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1. Introduction 
 

Using networks and Internet has become a new way to conduct business (Jan, 1998), It is predicted 

that electronic commerce could become a significant global economic element in the 21st century. 

According to Forrester Research, “more than 75 percent Fortune 1 000 companies are expected to 

Process online transactions by 1997”, (Jan, p397) More than 20,  000 businesses have Web 

sites-including 30 percent of the Fortune 500, These businesses range from large companies to small 

businesses like General Motors, Intel, and Proctor ＆ Gamble, With the ever-developing information 

technology, Internet is actually changing the way that business is conducted by, A lot of companies have 

made extra effort to incorporate information technology into their business transactions,  such as 

redesigning business processes to take advantage of the abilities of IT, investing more capital in 

technological resources , changing their information structure by integrating human support and 

education into the IT, and improving IT application continually, The company that has adopted 
information technology in their business would expect higher productivity and more profits, However, if 

a business aims to be successful in electronic commerce it takes more, Each company needs to know 

how to market their products and challenges when conducting business electronically, which is a critical 

factor for any business' success. Therefore business needs to realize the advantages that Internet 

marketing can provide as well as the difficulties it needs to overcome (Lescher, 1995). 

 

2. Organizational Internet Marketing Strategies 
 

The process of adopting Internet marketing strategies is the same as that of other strategic business 

decisions. This process involves planning, implementing, and control. A number of management-1evel 

issues must be addressed prior to decision on the implementation steps. 

During the planning period, mangers should be able to answer such questions as how to change the 

business for electronic commerce, how to uncover new types of business opportunities, how to take 

advantage of new electronic linkages with customers and trading partners, and how to bring more buyers 

and potential customers, and how to manage and measure the evolution of the strategy (Mougayar, 

1998). 

Mougayar (1998) recommended 10 steps to cyber maturity as follows: (a)conducting necessary 

vocational training, (b)reviewing current distribution and supplying chain models, (c)understanding 
what your customers and partners expect from the Internet,  (d)reevaluating the nature of your products 

and services, (e)giving a new role to your products and services, (f) expanding your current systems to 

the outside, (g) tracking new competitors and market shares in the new digital marketplace, (h) 

developing a Web-centered marketing strategy, (i) participating in the creation and development of 

virtual marketplaces and intermediaries,  (j)cultivating the electronic markets management style. 

2.1. Conduct necessary education 

There are two sides to the imperativeness of education, First, internally executives and managers 

must be educated, Second, externally the customers, prospectors and trading partners have to be 

educated, too. The internal education should be conducted from the top to down, The proper executive 

education has to be formally taken place, All levels of employees and managers should be well equipped 
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on Electronic commerce so they will begin to discover their own business opportunities, Any 

implementation will become much easier if it is understood that the pain of not doing anything is greater 

than the pain of doing something about it, By addressing the management training needs organizations 

call better understand how to take advantage of the Internet resources effectively(Godin, 1995). 

The external education should be conducted among customers, prospectors and trading partners. 

You should let the customers know your capabilities and their benefits, You should constantly and 

directly tell the customers and electronic partners about how to interact with you in t11e new 

marketplace. You have to specifically explain and show the benefits of using all Internet venues and 

features to customer. 

2.2. Review the current distribution and supply chain models 

You need to examine the potential effect that Internet commerce will have on your distribution 

channels and supply chain management, Those potential effects include increasing the number of 
electronic connections, simplifying interior organizational processes, and discovering ways to speed up 

the value chain, The Internet is not just a third channel (assuming the other two are direct sales and 

indirect sales). It is made up Of a series of electronic micro channels that have to be evaluated 

simultaneously,  

2.3. Understand what the customers and the partners expect from the Internet 

Customers are novices in using sophisticated data entry devices, smart cards with a PC, and other 

promised add-ons, Customers are scratching the surface of their readiness for the sake of electronic 

commerce, You need to target a focused segment of your customers that is open to this new channel and 

to help them get up to what is required to meet your needs for efficient distribution and fulfillment 

(Lescher, 1995). 

You also need assess the economic potential of the new electronic community that is being targeted. 
Even if the sales generated by the new electronic channels came to only a small percentage of your total 

sales, however, at least you would have started a trend destined to keep going up, It is generally easier to 

scale the technical infrastructure than to change your business process, so any early experience on how 

to do both will be beneficial when it is the time to really expand your capabilities,  

2.4. Reevaluate the nature of your products and services 

Selling hard goods over the Internet may-not be enough, You need to develop other types of 

products and services to increase, your revenues in the electronic marketplace, and solidify your position 

on several fronts, These include the addition of soft goods, interactive services, and information-based 

products and services. When analyzing your products and services, you may find many of your products 

and services are conductive to electronic distribution via Internet (Smith and Catalano, 1998). 

Hard goods products are usually sold in retail stores, catalogs and in face -to- face selling, On the 

Internet, the best selling hard goods are books, flowers and food, You call offer to your customers a 
number of added-value services by integrating shopping information with order acknowledgement, 

placing in-depth product and expert information online to make the buying decision easier, and offering 

a selection of products related to a similar purpose, Soft goods such as information and other types of 

media-based products can be delivered instantly and regularly over the Internet, These could be in the 

form of published information, software, video, and music, Virtual interactive services are based on new 

and good services. Sometimes the service is extended as a self-service to the Internet users, Examples 

are Federal Express Internet ship software, Marshall Industries' online catalog, Digital value token 

products are information-based products, by which the token being received entitles the user certain 

right to access products or services in the physical marketplace, These products can be delivered over 

the Internet, and may rely on smart card technology as a storage vehicle (Lescher, 1995). 

2.5. Give a new role to human resources department 
E1ectronlc commerce requires a cross-functional focus, so it is import to cut through potential 

Vertical layers In an organization, E-commerce cannot be driven only by the technical abilities to 

implement information system and handle the transactions and Security requirement, Ecommerce must 

be totally Integrated with the overall business strategy, And it requires the same discipline as corporate 

planning. The role of each employee may be changed with increasing penetration of electronic 

commerce Capabilities. The role of the salesperson changes, marketing takes on a new meaning, 
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customer support relies on now quickly an e-mail is answered, and other jobs begin to have an 

increasing “electronic value” component The electronic marketplace is as important as the physical one, 

but internal processes must be simplified in it. 

There are three specific responsibilities that identify the role of the human resources department in 

the new and evolving Internet world, There are establishing corporate Intern/Intranet policies, acting as 

a company-wide certification authority, and formalizing new job descriptions. 

2.6. Extend current systems to the outside 

With the trend toward user-centered inquiries and intermediated marketplaces, it becomes 

important not only to link your products and services with other online catalogs, directories and trading 

communities as well, but also integrate back-end business to your partners and suppliers, Intranet, 

Before the Web, every organization had a wealth of information and services in its existing information 

systems. These hidden treasures must be made available to customers in the form of new value, The 
Web in this case is the ideal delivery platform, so it needs to become a direct extension of your current 

IT systems also, instead of developing a new Web order-taking capability, you may extend your current 

order entry systems to the outside, In this manner, you would connect the rest of your order management 

subsystems at the same time, and provide much more to your customers. 

2.7. Track new competitors and market shares in the new digital marketplace 

Because of the volatility of old value chains, new services can be introduced by totally unexpected 

parties that become your competition, The Internet levels the competitive playing field by allowing these 

unexpected competitors to enter new or traditional markets, Future market shares will be measured in 

the Internet marketplace,  independently from the physical marketplace(Jan, 1998). 

You can predict the power of your competitors on the basis of the likely markets at risk, A1so, you 

can assess the Intensity of their completion in the electronic marketplace,  

2.8. Develop a Web-centered marketing strategy 

You must develop a marketing strategy that clearly targets the Web as a primary marketing channel 

and medium to support the E-commerce activities. This includes using the Internet as a primary medium 

for all marketing communication activities. 

The new types of products designed for and marketed on the Web are different and more volatile. 

Strategically and tactically, Web marketing will be important for success in the digital markets. Digital 

branding is also becoming an important requirement. 

2.9. Participate in the creation and development of virtual marketplaces and intermediaries 

Beyond pushing your own distribution channels in the electronic markets that you are targeting, 

you have to think about creating your own virtual marketplaces. You can lead the creation of new 

marketplace communities which will become the transaction and trading communities later for your 

products and services (Jan, l998). 
Also, by practicing early with your partners, suppliers, and distribution channe1s throughout the 

supply chain, you can learn substantial lessons that will determine how you proceed with further 

investments, including the differences between your business customers and consumers. 

2.10. Instilling electronic markets management style 

It is essential to move decision- making from the physical to the electronic space, The Internet is a 

marketplace with distinct characteristics, some of which are similar to the traditional physical 

marketplace, and some different, Treat your decisions accordingly as you evaluate actions for the  

electronic marketplace. 

Most organizations mow must compete in towing marketplaces: a physical one and the electronic 

one, mediated by the Internet. Unless your business is entirely devoted to the Web, you will have to 

manage in both spaces. 
 

3. Pros and Cons 
 

As a marketing tool, Internet has many advantages, such as advertising effectiveness and 

accessibility (Searcher, 1995). 

3.1. Advertising effectiveness 
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There are several types of advertising: brand, retail, political, directory, direct response, 

business-to-business, institutional, and publie service, Each is designed to reach a diverse audience with 

varied objectives. Internet is a kind of media that can be us for almost all advertising purposes and all 

possible market segments. The convenience and marketing efficiency of the Internet is making it 

popular for marketing practices all over the world (Vassos, 1996). 

Furthermore, the Internet also provides firms a tool to judge the effectiveness of their Web sites by 

statistics regarding how many people visit their Web sites and how long each visitor stay. The cost of 

advertising on the Internet is usually less than that, of the traditional magazine, newspapers and 

television,  

3.2. Accessibility 
Business firms actually increase their hours of business in a global spectrum. Now business is able 

to provide 24 hours a day and 7 days a week for, branch offices business contacts and shoppers Each 

Internet user has limited time-to hear the market message。The problem that business firms are facing 

now is how to capture more attention of internet users, and how to attract them to spend more time on 

their message. Expending access indeed increases the awareness and coverage potential customer. 

As a new tool of business marketing, Internet still needs to improve in many aspects such as 

security and standers, cost for the users, control, and legal issues etc. 

3.3. Security and standards 

One of the risks of using Internet for business firms is the disclosure of proprietary information. 

And copyrights is another thing needs to concern. A more threatening problem is that some users can 

access business’ internal computer systems and find out the classified information and even change 

them. 

The security of Internet will be the first issue for anyone who uses the Internet for business 

activities. Govemment and some associations are trying to set up standards and rules to regulate the 

Internet; and many software and high tech companies are investing to figure out what can be done to 
make interactive shopping on the Internet secure. Firewall has become one of the most popular ways to 

prevent hackers from creating havoc. 

 

4. Conclusions 
 

The Internet has entered business field with great speed, also followed by more challenges and 
opportunities. Considering the rapid speed at which information technology changes and develops, it is 

difficult to forecast the impact that the Internet will continue to have on business. However, the general 

trend can be observed from the following aspects. 

4.1. Technology 

The rapid development of technology has made the extensive application of the Internet possible. 

The advance of massive-bandwidth technology in telecommunication systems has dramatically 

improved the capacity of the Web in both ease of use and speed. Security issues involving the Internet 

are being faced and solved one after another, which will help overcome the big pain of doing business 

online, and will make online transactions applicable and credible. The Internet will continue to expand 

its applications, which could potentially make it a popular location for electronic data interchange and 

many other applications (Allen, 2000). 

4.2. Customer 
The number of people who use the Internet is growing rapidly, which is concomitantly increasing 

the source of customers for online businesses. Due to this, marketers are being forced to considerably 

redefine their original target groups. Such an example can be readily seen from the youths and male 

groups of Internet users. Following this trend, more and more women and aged persons are beginning to 

use the Internet, which is also contributing significantly to the developing marketing strategies (Forbes, 

2000). 

4.3. Marketing 

Instead of waiting for customers, businesses are beginning to utilize more and more push 

technologies. The use of video and sound for advertising make it more attractive and effective. Business 
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firms are integrating media and technology into both the sales cycle and customer support. Personalized 

and customized Web pages are perfect examples of the changing paradigm is Customer service. Also, 

help desks and information centers are being integrated into the Internet. “As larger companies take a 

stronger position on the Internet, smaller companies will need to form alliances to match the marketing 

muscle of the big guys”. A new type of virtual merchant is emerging, offering diverse merchandise, and 

securing payments to customers from all over the world. The Internet is becoming a merchandising 

extension of the physical world through which in-store retailers can increase their competitiveness with 

value-added services (Searcher, 1995). 

In summary, the field of online marketing is completely new and constantly changing. The new 

tools will develop and evolve, so do the strategies, by which marketers use to win new customers and to 

build long-lasting relationships with existing consumers. 
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