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Introduction

In today’s global marketing environment, the Intdris the one true and really global
medium or tool for global marketing communicatiods the marketing concept
itself lacks theoretical framework, which is undbiscussion by academicians, the
same is valid for marketing communication as wellthe Internet — they lack
theoretical basis. The goal of current paper isptovide a model for deeper
understanding of Internet’s role in marketing comination framework, and to do it
in a simple and easily understandable format. Clearderstanding of Internet'’s role
would help academicians and practitioners to useltkernet in everyday’s global
marketing communication.

1. Meaning shifts in marketing theory
1.1 Marketing theory and the Internet

The word ,marketing“ has two distinct meanings émnts of modern management
practice. It describes:

e The range of specialist marketing functionsarried out within
organizations. Such functions include market redeabrand/product
management, public relations, customer service etc.

e An approach or concept that can be used gsiding philosophyor all
functions and activities of an organization. Sugthdosophy encompasses
all aspects of a business. Business strategy iedg an organization’s
market and competitor focus and everyone in anrmizgdion should be
required to have a customer focus in their job.

The modern marketing concept (Houston 1986) unitese two meanings and
stresses that marketing encompasses the rangegahipational functions and
processes that seek to determine the needs of taggkets and deliver products and
services to customers and other stakeholders sackngployees and financial
institutions. Increasingly the importance of maihgtis being recognized both as a
vital function and as a guiding management philbgopvithin organizations

(Valentin 1996).

The Internet can be applied by companies as agradtpart of the modern marketing
concept since:
e It can be used to support the full range of orgational functions and
processes that deliver products and services tdormess and other
stakeholders.
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e It is a powerful communication medium that can @&t “corporate glue”
that integrates the different functional partshaf brganization.

e It facilitates information management, which is noincreasingly
recognized as a critical marketing support todtrategy formulation and
implementation.

(Chaffey et al. 2001)

During the last decade there has been a signifighift in marketing theory. The
emphasis that was on production and persuadingomess to buy, is shifting
towards creating relationships with the consumerd eommunicating with them.
Central terms of this meaning shift anateractivity communication and
relationships

1.2 Relationship marketing

During last two decades of the 20th century bottdamicians and practitioners have
realized that company’s most valuable assets da¢iaeships with customers and
other stakeholder groups. As it costs up to nimesi more to acquire a new customer
than to retain the current one (Peppers and Ro@%3)1it is clear that it pays to
value relationships. Also profits per customer @éase by the time of relationship —
the more the customers stay with the company, tbee nwilling they are to pay
premium prices, make referrals, demand less antsp®re. So retaining customers
by building relationships makes marketing effortsrencost-effective. The concept
of relationship marketing has been proposed asvanm&rketing paradigm (Grénroos
1990), but it has remained rather a concept becalitEking characteristics of a
paradigm.

The interactive, multimedia interface of the Inttrprovides an ideal environment in
which to conduct the abovementioned relationshipgd alatabases provide a
foundation for storing information about the redaship and providing information
to strengthen it by leading to improved, often paedised service.

Relationship marketing theory provides the concdptaaerpinning of one-to-one
marketing since it emphasizes enhanced customeiceethrough knowing the
customer, and deals with markets segmented toethed bf the individual. Direct
marketing provides the tactics that deliver the kating communication and
sometimes the product itself to the individual oustér. Database marketing provides
the technological enabler, allowing vast quantitiéscustomer-related data to be
stored and accessed in ways that create strategitaatical marketing opportunities.
To use the Internet for one-to-one marketing, carigganeed to be able to apply all
these related areas of theory.

Achieving one-to-one marketing on the Internet ties well-known advantages of
relationship marketing — that is, it is targeted gersonalised, but these benefits are
built on in the Internet medium since it can:

e Target more effectively
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e Increase depth, breadth and nature of relationship
e Lower cost
(Chaffey et al. 2001)

Following the evolution of marketing theory, we caee how it moved from a
transaction-based approach of 4Ps model (Borden;l1®@€arthy 1964) to a
relation-based approach (Gronroos 1990). Inbetilzene have been suggestions and
attempts to broaden the 4Ps concept (ChristophgnePand Ballantyne 1991), but
those have all been confronted with the burdenhetoncept. Waterschoot and Van
den Bulte (1992) concluded that there is a neednjghasize the relationships in the
marketing model. Although they referred to relasibips as “persuasion”, they
identified Promotion from the 4Ps as a common denator for all Ps, identifying
thus, that communication is the base for all manigetix elements.

1.3 Communication

Communication is the unique activity that createfatienships (Duncan and
Moriarty 1998). Everything company does and doesdm sends a message. The
communication is also a central integrative prodesmarketing. It is demonstrated
in evolving theories of relationship marketing andtegrated marketing
communicaton. Duncan and Moriarty (lbid.) show thlements of intersection
between communication and marketing theory and ctmrae communication-based
marketing model for managing relationships. Theindrout the similarity of the
basic marketing model and the basic communicatiodeh(figure 1). They discuss
common theoretical roots of the theories, and emaygest (referring to Zinkham
1996) that the two could be complementary metaphors

Communication Marketing
Process Process
— Source Company €—
Message Product
Channel Distribution
Noise Competition
Receiver Customer
— Feedback Sales, Customer —
Service, and

Market Research

Figure 1. The similarity of basic marketing modataasic communication model
(Duncan and Moriarty 1998)

They develop a model that shows how communicatiathér than persuasion) is the
foundation of marketing efforts (figure 2). The riease in interactivity makes
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communication the most valuable element of marketimat leads to the brand
relationships that drive brand value.

MESSAGES INTERACTIVITY

Signs/
Signals

yd STAKEHOLDERS N\

Feedback

Exchange/
Transaction

Relationships

Figure 2. Communication and marketing intersectiadeh of Duncan and Moriarty
(Ibid.)

One of the main elements of the model is interégtithat is considered to be one of
the basic foundations of the communication platfdogether with messages and
stakeholders. They move forward to a more sophits model (simplified version:
figure 3) where they include an organizational pective and show how the
interactivity between marketing organizations andtemers and other stakeholders
leads to the brand value.

OTHER

MESSAGE INTER-
Customers
SOURCES ACTIVITY [—
STAKE-

HOLDERS

BRAND VALUE

Figure 3. A simplified version of the communicatibased marketing model for
managing relationships by Duncan and Moriarty (3998

1.4 Interactivity
The keyword for meaning shifts in today’s and toroers marketing theory is
interactivity. It was already in 1997, at the AMAI8mer Education Conference,

when it was called for a new marketing model todguinarketing in the interactive
future (Ibid.).
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Most of the textbooks and articles, dealing witffedent marketing areas, discuss
different meanings and applications of the terme Word “interactivity” is usually
used without specific definition, using its norrméaning in English language: “to
interact - to act on each other” (Webster's Dictign. In marketing texts,
“interactive” is an adjective for showing thgo-way character of the process,
usually a marketing communication process. The abbje of an one-way
communication process is to effectively deliver timessage. In two-way
communication process there is an additional gtabetfeedback

According to Schramm’s (1955) definition, the feadk can be described as “the
reversal of the flow, an opportunity for communarat to react quickly to signs,
resulting from the signs they have put out.” Withfaedback there is no dialogue.

Feedback is the essence of interactivity. In mamgetheory of the sixties, the

amount of goods bought was considered to be then feidback of marketing

efforts, because there was no possibility to meathe feedback any other way. In
today’s highly competitive environment, the onlythma for being profitable in long

term is to create long-term relationships with ¢hetomers. The basis for developing
the relationships is communication. If relationshiare the objective, the
communication must be personal and customized. yfedaedia and computer

technologies enable us to measure the feedbackeiatey perspective and more
quickly. Thus the interaction between the orgairatand its customer can be
reached more quickly and with more effective result

At the corporate level, interaction has to workwaen all corporate functions. At the
marketing level, the interaction takes place whilaming the partnerships between
distributors and suppliers. At the marketing comioation level, the interaction is

generated, combining one- and two-way communicgiiombining public relations

and advertising with personal selling and directketing). (Duncan and Moriarty

1998)

2. The Internet — a new marketing medium

Internet marketings the application of the Internet and relatedtdigechnologies to
achieve marketing objectives.

Chaffey et al. (2001) bring out that there is anapmity for Internet marketing

myopia. Internet marketing is often approached esramunication and selling tool.
If Internet marketing is to become integrated antlyfestablished as a strategic
marketing management tool, the focus needs to noweards understanding its
broader applications within the total marketingqa®s rather than just using ist for
communication and selling. The use of Internet $igaificant implications for the

way in which relationships with channel partnerstsas wholesalers, distributors
and retailers are managed. Extranets are often tseshanage these linkages
electronically. Internet can cause disintermediatiod reintermediation.
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Internet marketing differs from conventional mamkgtcommunications because of
the two-way nature of the Internet communicatidhe Internet and other digital
media such as digital television, satellite and ieophones enable interactivity that
has not been previously possible. But it is impdrtarremember that in marketing
communication framework, Internet can be describeda medium rather than a
separate marketing communication tool or a comiyletew field of marketing.
Figure 5 shows the Internet in traditional markgtommunication framework.

(<) z.
S Z
o= <\o
<|= 9|4

cl|o
o< c|8
% T =
o & wm|w

Q &R

o o ¢ |o
& K o =
o & |8

G ol © £
£ W@ ES
2 S Internet | &

s 3

IS Magazine =

>
< [

Figure 4. The Internet in traditional marketing ecoomication framework

Chaffey et al. (2001) have presented a number &drdifices between the traditional
and new media, which are shown in table 1.

Table 1. Differences between new and traditionalimeAfter Chaffey (2001)

Traditional media New media Comment

One-to-many One-to-one or many-to- Hoffman and Novak (1996) state that

communication model many communication theoretically the Internet is many-to-
model many medium, but for company-to-
customer-organizations it is best
considered as one to one

Individualized marketingPersonalization possible because of
or mass customization technology to monitor preferences
and tailor content (Deighton 1996)

Mass marketing

Monologue Dialogue Indicates the interactive natfréhe
WWW, with the facility for feedback

Supply-side thinking Demand-side thinking Customepull becomes more
important

Customer as a target Customer as a partner Custohz more input into

products and services required

Deighton (1996) identifies the following characstids inherent in a digital medium:
e the customer initiates contact
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e the customer is seeking information (pull)

e it is a high intensity medium — the marketer withvie 100% of the
individual's attention when he or she is viewingeb site

e acompany can gather and store the response ofdivedual

e individual needs of the customer can be addressddaken into account
in future dialogues

The interactive nature of the medium means thatltiernet is ideally suited to
develop relationships with customers. The Intearables a one-to-one dialogue to
be held with the customer (Chaffey 2001). When lihkégth the techniques from
direct and database marketing such as customelimpgpthe Internet can be used to
build long-term relationships with customers in @hia company learns their
preferences and develops specific services andiptetb meet these needs.

An important part of Internet marketing aneeb sites which are central points in

organization’s Internet presence. Hoffman and No{d896) analyze the Web as a
commercial medium, and examine commercial web .sitégy give a thorough

categorization of web sites, dividing them into dlistinctive types including

a)Online storefront, b)Internet Presence, c)Contd)Mlall, e)incentive site, and f)

Search agent. The first three comprise the Intedestination sites and the latter
three represent forms of Web traffic control. Diffiet site types represent different
strategies of Internet marketing. The impact of wedsence on the role of marketing
communications on the business is dependent orstdge of developing a web
presence. Table 2 lists the stages of e-commereesalevelopment. The Contact
stage is only a modest advance of print media, avltee Internet is simply an

additional channel. In the Relate stage the webisit full two-way relationship

environment with full integration of Internet cajdéip onto the business.

Table 2. Stages of e-commerce service developrientley 2001)

Stage Characteristics Web site functionality

Contact Promote corporate image Content
Publish corporate information
Offer contact information

Interact Embed information exchange Communication
Targeted marketing effort
Transact Online transactions Commerce

Catalogue order/fulfilment
Interaction with trading partners

Relate Two way customer relationship Community
Full integration of Internet capability into the
business
Service interface integrated with delivery and
other business operations

The two-way nature of the communication in the fmé¢ is considered to be the
reason for the need to remodel the communicatioteaf Internet environment.

68



3. Remodelling marketing communications in the Intenet
3.1 The differences between traditional and Internebased communications

Figure 6 illustrates the interaction between anapization (O), communicating a
message (M) to customers (C) for a single-step baommunication. It is apparent
that for traditional mass marketing in (I) a singtessage (M1) is communicated to
all customers (C1 to C5). With a web site with pesdiaation facilities (Il) there is a
two-way interactionwith each communication potentially being unique.

| Traditional one-to-many mass Il One-to-one Internet-based
marketing communications communications

. &
2
) S
Content
. Internet medium Conte

STER

Il Many-to-many communications
via the Internet medium

Figure 5. Differences between one-to-many and or@ae communication
using the Internet (Chaffey et al. 2001)

3.2 Marketing-related approaches for modelling thecommunication in Internet

Hoffman and Novak (1997) believe that this charsggignificant enough to represent
a new model for marketing. They suggest that thditias of the Internet including
the World Wide Web represent a computer-mediatedr@mment in which the
interactions are not between the sender and tlevezcof information, but with the
medium itself. They say: “Consumers can interacthwhe medium, firms can
provide content to the medium, and in the mostcaldileparture from traditional
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marketing environments, consumers can provide cawiall-oriented content to
the media”. This situation is shown on Figure B (Il

Peters (1998) suggests that communication via twe medium is differentiated
from communication using traditional media in falifferent ways.

e  First, communication style is changed, with immeslisor synchronous
transfer of information through online customervgss being possible.
Asynchronous communication, where there is a tinedayd between
sending and receiving information as through e-nadélo occurs.

e Second, social presence or the feeling that a corizations exchange is
sociable, warm, personal and active may be lowarsiiandard web page is
delivered, but can be enhanced, perhaps, by anmized e-mail.

e Third, the consumer has more control of contact.

e Finally, the user has control of content for exasrtpirough personalization
facilities.

Although Hoffman and Novak (1997) point out that tre Internet the main
relationships are not directly between sender aoeéiver of information, but with
the web-based environment, the classic communitatiodel of Schramm (1955)
can still be used to help understand the effecéigerof marketing communication
using the Internet. Figure 5 shows the model agpiethe Internet. Three of the
elements of the model that can constrain the éffeness of Internet marketing are:

¢ encoding — this is the design and developmentefite content or e-mail
that aims to convey the message of the companyisadependent on the
understanding of the target audience;

e noise — this is the external influence that afféleesquality of the message;
in an Internet context this can be slow downloatkes, the use of plug-ins
that the user cannot use or confusion caused byntath information on
screen;

e decoding — this is the process of interpretingrttessage, and is dependent
on the cognitive ability of the receiver, whichpartly influenced by the
length of time they have used the Internet.

N [0} | S E
Source Receiver
(web site) _> (web browser)
Message encoding | Site content or e-mail Message decoding

t |

Figure 6. The communication model of Schramm (1@§f)lied to the Internet
(Chaffey et al. 2001)
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It is suggested by Hoffman and Novak (1996) that kiey difference in Internet
marketing and traditional marketing approach iswlag in which interactions occur
between the different parties involved in the méngeprocess. Chaffey et al. (2001)
note that their comments refer specifically to terld Wide Web, which they refer
to as a “global hypermedia computer-mediated enuient”. Their claims will be
discussed as follows:

e World Wide Web as many-to-many medium. “Many-to-mamedium” is
the term that refers to the potential for the Iné¢rto provide exchange of
information between customers and suppliers. A rtaaypany
communication involves information being sent tonmaarticipants and
implies interaction between participants in a déston forum or virtual
community. Chaffey et al. (Ibid) argue that whiledk tecniques are used
quite frequently in a commercial context for custéoraupport, they cannot
be described as the predominant form of commumicaith the World
Wide Web. This is currently one-to-many, and ineslva company
creating static information on a web site, whichaiscessed by many
customers. The technique is similar to that of itimdal marketing by
means of mass media advertising. The current aeraagt will change in
the future. Many sites have already set up web $dge customers to
enable one-to-one communication. However, it camdgeied that one-to-
one marketing is not a paradigm shift, but merelypethod of achieving
direct marketing using a new, effective medium. &hthor believes that in
reality we can reach the true one-to-one markebyngn-communication
and m-commerce techniques. Mobile phones are mensopal and more
available equipment to the consumers than PCsglmntable as well as
cheaper. Thus the m-audience will consist of moempfe and the
communication with them will be direct or even indise.

¢ In marketing via traditional media consumers cargicgctly control the
message or easily request further information,they can do so with the
World Wide Web, and this represents a significdfierence. It should be
noted, though, that traditional media integratdedént forms of media to
achieve a similar effect (Chaffey 2001). This isuatgly less effective than
the web solution.

e Consumers can provide commercially oriented corttetite World Wide
Web. This is not possible with the traditional netikg communications,
and it is a significant difference. Consumers cantrifoute to company or
product-specific discussion forums and communities.

Chaffey et al. (Ibid.) bring out that the Web ispull’-medium where the customer
decides which content to view. This means that corigs need to use a different
approach to marketing, in which they have to prewtgnposts and a large volume
of relevant information that reflects different tarser needs rather than providing
smaller volumes of less targeted information.
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Hoffman and Novak go further with their approach tomputer-mediated
environments, trying to reach the communication ehéok such environments. They
discuss the process model of network navigatiohyipermedia computer-mediated
environments, defining the concept of flow to déseithe interactive process with
computers, and propose a process model accorditigetiow experience. Being a
sophisticated and rather academically oriented ioidelacks the real life
background. Thus it is difficult to use the model inderstanding the business
environment in Internet.

It is important that Hoffman and Novak bring ougththe Internet is not the only
term to use for describing the virtual environmeftie term “computer-mediated
environment” can be used to describe for exampde al-commerce, and hopefully
other emerging forms of communication.

3.3 Communication theory as a background for approshing the
communication process remodelling

Fiske (1990) brings out that there are two mainoeth in the study of
communication. The first sees communication astrdm@smission of messagdsis
concerned with how senders and receivers encoddegatie, with how transmitters
use the channels and media of communication. toiscerned with matters like
efficiency and accuracy. It sees communication @sogess by which one person
affects the behaviour or state of mind of anotlfethe effect is different or smaller
than that which was intended, this school tendtafio in terms of communication
failure, and to look to the stages in the procedtt out where the failure occurred.
Fiske (Ibid.) refers to it as the “process” school.

The second school sees communication apith@uction and exchange of meanings
It is concerned with how messages, or texts intexith people in order to produce
meanings, so it is concerned with the role of téxthe cultural environment. It uses
terms like signification, and does not considerunéerstandings to be necessarily
evidence of communication failure — they may redulim cultural differences
between sender and receiver. For this school ttlty ®f communication is the study
of text and culture. The main method of study imis¢ics, so Fiske (Ibid.) calls it the
“semiotics” school.

The process school tends to draw upon the sodeiees, psychology and sociology
in particular. The semiotics school tends to dr@erulinguistics and arts subjects. In
marketing communication studies the approach tongonication is usually process-
oriented. The field of marketing communications dsveloping rapidly, new
mediums emerge, and the framework is constantlgmudigcussion. So the emphasis
in work of both academicians and practitioners Heeen put on rather the
effectiveness than signification or meaning of netilg communication. Also the
author considers the process school approach mgtable for communication
framework developing. It allows us to combine thepexts of marketing theory,
communication theory and management theory in rfaresed manner, so that as a
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result we will gain more understanding of how tleenmunication strategies work in
real business environment, and come closer toufrerly searched “new marketing
paradigm”.

The basic communication model of Shannon and We#&oen 1949 presents a
simple and clear linear process (Figure 7).

source transmitter receiver destination
| I »| encodeI - - »| decode
message | it signal 4  signal -
received message received

noise
source

Figure 7. The communication model of Shannon andw#efrom 1949
(after Fiske 1990)

They identify three levels of problems in the stedommunication:
e Technical problems: How accurately can the symbbommunication be
transmitted?
e Semantic problems: How precisely do the transmisigdbols convey the
desired meaning?
e Effectiveness problems: How effectively does theeieed meaning affect
conduct in the desired way?

The point of studying communication at each of ltheels is to understand how we
may improve the accuracy and efficiency of the pssc

4. Remodelling Internet-based marketing communicatins

Going through previously discussed models of comoation and marketing that
include Internet or interactivity, the following@ttages appear:

e There are no communication models for the Intebasied communication
focused on marketing — they describe the pure camuation process. A
marketing-oriented model would additionally empbatie goal of the
communication process. General marketing modelstomas include the
field of interactivity, but different authors undéand the word differently.
It may not refer particulary to the Internet.

e The existing models that focus on the process ge&er, do not bring out
the core characteristic of the term “feedback”. &lsuthe feedback is
treated as an opposite-directed flow to the messdge general
communication models it is a proper approach, bbhemwthe models
become more sophisticated and admit that gettirg fdedback is a
continuous process, the messages do not admitatettat after getting
feedback from the previous message, the next mestagld consider the
feedback and be customized according to that.
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Figure 8 describes the Internet-based marketing noamication model that is
developed, emphasizing the marketing orientatiod agflecting the message-
feedback process the way it should be treatedatessning process

ORGANIZATION
SN Messages Messages Messages

MISSION \ / \ / \ / RELATION-

| N T E R N E T SHIP
e N/ N/ \/
WLV BN Feedback Feedback Feedback
STAKEHOLDERS

Figure 8. The model of Internet-based marketingroamications

The marketing process has a goab-develop a profitable relationshigetween the
customer and the organization. The basis of thanbss process for and organization
lies on thebusiness missionOn the other side of the organization there amee t
stakeholderslt is important to emphasize that the organizasends messages not
just to customers but also to the other stakehsldeinvestors, resellers, suppliers,
employees, competitors, the media, the governntenDeincan and Moriarty (1998)
discuss the importance of identifying stakeholdershe target group for marketing
and marketing communication. The customers andr citakeholders have certain
expectationghat are the basis for them to decide whether Wyt to continue the
dialogue with the organization once they have goeasage from it.

The Internet as a channel lies in the centre ohibdel, leading to the development
of a relationship between the organization and sta&eholders. The organization
sends out different sorts of messages. It can rhe#ang a web site, but also selling
via the Internet. The stakeholders give their beedt to the organization, answering
the web questionnaire, or even making a buy. Thoghe basis of the feedback, the
organization and its stakeholders develop a dia@ogbte feedback must be constant,
without ongoing feedback there will be no dialoguEhe messages of the
organization depend on the feedback to previousages, so the message-feedback
system is built as an integrated flow rather thepasate attempts. The internet acts
as a medium for messages and feedback, beutgway interactive one-to-one
marketing and communication channel

Summary
The reason for developing a model for Internet-basarketing communication is
the fact that the existing models do not give diceht overview of the Internet-

based communication principles in marketing contéxtcurrent study, the author
reviews both marketing and communication theory enadiels to come to a model
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that has elements from communication theory as agfrom marketing. The model
is clearly marketing-focused, stating that the goflall business processes is a
profitable relationship. Important point of the nebds the fact that it shows the
message-feedback system as an integrated flowentumessages being dependant
from the feedback of previously sent messages.

Fiske (1990) makes a metaphorical statement: “Aghalike a map. It represents
selected features of its territory: no map or madal be comprehensive”. This well-
expressed sentence hits the mark - all models iglghtlifferent features from the

framework. The objective of the current paper istndoring out the disadvantages of
existing communication models, but rather to higifithe role of the Internet in

marketing and communication context.

The new, simple and easily understandable modgpkhel understand the marketing
and communication theory intersection and see ttigue role of Internet in global
marketing communication framework.
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Kokkuvote
TURUNDUSKOMMUNIKATSIOON INTERNETI TEEL: MUDELI LOOMINE

Katrin Kull
Tallinna Tehnikadulikool

Tanase globaalse turunduskeskkonna ko&ige globaakserturunduskommunikat-
siooni vahendiks v@ib pidada Interneti-turundusk ebrunduskommunikatsiooni
Interneti teel. P8hinedes ajakohastel turundusemnioenikatsiooni ja Interneti-
turunduse kasitlustel, on autor vélja t66tanudrhveé teel toimuva turunduskommu-
nikatsiooni mudeli:

ORGANIZATION
IGNE T Messages Messages Messages

MISSION .\‘ . Z\E D/\ _ / RELATION-

N N

TATIONS Feedback Feedback Feedback
STAKEHOLDERS

Turunduskommunikatsioon Interneti teel erineb tsAdonilisest
turunduskommunikatsioonist, vBimaldades sénumitaggasiside liikumise protsessi
kahesuunalisust ning muutes seega kogu turunduskaikatsiooni dppimis(voi
tundmadppimis-)protsessiks

Turundusel on kindel eesméidikiua kliendi ja organisatsiooni vah&hsumlik suhe

Organisatsiooni &ri baseerub se#dlisel missioonil Teisel pool paiknevad aga
organisatsiooni sidusrihmad (ei saada ju orgamsetsonumeid ainult klientidele,
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vaid ka investoritele, edasimiijatele jpt-le). Ktidel ja sidusrihmadel on
organisatsiooni suhtesotused mille alusel nad otsustavad, kas nad soovivad
organisatsiooniga peale sellelt sGnumi saamisbogaljatkata.

Internet kui kanal asub mudeli keskel ning on sibeise kanaliks organisatsiooni
ja selle sidusriihmade vahel. Organisatsioon saedlid erinevaid sdnumeid — see
vOib tadhendada Interneti kodulehekilje loomist, dkika naiteks Interneti teel
teostatavat midki. Sidusrihmad annavad organisatosGnumi kohta tagasisidet,
vastates kodulehekuljel kusimustikule v8i tehesu.odfastastikusele tagasisidele
toetudes areneb dialoog sidusrihma ja organisaisiabel. Ilma pideva tagasisideta
on dialoog vBimatu. Jargmised sdnumid pBShinevaddiaglel eelmiste kohta, niisiis
on sdnumite ja tagasiside slsteem integreeritudg,vonitte aga eraldiseisvad
ettevotmised. Internet on sfnumite ja tagasisideedieniks, olles seega
kahesuunaline interaktiivne tks-uhele turundudejamunikatsiooni kanal.
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