
Web Presence Strategy and Content   113

Copyright © 2009, IGI Global, distributing in print or electronic forms without written permission of IGI Global 
is prohibited.

Chapter V
Web Presence Strategy 

and Content

Introduction

The purpose of this chapter is to discuss how a small business decides upon its Web 
presence strategy and then determines what features will make up the content of 
its Web presence. The Web presence strategy is considered after the overall busi-
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ness strategy has been determined and a SWOT analysis performed (refer previous 
chapter). First we will examine the Web presence strategy.

Web Presence Strategy

The Web presence strategy will differ according to the factors that were considered 
in the previous chapter. For instance, if a small business is following a growth 
strategy it might be more inclined to be proactive in developing its Web presence, or 
perhaps if it is in a competitive industry it might look to its Web presence as a way 
to get an edge over competitors (Burgess 2002). Figure 1 shows how this chapter 
will link the material from previous chapters into the selection of Website features. 
The overall business strategy (identified through the business analysis) will be used 
to select matching Web presence strategies (such as those listed in Figure 1). The 
Web presence strategies will then be used to select particular Website features to 
be employed as part of the overall Web presence.

However, before discussing these it is necessary to provide a little more 
background. The next section provides some examples of how ICTs and in particular 
the Internet can assist the business to achieve its aims.

How can ICTs Add Value to Products and/or Services?

Ahituv and Neumann (1990) have identified three factors that influence the likeli-
hood of strategic ICTs potential in an organisation:
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Figure 1. The link between business strategy and selection of Website features



 

 

26 more pages are available in the full version of this

document, which may be purchased using the "Add to Cart"

button on the publisher's webpage: www.igi-

global.com/chapter/web-presence-strategy-content/9243

Related Content

Marketing in SMEs: The Sales Process of SMEs on the Food and Drink

Industry
Tony Douglasand Maktoba Omar (2013). Small and Medium Enterprises: Concepts,

Methodologies, Tools, and Applications  (pp. 881-914).

www.irma-international.org/chapter/marketing-smes-sales-process-smes/75997

The Impact of the COVID-19 Pandemic on the Small and Medium Family

Businesses in Vietnam
Do Thi Thanh Nhan, Suu Duy Nguyen, Dao Le Kieu Oanhand Le Ngoc Thuy Trang

(2023). Perspectives and Strategies of Family Business Resiliency in Unprecedented

Times (pp. 88-108).

www.irma-international.org/chapter/the-impact-of-the-covid-19-pandemic-on-the-small-and-

medium-family-businesses-in-vietnam/322214

Web Initiatives & E-Commerce Strategy: How Do Canadian Manufacturing

SMEs Compare?
Ron Craig (2002). Managing Information Technology in Small Business: Challenges

and Solutions  (pp. 193-208).

www.irma-international.org/chapter/web-initiatives-commerce-strategy/25875

Theories for Investigations
 (2015). Strategic Utilization of Information Systems in Small Business (pp. 109-135).

www.irma-international.org/chapter/theories-for-investigations/131281

Information and Communication Technology for SMEs' Competitiveness
Neeta Baporikar (2020). Start-Ups and SMEs: Concepts, Methodologies, Tools, and

Applications  (pp. 1006-1022).

www.irma-international.org/chapter/information-and-communication-technology-for-smes-

competitiveness/245494

http://www.igi-global.com/chapter/web-presence-strategy-content/9243
http://www.igi-global.com/chapter/web-presence-strategy-content/9243
http://www.irma-international.org/chapter/marketing-smes-sales-process-smes/75997
http://www.irma-international.org/chapter/the-impact-of-the-covid-19-pandemic-on-the-small-and-medium-family-businesses-in-vietnam/322214
http://www.irma-international.org/chapter/the-impact-of-the-covid-19-pandemic-on-the-small-and-medium-family-businesses-in-vietnam/322214
http://www.irma-international.org/chapter/web-initiatives-commerce-strategy/25875
http://www.irma-international.org/chapter/theories-for-investigations/131281
http://www.irma-international.org/chapter/information-and-communication-technology-for-smes-competitiveness/245494
http://www.irma-international.org/chapter/information-and-communication-technology-for-smes-competitiveness/245494

