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Abstract

Despite wi despread adoption of new online business nodels
and the rise of online or eMarketing using the Internet
(Net) and its current graphical face the World Wde Wb
(Web), there remains a need for enpirical research into
speci fic aspects of eMarketing strategy beyond clickthrough
anal ysi s, Web audi ence anal ysis and scrutiny of Wbsites
properties to nention the nost w dely exam ned el enents.
Thi s paper di scusses Peppers and Rogers (1999) Onet oOne
strategy matri x and synthesises their approach with a
series of personal interviews wth business managers, drawn
froma broader enpirical study. It does so in an endeavour
to inprove outcones fromeMarketing strategy and the use of
i ndi vidual Net technologies. The aimis to aid both

busi ness practitioner and acadenician alike in further

i nproving the effectiveness and efficiency gained from
usi ng convergi ng technol ogi es i n eBusi ness.

I ntroducti on

Despite wi despread adopti on of new online business nodels
and the rise of online or eMarketing using the Internet
(Net) and its current graphical face the Wrld Wde Wb
(Web), little enpirical research has been undertaken into
speci fic aspects of eMarketing beyond clickthrough anal ysis
and Web audi ence analysis (Ho 1997; Hof acker and Murphy
1998; Sutherland 1999), investigations of Wbsite el enents
and performance (Berthon, Pitt, Ew ng and Boudville 2000;
Adam and Deans 2000), exam nation of relationships in
eMarketing | ogistics networks (Steinfeld, Kraut, and

Pl ummer 1997; Adam Milye and Deans 2001) to cite a sanple
of such published research.

There remains a paucity of enpirical research into
effective eMarketing strategy, beyond popul ar press
articles concerning conpanies spinning off |nternet

busi ness units with the aimof floating these on the |ocal
st ock exchange. Wth the advent of nore realistic

val uati ons of business, colloqualised as ' TechWeck 2' by
the financial press in |late 2000, nmedia commentary on the
transacti onal nature of Websites, the underlying technol ogy
and the fortunes to be made has abated, and in Australia at
| east, attention is returning to the search for sound
onl i ne busi ness nodels and eMarketing strategy (Davidson



2000; Rappa 2001). As Rayport (1999) pointed out and
Porter (2001) el aborated on, eBusiness, is after all just
busi ness and the sanme financial rules apply to both

busi ness types. It is in the context of providing sone
further insight into both |arge and small business use of
the Internet in eMarketing strategy that this paper is

of f ered.

Literature synthesis and anal ysis

Peppers and Rogers (1999) suggest that custoners have
varying requi renments of the businesses they deal wth, and
that they each represent different value to the business.
They suggest that based on the answers to two questions,
firmse may find thenselves in one of four quadrants in a
OnetoOne differentiation strategy matrix. Dependi ng on how
differentiated the custoners needs are, and how
differentiated the custonmer valuations are to the firm the
busi ness can establish its position in ternms of the npst
appropriate strategy to adopt, be it mass marketing
(quadrant 1) through to OnetoOne narketing (quadrant 1V).
Peppers, Rogers and Dorf (1999) suggest the need to answer
two further questions relating to how capabl e the business
isin terns of identifying and interacting w th individua
customers, and lastly how capable the business is in
tailoring its behaviour to the needs of small custoner
groups or individual custoners. Figure 1 illustrates how a
firmmght seek to re-align its marketing strategy in the
face of conpetitive positioning and how custoners are
positioned. In Figure 1, the custonmers have highly
differentiated needs, and different custonmers represent
different valuations to the business. Moreover,
conpetitors A and B are nore able to neet custoners'’

requi renents, albeit for different reasons. The conpany is
in the situation where it is advisable that it re-alignits
mar keting strategy. To do so, the conmpany nust be able to
t ake advant age of the situation, and be capabl e of
tailoring or customzing its offer and capabl e of
interacting on a OnetoOne basis with custonmers. It is
suggested in this paper that this represents a situation
where the firmmay wi sh to re-align by adopting a Onet oOne
eMar keting strategy by using the Wb.

A business that finds its custoners have highly

di fferentiated needs and who offer great variety in their
returns to the business (eg. share of wallet in the
financial services sector) mght well consider OnetoOne
eMarketing strategy, particularly if conpetitors are

al ready sone way further towards adoption of this strategy



than the firmin question. It is suggested that full use
of the Net or Web invol ves such strategic know edge and

t hat businesses such as Napster—n this case using

ubi qui tous peer-to-peer eMarketing strategy—are indicative
of those suited to enploying Onet oOne eMarketing strategy.
In effect, not all businesses necessarily benefit from
usi ng the Wb, and many that are not using the Wb m ght
wel | benefit greatly fromits adopti on—provided they
integrate custoner interface Wb technol ogy wi th backoffice
busi ness processes and enterprise processes generally. In
other words, it is not enough to sinply nount a
"brochureware' Website that remains |ocked in a one-way
mass- mar keti ng comuni cati on paradi gm and that conpletely
overl ooks the nature of the |earning custoner and the

| ear ni ng organi sati on.

Figure 1. OnetoOne Enterprise Strategic Map
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After Peppers and Rogers (1999), Enterprise One to One. Doubl eday, N.Y.
p. 72; and Peppers, D. Rogers, Mand Dorf, B. (1999), The OnetoOne
Fi el dbook. Doubl eday, N. Y. p.168.

As may be seen fromthe reported discussions with
respondents later in this paper, businesses using the
Internet do so in the knowl edge that the mediumpernts
nore than one-way communi cati on and may be used for

i nteractive communi cation, business processes such as order



taki ng and processing (marketing |ogistics network tasks
general ly,) and custoner rel ationshi p managenent (Adam and
Deans 2001). Berthon et al (2000) ascribe the growh rate
in Wb usage to the characteristics of the nedium yet as
KPMG (1999) pointed out, "five of the top six business
functions [in Australia and New Zeal and] perfornmed

el ectronically via the Internet relate to comuni cati on,
namel y conpany information (50 percent), customner

conmuni cation (49 percent), supplier communication (45
percent), marketing (42 percent), custoner service (34
percent) and public relations/advertising (31 percent)
very few are using the channel for transactional services
such as order-taking, procurenent, product delivery and
paynent" (1999, p.5). Poon and Swat man (1997a) noted
during a longitudinal study of Australian small businesses
engaged in eMarketing (or Internet Commerce / eCommerce /
eBusi ness as nmany i nterchangeably describe online marketing
activities) carried out between 1995 and 1997 that npst
were using the Net for comrunication purposes in a simlar
way to using tel ephone and fax. The |ongitudinal study by
Adam and Deans (2000) simlarly found that businesses in
Australia and New Zeal and (84% mainly used the Wb for
mar ket i ng comuni cati on—nost preferring one-way

communi cation with only 31% of respondents using the nedi um
to interact with specific custoners. Cisco Systenis Wl sh
agreed by comenting "nost nmedium and | arge Australian
busi nesses connected to the Internet use it to publish
product information, what we call a vanity page" (2000,
p.44). Simlar results were found when exam ni ng smal

busi ness (Adam and Deans 2001) as defined by the Australian
Bureau of Statistics and used by Poon and Swatman (1997a;
1997b; 1999). Moreover, Adam and Deans (2000) reported
that only 17.8 percent of all WbQUAL respondents i ndicated
that they were trying to 'counter conpetitor initiatives

| eaving the authors to conclude that alignnment of
eMarketing strategy to use the Net and/or Wb was yet to
occur .

Comments to the effect that small and m cro-sized

busi nesses are seeking access to world narkets using the
Net as is often clainmed, are not the case in Australia and
New Zeal and (Adam and Deans 2000). WebQUAL survey results
show that nost are comuni cating and nai ntai ni ng

rel ati onships, nostly in support of offline sales, in |ocal
mar kets. Furthernore, content analysis of said Wbsites
shows a remarkabl e absence of features that are required
for either transactions (eg. currency convertor) or



custoner relationship managenent (eg. nultilingual
comuni cati ons choi ce) purposes with other than |oca
mar ket s ( Adam and Deans 2000).

Overall, results fromthe WebQUAL Audit survey and content
anal ysis rating stages indicate that little thought has
been given to any Onet oOne eMarketing alignnent strategies
of the type alluded to in the literature synthesis and
anal ysis section of this paper. Individual cases reported
| ater in the paper present situations where eMarketing
strategy has been adopted, often quite successfully.

eMar keti ng case studies: origins and net hodol ogy

The five Australian business interviews presented in this
paper, as listed in Table 1, were derived froma nulti -
stage, longitudinal, probabilistic study of business and
government use of the Web initially carried out in
Australia and New Zeal and and known as the WebQUAL Audit.
The first stage of the study involved an email invitation
to a sanpling franme of 2,976 Wbsites drawn fromthe early
1999 popul ation of 81, 563 Australian and 17,888 New Zeal and
domai n nanes (com co; asn; edu; org; and gov). The study
achi eved a response rate of over 17% w th an overal
useabl e response of 399 (13.4% (Adam and Deans 2000).

There were three phases to the study: 1) the already

menti oned online emai|l and Web form survey of a random
sanpl e of Australian and New Zeal and organi sations with
regi stered domai n nanes

<144.132. 42. 242/ webqual / webqual . ht > , 2) content anal ysis
of respondent Websites

<144. 132. 42. 242/ webqual / WebQual Concept ual Model . ht m> and 3)
personal interviews with sel ected respondents. The
respondent busi ness case studies sunmarised in Table 1, and
detailed in the follow ng section, are based on five
personal interviews drawn froma total of fifteen

Australian business interviews carried out in May / June
2000 in Sydney, Mel bourne, Brisbane and Cairns.

It is of note that many eMarketing firns are small or even
m cro-si zed busi nesses and are servi ce-based industries,
thus explaining in part the choice of respondents for
personal interview in the Australian stage of the WbQUAL
Audit (Poon and Swat man 1999). Moreover, they differ in
terms of their size, as indicated by enpl oyee nunbers and
turnover, in terns of how they use the Wb (Adam Milye and
Deans 2000). |In addition, they differ in the anount they
spend on their Websites. Smal | businesses in Australia



Tabl e 1: Summary of Australian eMarketing businesses
I ntervi ewed

Case Busi ness Enpl oyee

nunber | cl assification(s) Nunber s

1 Onl'ine Tiquor 30
retailer

2 Personal servi ces: 600
wageri ng

3 Food and beverage 8
i ngredi ents supplier

4 Retal 1 ng 36
(speci al i st
equi pnment )

5 Touri sm and 4
hospitality services

are defined as those that enploy fewer than 20 people or in
the case of agriculture have an estimted Val ue of
Agricultural Operations (EVO of between A$22,500 and
A$400, 000 (ABS 2000). Snall businesses as defi ned
represent over 95% of all private sector businesses in
Australia and account for 48% of all private sector

enpl oynent (ABS 2000). As Poon and Swat man observed, there
is an "obvious absence of the heavy and manufacturing
sectors” in recent enpirical studies of what is terned
eMarketing in this paper (1999, p.21).

In the case of the personal interviews, respondents were
provi ded a hard copy of their response to the survey stage
as well as a copy of the rating sheet fromthe content
anal ysis stage. The interviews were structured according
to the content analysis rating sheets, with pronpting to
di scuss eMarketing strategy where appropriate. The
average ratings as well as the ratings relating to the
respondent in question are shown in the next section.

eMar keti ng strategy case studies

So as to enable a conpari son between intervi ewed
respondents' Website performance and the nean of both
busi ness and governnent, Table 2 presents nean scores for
the latter groups.



Table 2: WebQUAL Audit Content analysis rating
compari son

a. b. c. d.

WebQUAL Gover nnent respondents (Australia only) n=7
Mean 12 1 3 16

WebQUAL Busi ness respondents (Australia only) n=228

Mean 10 2 2 14

Maxi mum possi bl e score

Mean 26 14 10 50

% New Media Marketing Communicatié)n Rating; b. Marketing Channel Rating;
¢ Relationship Enhancement Rating; ¢ Total Rating

1. Online liquor retailer: The newy appointed marketing
manager in this firmdescribed the business as 'pure bricks

and nortar' because the firmstill had |icensing
requi renents for at |east one physical outlet in each
Australian State, and still had to deliver product in the

physi cal world. Adam and C ark (2001) describe this

busi ness as 'al nost pure dot.com wusing their spectrum of
onl i ne business, since there are m nimal physical trappings
and the business processes are nostly online. By way of
contrast, eBay.comis a 'pure dot.conl since every aspect
of the firms operation is in marketspace, and it is
eBay.com s custoners (buyers and sellers) who are left to
effect fulfilnment in the physical world. Despite
indicating in the survey that the firmwas not using the
Net to counter conpetitor initiatives, the firmillustrated
at the interview stage that its eMarketing strategy was

hi ghly tuned and that it uses Wb technol ogy to nmake the
product choi ce as conveni ent as possible for its custoners;
for exanple by interlinking information to products

di spl ayed in the catal ogue. The firmwas strategically
using the Web to expand its | ocal market coverage and to
generate online orders. Mdreover, the Wbsite enpl oyed

i nteractive technol ogi es such as opt-in/opt-out nessagi ng
and a chat room This online liquour retailer achieved
scores as shown in Table 3.



Table 3: Online liquor retail er WbQUAL Audit Content
anal ysis rating
a. b. c. d.

Mean (after 17 9 8 34
interview

& New Media Marketing Communication Rating; b- Marketing Channel Rating;
¢ Relationship Enhancement Rating; % Total Rating

It was clear that the rating given for relationship
enhancenment understated the firm s online endeavours in
this regard. It was not obvious to the researcher that the
firmused an online newsletter to maintain relationships
Wi th custoners. Moreover information on the financial
status of the firmwas set out under Medi a Rel eases rather
than accessible inits ow right. Oher aspects such as
provi sion of an online hel pdesk were not initially obvious.

Significantly, wine is not sinply purchased on price but
rat her presents opportunities for the eMarketing firmto
differentiate its range to neet the needs of highly
differentiated custoners. Moreover, the custoners
represent differentiated valuations to the business. A
further point is the fact that the value of individual
physical drops to custoners is high given that a case of
wine is of the order of $A100 and that delivery costs
relative to total purchase price for each order are

t heref ore m ni mal

2. Personal services—wagering: This firmis involved in

providing offline and online wagering and ot her services to
consuners. Owing to the small number of conpetitors in
this highly lucrative nmarket, it is not possible to
descri be the operations as fully as the author would |ike
and still provide the agreed anonymty to the firm This
firmis in nuch the same situation as banks, for while it
mai ntains Hi gh Street branches with concomtant transaction
costs, it is in the situation where it could deliver its
services entirely over the Internet. Like the banks it
coul d becone a 'pure dot.coml if it were not for the fact
that nost of its custoners are of an age where they are
oblivious to the convenience of the Net, and many nore
still crave the social interaction available on the High
Street. As before, the person who had conpl eted the survey
was no | onger avail abl e and new managers were charged with
responsibility for this area. A nulti-discipline eBusiness
team had the responsibility for devel opi ng eMarketi ng
strategy as well as the operational side of the firm s Net
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infrastructure. Once again, the survey respondent had
clainmed the firmwas not using the Web to counter
conpetitor initiatives. Yet, the firmillustrated at the
interview stage that the Web was a centrepiece inits
eMarketing strategy with daily and nore frequent updates
proving testinmony to its reliance on this nmedium The
researcher allowed the new managers to conplete the
gquestionnaire with the result that the strategic use of the
Web cane to the fore. This firmwas rare anong eBusi ness
users of the Internet in that its nunber one reason for
using the Wb, for over three years, was to enable custoner
transactions. It also stood out in that it was satisifed
with its Website performance. The firmclainmed that it
expected a 600 percent return on its Wbsite investnent in
the financial year of the study. The firmspent wup to
$A500, 000 on its public Website and a snal |l er anount on an
I ntranet.

Tabl e 4: Personal services provider WbQUAL Audit
Content analysis rating
a. b. c. d.

Mean (after 14 7 2 23
i nterview)

% New Media Marketing Communication Rating; b. Marketing Channel Rating;
¢ Relationship Enhancement Rating; © Total Rating

An obvi ous question concerns the variance between the

maxi mum possi bl e score and the achi eved score in the area
of using the Web to enabl e custoner transactions shown in
Tabl e 4—where the variance was greater before the interview
at 2/14 than afterwards at 7/14. The reason canme down to
the fact that the the domain nanme randomy sel ected and
anal ysed was not the main Website for the business. Mny
features were therefore mssing fromthis subordinate site.
This matter has since been renedied.

This firmillustrates the situation where the custoners
have many and varied requi renents and expectations of the
business if delivered offline and even noreso froma
younger technically savvy nmarket segnent wanting such
services online. Mdreover, custoners nmay subscribe to a
range of services, and fall onto a spectrum between heavy
users through to light users. They are nostly brand | oyal
and their subscription details are known to the firm In
this scenario, the firmis ideally placed to use the

11



Internet and to spend nore in the future to both enhance
cust omer experiences and to i nprove custoner tracking and
interactivity on a one-to-one basis as further

t echnol ogi cal convergence occurs.

3. Food and beverage ingredients supplier: This small
busi ness had been established twenty years earlier in the
busi ness-t o-busi ness sector, and the original directors were
still running the firm As becane evident in a nunber of
firms, both large and small, the inpetus to adopting the
Internet was one person who had an interest in conputers and
I nternet technol ogy. He had convinced the others in the
conpany that because conpetitors had Wbsites, then so
shoul d they. The conpany is an inporter and whol esal er of
food and beverage ingredients (eg. concentrates) to

i ndustry, and admtted that |ittle additional business had
been generated over the Net. They did not reveal prices to
their custonmers over the public Internet, claimng that this
woul d nmerely alert conpetitors. The respondent pointed out
that instead of sending out expensive brochures that
expl ai ned their products' technical details, they referred
custoners to their Website. [In effect the conpany had
transposed its brochures to the Web wi t hout nmuch further

t hought .

The conpany had grown into conputer use relatively quickly,
and agreed that there had been productivity gains in terms
of tracking custoner orders and billing. The firmwas not
using the Net to contact custoners, but rather waited for
custonmers to contact themwhen their re-order point had been
reached. Nor was the firmusing the Internet for
procurenment tasks, even though this would have been of
assi stance given that the firminported nmany itens such as
juice concentrates. They were aware of electronic data

i nterchange (EDI), and that many still called this
technol ogy eCommerce. Their procurenent was nostly handl ed
by facsimle (fax).

In this instance the respondent was the national sales
manager, and he stated that while he should spend as nuch
time as possible in the field with custoners, the reality
was that much of his tine was taken up in the office
checki ng stock availability and Iike nmatters that he woul d
like to be able to access renotely.

12



Tabl e 5: Food and beverage ingredients WebQUAL Audit
Content analysis rating
a b. c. d.

Mean 12 2 1 15

% New Media Marketing Communication Rating; b Marketing Channel Rating;
¢ Relationship Enhancement Rating; 4 Total Rating

The content analysis rating shown in Table 5 reflects the
way in which this firmhad adopted the Net froma

t echnol ogi cal standpoint rather than taking a business
approach whereby marketing strategy was a primary

consi deration. Even though the main use of the firnms
Website was for marketing conmunication, even here the firm
was perform ng poorly.

In this industry, the respondent firm has custonmers with
relatively differentiated requirenents, given that the
custoners are produci ng many and varied food and beverage
products, and have differing performance (eg. binding of
coatings) and cost requirenents depending on their own brand
and market positions. For exanple, a custoner producing
food products for inmage fastfood chains has quite different
requi rements to a custoner producing |east-cost food
products for another foodservice sector such as canteens.
In addition, this firms custoners represent different

val uations to the business. Also, there is greater
dependency between buyer and seller in the business-to-
busi ness setting, nmeaning that the custoners are subscribers
whose transactions and val ue can be tracked using

appropri ate backoffice software interfaced with Wb
technology. 1In effect, the business m ght well consider
Onet oOne eMarketing strategy alignnment using an Extranet
that only the firmand its custoners can access on a secure
basis. As was found in other business cases, the sales and
mar keti ng managers invol ved were not aware of the
technol ogi cal possibilities.

4. Speciality goods retailing: This firmmarkets speciali st
equi pment through a nunber of independently owned and
conpany owned stores. This business illustrated the nature
of the issues that arise when eMarketing strategy is not
consi dered, and a firmrushes to use the new nedium To
protect the anonymty of this firmit has been given the
al i as of another industry—sporting goods—+to illustrate the
situtation the firmfaced. The business conprised two

13



groups: a) one Sydney-based, that nmanaged i ndependently
owned stores tradi ng under the sane banner throughout
Australia (with the exception of Victoria); b) the other a
Mel bour ne- based and si ngl e conpany owned group of
metropolitan and regional stores. In this case study,
group (a) has been given the Sports Action banner or brand,
whil e group (b) has been given the Sports Wrld banner.
The Sports Action group devel oped a Website to pronote the
nanme and pronote its brand and store | ocations. The Sports
World group put funds into the devel opnent of an
interactive transaction Wbsite. The email request to
participate in the WebQUAL Audit survey was responded to by
the Sports World (transacting online) group. The content
anal ysis was unwittingly done on the Sports Action Wbsite
(not transacting online) with the result that the rating
given to the site was nuch | ower than that expected by the
Sports World respondent (See Table 6). The situation was
exacerbated by the fact that when maki ng the appointnent by
email, the interviewer was dealing with the sane person
variously located in the Sydney offices of Sports Action
and the Mel bourne offices of Sports World.

The firmalso found that it now had difficulties with its
suppliers, not to nmention the confusion that custoners

m ght encounter. The two groups had joined forces to act
as a buying group. Rebates were expected from suppliers
based on vol unme buys. The rebates would then be
apportioned across the individual stores based on actual
sal es revenue. The Mel bourne based transaction site was in
effect cannabilising sales fromregional stores and snall er
stores in other nmetropolitan areas. This only cane to

i ght when anal ysing sales data for the apportionnment of
rebates. In effect the buying group was delivering both
sal es and rebates (lower costs) to the online transacting
part of the banner group.

Table 6: Online specialty goods retail er WebQUAL Audit
Content analysis rating

a. b. c. d
Mean ( Sydney) 13 1 2 16
Mean (Mel bour ne) 19 10 6 35

% New Media Marketing Communicatidon Rating; b. Marketing Channel Rating;
¢ Relationship Enhancement Rating; © Total Rating
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The ratings given to the two groups in Table 6 illustrate
the situation where the |ack of eMarketing strategy led to
i mpl enentati on of two Websites within the one group of
conpani es, each with different capabilities and
functionality. |In this instance, the Ml bourne group were
encroaching on the domain of other nenbers with dire
consequences for all parties—wth the exception of the
onl i ne consunmer who presumably paid | ess by transacting
online, or if paying nore gained commensurate value from
buying online. In the real situation, there were steps
that could be taken to overcone the problembut these would
not be available in the alias industry presented.

In the real industry, customers buying conplex specialty
goods have varied or differentiated expectations of the
firm In addition, custoners represent different

val uations to the business, particularly where custoners
are tracked and communi cated with on a regular basis if
they can be persuaded to opt-in. The conpany is well
suited to adoption and inplenentation of OnetoOne
eMarketing strategy realignnent. However, the conpany
group is not unlike KFC, Hungry Jacks / Burger King, or a
simlar inmage chain in Australia in that it is conprised of
bot h conpany owned and franchi sed stores across a w de
geogr aphi cal domai n. This structural issue still exists
in that alnost a year later the two Websites are still in
exi stence, and the Ml bourne based transaction site still
differs markedly fromthe Flash-enabled 'vanity site' in
Sydney.

5. Tourismand hospitality services: This mcro service
busi ness is typical of those that have successfully
mgrated to the Net (Poon and Swat man 1999). The busi ness
is located in a high demand tourismarea and can rely on
the beauty and variety of the natural resources of the area
to draw customers past its Wbsite. In this regard, such
establishnments are simlar to a boutique store in a
shopping mall that can rely on those passers-by who are

| oyal to an adj acent supernmarket or departnent store.
Clearly, this is an '"alnost pure bricks and nortar’

busi ness that delivers its experiences in the physical
wor | d, but one that enhances or augnents the pre-purchase
and post-purchase aspects of the service using the Wb.
Unli ke sonme conpetitors, the conpany features on an

el ectronic mall maintained by a |ocal Internet Service
Provider (ISP). The site was well coded and the managers
knew to ensure that neta-tags were in place, even though
they did not know the intricacies of how and why. They
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knew t hat these were required for search engines to
continually seek them out.

Mor eover the firm has a subscription database of previous
guests that it regularly, but not intrusively, comrmunicates
with online. Younger visitors often initiate the first of
such communi cati ons because of their fondness for the
owner- managers' pet. At the interview stage this pet was
descri bed as the marketi ng manager. Wile this conment is
not too kind on marketing managers, the reality is that
this pet is used to maintain relationships with existing
custonmers long past the tinme when the experience of a
hol i day has passed, and w thout seem ng to intrude.

Tabl e 7: Tourismand hospitality services WebQUAL
Audit Content analysis rating
a. b. c. d

Mean 13 1 3 17

% New Media Marketing Communication Rating; b. Marketing Channel Rating;
¢ Relationship Enhancement Rating; ¢ Total Rating

The conpany responded at the survey stage that it used the
Web for strategic reasons, and denonstrated this at the
interview stage. The aesthetically pleasing design of the
site and its sinplicity are not reflected in the content
anal ysis scores shown in Table 7. The site is not used as
a stand- al one booking site, which explains its nmarketing
channel rating. WMoreover, their effective use of email to
mai ntain contact is not reflected in the score achieved.
Gven it is in the 'people business', the firmcan nmake
better use of its Wb expenditure and will no doubt do so
in the future.

Once again, we witness a representative of an industry that
is well-suited to adoption and inpl enmentation of eMarketing
strategy realignnent. Custonmers have the highly
differentiated requirenents of any tourismand hospitality
service, and they often express the need to see what they
are getting before they get there. 1In this regard the Wb
is an ideal tool. P&O s SkyCam

<ht t p: / / www. pocr ui ses. com au/ psky/i ndex. ht M > nounted on
the bridge of the Pacific Sky is used for just such a

pur pose. Moreover, customers represent different
valuations to the tourismand hospitality provider, not
just in terns of the tariff paid for accommobdati on, but
also in ternms of their demands (and paynents) for services
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on offer. Know ng what is on offer beforehand often |eads
to greater sales in such situations.

Academ ¢ and managerial inplications

The OnetoOne alignnment strategy proffered by Peppers and
Rogers (1999) is suggested as a neans of exam ning which

i ndustries mght benefit nost from adoption of the Internet
in marketing strategy. O the cases examned, the firmto
gain | east appeared to be the whol esal er of food and
beverage i ngredients. This is not to say that this firms
eMar keting strategy should not include the Net. Rather it
i s suggested that of the three areas where the Net can be
used to good effect, relationship managenent nmi ght be the
main strategic elenent and that this would be best achieved
using an Extranet rather than the public Internet.

Mor eover, business productivity could al so be inproved by
use of an Extranet and processing custoner orders—an aspect
of marketing | ogistics network managenent.

The firmthat appears to have gai ned nost from enpl oyi ng
the Internet in its marketing strategy, and that appears to
gain even noreso as the convergence of the Net and
interactive (digital) television beconmes a reality, is the
busi ness i nvol ved in personal services—wagering. This is
due to the nature of the product. On one hand the person
pl aci ng the wager |ikes to experience both the race or
sport on existing nmedia. On the other hand such people

al so want to wager on the outcone of the event. Both are
"bits' rather than the 'atons' involved in supplying

physi cal goods. Each of the respondent firnms lies in a
different position on the earlier-nentioned 'Pure dot.com
to Pure bricks and nortar' spectrum and each stands to
gain differently fromenploying the Net in OnetoOne

eMar keting strategy, and re-aligning their business to

mat ch the expectations of the custonmer, and to successfully
counter conpetitors. The Personal services—wagering firm
can expect to continue to sell off, and initially | ease
back, physical outlets as their custoner base becones nore
online oriented.

It is clear frommany of the observed cases that sal es and
mar ket i ng nmanagenent require know edge and skill based
education and training into the advantages offered by
converging Internet and other technol ogies (eg. DoCoM

i Mode, WAP, and 3G cell phones). In particular they appear
to need to view convergi ng technol ogi es as but one of the
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i nputs to maintaining sustai nabl e conpetitive advantage in
the mar ket space of the future.

One outcone that inpacts on the marketing scientist is the
reliability of studies that aimto predict the outcones of
busi ness adoption of technol ogi es such as the Net, wreless
appl i cation protocol (i Mbde and WAP) phones—er m Commer ce
as it its also known—-based solely on surveys, particularly
online surveys. There are a nunber of pitfalls, but the
inportant point is that it is necessary to enploy a nunber
of mnmethods so as to reduce the likelihood of bias (eg.
sel f-sel ection bias) and ensure that such studies may be
repeat ed over tine (Deans and Adam 2000).

Cl osing remarks

There is a place for Internet use in the marketing strategy
adopted by nost busi nesses, though not all. |Internet
marketing is now firmy part of the arsenal of weapons of
the direct and online nmarketer noreso than those appealing
to a mass consuner nmarket. However, even in the latter
situation, there are elenents which may be enployed to
suppl enment nmass comuni cation (eg. television) and targeted
communi cation (eg. subscriber-TV).

It has been argued in this paper that rather than sinply
adopt the Internet and Wb on a trial and error basis, as
of ten appears to be the case, business should closely
exam ne the applicability of elenents of the OnetoOne

al i gnment strategy put forward by Peppers and Rogers
(1999). The case studies selected fromthe WebQUAL Audit
in Australia illustrate that eMarketing strategy enpl oyi ng
the Net and Web involves nore than sinple 'brochureware'

and 'vanity sites'. The case studies illustrate many of
the benefits of strategically aligning the firms marketing
effort to neet the requirenments of online custoners. In

addi tion, some of the issues associated with poorly

devel oped eMarketing strategy and incorrect inplenmentation
are highlighted. Wile the WebQUAL Audit survey and
content analysis results indicate that overall business use
of the Net in Australia and New Zeal and is not based on
strategically directed expenditure, individual case studies
show t hat sound eMarketing strategy is being devel oped and
i npl enented in many product categories and narkets.
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