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INTRODUCTION

Marketing practitioners and academics have de-
voted considerable effort to identify the effect of 
the Internet on marketing. Early pioneering schol-
arly works envisioned the Internet as a driver so 
significant that it would transform even the most 
basic premises of the business environment. For 

Hoffman and Novak (1996) “The Web combines 
elements from a variety of traditional media, yet is 
more than the sum of the parts” (p. 55). Peterson, 
Balasubramanian, and Bronnenberg (1997) stated 
that “The Internet can be considered a market 
discontinuity because it represents a shift in any 
of the market forces or their interrelationships that 
can not be predicted by a continuation of histori-
cal trends and that, if it occurs, can dramatically 
affect the performance of a firm or an industry” 
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(p. 330). Achrol and Kotler (1999) described the 
growth of e-commerce as the single biggest op-
portunity and threat facing almost every industry. 
These pioneering articles regarded the Internet as 
a major driver of change for marketing, in other 
words as a new technology introducing novel 
dimensions that offer a new basis of competi-
tion or way of doing business. Throughout the 
years, academic knowledge about the impact of 
the Internet and other emerging technologies on 
marketing has accumulated and due to the unique 
characteristics of the virtual world and its huge 
business potential a distinct research stream has 
emerged drawing academic interest from both IS 
and marketing disciplines.

This paper revisits and reviews early articles 
of influential authors about the impact of the In-
ternet on the major forces that shape a company’s 
marketing strategy. The foremost purpose of this 
study is to assess whether the futurist predictions 
included in these milestone articles did actually 
turned out to be true or were later falsified by 
empirical research or market experiences. It is 
important to note that the purpose of this article 
is not to judge the value of these visionary works 
of art. These articles dutifully served their purpose 
as courageous attempts to shed light on an undis-
covered intellectual territory on which academic 
understanding was lagging behind the develop-
ments occurring within the business environment. 
The birth and the explosion of the Internet was 
so rapid that only after the burst of the dot.com 
bubble the academia could catch up to provide 
theoretical explanations and normative prescrip-
tions. Therefore, acknowledging their fundamental 
academic value, this article aims to present a sys-
tematic analysis of the early predictions on how 
the Internet will change business environment and 
its subsequent impact on marketing strategy. In 
order to establish a coherent flow of arguments the 
framework shown in Figure 1 is used categorize 
the topics to be investigated. The figure presents a 
grand summary of the marketing process and the 
forces shaping a company’s marketing strategy. 

Throughout the paper the academic knowledge 
on the impact of the Internet on each of those 
forces is explored, and future research avenues 
are suggested.

CONCEPTUAL BACKGROUND AND 
DISCUSSION

Sheth and Sisodia (1999) have classified market-
ing’s lawlike generalizations into four key cat-
egories as location-centric, time-centric, market-
centric and competition-centric. Location-centric 
ones focus on the physical separation between 
buyers and sellers. Time-centric ones focus on 
modeling same or similar patterns of product 
and market evolution over time. Market-centric 
ones focus on dividing the consumer market into 
well-defined and relatively homogeneous markets. 
And finally, competition-centric ones focus on 
competitors and intensive competition. The au-
thors argued that the Internet will most strongly 
influence location-centric concepts, which were 
to be fundamentally altered by the evolution of 
the Internet. Much has changed since 1999. The 
penetration rate of the Internet significantly in-
creased all over the world, connection speed and 
quality have improved, interactivity and visual 
aesthetics of user interfaces have been signifi-

Figure 1. Components of marketing strategy
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