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ABSTRACT

This chapter focuses on the effective use of the Internet for marketing products and services. The chapter
starts by presenting statistics about Internet usage and online sales in the USA and around the world.

1t then examines the evolution of web sites from a static format to an interactive format with the start
of Web 2.0. As a plus to small businesses, the chapter also briefly outlines the steps involved in starting
an online business and the advantages and disadvantages of having one. Special emphasis is placed

on developing an eMarketing strategy, drawing on the marketing mix, online marketing research, and

search engine optimization, as well as social media marketing. The chapter ends by showcasing Amazon.
com s marketing tools as excellent examples of effective eBusiness.

INTRODUCTION

The number of Internet users and the volume of
purchases on the Internet have both increased
dramatically during the last decade. After several
consecutive years of modest but consistent growth,
broadband adoption did slow; but despite of the
slowdown, there was steady increase in the use of
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the Internet over the past few years. The number
of Internet users in the US is forecasted to reach
205 million by the end of 2010, accounting for
66% ofthe total population (Aarkstore Enterprise,
2010). Even during a recession, online buyers
spent $29 billion during the 2009 holiday season.

The Obama Administration has devoted con-
siderable time and effort to promote broadband
adoption, expanding government efforts to bring
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broadband to non-user populations. Some $7.2
billion of the $787 billion federal stimulus pro-
gram approved in February, 2009 was set aside
for grants and mapping efforts designed to target
underserved groups.

Internet World Stats (2010a) indicates that the
increase is not just in the U.S., but also around
the world. The Internet penetration (percentage of
population using the Internet) is 77.4% in North
America, compared to 58.4% in Europe, translat-
ing into an overall growth of 146% over a decade.
The world average penetration rate is 28.7%,
meaning Internet usage will continue to grow
around the world, especially in the developing
countries. In most developed countries, Internet
usage is daily habit, and although the growth of
the online population has slowed in the US, US
Internet users spend 15.3 hours a week online.

By 2012, 217 million Americans, or 71% of
the projected population, will be online (Internet-
worldstats.com 2010a). There is also an increase
in the US use of the Mobile Web. A survey con-
ducted by Pew Internet (www.pewinternet.org)
in 2010 suggests that 59% of the US population
access the Internet from a laptop or cell phone.
The number of Internet users around the world is
showninTable 1 (Internetworldstats.com2010b).

As the number of Internet users continues to
grow worldwide, so do sales. The ComScorereport
(ComScore, 2010) on “State of the U.S. Online
Retail Economy in Q1 2010 indicates a consis-
tent increase in eCommerce dollar sales. In year
2002, total eCommerce sales (including travel)

Table 1. Internet users around the world

Asia 825 million
Europe 475 million
North America 266 million
Latin America 205 million
Africa 111 million
Middle East 63 million

Australia / Oceania 21 million
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were $72 billion. By the end of 2009 they had
increased to $209 billion. Total retail sales for the
second quarter of 2010 were estimated at $971.4
billion, an increase of 1.1 percent (£0.5%) from
the first quarter of 2010 (U.S. Department of
Commerce). According to Forrester Research
Inc.’s titled report “U.S. eCommerce Forecast:
2008 to 2012,” online retail sales will reach $204
billion in 2008, $235.4 billion in 2009, $267.8
billion in 2010, $301 billion in 2011, and $334.7
billion in 2012.

Business executives and academics expect that
eCommerce will leave no industry or region un-
touched during the next decade. The rapid growth
of eCommerce has already made it necessary for
many to “unlearn” some of the basic principles
that have been unique to their business practices
(Hutchinson, 1997) and converted many to the
new ways of doing business in the Internet age
(McDonald, 1999; Pyun, et al., 2002).

Companies started to exhibit a presence on
the Internet around 1991, but this presence was in
the form of a static web site online that provided
information, like a brochure. As the technology
evolved, web sites became more dynamic and
interactive. The most important development
was securing online transactions. Businesses
could now accept orders and payments online and
then ship their products to customers. Although
security of online transactions is still a concern,
consumers and businesses now feel more comfort-
able and secure in conducting online transaction
compared to ten years ago. As a result, more and
more companies have opened up their web sites
to customers outside of their home countries.

According to Erdem & Karakaya (2005),
eCommerce has followed an evolutionary process
that is composed of three stages. First, web sites
were used to publish standardized information for
all consumers when they clicked on the provided
links. In the second stage, firms and consumers
began to use the Internet as an outlet to actually
buy and sell products and services. In the cur-
rent stage, eCommerce has become the ultimate



16 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/business-consumers-ecommerce/61878

Related Content

Two-Layer Models for Managing Distributed Authenticity and Trust

Rolf Haenni, Jacek Jonczyand Reto Kohlas (2007). Trust in E-Services: Technologies, Practices and
Challenges (pp. 140-167).
www.irma-international.org/chapter/two-layer-models-managing-distributed/30456

MoBiFlow: Principles and Design of a Workflow System for Molecular Biology

Markus Held, Wolfgang Kichlinand Wolfgang Blochinger (2011). International Journal of Service Science,
Management, Engineering, and Technology (pp. 67-78).
www.irma-international.org/article/mobiflow-principles-design-workflow-system/60736

The Case of Roskilde University E-Services
Simon Heilesen (2009). Cases on Managing E-Services (pp. 189-203).
www.irma-international.org/chapter/case-roskilde-university-services/6422

A User Centered Innovation Approach ldentifying Key User Values for the E-Newspaper
Carina Ihlstrom Erikssonand Jesper Svensson (2011). Developing Technologies in E-Services, Self-
Services, and Mobile Communication: New Concepts (pp. 146-183).

www.irma-international.org/chapter/user-centered-innovation-approach-identifying/54962

SOA Adoption Factors in E-Banking: An Empirical Analysis from the Practical Perspective
Seyed Hossein Siadat, Sajjad Shokohyarand Sara Shafahi (2019). International Journal of Information
Systems in the Service Sector (pp. 25-39).
www.irma-international.org/article/soa-adoption-factors-in-e-banking-an-empirical-analysis-from-the-practical-

perspective/216488


http://www.igi-global.com/chapter/business-consumers-ecommerce/61878
http://www.irma-international.org/chapter/two-layer-models-managing-distributed/30456
http://www.irma-international.org/article/mobiflow-principles-design-workflow-system/60736
http://www.irma-international.org/chapter/case-roskilde-university-services/6422
http://www.irma-international.org/chapter/user-centered-innovation-approach-identifying/54962
http://www.irma-international.org/article/soa-adoption-factors-in-e-banking-an-empirical-analysis-from-the-practical-perspective/216488
http://www.irma-international.org/article/soa-adoption-factors-in-e-banking-an-empirical-analysis-from-the-practical-perspective/216488

