueto itsinterface with consumers. The back office of the model includesthe
ability to handle transactions and distribution of goods through the marketspace. By simplifying
the ICDT model and combining it with an infrastructure measure, we can gain insight into the
potential of online salesin specific markets.

Further Elaboration on ICDT Model

Willingness to Buy

Presence on the Web isbuilt on the creation of a Web site. Thisisachieved simply by
putting up a Web page. Whilethe Web was still relatively small, firms could create sitesthat
attracted Web surfers. With the explosive growth in the number of Web sites, firms have had to
leave behind the strategy of “build it and they will come.” No matter the level of design expertise
nor the technical excellence of a site, firms must rethink the traditional paradigm of
broadcasting information in a one way direction. Thevirtual information space (VIS) iswhere
consumerswill encounter thefirm. Information about products and services can be supplied
here. Decisions can be undertaken asto how the Web information isincor porated into thefirm’s
marketing strategy. Thisincludesintegrating Web addresses with traditional for ms of
advertising. Interactive elements can also beincluded which take advantage of the Web’s
unique features. Thisincludes search featuresallowing consumersto find information that suits
specific needs or even tailoring online advertisementsto meet specific desiresand interests of



Web users. Gordon and De Lima-Turner (9) found that consumers do not object to online
advertisementsand prefer that the advertisements be tar get-specific.

Virtual communication space (VCS) picks up wherethevirtual information spaceends. In
effect, a virtual communication space doeswhat a plain infor mation space cannot do by
customizing interaction, allowing consumer sto interact with each other, through virtual
communities, and supplying customer support. To date, thisaspect of the Web has been largely
untapped. When executed well, consumerswill return toafirm’sWeb sitein order to interact
with thefirm and other consumers (Cappel & Myerscough, 1997). Such interaction could take
theform of after sale support, introduction to products and services that match the consumer’s
needs, aswell asreviews and comments, by other consumers, of the firm’s products. In many
cases, thistype of communication can be more detailed, personalized and useful than even that
provided by a salesper son (Hamil, 1997b, reviews some good examplesthat presently exist on the
Web).

Willingness to Sell

A firm’sWeb site may be effective at attracting consumer s through rethinking infor mation
presentation (VIS). Retainingthosevisitorscan be accomplished with interactive
communication elements (VCS). However, actual sales cannot take place unlessthe firm makes
a commitment to actually executing salesin the marketspace. Paymentsfor productsand
servicesare handled in thevirtual transaction space (VTS). Numerous surveys have shown that
consumer s ar e concer ned with the security of making purchasesin the marketspace. Since
security over the Web isnot significantly wor se than traditional transactions, thisconcern is
certain to quickly fade asthe willingnessto buy isincreased by suitable marketing strategies for
theVISand VCSdomains.

In general, the mor e options offered when making a transaction will gener ate the greatest
appeal to the widest segment of consumers. Thismeans giving Web consumer s some choice in
how to conduct atransaction. For example, credit card through a secure Web page, telephone
contact or faxing of credit information arejust a few possibilities. Even more appealingisthe
potential for personalized pricing or auctioning. Not only could payment method be chosen, but
also price. Whiletheimplementation of the VTS domain is mostly unseen, it doesrequire a
major investment by thefirm. Issuesof security must be addressed along with effective internal
organization of thefirm in order to support this new sour ce of revenue with consistent and
sufficient resources. If afirm offersgoodsfor sale, but thereisno serious attention paid to the
revenue potential, inconsistencies and lack of coordination will hinder sales (Day, 1998).

Not all products can be digitized for delivery over the Web. Therefore, thevirtual
distribution space (VDS) would appear to not be an important issue for some products. This
appearancereflects the traditional way of thinking of the product mix and not the opportunities
of the marketspace. In fact, every product has some aspect or featurethat can be digitized. An
exampleis Federal Express. At first glance, this service would appear to have no digital aspects
that could be delivered over the Web. Customersdrop packages off to a Federal Express office-a
physical process, and the package isdelivered to the receiver-another physical process.

However, monitoring the progress of the package on itsjourney isactually a very important part
of the delivery service, which consumersarevery interested in, and onethat is completely
suitable to digitizing and distribution over the Web. Such opportunitiesforce firmsto ask
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exactly what the product isfor the consumer, a fundamental marketing question that should be
asked even in the traditional marketplace, but one that takes on more significancein the
mar ketspace.

Electronic Market Sales Opportunity (EMSO) Model

Changes in Traditional Marketing Mix Logic

Online marketing needsto attract an audience before anything else can take place. This
leadsto a synergetic approach that includes Web addressesin traditional advertising, while
reinforcing those traditional messages on the Web sites. Sitesneed to not only attract an
audience but also engage them while making certain they return for futurevisits. A site must
learn about visitors' preferences and evolve to meet their needs (Par sons, Aeisser & Waitman,
1998), quitethe opposite of traditional one-way advertising and promotion. Brannback (1997),
points out that the marketing mix, or Kotler’'s4 Ps (1991), must under go fundamental changesin
the new “marketspace.” Themajor change comesfrom thelack of physical place and real
physical interaction.

Physical Products in Virtual Markets

Completely digital products are perfectly suited for eectronic commerce over the Web.
These products can be found, viewed or even taken for atest run, i.e.,, demo programs,
purchased and then downloaded all over the Web. E*Trade Securities, isan example of
successful implementation of purely electronic process. By targeting consumersinterested in a
deep-discount broker service, E* Trade Securities hasbeen ableto create a good fit, sincethe use
of electronic order taking, over the Web, reduces labor coststhus allowing greatly reduced
commissions (Glew, Lotke, Palumbo, Schwartz & Lal, 1998). A similar case can befound in the
virtual company Amazon.com, Inc., (Hamill, 1997b) www.amazon.com. The main difference,
however, isthat Amazon’s products are physical. Heavy discounting would appear to play an
important role hereaswell. Amazon books aretypically discounted 30% to 40%. Figure3
shows the shows the range of products and processthat includesthe Web’svirtual aspects,
adapted from Choi, Stahl and Whinston (1997). The question remainsjust how far down can
the Web penetrateinto physical products?

Figure 3. Physical and virtual characteristics of different products, adapted from Choi, Stahl and Whinston (5)
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Marketing Elements

While some physical products, such as clothing, cannot be converted to virtual products,
other products, such as music and books, can obtain some degree of virtual existence. What
remainsunknown isjust what degree of physicality a product may have before consumersrefuse
to purchaseit through avirtual process. In other words, at what point, if any, isa physical
product and a virtual process exclusive of each other? We assert that thereisno point of
separ ation, and that completely physical products can be accepted by consumersthrough the
virtual processof the Web. Special attention, however, must be placed on adapting the mix of
product, price, promotion and place.
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Research Design: Methodology

Model

Presently, very little marketing resear ch has been performed on the electronic marketspaces
now emerging. Researchersof marketing may approach this new marketing resear ch
opportunity by simply testing hypothesis derived from the traditional marketspace. While
certainly thereare numerous similarities, it is highly likely that the marketspace has
fundamental differencesfrom thetraditional marketplace. The EM SO isan attempt to define
the perimeter s of the marketspace by including buyers, sellersand the inter vening technology.
Within the EM SO framewor k numer ous marketing issues can be studied. An attempt at theory
creation will allow meaningful research to be conducted, rather than simply concentrating on a
series of small issuesthat differ little from thetraditional marketplace.
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EMSO: Electronic Market Sales Opportunity Model
WTS: Willingness To Sell
WTB: Willingness To Buy

Propositions

Proposition 1. The EM SO construct can act asa framework for developing generalized
conditionals about Internet marketing strategy development.

Proposition 2: A hybrid research methodology can uncover both detailed and general
regularitiesin firms development and implementation of Internet marketing strategy.
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Proposition 3: Lawlike generalizations about I nternet marketing strategy development can
be derived from the data.

Proposition 4: Empirical testing of the lawlike generalizations can lead to development of
general laws of Internet marketing strategy and its development.

EMSO Construct (Explanation Sketch)

By estimating the three influencing factor s (infrastructure, willingness to buy and
willingness to sell-see Figure 4), through the combination numerous metricsfor each, the
potential electronic market sales opportunity can be measured and compared among products,
firmsand specific markets. Thus, the EMSO Model (Electronic Market Sales Opportunity) can
be used by managersto judge entry into markets (see Figure 5).

Figure 4. Stagesin examining the potential of a marketspace

Determine target market
Level of infrastructure

VIS/VCS design  Willingness to buy

VTS/VDS design  willingness to sell

Infrastructure

Asshown in Figure 5, thismeasureistaken for both buyer and seller, asit isthe lower of the
two that determinesthe upper limit on transaction level. For the consumer, presence of an
infrastructurethat allows easy entry to the marketspace isthe most important limiting factor to
be considered. The measurement for thisaxis must be based on Internet infrastructure
measur es, but such numbersmay not accur ately reflect the access that a specific market segment
has (such as computer enthusiast compared to housewives). Therefore, asimple measureis
needed that can be derived for specific segments of the market, yet also reflectsthe level of
infrastructure aswell asthe cost of accessto the consumer. Surveys can be used, aswell as
generally available statistics and other data to estimate the variablesfor the specific market
being examined (see .

Table 1. Corresponding measuresfor theinfrastructurerating

Variables M easur es

Access: * Have PC that can link with the Web
* Local Web server tolink to that includesthe ability to link the target
mar ket consumer swith the firm making the sale

Speed: * Thedifferencein timeto load information at the consumer’send than
at thefirm'send
Expense: * Willingnessto pay VSreal cost

From thefirm’s perspective, infrastructureis much smpler, consisting mostly of presence
on the Web with areliable connection. Because of itsinternational nature, a Web site needsto
be open to visitorstwenty-four hoursa day, seven daysaweek. In addition, the server, on which
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afirm’'ssiteresides, must be ableto handle the amount of traffic likely to comeitsway. This
measureisamoretechnical one and can generally be labeled as suitability to task. A small ice-
cream shop, planning to usethe Web for local ordersand deliverieswill not face the same
hardwar e requirements of CNN I nteractive (one of the most popular siteson the Web).

This measur e need not include non-har dwar e issues, such as programming or support staff,
astheseissuesareincorporated in thewillingnessto sell and buy metrics. Infrastructureis
really a measure of potentiality. Whether a firm can turn a high technology infrastructureinto
sales opportunities depends on implementation in the other two factors. Conversely, perfectly
implemented Web marketing planswill have ineffectiveresultsif hardwar e issues prevent the
firm and/or the target consumer from entering the marketspace in an effective and consistent
manner .

If the Infrastructure measureresultsin alow scorefor thefirm, i.e, thefirmsscorefalls
bellow the tar get market’s scor e, action may be possible to improve server reliability or other
hardwar e issues. However, if the scoreislow dueto macro environmental issues, such asphone
line quality, poor quality Internet backbone structure, government regulation, etc., then little
can bedoneto improvethislimiting factor. On the other hand, if theinfrastructure scorefor the
target market falls below the firm’s scor e, the result must be accepted as an absolute limit, as
such issues concer n the social/economic situation of the country wherethetarget consumers
reside.

Figure 5. EM SO Model
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WTB--Willingness To Buy (Market Demand)

Thefirst part of thismetricisunderstanding the level of acceptance of the marketing mix,
when sold over the Web. If the target market ssimply does not read English, for example,
willingness to purchase English books will remain low no matter how the marketing mix is
changed. Thismeasureisa prerequisitefor any sales opportunities, but it doesnot help to
predict Web-based sales. If no Web siteisbuilt, or oneispoorly constructed, saleswill not be
generated even while demand for the product may exist.

Other measurements can betaken from thefirm’s Web site directly and from internal data
(see Table 2). While detailed scales can be developed, as continued resear ch into these issues
uncover s new methods, a smplerating method can be applied. While subjectivein nature, the
value of the EM SO model isin comparing potential markets and under standing where
mar keting expenditures can pay off.

Table 2. Corresponding measuresfor the willingnessto buy and sell ratings

Variables M easur es:

Willingness To Buy (Target Market):

1. Information * Audience creation
* Interface design, intuitive, interactive
* Dynamic content

2. Communication ¢ Information capture
» Per sonalized/customized

Willingnessto Sell (Firm):

Transaction capabilities * Payment options

 Electronic distribution of someform (real time
communication, tele-consulting, etc.)

» Formalized digital marketing unit within thefirm

Adapted partsfrom Parsons, Zeisser and Waitman (1998)

When examining the potential of a market, thefirst step isthe decide on the metricsto be
used in assessing the three main factors of the EM SO Model. Since computer networ k
infrastructureis mostly based on national boundaries, the EM SO Model iswell suited for target
marketsthat can be classified based on nationality. For thisexample, let usassumetheseller is
located in the US and the target market islocated in Taiwan (see Figure 6). Applying the same
metric to both locations, we conclude that the seller’sinfrastructureislocated near the high
zone, approximately 80% up the scale, whilethe buyer’sinfrastructureislocated at
approximately the 40% mark. Theresulting difference between the two infrastructuresisthe
infrastructure gap and thereislittleafirm can doto closethegap. In thiscase, the buyer’s
infrastructureislower than the seller’s, which rules out any possibility of raising the lower line.
If the case werereversed, the seller’sinfrastructure was lower than the buyer’s, some action
could betaken to close the gap.

Grading the seller’ s attempts at information presentation and communication capabilities,
aswell asthe extent the marketing mix satisfies thetarget customersresultsin awillingnessto
buy score of 0.3. Willingnessto sell factorsare graded and resultsin a score of approximately
0.4. Ascan be seen, thetwo vertical linesdo not cross, indicating the lack of transaction
potential. Theresulting gap, between the two vertical lines, isa marketing strategy gap.
Specifically, the gap reflects a lack of implementing effective policiesin the new marketspace.
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Unlike theinfrastructure gap, the marketing strategy gap can beinfluenced through more
effective implementation of market strategies specific to the new marketspace.

Figure 6. Example of infrastructure and marketing gap
High

Medium

Infrastructure

Low
0 Willingness to Sell (WTS)

1.0 . Wilingness to Buy (WTB)
Buy-Sell Continuum

»1.0
0

After improving the factorsinvolved in attracting, retaining and involving consumers, as
well asmaking internal changesthat allow efficient electronic transactions and distribution of
some sort, the willingness scores may change. In the next example (see Figure 7), the two vertical
lines have crossed over and now present a sales zone. The sales zone can beincreased further,
with moreimprovements, but the limiting infrastructure cannot be influenced and isunlikely to
change over the short-term. Asa market doesevolve, theinfrastructureislikely toimprove,
thus bringing increasingly easy sales as mor e consumer s enter the marketspace.
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Figure 7. Example of improved marketing resulting in sales zone
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The EM SO Model, as proposed in this study, combines a number of descriptive modelsin
order to createatool that can assist in decision making. EM SO isa deduced model that givesus
an outlinefor conducting inductiveresearch. From thisstart, it will be possible to construct
accuratetheoriesof Internet marketing and strategy.

DEDUCTION

General Construct (EM SO Construct)

Before induction can be used to gather information, the parameters of whereto gather and
what to gather must be defined at least in some general way. The EM SO construct, as described
above, suppliesa good beginning for thisprocess. It isespecially useful since very few elements
of marketing or strategy are actually excluded from the construct, while it does allow both
guantitative and qualitative measures.

Generate General Conditionals

All laws arein the form of generalized conditionals (Hunt, 1983), so at this stage, each of the
three dependent variables will have such conditionals generated. This pre-testing stage will
include questionnairesto academics, practitionersaswell asWeb users, to generate the possible
relationshipsthat make of the three dependent variables. A general conditional takestheform



18

of: When A occurs, then B will occur. For example, All consumersthat have a PC and a modem
access the Internet. Some possible generalized conditional statementsfor thisresearch can be

seen in Table

Table 3. Possible generalized conditional statementsfor thisresearch pro

ject (to be developed in pre-testing)

WTS

WTB

Infrastructure

Increases when Web marketing
hasa formal strategy

Increases when Web site
interfacein interactive

I ncreases when country has
higher PC owner ship

Increases when ateam is
responsible for Web sales

I ncreases when credit card
owner ship increases

Increases when

INDUCTION

Hybrid Research M ethod

Because thisresearch isapproaching a previously unexplored area of strategy development,
it isespecially important to gather datathat isboth rich and can be generalized. Internet
strategy formation will most likely follow the same pattern of formation asother strategies
within thefirm. A combination of intended strategy, deliber ate strategy and emer gent strategy
comestogether asMintzberg (1994) has observed (see . Such strategy formation makes
simple survey methodologies too coar se and certainly not very suitable for developing theories of
strategy formation. Thisissueis made all the more serioussincethe Internet isitself an
emer gent technology, an emer gent sales channel, and an emer gent communication medium.

Figure 8. Strategy formation (adapted from Mintzberg, 1994)
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Dueto therequirement of capturing a wide range of measures, in order to apply induction,
it isimportant not to exclude data through overly restrictive sampling techniques. A range of
innovate resear ch methods have been suggested (Bartunek, Bobko, and Venkatraman, 1993),
some of which areaimed at improving data collection in awider area, such asthrough the case
study, while attempting to also improve quantitative capabilities of such measuresin order to
assure external reliability.

Fine-grained methodologies (Hambrick, 1980) can supply insightsto a firm’sinternal
development of strategy, but often lack generalizability. Coarse-grain methodologiesare



suitable to establishing laws of the marketplace (Buzzell et al., 1975; Schoeffler et al., 1974) but
often lose meaning for individual firms dueto being too general. Harrigan’s (1983) suggestion
for hybrid resear ch methodology allows the combination of both fine and coar se-grained
methodologies. Such a combination provides much richer resultsthan either of thesingle

methods alone.

Figure 9. Hybrid research methodology (adapted from Harrigan, 1983)
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Disadvantages

Advantages

Fine Grained

Methodology

Medium-Grained

Coarse-Grained

Difficult to generate
hypothesis
Hard to replicate
limited statistical use

Often not testable
Low isolation of
key variables

Strategy value limited
Too general
Details lost

Attention to detalil
Multiple viewpoints
Case studies
Field studies

Attention to detail
Generalizable

Generalizable
Law like results
Direct comparison

Hybrid

Difficult to administer

Attention to detail
Generalizable
Statistical validity
Control variables

Data collection will involve multiple stages, as can be seen in see Figure 10] By using

multiple methods of data collection, triangulation can be used to find commonality and thus
draw out the most important underlying structures of Internet marketing and strategy. Such an
approach has been used successfully by numerousresearchers(Yin & Yates, 1974; Yin et al,
1977; Mintzberg et al, 1976; Miller & Friesen, 1977; Golembiewski et al., 1981; Osborn et al.,
1981; Bullock & Lawler, 1985; L arsson, 1989, 1993).
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Figure 10. M ultiple data collection methodsto triangulate commonalties among firms
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Internet
strategy
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materials

General Theories (Lawlike Generalizations)

From the multiple data sour ces, factor analysis can help to determine the attributes of
variables. Thiscan lead to lawlike generalizations which can then be stated as a hypothesis and
then tested.

Expected Results & Applications

Within the Three Dichotomies Model of Marketing (Hunt, 1976), electronic commer ce has
the potential to span numeroustopics. The goal of thisresearch project isto clearly definejust
how numerous variablesinteract to create successful marketing opportunitiesfor firmson the
Internet. Thelawlike generalizations produced by this study should cover the areas shown in

Table 4. Research resultswill over areasin the Three Dichotomies M odel of M arketing

Positive Nor mative
O Profit sector g
How firms deter mine when to enter the marketspace How firms should deter mine when to enter the
mar ketspace

How firms deter mine mar ketspace presence
How firms should deter mine the mar ketspace marketing

How firms determine productsto sdll in the marketspace | miX

How firms deter mine pricesin the mar ketspace How firms should create their marketspace
Case studies of marketspace practices How firms should determine what productsto sell in the
mar ketspace

How firms should determine pricesin the marketspace

How firms should implement the marketing concept in
the marketspace

OMacro g




21

Positive

Nor mative

O Nonpr ofit sector

OMacro

How nonpr ofit organizations deter mine when to enter
the marketspace

How nonpr ofit organizations deter mine marketspace
presence

How nonpr ofit or ganizations deter mine productsto sell
in the marketspace

How nonpr ofit organizations determine pricesin the
mar ketspace

Case studies of marketspace practices

O

How nonpr ofit organizations should deter mine when to
enter the marketspace

How nonpr ofit organizations should deter mine the
mar ketspace mar keting mix

How nonpr ofit organizations should create their
mar ketspace

How nonpr ofit organizations should deter mine what
productsto sdl in the marketspace

How nonpr ofit organizations should determine pricesin
the marketspace

How nonpr ofit organizations should implement the
mar keting concept in the marketspace

Elaboration and operationalization of the EM SO model will lay the groundwork for
developing a very useful tool for manager swhen making judgments about entering the
marketspace. Through understanding how these variables are constructed and how they
interact, a firm can understand a target market’s potential, and then know what areaswithin the
firm need to be addressed to succeed in the marketspace.
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