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Introduction

The twentieth century will be remembered for thpid changes in technological and political
upheavals that changed the life of so many pedptame inventions are of such life-changing
significance that they make everyone sit up ane taétice. Few technologies can be considered
revolutionary regarding the impact they had onetyciOne from the list is the Internet as a mean of
communication. Many people in countries with Inetraccess have made use of this technology for
myriad of reasons, including education, entertammi@formation, business and communication. The
internet has been a catalyst for change in the peayple communicate and has drawn the attention of
diverse bodies including government, public seaoyanizations, educational establishments and
many more.

The Internet and related information and commuigoatechnologies help organizations to
increase the efficiency in both their internal andernal processes. From a business perspectee, th
Internet has had a profound effect on the way fioperate, how they communicate with others, what
products they produce, how they deliver productd aarvices, and how they seek competitive
advantage. The Internet has changed the “rulestrading by presenting new challenges and
opportunities and altering the way firms engage lauittl relationships with customers.

Lithuania is a share of a global higher educatrarket and the survival in this market can
only be based on being competitive in the world #mel European higher education area. Higher
education has become the same place for competifiame exists in industry, trade, etc. That means
to be constantly prepared to adequately responchémges and able to solve difficult financing,
guality, management problems. The most actual problof high educational institutions nowadays
are education quality, approachability, contengrogess and efficiency. Institutions compete noy onl
for scientific achievements, but also for attragtmew students, higher financing, greater choice of
study programs, high education quality, employdegalty. The optimization of high education
institution activity is impossible without employmteof marketing solutions. Because of a constant
competition is this particular market, institutiomse obliged to look for new means of user
satisfaction. The expanded delivery of productsteased efficiency of customer services and general
results of activity are available with employmehtrodern internet marketing tools the most effextiv
of them being an internet web site. An internet vgélk is an important mean for an educational
institution to spread the information about itssliydy programmes, help prospective students during
enrolment and serve them later during the studggs®

The problem is that many web sites nowadays argheed only as online brochures, or are
company orientated without customer approach. Mamypanies create corporate web sites that
basically say what these companies want to sateadsof executing them in such a way — that every



target visitor could find what he/she wants to kno% communication between an educational
institution and its customers — students - is ltagn; this is the reason a web site has to do th& (o
help both students and institution to make thatroomcation the most efficient. It is important tod

out how such web sites of educational institutiom perceived by prospective and current students,
analyse their importance and find out the mostabigt solutions to increase the satisfaction ofrthei
users.

The problenof the diploma thesis is the determination of ineermarketing tools that make a
web site of high education institution an efficieommunication tool between students and institutio

The objectiveof the diploma thesis is to create an internetketamg model for high education
institution that would help to increase the effimg of communication between current and
prospective students and the institution.

The followingtaskswere formulated:

- To accomplish the literature analysis on internatkating;

- To study the benefits of communication technologies to reason the use of internet web sites
in order to increase the efficiency of communiaaitio

- To do the research in order to find out the opindd prospective and current students about
high education institutions’ web sites and the @ffeness of internet marketing tools that are
being used;

- To propose an internet marketing model for highcation institution that would help to
increase the communication between students andghgition.

The master degree consists of two major parts. firfse part talks about the scientific
literature analysis on the topic of internet marig and starts with the development of information
and communication technologies, the adoption ainthebusiness operations and the advantages thei
provide. Regarding the fact that the Internet & mhost obvious result of ICT development and an
example of fast spread all over the world, we as®lthe benefits provided by the Internet and the
successful transfer of marketing operations totaligenvironment. Later in the work we analyse
various internet marketing communication tools,irttedlvantages and shortcuts and come to the
conclusion that internet web sites are the mostepfulvtool that marketers can employ and which is
able to perform many marketing functions onlindetature analysis demonstrates different models of
the success factors that help to create an efeeateb site.

A research that helps to find out the prospecéimd current students’ opinion about high
education institutions’ web sites and the effegias&s of internet marketing tools that are beingl ise
carried out in the second part of the diploma theBne importance of high education institutionsbw
site is being analysed. Survey participants expiess opinion about various internet marketingl$oo
and their preferences regarding them. Results aemegbanalysed and discussed. Going further, an
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internet marketing model for a high education insitbn is created. The success factors are being
defined and combined with the goals of educatioved) site. Each of the goals is analysed separately
outlining major internet marketing tools that thedel suggests, based on the opinion of survey
respondents. The proposed model is supposed pohigh education marketing specialists to exploit

the opportunities provided by information and comimation technologies, increase the efficiency of

communication between an educational institutiord ars target customers and to achieve a

competitive advantage in the sector among othecaohinal institutions.

11



1. Internet marketing

The attributes of the last century could be charazed as rapid development of production
technologies and productivity what led to saturattmd shortage of markets. This could be the focal
point, when the leading positions were taken noptmgduction functions, but by sales and marketing.
The most important goal of every business wasmptaduce, but to sell its product/service. Thiswa
what caused the informational revolution — inforimiatand knowledge became the cornerstones of
every economy and the strategic resource for elvesyness unit. A very important factor is the fact,
that information has to be used efficiently, thatidyy the development of information and

communication technologies came along.

1.1. ICT AND BUSINESS VALUE

Modern information and communication technologiEsT) nowadays are probably being
used in every sphere from social to business &gtivncluding production, services, customer
services, management systems, banking, educatobretan and the role of ITC is still continuing to
grow. Information and communication technologies ane of the basic priorities of research and
development in the information society. In recezdng, analyses on the impact of ICT on business anc
economic environment have been widely addressegadligy makers, technology developers, and
science and business societies more and more often.

The impact that ICT made to our life or busines$iuge and further possibilities - infinite.
Fast development of ICT has determined the growtlldousiness and public sectors and has given
business and other social activities new mediumstEract with each other. The development of
information and communication technologies, thesfmhkties that opened up with adoption of them in
everyday business operations are broadly discusssagientific literature.

The rapid development of ICT created conditionsfosinesses to expand and reorganize
their processes in that way, which leads to bepterformance results and became the basic
precondition for acquiring competitive advantage. Rbrter (1985, p. 369) supports the idea by
proposing an illustration of what impact ICT malas the whole business value chain (Figure 1).
Information and communication technologies haveiract impact on all primary and secondary
activities of the company, what leads to increasgroduction value. Up-to-date ICT helps to process
store and transmit information. This is the reaady information technologies have quickly spread

and still continue spreading in all spheres ofldar- scientific, manufacturing, services and pitw.
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Development of technologies:

Seachr for new solutions; Human resources: ]
Direct information; Development of new Infrastructure: .
Customer employment competencies Increase in outsourcing
\
. 1 1 1
Purchasing: i Human/gjsource management /g
Minimization of ! ! ! !
transactions; ; \ ;

Foreign suppliers

\ Developr;‘nent of techﬁologies

F;’urchasing

Logistics of raw :

)
] ]
e | ! ! Profit
materials: i i i
Automation; : ; ; ;
Lower stock levels : : : :
Raw ;, Production, : Lpgistics : Sales, : Customer
\Qatery transportation i marketing || service
] ] ] ]
Production: Logistics: Marketing: Customer services:
Flexibility; Lower stock levels; Better demand forecasts; | New valuable services;
Coordination; Outsourcing of Automation; Quick information
Lower stock level services New marketing channels; | about product changes
Quality and quantity of

information

Figure 1: Impact of ICT on business value chain (Soce: Porter M.E. 1985)

A complementary idea is proposed by K. Fletch@8El p.143), who states, that information

technologies create sources of advantages — higipabilities, competitive resources.

Sources of advantage: Competitive position: Business results:
- Higher competencies; - Higher value for consumers; - Consumer satisfaction and
- Advantageous resources. - Less inputs. " loyalty;

- Market share growth

Sustaining competitive advantage

A

Figure 2: Elements of competitive advantage (Sourc&letcher K., 1995, 141 p.)
These advantages help to achieve competitive positi the market — create higher value for

consumers, minimize inputs and reach competitiva@tiom, which determines positive business results
— consumer satisfaction, loyalty, market share gimpwigher turnover, profit, etc (Figure 2). Author
emphasizes the importance to sustain these competitivantages, which will continue to result in
expansion of activity, better business results.

Probably the main advantage of ICT is that it gigagp the connection between the two most
important markets of buyers and sellers (FigureTBjs connection through traditional channels of
communication is much slower. One of the suppoxtétkis idea is G. Ofner (2004, p. 40), who says,
that one of the biggest advantages of informagchnologies is speed.

13



Supplier:

Extranet,

Internet ﬂL

v
Buying

Producing Intrane

Warehousing

Selling
Extranet,
Internet

Buyer:

Figure 3: ITT in business activity (Source: Ofner G, 2004, 39p.)

Speed is important factor in nowadays life, andne of the key determinants for success.
This feature is valid not only for business acigst but all other human activities as well and ibi
the reason information technologies are being abpy all spheres so fast. One of the most obvious
results of ICT development and an example of fisteed all over the world is the Internet.

1.2. INTERNET AND BUSINESS OPERATIONS

The Internet is a global system of interconneatethputer networks that use the standard
Internet Protocol Suite (TCP/IP) to serve billiaxfsusers worldwide. It is a network of networksttha
consists of millions of private and public, acadeniusiness, and government networks of local to
global scope that are linked by a broad array @ftebnic and optical networking technologies.

People in 250 countries use the Internet todagrdlare many services available through the
Internet, everything from searching for informati@bectronic newspapers and e-mail, to discussion
groups and ordering of goods and services. Anyamebe present on the Internet through specially
written files, or web pages. These appear on thie sie, which Internet users can visit, browse,
explore in detail, and sometimes interact with. Web consists of an enormous amount of web sites
and a web site can be located on any web serverected to the Internet. Every web site has its own
address, which is referred to as URL (Uniform Resel.ocator). So called hypertext links connect
the pages to each other. By clicking on the hyperdiek a user can move from one web site to
another.

The Web is popular as a commercial medium duéstability to facilitate global sharing of
information and resources and its potential to p@\an efficient channel for advertising, marketing

and even direct distribution of certain goods arfdrimation services (Thomas L., Michael G., 1996).

14



According to M. Kiani and G. Reza (1998, p. 185 iWeb’s potential to support business activities

seems almost unlimited.

There are many advantages provided by variousesith favour of the Internet, for example:

Internet is open and global (Naugton J., 2006, 88)2S. Collin (2000, p. 167) says that Internet

provides new means to reach customers, is limjtlésternet creates virtual environment for

interaction, raises challenges and competenciegsiens (Jagdish N., et al. 2001, p. 419). T. Bemnst

et al. (1996, p. 27) provide a very extensivedidbusiness related Internet advantages:

Ability to reach global audience — reaching moranti90 countries, the World Wide Web is
very cost-effective medium to publish information;

Operates 24 hours, 7 days a week — from the conm&urperspective as well as from
provider's business can be consumed at any timeé fEtt makes the Internet the most
efficient business machine to date;

Publishing information on the internet is relativ@texpensive — information is distributed to
millions of users at a lower cost;

Product advertising — the Web allows a businegzdoide timely information on product or
service, and the customer is able to make up asidecbased on online product/service
comparison;

Distribution of product catalogues — it used tovieey costly in terms of time and money to
publish and distribute a catalogues. The Internat gnother option — update is possible at any
time based on various changing market conditions;

Online surveys — they are performed cheaply andkuiThe databases can then be used to
keep a pulse on various opinions and needs of mes&)

Timely announcements — with no virtual lag timena@mcements can be distributed to
millions of users in a timely manner;

Technical support — can be provided to users wetla mformation or findings’ updates;

Online discussion forums — they help to find owd tpinion and interest of customers and to
get know them better;

Customer feedback — the Internet is ideal for olmag customer feedback, which can then be
read and responded immediately;

Immediate distribution of information - all newfanmation is immediately available to
millions of users, is less costly than publishing;

Ease of integration with internal information sys&e

Incorporation of multimedia — is one of the majdwvantages, which helps to display visual

and audio information;

15



e Formatting capabilities — published content canmitidy formatted by using various tags and
graphic formats. In addition to this, various iaigtive controls can also be added to web
pages. This capability helps web site content agerk to create “active” web sites.

The development of the Internet has determinedapgearance oé-business models-
business is an overarching term that describesdmuarganization uses the Internet/Web to transform
organizational performance. Electronic businesmmonly referred to as e-business, may be defined
as the application of information and telecommutidcatechnologies in support of all the activities
business (Beynon-Davies P., 2004, p. 49). Exampliesbusiness initiatives include Intranets, self-
paced e-learning programs for employees, onlinggtlagervices, knowledge management systems
and other.

There are four most common e-business models \@a$an the history — three of them
business-to-business (B2B), business-to-consum@C)Band consumer-to-consumer (C2C) are
developing very fast (Figure 4).

Consume
* B2C c2c
B2B C2B
Business Consume

Figure 4: Business relationship matrix (Source: Jacson, P. et al. 2003, 18 p.)

Quite recently, e-business initiatives have sthtte spread in governmental sector as well
with the appearance of such interaction models a&rgment-to-business (G2B), government-to-
citizen (G2C), government-to-government (G2G).

Internet and information technologies enable essps to obtain all dimensions of values -
help to reduce costs involved in the delivery ajfitdl products and customer support. Web sitesare
major source of data relating to consumer buyingitea Such data provide the possibility of
developing a more intimate relationship with custosn In their efforts to obtain business values,

business often follow a phased life-cycle patterrestablishing web sites and that can be seen in

Figure 5.
Content oriented R Communication | Transactional R Web-based core
features d features " features "] businessprocesses

Figure 5: Evolution of web initiatives (Source: Chaidhury A., Kuilboer J. P., 2002. 20 p.)
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Rayport and Jaworski (2002, p. 52) in their woikegsimilar four stages e-business
development model. They state that organizatiokisgeao benefit from activities in the Internet has
to pass the following four stages:

1. Being in Internetinternet site creation first provides informat@nout company, products and
services to its customers.

2. Interaction.Internet use for interaction with customers: etmiaierviews and feedback.

3. Transactions. Internet use for transactions with customers aahnob, control and
maintenance.

4. Co-operation(collaboration). Use of the Internet for interangaational activity, which can be
available and useful for the company and its pastne

The use of ICT in all type of business or publatiaties creates competitive advantages,
expands possibilities to act faster and executenbss processes more efficiently. This was a
background for successfully transferring marketiactivities from traditional channels to new

channels of communication.

The use of Internet in marketing operatiohke Internet and the World Wide Web have had
a transformational impact on all functions of tleeporation. The marketing function has, arguably,
seen the greatest change. Companies now routirggy thiese information and communication
technologies to build brands, facilitate and tractnsumer communities, share information,
disseminate messages, provide customer servidd, gmomotional campaigns, and, in general, gain a

competitive edge in the cluttered marketplace.

Leveraging the Internet in the Marketing Costs Lowered
Sphere of:
Interactive environment: Organization Information
1. Post sales CRM; processing:
2. Market research; 1. Information processing

3. Knowledge sharing

\ 4

Personalized environment: Quality costs:
1. Price discrimination; 1. Error and rework
2. E-catalogue.

A 4

\ 4

Factor costs:

Gains in Marketing Operations Efficiency

Addressable environment: 1. Labor;,
1 E i ) > 2. Material;

. E-mail promotion 3. Travel:

4. Rental
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Figure 6: Internet for enhancing marketing operatians efficiency (Source: Kalaignanam K. et al., 200§ 301)

Internet in marketing operations could be analyised lot of dimensions. Kalaignanam, Kushwaha
and Varadarajan (2008, p. 301) provide a structwred (Figure 6) how the use of Internet could
leverage such spheres as interactive, personalizaddressable marketing environments. Going back
to high education, it is important to mention tlae of the most characterizing features of it & th
consumption of the service, which is prolonged amguiring constant interaction between service
provider and consumer, that is why the idea ofgisimch concept as interactive environment is very
useful and such aspects as post sales customeonstap management or knowledge sharing are of
prime importance. Enhancing the use of Internetlinhese spheres, result in lowering of marketing

costs, what in turn results in gains of marketipgrations efficiency.

Potential Source of
Efficiency Gains -

Lower:
Production cost
Menu cost
_» Net Effect of on Marketing
Distribution cost "| Operations Efficiency:
L_Jse of the In_temet _ Marketplace performance:
in the domain of: Promotion cost 1. Customer
satisfaction;
Product 2. Customer loyalty;
Customer servicing 3. Market share
cost
Pricing v
L Revenue maximization
Distribution .
Potential Source of v
. Efficiency G_auns ) Marketing efficiency gains
Promotion Increase in:
7}
Distribution output
CRM — > Cost minimization
Promotion output

CRM output

Figure 7: Potential of the Internet for enhancing narketing operations efficiency: a marketing mix cetred

framework (Source: Kalaignanam K. et al., 2008, p306)
Another dimension offered by the same group ofianst illustrates the effects that the use of

Internet makes to marketing operations, which argred on the marketing mix (Figure 7). Employing
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the Internet in marketing operations, business ic@nease the potential gains and benefit from

lowering production, menu, distribution, promotiand customer servicing costs. On the other hand
business is able to increase its efficiency gamdistribution, promotion and customer relationship

management outputs. The reduction of operatiorstscand the increase of operational output lead to
overall effect on marketing operations efficien8etter results are also seen through marketplace
performance, taking into account increased custosaéisfaction, developed customer loyalty and

expanded market share. These gains let the contpamaximize its revenue, while the operational

cost minimization leads to general cost minimizatidgain, talking about high education, promotion

of services and customer servicing are the aspleats£ould be greatly utilized by the Internet.

A. Chaudhury et al. (2002, 12 p.) also agrees ttmatinternet is firmly established as a new
marketing tool - it has become an integral piecehef marketing mix, spawning new products and
serving as both a digital distribution channel atettronic storefront. It is also a strong mediwn f
communication with target audiences. In this fumttit is similar to a magazine or television except
that the Internet allows two—way communication. Titernet is a medium for communication whose
time has come.

To sum up, we can declare, that ICT is being sssfadly employed in all business and public
spheres but the marketing operations have seegréagest change. The Web has become extremely
popular as a communication channel and a commaraaium due to its ability to facilitate global
sharing of information and resources and its paietd provide an efficient channel for advertising

marketing and even direct distribution of certaimds and information services.

1.3. INTERNET MARKETING CONCEPTS

Internet marketing, also generally publicly regefrto i-marketing, web-marketing, online-
marketing, or e-marketing, suggest that it is pbiypg@rimarily concerned with marketing of products
or services over the Internet. There are many diefrs of internet marketing in scientific literau
Theoretically this is a much broader concept, whmohonly mentions marketing of goods or services
online, but also integrates the rest of marketibgectives. C. Combe (2006, p. 118) statésternet
marketing is the use of electronic communications technalagych as the Internet, to achieve
marketing objectives”. Another supporter of thisads internet marketing specialist D. Chaffey, who
on his personal website explains thraernet marketings achieving marketing objectives by applying
digital technologies. These digital technologiedude Internet media such as web sites and e-mail a
well as other digital media such as wireless oriteaddnd media for delivering digital television suc
as cable and satellite. D. Chaffey again (200@8).defines internet marketing as “...the heare-of
business...adding value to products, widening idigion channels, boosting sales and after-sale
service, while getting closer to customers and tstdeding them better”. J. Strauss and R. Frost
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(2001, p. 26) suggest thiaternet marketingefers to the use and application of electron@nciels in
marketing operations such as planning and exectdasig, allocating resources, promoting, pricing in
order to foster the communication between a compaycustomer and help to reach mutual goals.

Ph. Kotler, G. Armstrong, L. Saunders, V. Wong Q20 p. 49) provide their own
understanding ointernet marketingconcept, which says that it is a form of directrkeéing using
dialogue information and Internet technologies, alhcreate two-way communication systems and
connect buyers and sellers.

Summarising the literature and applying all séfensuggestions we can propose a definition
which would say that internet marketing is seekimgchieve all marketing objectives by employing
digital technologies in order to foster the so munportant communication between a company and
its consumers and achieve mutual goals.

One of the reasons why many businesses, andticylar e-businesses, go horribly wrong is
often because these objectives are not clearlyedgamd companies keen to get on with it jump
straight to tactical internet marketing tools (swashweb sites or banner ads) without first agreeing
clearly defined internet marketing objectives atrdtegies. PR. Smith and D. Chaffey (2002, p. 51)
argue that a business must first answer such guestis — what are we trying to achieve; what is the
ultimate goal; why are we getting into e-marketifggw e-marketing will help us to reach the
objectives; what are the benefits? Authors outiime broad benefits, reasons or objectives of meer
marketing, which are:

e Grow sales (through wider distribution, promotiondasales); although this may not be
practical for all products, an online presence til snportant in supporting the buying
decision leading to sales through traditional cleés\nAn online presence also offers
opportunities to sell into new markets and readtiqdar segments.

e Add value (give extra benefits online); could benel@at different stages of buying process,
whether pre-sales, during or post-sales support.

e Get closer to customers (by tracking, asking qaasticreating a dialogue, learning about
them); customers are easily accessed through ebats; questionnaires, web logs, databases
so that their attitudes, interests and buying padtare learned.

Save costs (of service, sales transactions andhé&tration, etc.);

Extend the brand online (reinforce brand values mew medium).
As observed in the practice, internet marketingnsed to reach the following specific goals:
1. Toimprove company’s general image;
2. Toincrease brand identification;
3. To spread the information about the company, &&hy and policies;
4

. Toincrease sales;
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To advertise a particular product or service;
To expand customer service activities and make tinene efficient;
To maintain relationships with customers;

To maintain relationships with community;

© © N o O

To cooperate with representatives of the simildustries;
10.To share recommendations;
11.To enhance communication within the company amongl@yees;
12.To communicate with suppliers and other intermegdgarties.

The above mentioned objectives of internet mamkesuch as grow sales, get closer to
customers, extend the brand and other, all couldummarized by one major goal of all current
businesses - to increase the efficiency of comoatioin between a company and target audiences
The increase in communication quality and efficiedetermines the success in all other goals. In
today’s competitive and complex business envirortipanganizational communication and its quality
may determine its fate. Organisations that seelattact the interest of current users, have to
constantly disseminate information about themsedvektheir products or services, communicate with
client, be able to demonstrate advantages simmlycharly, and show the customers respect not only
when they intend to buy, but even if they only skaior information. Talking about high education
the communication function should receive a paldicattention. Starting with the online visual and
brand image, going through reaching for potentiatients and possibly recruiting them online, the
most important of adding value by transferring mamgervices to online presence have to be taken

into account. Having said this, the function ofrcounication has to be explored more deeply.

1.4. INTERNET MARKETING COMMUNICATION

Today's educated society that is always on thechooses simpler, more interesting and
operational methods to obtain information. Modeechnhologies, that have changed the delivery,
allocation, demonstration and retaining of inforimat help an organization to deliver more telling
information (illustrations, sounds, effects) mofieetively (allocating it quickly and purposivelyyhe
effective transfer of information to audiences nskieeasier to sell goods or services, shape the
company's image and reputation, to solve problems.

Modern technologies with new forms of marketingmoounication, not only provide
advantages for customers, bet save a lot of tieteheém to participate in information exchange more
effectively, give opportunities to personalize mf@tion — to opt out what is a relevant and meet
personal goals better. They also provide new instnis and create invisible methods how to know
the society better, and this knowledge allows toieae efficiency in overall business (Christensen,
L.T. et al., 2005, 157).
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Marketing communication is understood as a prqagben a target audience of customers is
being reached providing purposeful information tlglo correct communication channels in
appropriate time (Clow K. E., Baack D., 2002, 14). @he marketing communication process
involves nine elements: sender, receiver, messagdia, encoding, decoding, response, feedback anc
noise, the major parties being the sender andetteivier. The major communication elements are the
message and the media. It is defined as a suml ohaketing support elements that helps the
company to communicate with its target customecsofding to Bussy et al. (2000, 138 p.) it is &so
heart of management of relations between an orgaoizand stakeholders, for it is by communication
with these stakeholders that the organization shapd forms the relationships with them. Marketing
communication is comprised of all promotion elerseatvertising, sales promotion, personal selling
and public relations (Strauss J., Frost R., p. &aitler P., Armstrong G. 2005, 720 p.)

The use of communication technologies could gegsonal, without intermediary parties
(most often eye-to-eye); personal communicatioi witermediary parties (telephone, e-mail, internet
chat); mass communication (internet, books, magazinewspapers, etc). Willing to reach a bigger
audience and transfer the information effectivalgompany needs to use all of these communication
means, combine them accordingly the characteristicensumers.

As mentioned in the previous chapter, fast devakqt of information technologies has a
direct positive influence on any organization, oppmew spheres of communication, improvement of
products and services. Latter decades are chaeattdyy the intensive use of Internet in strategid
tactical marketing decisions. Fast technologicaletipment determines a constant change of internet
marketing communication are the reasons why anypamy should observe it closely in order to keep
on track. For several years, a revolution in manketcommunication has been developing and
dramatically altering the traditional view of adiieing and communication media. This revolution has
the potential to radically change the way compad@$dusiness with their customers (Hoffman et al.,
1996, 56 p.). More and more companies nowadays &tause Internet as a major mean of
communication that is able to keep active and gt relationships with target audiences and that
requires a new approach to communication. Custoarersable to receive more information about a
wider range of products or services, producersepti

D. Chaffey et al. (2006, 38 p.) describes eight &eanges in communication characteristics
as marketers move from traditional to new media:

1. Frompush to pull -traditional media is known as “push” media whicleets the dominant
flow of information from company to consumer; bl internet is an example of “pull” media,
where customers actively seek out the informatiay require from the websites.

2. Frommonologue to dialogue The internet allows two way interaction betweempany and
customer through which information can be gatharedirelationships developed.
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3. From*“one-to-many” to “one-to-one”— The internet allows communications to be tadose
for individual segments or even customers.

4. From “one-to-many” to “many-to-many”— this model is valuable for providing informatjon
but also allows rapid circulation of bad publicity.

5. From “lean-back” to “lean-forward” — websites can be described as lean-forward medie
because visitors give their individual attention.

6. New media changes the standard communication;tools
Increase in communication intermediariesthis would include new models such as portals,
search engines and specific online communitiegedisas traditional channels;

8. Integration— it is important not to focus on one communicatrordia, but rather seek for
integration.

According to J. Davis (2000, 95 p.) Internet reprgs the paradigm change in corporation
communication by creating two-way communication elothat provides a constant information
exchange between an organization and its targe¢m@ees. A very big advantage of internet marketing
is an ability to create an interactive relationshiph a customer. This means, that it is possilde n
only to provide information about itself, but akofind out the opinion, preferences and commefts o
a consumer. It is possible to create fan clubsooras networks of a particular company or particula
brands. Interactivity is the main feature of Inttrithrough such means as e-mail, discussions,
questions and answers and other that enables aaogmp communicate with its customer. A
company has to employ such internet marketing comation tools, which would help to take
advantage of all opportunities that are providedritgractivity — the most important being reaching
and maintaining long-term relationships with custosnthat are based on individual needs. This
contact is most usually initiated by a consumerpwkeks for information, wants to communicate,
receive answers and by doing so finds him-/hergelthe middle of the structure of marketing

communication and manages it.

1.5. INTERNET MARKETING COMMUNICATION TOOLS

The number of internet marketing communicatiorigae constantly growing every day and
there is no common agreement how these tools steufdhmed and what amount of them used. Table
1 provides few insights suggested by various asthimternet marketing communication tools are
organized in four major categories suggested b$tkhuss and R Frost (2009, p. 452). These are:
internet advertising, marketing public relatiorsles promotion and direct marketing.
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Table 1: Internet marketing communication tools (piovided by author)

Author

Internet marketing
communication tools

J. Strauss,
R. Frost,
2009

L. Harris,
Ch.
Dennis,
2008

H.
Berkeley,
2007

S.
Collin,
2000

K. Maddox, D.
Blankenhorn,
1998

Internet
advertising

Online ads

+

+

+

+

+

E-mail
advertising

+

+

Sponsorships

+

Affiliate
marketing

SEM

Mobile
advertising

Marketing
public
relations
(MPR)

Web site

Virtual
communities

Discussion clubs
and forums

Online events

Press releases

Podcasts

Online buzz

Sales
promotion

Sampling

Contests,
sweepstakes,
games

Direct
marketing

E-mail

Permission
marketing

Viral marketing

Text messaging

There is an obvious tendency, that with the y#aesnumber of internet marketing tools is
constantly growing, and probably new tools that sfpear in the future. This is the reason a comypan

should keep on track with changes in internet ntarfgecommunication. Further, all major categories

will be analysed in detail.

1.5.1. Internet advertising

Advertising in non-personal communication of imf@tion through various media, usually
persuasive in nature and usually paid by an idedtgponsor. All paid space on a Web site or ie-an

mail is considered as advertising. Internet adsiegi parallels traditional media advertising, inieth

companies create content and then sell space saewtdvertisers.
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Internet advertising in the United States begathwihe first series of banner ads on
Hotwired.com in 1994. According to the Internet adising expenditure 1996-2007 report by
PricewaterhouseCoopers online advertising reachddlifon in 1998, grew quickly to $8.2 billion in
2000, dropped 12.3 percent in 2001 and again i2,280d has finally reached a tipping point when it
jumped to over $21.1 billion in 2007. Most adveats now believe the internet to be an important
medium for reaching their target markets.

Anything goes with internet advertising: text -erfr a sentence to a page story — graphics,
sounds, hyperlinks, animations. The following dggmns give some impression about internet
advertising communication tools.

Search engine marketingSearch engine marketing, or SEM, is a form of rieeéé marketing that
seeks to promote websites by increasing their litgiln search engine result pages through theaise
search engine optimization, paid placement, congddvertising, and paid inclusion. Search engines
use “link popularity” in locating and ranking sitebhis term refers to both the number of otherssite
linking to the measured site and especially theomgnce and relevance of the linking sites.
Improving the link popularity raises a site in s#arengine rankings. In 2008, North American
advertisers spent US$13.5 billion on search engiaeeting. The largest SEM vendors are Google
AdWords, Yahoo! Search Marketing and Microsoft adi€e The biggest advantage of search engine
marketing is that it drives the traffic to partiaulweb site, businessman are able to compose @cproj
themselves with specific settings, although SEM mey rather expensive.

Online advertising.1. Rich media adsAll ads in this category are interactive, at leaféering click-
through. By clicking on the ad, the user is tramigab to the advertiser's Web site, where the
transaction or any other objective is actually neee Some display ads enhance the interactivity by
sending the position of the mouse on the Web padeaaimating faster as a user approaches. Othel
ads have built-in games, drop-down menus, checlefosearch boxes to engage and empower the
user. All the following formats can be rich medi@o(rce www.wikipedia.com): banner ddn
advertising graphic image or animation displayedt@Web site in an application, or in an e-mail);
interstitial ad(the display of a page of ads before the requestetient); floating adan ad which
moves across the user’s screen or floats abovedtient);_expanding aghn ad which changes size
and which may alter the content of the Web pagelitepad (a method by which a large ad will be
downloaded in smaller pieces to minimize the disampof the content being viewed); wallpaper ad
(an ad which changes the background of the pagebeewed);_trick bannefa banner ad that looks
like a dialog box with buttons. It simulates arbemessage or an alert); pop-{@new window which
opens in front of the current one, displaying awveatisement or an entire Web page); pop-under
(similar to a pop-up except that window is loadedsent behind the current window); video ad
(similar to a banner ad, except that instead d&tcsor animated image, actual moving video cips
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displayed);_map atext or graphics linked from, and appearing irower, a location on an electronic
map such as on Google Maps); mobilga@u SMS text or multi-media message sent to gotelhe).

2. Transition and floater adslransition ads appear while other content is logdiFhere are two
kinds: interstitials and superstitials. Interstgiare Java-based and represent only 2 percent \b0fedil
advertising expenditures (J. Strauss, R. Frost9R00he disadvantage of them is that they give
impression of lengthening user waiting time. Howeweser response to them is good if they are
entertaining._Superstitials are feature videolike ads timed to appear wheisex moves the mouse
from one part of a Web site to another. An advaniaghat they do not slow page download time, nor
does the user have the impression that they do.

There are many advantages and disadvantages aeslowaiith advertising online. The first
aspect of advantages is the World Wide Web opensneiy communication possibilities for
personalized messages to be delivered to targetiduals (Davis S., 2000, 113). By positioning an
advertisement on a website which relates to thgetamarkets specific interests, interest and furthe
speculation should occur. Advertising online engltégget marketing, message tailoring, information
access, sales potential, creativity, exposure padds

Secondly, online advertising has the capabilityeach a global audience at a fast rate. This
enables extensive exposure and is an importantactesistic of online advertising, and a major
component of why online advertising is so succéssfu

Thirdly, marketers undertaking new possibilitieperform traditional marketing strategies in
electronic environments push higher chances taemmergy. D. S. Janal (1995, 47 p.) mentioned
that the Internet offers the best multimedia tdolspresenting information, through the World Wide
Web, a hypermedia environment. It is as furtherlarpd that it is a place where marketers can
present their information with pictures, animatieound and text. Indeed the power of Internet has
impact on the multitude of advertising formats. sTban be seen from the numerous web tools such a
banners, rich media, interstitials, and interactireadband commercials as seen on the websites
nowadays. These are the multiple forms of onlineeettsing tools used by advertisers over the time
aiming towards developing exciting, interactive,eeygatching advertisements that can draw
consumers’ attention, at the same time increasiag brand or sales online. Strauss and Frost (1999
202 p.) states that the Net’s big strength is diresponse advertising where direct response lgesra
the Internet’s unique opportunity for two way conmimation with consumers. Placing advertising in
this environment will grants advertises unique oppaty for in the element of interactivity. The
interactive capabilities of “cyber ads” offer kegvantages for vendors to establish and maintain
dialogues with customers (Janal D. S., 1995, 25k9 p.

Even though there are many advantages for compavhe advertise online, there are also

some disadvantages involved. Disadvantages of @singr online include: measurement problems,
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audience characteristics, web snarl, and cluttetergial for deception, costs, limited production
guality, poor reach and lack of intrusiveness.

E-mail advertising.This is by far the least expensive type of onlideeatising. It generally comprises

a few sentences of text embedded in another fioorgent. Advertisers purchase space in the e-mail
sponsored by others (e.g. Hotmail). However, basedhe definition of advertising, HTML and
multimedia e-mail messages sent from a firm diyetdl the internet users are direct marketing, not
advertising.

E-mail Advertising, as effective as it is has battvantages and disadvantages. It is useful to
be well aware of both sides of the coin as one eksban the use of e-mail for their marketing and
advertising. Legal and legitimate use of e-mail eatlging involves the use of opt-in e-mail lists.
Harvesting e-mails from the visitors to a site wiBually produce the most effective e-mail lists.
However this can take years to achieve and thisalane can greatly hinder the progress and succes:
of an online enterprise.

Secondly the volumes of spam messages on the sveb high these days that it becomes
difficult for recipients of messages to tell thfelience between genuine mail that they have regdes
to receive and spam. This greatly hinders the gfieness of email advertising.

The good side is that the advantages of e-magriding are numerous and far outweigh the
few disadvantages. For starters it is extremelyaph€ompanies and businesses are able to send out
mail messages to literally millions of clients gmspects who have opted to receive their messsges
a cost that is close to zero. Then it is instagtjpients are able to receive the message andnmaspo
instantly. This is in sharp contrast to snail mathich usually takes days to arrive and it willesftcost
a bundle to mail a simple message to a few thousatiduals.

In sending out e-mail messages to a targeted maxrlempany is more likely to reach only
those who need its services, solutions or produitteout bothering those who do not.

E-mail advertising is also very easy to track.Wita few hours of sending out a message, the
marketer can tell how successful their marketingmgaign has been by simply counting the click
through or hits the target web site has receivéds @ramatically increases the chances of success
because a faulty strategy can quickly be rectified adjusted or a marketer can even quickly go back
to the drawing boards and create a totally new pdaavert what would usually be a disaster in the
offline world.

While highly personable e-mail advertising enalitepersonalize and greet every person that
is targeted. This helps in creating a special beitd the prospects and allows a company to build

customer and reseller loyalty and acquire new costs.
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In conclusion, while email advertising may havev fdisadvantages, the good out weigh
those. By allowing to write personalized, effecto@-in e-mail messages, and distributing to tadet
prospects, result in a higher profits from youg&ed web site.

SponsorshipsSponsorships are also called advertorials, integrditorial content and advertising and
are important on the Web because allow great ictigrgy, helps to build synergistic partnerships to
provide readers useful content.

Sponsorship offers the possibility of achieving/esal goals at once. According to D.
Schmader and M. Jackson (1997, p. 128), a compampenefit from sponsorship in many ways, such
as: enhancing image/shaping consumer attitudesngdrsales; creating positive publicity/heightening
visibility; differentiating from competitors; helpg with good "corporate citizen" role; enhancing
business, consumer and VIP relations.

Mobile advertising.This is paid public, non-personal announcement pesuasive message by an
identified sponsor; the non-personal presentatiopromotion by a firm of its products to its exisgji
and potential customers where such communicatiafelisered to a mobile phone or other mobile
device. Examples of mobile advertising would ineutiVAP Banner ads, mobile search advertising,
mobile video bumpers, interstitial ads in on de\poetals. [26]

One of the many benefits that mobile marketingksowell for is the simple fact that it is
personal in nature. Instead of advertising on aehuifiboard and hoping that those that drive by wil
see it, a company is giving personal attentiorhtindividual. This personal touch is quite powerfu
Another option is the immediacy of mobile marketikgith hundreds of products coming online each
day, it is hard to make one product or one serstaed out against the rest. With mobile marketing,
the target audience get the message about theelsasamd the products that are available immediately
and they can then act on them. Mobile advertismgfinues to grow as the world becomes even more
mobile advanced.

Generally talking internet advertising is good barilding brand or product awareness as is
effective at reaching wide audiences. Repetitiomafn brand and product positioning helps to build
customer trust. A personal approach of such taimabile marketing is powerful, although it is hard

to achieve a two way communication.

1.5.2. Direct online marketing

According to the Direct Marketing Association, dire marketing is “any direct
communication to consumer or business recipieritishdesigned to generate response in a form of an
order, a request for further information, and/misat to a store or other place of business forchase
of a specific product or a service (www.the-dmaoAymstrong et al (2005, p. 512) suggest that

direct marketing is designated both to obtain imiaedresponse and to cultivate lasting customer
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relationships. It includes such techniques as tatketing, outgoing e-mail, and postal mail. S.
Harridge-March (2004, p. 284) further states, ttia@ Internet is an excellence channel for
communicating with customers on its immediate ainelctlinteraction capability. The ultimate role of
direct marketing is to gain a response.

Direct marketing is attractive to many marketdrscause in many cases its positive effect
(but not negative results) can be measured direetly example, if a marketer sends out one thousanc
solicitations by mail, and one hundred respondhi® promotion, the marketer can say with some
confidence that the campaign led directly to 10%daliresponses. The number of recipients who are
offended by the junk mail/spam, however, is notlgaseasured.

While many marketers recognize the financial bénef increasing targeted awareness, some
direct marketing efforts using particular media daleen criticized for generating unwanted
solicitations, not due to the method of communaratbut because of poorly complied demographic
databases, advertisers do not wish to waste mamegrmmunicating with consumers not interested in
their products.

E-mail marketing. At the moment e-mail marketing remains one of th@stmimportant
communication techniques. E-mail is how people comigate with others. E-mail is a word-of-mouth
tool when consumers communicate about products edith other. It is the way companies send
promotional offers of company announcements tootasts, or communicate anything important and
relevant to stakeholders. E-mail is used to buildzoabout products. E-mail offers the chance faf re
dialogue with individual consumers, as well as d@ye broad and deep customer relationships insteac
of merely using it to acquire customers.

One of the most important advantages of email etang is that it allows an advertiser to
reach global audience with minimum effort. Theraasgeographical boundary when it comes to email
marketing. Although it is still possible to readolgal audience with other offline advertising chealsn
like radio, TV and other printed media, email mairkgis definitely the cheapest.

Moving to the disadvantages, C. Y. Yuan (2006)l&rg that the biggest of them is that
emails are sometimes deemed as spam. Today, paeplombarded with lots of unsolicited emails.
Email service providers have taken action to emfammore powerful spam filters. Although spam
filters are good at blocking spam mails, sometithey also block legitimate emails too.

Permission marketing: opt-in, opt-outin order to understand the benefits of using pesiois
marketing, firstty we should understand the concapélf. Permission marketing (also called
invitational marketing) envisions every customemlmhg the targeting behaviour of marketers.
Consumers empower a marketer to send them pronabtroessages in certain interest categories.

Typically, this is done by asking the consumerilimfit a survey indicating interests when registgr
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for a service. The marketer then matches advegtisiessages with the interests of consumers. The
advertiser obtains the average profile of the comesu

Thinking about the benefits of using permissiorrketing, R. C. Blattberg and S. Neslin
(2004, p. 38) think that this is all about narrogvohown customer base to the people who will trdy b
interested in particular product. It saves compamg, energy, and money, when all of it could be
spent on the customers who might really come throddpis is the first step in developing strong,
intelligent bonds with company’s customer base.
Viral marketing. Viral marketing is a technique, when individualsward e-mail to friends, co-
workers, family, and others on their e-mail liskkis is a type of digital word-of-mouth, but notlyn
This is a combination which makes the use of websitsocial networks, emails, and instant
messaging. In order to achieve superior resultsutyir viral promotion it is important to implement
viral techniques that grab the attention of thea@uers towards products or services.

The advantages of viral marketing are low costsatgreach, high credibility, high efficiency
and the possibility of continuous campaign adjusiisieAlthough the downfalls include the extent of
the reach of failed campaigns, the lack of contieks that the viral message is perceived as syam

the limited possibility for segmentation.

1.5.3. Marketing public relations

Public relations (PR) are to build good relatiomsh the company’s various publics by
obtaining favourable publicity, building up a gotzbrporate image” and handling or heading off
unfavourable rumours, stories and events (Armsti@ngt al., 2005, p. 425). In the field of public
relations, the use of Internet makes it possibteptlic relations professionals to communicatenwit
various key constituents without the gate-keepumgction of other mass media. According to Jo S.,
Jung J. (2005, p. 31) the Internet can be useddititate traditional methods of PR as well as expa
the depth and breadth. The Web can widen the loligioin of news releases with a help of such online
tools as viral marketing. Smith et al. (1998, p) gtate that newsgroups and influential discussion
groups can be targeted with information

Online publicity offers distinct advantages oveaditional public relations. With online
services, corporate communicator can take PR o hands and influence their publics directly as
well as build relationships with media (Janal 292, p. 86). The role of web sites in imparting
information is both economical and effective, pdmed that people are persuaded to visit the site,
assimilate and believe the information containestdim. The drawback is that the Internet has dleo t
potential to create negative publicity, outside¢batrol of the organization.

PR consist of activities that influence publicrapn and create goodwill for an organization
among a number of different publics including compahareholders and employees, the media,
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suppliers, the local community, as well as consgmémuyers, and other stakeholder groups.
Marketing public relations includes brand-relatetivaties and non-paid third-party media coverage t
positively influence target markets.

Marketing public relations activities using intetrtechnology include the Web site content
itself, online events, discussion forums, onlineases for press and many other ways to buzz online
All of these tools will now be characterized sepalsatrying to understand their importance and
benefits in the new era of advertising.

Forums. The forum is the formal mechanism the communitysuseexchange information, generally
through posted messages that are organized inteatik”, which are subject headers for a discussion.
Online forums support communities formed aroundedgoences, satisfaction and dissatisfaction, and
use of products/services specific interest. Onthefbenefits of online forums to marketers is that
range of consumer marketing data can be gatheresda@ncommunities.

NewslettersLike print counterparts, electronic newsletters nappear either regularly or irregularly
but changes their content. The basic purpose efsletter is to disseminate information quicklyain
field of interest. Some items that are typicallyrid in a newsletter include research updates,nspri
and interviews (Zimmerman J., 2001, p. 94).

Some advantages worth to mention of having a regteslsystem are: newsletters help to
promote a business. Basically a newsletter motsvatestomers to buy a particular product/service
from particular company; a general newsletter dostarticles and an appropriate vision and mission
of the business. This information helps customersunderstand a business; Newsletters are an
effective communication tool. Creative newsletteemn be appreciated by the clients and hence
increase the communication between businessediantscAs mentioned above, a newsletter is a cost
effective tool, but it can be used as a sourca@me by putting advertisements in it.

Along with the advantages, the following are twajon disadvantages of the newsletter: to
receive a newsletter client must provide their ¢émddress, which in some cases people reluctant tc
do so fearing that their email address could beguhto other organisations, resulting hundredar |
emails; In some cases a newsletter may not beveztély the recipient. Reasons for this could be the
spam filters used by many people. So a newsletigintmot get through to those who have subscribed
because is rejected as spam.

Newsgroups.Newsgroups provide a way to share discussion wpttialized audiences. They are
essentially electronic bulletin boards that areilalsée for Internet users to post their questiond a
replies without charge. Newsgroups function likeilm@ lists in some ways, but they offer several
different methods of sending messages. A user cahgpmessage for everyone in a group or responc

to someone else’s comments on a particular todeingn J., 1996, p. 11)
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Newsgroups help you solve many of the same prablgrat mailing lists are good for, but
newsgroups have some additional advantages. Newsgare generally a bit more structured, so they
are likely to be around longer. They are also easiefind, and more likely to have a moderator
(person or program in charge, who keeps the groupand on - track). In order to avoid answering
the same questions all the time experienced menadbehe group post a FAQ with the most common
guestions and answers.

Online community.An online community depends on combining commuiocaand content to foster
the exchange of information. Some sites build comtyuthrough online exchange chat rooms,
discussion groups and online events (Straussakt R, 1999, p. 462).

In real life most communities are formed througbographical proximity, but online
communities are mostly formed around a sharedester need, and are a powerful tool for building
trust and relationships, word of mouth marketing) knowledge acquisition and exchange.

Web site.The importance of a web site as an online markatorgmunication tool has been widely
discussed in literature and has probably receibedmost of attention comparing to other internet
marketing communication tools. J. Strauss and BstR2009, p. 469) state that many web sites are
designed to serve as public relations vehiclesloSand J. Jung (2005, p. 32) agree that the World
Wide Web could facilitate media relations, employekations and communications, government and
customer relations and communications, due tonitsractive function. For any company with an
online presence, the web site is the platform usedommunicate with customers and to facilitate
business transactions. The web site may also becomef the main factors in judging a corporation.
Web sites are the main interface between busimess@sumers (Kim S. et al., 2003, p. 20).

According to S. Janal (1997, p. 64), the web isitine key tool communicators have because
it serves as an electronic brochure, including pebdand company information. Web sites can
entertain (games and electronic postcards), bwidneunities (online events, chat rooms, and e-mail
discussion groups), provide a communication chawitél customers (service and feedback), provide
information (product selection and purchase, recendation, referrals, etc) and assist in other ways.

C. Liu and P. K. Arnett (2000, p. 25) say that phnienary functions of a business web site can
provide are advertising, sales support, custommicge public relations and e-commerce. Some web
sites are for sales support, while the others ograve the performance of sales and post-sales. A
customer service internet site provides a diffefanttion. Kent et al. (2003, p. 63) supports ttheai
by saying that most organizational websites aregded to provide information, to showcase
advertising and marketing, and for some customearicge communication and feedback. Web sites
provide benefits for both companies and consunfempany can display its identity and advertise
its products and services to many interested marfikso, it can get feedback directly from custosner
A web site enhances the company’s image and preval®ible benefits both to the organization and
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to its leadership. A web site can also improve camigations with other corporations, thus improving
the efficiency of business process by increasingctlisales and reducing cost.

Azzone G. et al. (2000, p. 472) mentions a charatic of speed and recognizes that the web
site is a new bi-directional and quick communicatiool, which allows companies to communicate,
sell and/or offer services to their customers usghgctronic interface, without geographical and
temporal limits. The introduction of a web site negents an opportunity to analyze communication
strategies and marketing activities of a comparhe Web site is a formidable opportunity to build
consistency in communication. Excellent companieket that opportunity to improve their
communication performances, other companies prejeto touch consolidated internal balances and
consequently build inconsistent contradictory wigb. s

N. M. Bussy et al (2000, p. 138) emphasizes theomance of stakeholders of any business
and explains that the rapid growth and adoptiohefInternet and the web sites in particular have
constituted not only a fundamental change in theireaof business, but also because they have
revolutionized the way in which companies commutgcaith their stakeholders. The Internet has an
important role to play in stakeholder service psscé\ stakeholder in an organization is any group o
individual who can affect or is affected by the i@glements of the organization’s objectives. These
stakeholders may be internal to the organizatiazithsas employees or managerial coalition, or
external in a form of suppliers, buyers, local awities, shareholders, competitors, agencies aad th
government. Further stakeholders’ comparison is enadcording the market domains (Table 2).
Customers talk not only with a company, but alscomagnthemselves, and they can furthermore
communicate with other stakeholders, such as erapkygovernment, suppliers, intermediaries and
investors. Likewise, all other stakeholders can momicate with the organization, and with each
other, and indeed among themselves. Stakeholdemoomation is no longer unidirectional, and as

stakeholders increasingly communicate with eaclerpttne communication becomes infinitely more

complex.
Table 2: Comparison of six stakeholder market domais
(Source: revised from Christopher et al. 2004; Paymet al. 2005)
Stakeholder market Christopher et al., 2004 Payne et al., 2005
domains
Customer markets Existing and prospective Buyers, intermediaries and fingl
customers as well as consumers
intermediaries
Referral markets Existing customers whopCustomer referrals, non-customer
recommend their suppliers (oeferrals, staff-referrals
others and referral sources
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Influence markets Financial analysts, shareholder§inancial and investor groups,
business press, government anchions, industry bodies, regulatory
consumer groups bodies, business press and media,
user and evaluator grougs,
environmental groups, political and
government agencies, competitors

Employee/recruitment | Concerns with attracting the righAll potential employees together
markets employees to the organization | with the third parties that serve as
access channels

Supplier markets Traditional suppliers as well asStrategic suppliers, key suppliers,
organizations with which aapproved suppliers and nominated
company has some strategisuppliers
alliance

Internal markets Internal departments and staff Follow the segmamtatised for
potential employees in the
recruitment markets

Summarising, the Internet and web sites have beattremely important avenues for firms
in many industries to interact with their customansl stakeholders. With the successful adoptice of
web site, a company may benefit from facilitatidrbasiness transactions and customer relations, as
the Web becomes the main interface for interadietween buyers and sellers. A web site serves as al
online brochure and works well for providing infation. It can also be designed to build online
communities or provide sales support and custoreerice. For whatever reason the web site is
designed, it helps to increase the corporate intagéhe Internet and in general. No other internet
marketing communication tool is so successful mvling such a wide range of functions that is why
internet web sites, their goals and success faateranalysed in the thesis.

1.6. AWEB SITE — AN ONLINE MARKETING COMMUNICATION TOOL

We have agreed that an organizational web sitea isnassive representational and
communicational tool. It helps to promote not ophpducts or services, but the entire activity of an
organization, increase brand awareness, introdugeslties and promotions, helps to find out users’
opinions, requests and comments. A web site hefpscreate an image, communicate with
stakeholders, it saves time of communication antesses quality of customer service.

Many companies nowadays recognize a need for aiaingj a web site, but are not sure how
to use it effectively according the laws of comnmation (Budman M., 2003, p. 15). Many of them
have a web site full of brochures and informatibattis usually being sent to suppliers. A situation
among the younger generation of progressive leadati$ferent. They believe that a web site is aot

burden for an organization, but an engine for pida. In this digital age, other communicationlgoo
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are usually found in the web site. This leads txibility of uploading, accessing, amending of
information quickly and effectively (Chandler RQQB, p. 62).

A web site may have multiple goals: boost salesrease brand awareness, provide
information and customer service. In order to impat these or any other goals, the activities di we
site development should be interconnected with thatha clearly defined vision, and benefits that ar
being sought. Although organizations have spentiang of dollars on the creation and maintenance
of their web sites, they still struggle with howeflectively evaluate user satisfaction and howirtd
a key to the success of the web site.

Measuring success is a difficult task becaused#imition of success changes depending on
the perspective that the stakeholder adopts. Taeréwo opposing perspectives that can be taken in
the determination of success: 1) the website usdr2) the organization or party who hosts the
website. From the perspective of the end-userg, éixpectations need to be met and their interactio
with the website has to be a positive experienterder for the website to be considered successful
From the perspective of the firm, success varigen@ing upon the objectives and goals of the site.
For example, an e-commerce site’s objective wouwddtdp sell their products or services and to
maximize profit. However, the objective of a seaetigine’s website, such as Google.com, would be
to quickly gather relevant information in a timehanner with the goal of creating repeat visits. The
perspective taken is critical in the determinatidrsuccess. From the organization’s perspective, th
definition of success is the website’s ability teate an on-going relationship with a consumerrjuse
which will either immediately or eventually lead #&transaction of some sort (Cao, M., Zhang, Q.,
Seydel, J. 2005, p. 646).

To understand the factors that impact the effeciss of the web site better, it is useful to
turn on information systems and the studies thatmene the effectiveness of information technologies
and the adoption of new information systems byrgamzation.

Many theoretical models have been proposed forsaorgay success of information systems.
Out of them, W. H. DeLone and E. R. McLean’s (199285) web site success model (Figure 8) is
one the most highly cited. By synthesizing previtiisuccess models, authors’ model demonstrates
the interplay of six information systems success$di@ including information quality, system quality
use, user satisfaction, individual impact, and oizgtional impact. W. H. DeLone and E. R. McLean
state: System quality and information quality siagy and jointly affect both use and user
satisfaction. Additionally, the amount of use céiec the degree of user satisfaction — positivaly
negatively — as well as the reverse being true. &g user satisfaction are direct antecedents of
individual impact; and lastly this impact on indiual performance should eventually have some

organizational impact (1992, p 83-87).
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Information Use
quality ! !
: ! \| Individual Organizational
! : /| impact impact
System User
quality satisfaction

Figure 8: IS Success model (DeLone W.H., McLean E.R992, p. 85)

The success of a web site mostly depends onpimeoa of its users, this is a reason
an internet web site should be organized so, thvabuld be able to transfer the biggest attentromf
an organization to the customer. Yang Y. et al @Qf 198) is confident — in order to achieve the
success on the Internet, one should follow the angd of modern marketing and communication
rules, evaluate organizational goals and put tlggdst emphasis on customers. The extensive
knowledge about them allows to create and interg@sind useful web site content. It is important to
create precise goals, which would be results anddwriented. Only after defining the goals of ebw
site, it is possible to make sure that every pdgeveeb site encourages a user for an action autla
company in the way of reaching the defined goals.

J. A. Castaneda et al. (2007, p. 384) have madmalysis of those factors, that encourage an
internet user to return to a particular web sited @anopose an internet web site acceptance mode
(Figure 9). Authors state that Internet experieplag/s a big role and those users who have bigger
experience concentrate on perceived usefulness.ofemis valuable because it points out such
internet web site’s success factors as: simplicftyse, usefulness, internet experience, but does n

explain how to achieve those goals.

Perceived ease 0
use

Attitude towards Desire to return

internet web site

Perceived
usefulness

Web site
experience

Internet experiencg

Figure 9: Internet web site acceptance model (Souec Castaneda, J. A. et al., 2007, p. 387)
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Another model is provided by T. Ahn et al. (2097 263), who states that user’s perception
starts from the quality of a web site (Figure 18)quality concept comprises of such components as
system, information and service quality that alted@ine perceived usefulness, perceived usage
simplicity and pleasure. Web site quality securesitive attitude towards it and desire to use and
reuse it again. The advantage of the model isithdearly defines what cause perceived usefulness
and pleasure — web site designer should concerdratauch aspects as system quality, information

quality and service quality.

System quality Pleasure
A
Information quality Perceived ease of | Attitude .| Desire to
use use
A 4
Service quality Perceived usefulnes

Figure 10: Model of internet web site’s qualitiesAhn, T. et al., 2007, p. 264)

J. RuZeuius and N. Guseva (2006, p. 79-83) suggest thavaluating a web site, a VPTCS
model, primarily proposed by Gateau and Sloim (20P001) and which stands for visibility,
perception, technique, content and services sHmilgsed.

Visibility is the accessibility of a web site to a potentisgr. Usually this is the first step in
the search process that could be fatal in furthecess.

Perceptionis usually referred to the first impression of semu Different interests of system
simplicity and integration of fun technologies (eflash) should be matched to achieve the optimum
result. The web site has to possess the integrhhieal aspects while the growing demands of web
site users force web masters to amend and imph&re tonstantly.

Technicalaspects have to secure simplicity of web site 8seetimes it is better to opt out
several flashing options but to implement an irdégollection of constructive ideas.

Contentis the factor that is being given the highest ingmace and the evaluation firstly
depends on users, whose needs and interests sa®etimange. Information is being treated as
essential and complying with web site goals, whelets the user to execute desirable actions and
achieve personal goals (Bernard, 2002). The quickey to loose the trust of users is to provide
information which is out-of-date (Nielsen, 2003).
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Service quality Willing to evaluate the quality of services pr®d on the web site, it is
important to answer the following questions: if $bcservices are often used by web site visitoes; ar
there many complains regarding the quality of & is there an information what type of services
are actually needed by web site visitors; how ¢ffedhe services are being provided.

McMillan (2008, p.45) outlines a fact that a keyweb site success is the content — the most
important element. It has to be interesting andwvaat for the users. It has to be minded that conte
defines the tone of a web site and is a factoritifatences the type of audience that visit a patér
web site. Interactive content and personalizategures, that a visitor most probably will come back
J. Santos (2003, p. 238) opposes the idea by sdlyaiga good content of a web site is not only
articles, information and design, but a close catioe and mutual communication with the target
audience, guidance about a company, its beliews pnoducts or services.

Another approach to web site success is presdmtad Ch. Schaupp, W. Fan, F. Belanger
(2006), who state that building a successful webgitis imperative that the design matches the
organization’s objectives, which should be wellidedl. Clearly, different types of websites wilMea
different goals. Thus, determining success acvesssites is both goal and context specific. One
measure of website success is satisfaction, andethdting intent to return to a website. L. Ch.
Schaupp, W. Fan and F. Belanger (2006) proposedziniBigure 11) for evaluating web site success.
It starts with success measures such as informgtiahty, system quality, perceived effectivenasg a
social influence that lead to outcome measuresb-site satisfaction and intention to reuse a wib si

Apart from talking about the same factors of infation, system, effectiveness quality, this

approach takes into consideration an importanbfawftsocial influence.

Success measures

Information quality

____________________________________________________

Outcome measures

174

web site

Web site satisfactior) | Intention to reuse th¢ :

Perceived
effectiveness

Social influence

__________________________

Figure 11: Web site success model. (Source: L. Cchaupp, W. Fan, F. Belanger. 2006. )

D. Chaffey et al. (2006, p. 38) proposes the Wilg success factors for a web site:
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e Attraction— it is important to secure for a user to be ablaccess a desired web site. Such
aspect as using key words lead to successful algear

e Community- the possibility to pull a community in a wekesiThis is a big advantage in order
to achieve user come back;

e E-commerce- a web site, the design of it and a content hawdirectly or indirectly lead to
any kind of transaction;

e User orientation- this is a design oriented to different targetugiy so that each of them could
find required information easily;

e Credibility — using the Internet any organization has to manifeedibility for its users. This is
possible through brand awareness and informaticabrigty.

C. Ranganathan and S. Ganapathy (2002, p. 45%)ein survey have derived four key
dimensions of business-to-consumer (B2C) web sitésformation content, design, security, and
privacy — that have an impact on the online purehatent of consumers.

Summarising it is important to mention that mosthe authors agree on such major factors
of web site success as content quality, technigality, service quality and online community. These
are only very general ideas and could be diffeyeintierpreted in the context of separate companies.
For example, technical quality of web sites, whrelpresent an airline company providing online
transaction via global reservation systems, orrk veith all online banking services, would probably
meet very high requirements. But the local bakérmypswould be much more modest in this sense.
Any other company could be famous for its onlinenaaunity strength, where customers are willing to
share ideas with each other and suggest produservice improvements. The idea says that it is
important to unite the internet marketing and comitational tools on the web site in order to find a
unique success combination. Sometimes, smaller anm@p achieve that more easily, because they
don’'t have to juggle with complex brand names, lmwes, geographical variations, but larger
organizations that are able to combine the infolonainto one web site and thus show integral
personality can achieve a lot.

Educational institutions as any other businessaaial activity nowadays could not survive
without marketing. Incorporating information and nomunication technologies into marketing
operations they have already acknowledged the itapoe of having an internet web site, which could
help to communicate the ideas, increase the quafitgustomer service and provide many other
functions successfully. It was mentioned beford tha customers of educational institution develop
long-term relationship with service provider, thiine quality and efficiency of these relationships
determine customer satisfaction.

Whether or not intended, an educational instiioveb site communicates a brand and

vision. Some key questions to ask when developmgeworking a web site include: How does the
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web site convey higher educational institution'sge/brand? How do prospective students perceive
the institution? What does the functionality of thieb site say about the desire to engage prospectiv
students in a dialogue? In short, does the webadlites initiating and developing a relationship hvit
prospective students as they explore their higdeca&tion options or whether the web site is user-
friendly for those currently in education and wigdito receive high quality of service online? And
many more. Though higher education web sites welen completely replace printed brochures,
course catalogues and a physical visit to the campab site is one of the key medium for reaching
prospective students. The Internet should be viemged medium that complements other traditional
communication channels. By taking the time to cdasihow institutional web site represents the
brand, engages prospective students through ititeradeatures, and complements traditional
marketing methods, higher educational institutian stay one step ahead.
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2. Internet marketing for high education institutio n

2.1. ADOPTION OF SURVEYS IN MARKETING RESEARCH

One the most appropriate methods for obtainindyioal marketing data is a use of various
types of marketing research methods. Marketingarebeis the systematic gathering, recording, and
analysis of data about issues relating to markepiragucts and services. The term is commonly
interchanged with market research; however, expettitioners draw a distinction, that a market
research is concerned specifically with marketsilevimarketing research is concerned specifically
about marketing processes.

Consumer marketing research is a form of appliediofogy that concentrates on
understanding the preferences, attitudes, and mirawof consumers in a market-based economy, anc
it aims to understand the effects and comparatiweess of marketing campaigns. The field of
consumer marketing research as a statistical seievaes pioneered by Arthur Nielsen with the
founding of the ACNielsen Company in 1923.

Thus, marketing research may also be describ#tkasystematic and objective identification,
collection, analysis, and dissemination of infonmatfor the purpose of assisting management in
decision making related to the identification andluson of problems and opportunities in
marketing.[3] The goal of marketing research isdientify and assess how changing elements of the
marketing mix impacts customer behaviour.

Once we perform these surveys, we are able toirolgi@munded conclusions and create
information flows between organization and its esdrs.

According to V. Kindurys (1998) a marketing resdans a complex concept that may
comprise all types of research related to markatiagagement. The very research methods fall into
two categories of those based on questioning andttiers based on observations. Marketing researct
methods that are based on questioning again fadl @ategories of qualitative and quantitative
research.

A survey— is one of the most widely prevalent types of ligai@ve marketing research
methods. The popularity of the method could be @&rpd by the fact of being relatively simple,
cheap, and its possibility to obtain big amountsygjortant data easily and quickly.

There are followingtypes of surveyswritten questionnaires, personal interviews, mail
questionnaires, telephone surveys, and surveyadhrmass communication mean for example online
surveys and other. The gquestionnaire is the typmupfey that prevails in Lithuania, while interview
and mail surveys are rarer. Questionnaire surveytechnique of gathering important data, where the
respondents answer to the questions of the quesiienthemselves. A questionnaire has to posses:
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the qualities of being clear, reliable and unambigu It has to encourage the respondent to
collaborate, answer the questions fairly; this g/sthe respondents’ requests and the suggestives ha
to be taken into account while composing the guoasgires.

K. Kardelis (2002) says that the purpose of thestjonnaire questions is to find out as much
as possible about the exploratory phenomenon. Tiastipns are like indicators that help us to fimel t
gualities and aspects of the phenomenon. It is ftapbto find those indicators that represent the
exploratory phenomenon the best.

With a hep of mass communication means, espedfalynternet, the execution of researches
has become extremely easy consuming less timeaamagsfinancial resources. In Lithuania, research
Web portals such as www.apklausa.lt, www.e-apkldiusaww.publika.lt and few more provide an
easy way to create any type of online questionsaipeblish them, forward to target respondents,
conveniently obtain and import results to persamathputers for further investigation free of charge.
Due to these facts the Web portal www.apklausaak shosen to compose, publish the questionnaire
and to obtain data for further conclusions and satigns.

The problem of the researcAs discussed earlier, internet marketing is beognmore and
more relevant issue for all types of businessestber non-profit seeking activities and all these
activities are facing the true reality - if you aret on the Internet — you are nowhere. But justfitt
of being on the Internet is not enough. Properst@old techniques have to be developed to addres
target audiences that most probably have differgerests, tastes and preferences. This is why the
reaction to proposed internet marketing tools nbsiously would be different.

The abundance of internet marketing tools preteady on the Internet sometimes puts a
marketer in an awkward position of being lost, whihproperly chosen methods may cause reverse
effects on targeted audiences — they may be pedaeg irritating and repellent. Suitably chosen
internet marketing techniques will increase théfitrdo the website, trigger the interests of albgps
of visitors, induce them to action and keep thesusatisfied with the service.

Talking about high education internet marketingg ¥wst of all focus on educational
institutions’ web sites that are the prime gateth®éomost important customers of education — piatent
or current students. Educational institution’s vsite itself as a communication channel is able to
perform such actions as attract, inform, serve pumtthe community, that is why it is important to
execute a research in order to find out which meemarketing tools are the most suitable to perfor
the above mentioned actions.

The goal of researcls to collect information about the potential andrent students’ opinion
on the use and effectiveness of internet marketinds that are or are to be used in educational
institutions web site and later using the colledath to propose an internet marketing model fgh hi

educational institution.
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In order to execute a successful research thewolp tasks were formulated

1. To compose a questionnaire that would let us find the general information about the
targeted respondents and the specific data relategspondents’ preferences of internet
marketing tools found on the educational institosioveb site.

2. To publish a questionnaire on the selected welapspecifically designed to upload surveys.

3. To collect sufficient data in order to make grouwhdenclusions and to propose an internet
marketing model for educational institution.

Research scenario and procedurbsorder to achieve the goal of the research thHeviing
procedures were planned:

1. The preparation to the research and compositidheofuestionnaire (February 1 — March 20,

2010);

2. Publishing of questionnaire and data collection @&20 — April 20, 2010);
3. Data analysis, interpretation and formulation ajgestions (April 20 — May 2, 2010).

The questionnaire containing 21 questions was osegin Lithuanian (see Appendix 1) and
English (analogous translation) languages and Ipotblished on the web portal www.apklausa.lt
separately. The link to the Lithuanian on-line syrwas later forwarded to personal contacts through
all types of channels (email, social network wetessietc) and to university bachelor, master and
doctoral degree students. The link to the Englistsion of survey was forwarded to Erasmus students
and later to personal contacts abroad.

The survey contains two parts — a short demogeaplaind the main part, although in the
main part they could be grouped into blocks acemydesearch object. All questions were composed
closed and compulsory in such a way to minimize igmty and provide clear answers. Some
guestions contained one or multiple choice answehnge the others were given a score scale ranging
from 1 to 10 (10 being the highest score) to fingd the effectiveness or importance of those
indicators. In that case all provided possible arsvhad to be evaluated by a score. All respondents
had to express their opinion about factors infligg¢heir choice of particular educational instiat
information being provided, aspects representigh leducational institution on its web site, impotta
qualities of a website, participation in variousdatission clubs, ratings, social networks, etc.

After receiving the results from both surveys, tafsthe answers were later added together
in order to provided a single result. Those questiavhere the answers by Lithuanian and foreign
students were prominently different, were discusseparately to emphasize the disagreement in

opinion groups.
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2.2. RESEARCH RESULTS AND ANALYSIS

2.2.1. Socio-demographical portrait

Respondents’ general demographical characterigtear® needed to draw a concise social-
demographical portrait. Significant socio-demogiegh characteristics in this research were —
respondents’ gender (see Figure 12) and study tewelster, bachelor or doctoral degree (see Figure
13).

Men; 34%

Women; 66%

Figure 12: Respondents, by gender

Respondents’ age was omitted because it in maegtsceould be related to study level. The
survey was addressed to school students as wellthenassumption that only 11-12 grade students

would be interested replying the questionnaire masde.

6%

41%

O Bachelor degree O Master degree
O Doctoral degree O School student

O Not a school/university student

Figure 13: Respondents, by study level

As we can obtain from Figure 13, there are twoamgroups of respondents. These are
master degree students, with a score of 41 % aokelm degree students reaching 38 % of total
number of respondents. Doctoral degree studentayalwepresent the smaller numbers of those
studying at universities, thus 5 % is quite a numibhe opinion of those respondents, who are neithe
at school nor at universities, is also valued assgntheir have already graduated having fresh

memories about the issues being discussed on theysu
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Talking about foreign respondents, it is worth ti@ring, that there were no school or master
degree students. Majority of respondents were dgmthelor or master degree.
A short conclusion could be made that an averagpandent was a woman currently

studying bachelor or master degree.

2.2.2. Internet using habits

Internet usage.Talking about high educational institution intermearketing we first of all
have to find out how much time the respondents ¢pam the Internet daily and what type of
information is most of the time being searched.e Ghestion is important because it may reveal the

respondents’ priorities and needs.

2% 1%

13%

59%

O More than 5 hours/day O 3-5 hours/day
0O 1-3 hours/day 0 0,5-1 hours/day
O Less than 0,5 hour/day

Figure 14: Internet usage, daily

The figure above provide the astonishing trutt gven 59% of respondents spend more than
5 hours a day browsing the internet, searchingp#oticular information, etc. This is a lot of time
having in mind that the second highest score of 8p%hnd 3 to 5 hours on the Internet daily. If we pu
these two groups together that would make 84% sigaedent spending vast amounts of time on the
Internet.

Type of information searched on the InterneAnother important issue was to find out the
type of information respondents look for on thesinet (see Figure 15). It is not a surprise, that t
Internet is an important aspect in our lives. I ln@come the gates to the world of informations It
being used for work, studies, leisure time, entemant, and for all other possible reasons. Given i
this research, we have found out that almost alboadents use the Internet for leisure time needs
(93%). The second most popular answer indicatettthiealnternet is being used for studies (89%). We
may only assume that information related to studiest probably is communication with university
staff or academic personnel, preparing homeworlarckéng for related news, etc. Work and
entertainment take up consequently teadd 4" places with scores 77% and 74%.

45



100% 93%

89%

90% H
80%

7%

«
Ny
=]

(=)

70%
60%
50% H

40%

30% H
18%

20%
10% +

0%

O Work O Studies O Leisure time O Entertainment O Other

Figure 15: Information respondents look on the Intenet for

To sum up, we are able to say, that accordingaadsults of the survey, an average Internet
user, in our case a woman currently in bachelamaster degree, spends more than 5 hours a da

searching on the Internet for information relati@igure time and studies.

2.2.3. High education: what, where, why?

Going on, the following block of four questionsregrimarily composed to discover school
graduates’ opinion about sources where informatedated to studies in educational institutions was
looked for and where, to their opinion, it was pdad the most comprehensively. Factors that made
the greatest influence on their decision to study eertain educational institution were also int@or
being either information provided, family’s advideends’ references, etc. Although these questions
were primarily composed having in mind the scho@ldgates, university students’ opinion is also
valuable as have recently gone through that, drhaie to face that choice one more time in casg th
decide to proceed their studies to master or dakttagree.

Sources of informationFigure 16 shows us that the leading source of in&bion regarding
studies in educational institutions is educationatkitution’s website that scored total of 79% and
followed by various publications (49%). Multiple ssamers were possible, having in mind that
respondents would probably not focus on one inftionaource only.

The results let us conclude how important edupatimstitution’s web site is an information
related to study programmes, admission dates, abeeral issues relevant to entrants has to be
carefully presented, organized and placed. Only foneth of survey participants admitted “open-
door” days at educational institutions to be effecsource of information.

46



90%

80% |

70% |

60% ||

50% ||
38%

40% |

20% ||

10% - 5%

0%

79%

49%

O Educational institutions* websites
O Specific websites that provide information about studies in a range of educational institutions

O Various publications
O ,Open-door” days at educational institutions
O Other

Figure 16: Sources searched for information abouttadies in educational institutions

Comprehensiveness of provided informatiofhe abundance of provided information does
not guarantee its comprehensiveness. School gesltete a difficult choice to search and filter all
possible information about educational institutibesore they choose one.

In the question that asked to indicate the soudine¢ provided the most comprehensive
information related to studies in educational iugibns, the same (as of the previous questionyjans
choices were given and 49% of total respondentgeaigithat information presented the most
comprehensively could be found in educational tastins’ web sites. The second most popular
answer with a score of 27% was “open-door” events|e the rest of votes were allocated between
specific web sites and various publications scoeqggally 11% each.

Comparing the two above discussed questions welream a conclusion — though educational
institutions’ web sites were the top informatiomusze regarding the studies in educational instihsi
for 79% of respondents, only 49% find that theseb vétes contain the most comprehensive
information. That gives us couple of unsatisfiedras

Factors of influence.The choice of particular educational institutiorugially influenced by
many factors. Sometimes, an advice of a reliablesqre is much more valued than any other
information. Respondents were asked to score tpects that to their opinion make the greatest
influence on a choice to study in a particular edienal institution (see Figure 17).

Summarising the results we can say, that inforwnagirovided on the web site of particular
educational institution was given the highest ssafel0 and 9 just by 13% of respondents each. The
highest percentage of respondents (13%) gatheredn@rthe score of 8 and 5, both equally.
Recommendations by admission commission were tteageirrelevant as did not receive any high

scores by majority groups. Family members’ advigese valued more — 25% and 27% of respondents
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evaluated this aspect consequently 7 and 8 pdiniends’ advices were voted 8 by biggest group of

research participants (33%).

Information provided on the educational
2 institution‘s website and the general
image it creates

Recommendations by the admission

commission
3

Family members‘ advice
4 Friends' references

References about a particular
educational institution provided by
current students and alumni

6

Figure 17: Aspects, that make the greatest influercon a choice to study in a particular

educational institution (scores from 1 to 10)

The last aspect — references provided by curremdests and alumni has received the highest
evaluations in general, where the majority of 28% 25% of respondents scored this aspect being the
most important and influencing (consequently 9 adgoints).

Lithuanian and foreign students’ opinion regardihig question matched as foreign students
mostly rely on students’ or alumni references ab (meore than 50% of respondents gathered around
9 and 10 points).

Representing aspects on a web sikey educational institution is not just about ttedy
programmes. It is also about history and traditiqgpeople, science, achievements, campus, etc. All
these factors create a certain image which is camuoated to the public.

Figure 18 indicates that survey participants hakesen these aspects that represent an
educational institution on its web site the besttipipation in public projects (20%, 25%, 16%, 6%
respondents gave consequently 7, 8, 9 and 10 pagbatsicipation in international projects (6%, 25%
28%, 11% voted consequently 7, 8, 9, 10), inteonati partners and a number of studying foreign
students (a total 64% of respondents gave fouresigbcores), both study programmes and scientific
activity indicators received a great approval (@lt83% of respondents gave four top points in both
cases). Participants of this online survey were aiterested in educational institution's achievatae

(scientific and non scientific, in home country aatafoad), staff's achievements in home country and
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abroad and current students’ and alumni achievesriartiome country and abroad. The last aspect is
most probably important for school graduates, whe aot very sure how each of the study
programmes could be later used in career developar&hvalued in a real job market. Not just the
fact of obtaining a high degree diploma is impattént also the vision of possible opportunitigeda
Talking about aspects representing an educatiostétution on its web site and the results
provided by foreign respondents, it is worth memtig that a greater interest was expressed in:
traditions and creative activity, participation international projects, international partners and

number of foreign students, study programmes artdatitour.

35% -

30%

25%

20%

15%

10%

5%

0% -

Scores

—e— Educational institution's vision, mission and strategy
Educational institution's traditions and community‘s creative activity
Participation in public projects
Participation in international projects

—e— International partners and a number of studying foreign students
Study programmes

—e— Presentation of academic staff

—e— Indicators of scientific activity

—e— Educational institution‘s achievements

—e— Staff's achievements in home country and abroad

—=— Current students‘ and alumni achievements in home country and abroad
Possibility to view the educational institution and its campus with a help of virtual tour

Figure 18: Aspects that represent the educationahstitution on

its web site the best (scores from 1 to 10)

Summarising the block of questions regarding th@ae of particular educational institution

we once again remember that the prime source ofrirdtion was educational institutions web site
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where the information provided was supposed to Hee rhost comprehensive, although the most

important influencing factor on the decision westerences provided by current students and alumni.

2.2.4. High education internet marketing tools

Later in the research the questions were aimefintb out the usage of the educational
institution’s website, its relevant on-line senga@nd valued qualities.

The majority of respondents being asked how offtety connect to educational institution’s
website voted for couple times a week and coupdedia month, consequently gaining 28% and 33%
of votes. Only 5% of participants told that theyck the website dalily.

Relevance of online servicetn order to increase the effectiveness of a stutggss and
facilitate it an educational institution may coresidelocating some of its services from the form of
physical delivery to online delivery.

The most relevant on-line services that are abl@lehrough educational institution’s website
are displayed in Figure 19 (results of Lithuaniaspondents only).

100%
90% | 86%

92%

80% 75%

70%

59% .
60% 54% 5994

50% -

40% |
30% |

0 20%
20% -+

10% 1

0%

@ Possibility to ask and receive a reply by e-mail
Submitting various applications on-line

O Ordering various certificates on-line

O Paying educational fees on-line

O Viewing examination results on-line

O Viewing study schedules on-line

O Possibility to use online conspectus

O Possibility to take online examinations

g Library‘s online senices (viewing, ordering, renewal, etc.)

Figure 19: Most relevant educational institution‘sonline services

Viewing examination results and schedules, pd#silbd use online conspectus and library’s
online services were the top answers voted by thpnity of respondents, while the least popular
answer was taking online examinations (only 20%anfticipants found it relevant). The rest of the

online services reached just around the avera§@%frespondents’ interest.
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Foreign respondents expressed a slightly biggtarast in all answer options, although
greater interest was observed in possibility to askl receive a reply by email (86%), viewing
schedules (89%) and taking online examinations (43%

Important aspects of high education institution’sels site.Any visitor of any internet web
site forms a certain opinion about it. Whethesitveb site’s graphics, or a very convenient naiogat

it all reflects in visitor’'s satisfaction, or ondltontrary — irritation.

60% -

.
50%
40%
30% *
20%
/
10% =
0% A
1 2 3 4 5 6 7 8 9 10
Scores
—e— Informativeness of a website Comprehensiveness of provided information
Conciseness of provided information Constant update

—e— Image that it creates Colour pallet and graphical design

—e— Convenient navigation —e— Multilingual

—e— Security and privacy —ao— Interactivity

—=— Number of online senices
Figure 20: Aspects of educational institution‘s welsite, according their importance

Figure 20 let us observe an obvious tendency €sgmits Lithuanian respondents only) - all
listed educational institutions web site’s asp@&atse treated as rather important. Informativendéss o
web site, comprehensiveness of provided informa#iod constant update were voted as top three
answers (over 40% of respondents granted eacheohspects the highest score of 10 points). The
same aspects were chosen by the majority of forgigents, although few other like colour palled an
graphical design, image that a web site create#jlimgual option received a bigger amount of votes
(67%, 59% and 62% votes by respondents gatheredd& 9, and 10 points).
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Preferred types of rich mediaGoing further the research carried the focus oresyp
advertisement found on the Internet. The opiniogarding this question is rather important as
educational institution may possibly advertise litem certain web sites often visited by its target
customers to draw the traffic to its own web sibel aaise the interest about its services, espgciall
before the yearly admission period. The resulthefquestion show that there was no strong opinion
about the issue. The answers to mostly all questwere scattered across the scale, with no strong
preferences to one rich media type or another.

Brandmarks and poltergeists were considered tiettefe at all as the biggest percentage of
respondents gave these two types the majority @illest scores. Text links and both animated and
non animated banners were considered to be alittimore effective than other forms of rich media
(the highest score of 10 was granted by 10% and d@%equently).

The most effective type of advertisement foundttms Internet according to all respondents
was video ad, where the votes of 53% of respondssatiered from 7 to 10 points in the scale of
effectiveness.

Educational practice.Many study programmes in most educational insbist include
summer (sometimes longer) practice as a compulsonyponent of study programmes in order to
acquire some practical knowledge in a field of gtudniversities tend to provide just a token help f
students finding a placement by providing coupl@arfunities, which are far from enough for all
those who need. The question inquired about mésttefe way to find a placement for practice and

the results revealed the following numbers (Fidike

Adsin
Contacting gdu.cat.lon‘al
employers . |nst|tu_t|on s
directly, without virtual billboard;
intermediary 23%

parties; 45%

Specific job
search portals;
32%
Figure 21: The most effective way to find a placenmt for practice

It is now obvious, that students have moved tkaponsibility on themselves searching
specific job portals (32%) or contacting employdirectly without intermediary parties (45%).

Way to get university newduring the study process every student needs &p lkeclose
contact with his/her educational institution. Ajlpe of news and announcements regarding study
process or after-study activities have to be somvebommunicated to all of the students on time,
whether it is by hanging paper notes on the wallrotersity, short notice on the web site, o aniema

The majority of survey participants (40%) prefdrie possibility of news subscription, and
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just about the same number (38%) chose to fincgtim®uncement placed on educational institution’s
web site themselves.

Most relevant university newslalking about news, the further question askedptioout the
most relevant issues for every respondent (seed-R).

The answers provided by the respondents wereadélda@s following: the most relevant news
and the number one popular answer was informaggarding studies, scoring a total of 91% of all
voters; the second most popular answer was infeomaegarding new employment possibilities
(71%). This number let us insight the employmewbjem of young and inexperienced people and the
fact that they expect a grater communication amedgcational institutions and their business
partners. Department news and announcements, iatamregarding life of educational institution,
invitations to take part in community’s recreatibaetivities, competitions, seminars, various cesrs
news by international study centre all scored qlstut the average ranging from 38% to 57%.

100% 1 O91%
90%

80% 1 71%
70%

60%
50%
40%
30% -
20%
10% -

0% -

O57% 55%
49%

N
N
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38%

28%

18%

O Information regarding studies (timetables, deadlines, exam dates, etc.)

O Department news and announcements

O Information regarding life of educational institution (events, exhibitions, etc.)

O Invitations to take part in educational institution's recreational activities

O Invitations to take part in competitions, seminars, various courses, etc

O News by international study centre regarding participation in student exchange programmes
O News and announcements by study directorate

8 News and announcements by admission commission

O Information regarding new employment possibilities

Figure 22: Type of news most relevant to respondesit

Interactive presentation of a courselaking apart distant learning, a traditional study
process may be complemented by interactive onboés tthat usually are accepted by students with

bigger interest.
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The question about the effective methods of cosirsgeractive presentation was asked
having multiple possible answers and the opiniothefrespondents is pictured in Figure 23, whdre al
answer choices received a high interest gettingvenage of votes and more. But the absolute mgjorit

of 81% picked the use of teacher’s personal welisiteploading course material.

1 47%

1 55%

[ [ [
0% 10% 20% 30% 40% 50% 60% 70% 80% 90%

| 81%

| 62%

O Delivering course content with a help of visual means

O Online tests

o Course material uploaded on teacher's personal website
O Student-teacher communication by email

Figure 23: Preferred methods of interactive presertion of the course

Online discussion clubsThe appearance of new communication channels atlkoas have
influenced the way people interact with each othrepersonal, work, and educational issues as well.
The internet and various discussion clubs and ferugather the communities sharing mutual
experiences together. People discuss there relgrabtems, share experiences, and give advice to
other. This word-of-mouth information is valuablg @veryone is sharing personal experiences anc
opinions.

6% Ol am an active participant, because this is a great

opportunity to share experience and talk ower relevant
30%  questions

O | would participate in such discussions, but they are not
supported by educational institution‘'s website

O Student discussion clubs are supported by educational
64% institution‘s website, but | do not participate there

Figure 24: Participation in discussion clubs

Figure 24 presented above shows that almost tinast{64%) do not participate in discussion
clubs supported by educational institution’s web,swhile the rest 36% split into 6% of those whe a
active participators and 30% of unsatisfied uset® wvould be willing to participate in such
discussion clubs, but they are not supported ktuienal web sites.

Online ratings. Time to time most of educational institutions ariga various ratings where

respondents express their opinion about qualitystaflies, personal experiences with educational
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institution, effectiveness and importance of stydggrammes. On-line ratings are an easy form to
execute them, usually uploaded in educational tuigins web site or distributed to all target
audiences through other channels, like email.

Half of the respondents (52%) confessed thesagaie not relevant to them and thus are
being skipped. Only one fifth of the respondentd they participate in ratings, although few ofrthe
(11%) complained ratings are rather rare.

Online questionnairesA questionnaire is a type of survey often usedrany students in
order to collect relevant data for graduation theStudents forward them by email to friends, osmo
often upload on specific web sites. A shortcut ladse web sites is that they contain thousands of
shorter or longer questionnaires uploaded by iddigis or companies, where a certain questionraire i
easily lost to accidental visitor.

The majority of respondents agreed on the fadtghalent questionnaires could be uploaded
on educational institutions website. 66% of suryggrticipants thought that by uploading the
guestionnaires conveniently on institutions webstigdents would be able to help each other (see
Figure 25), but 27% were positive about the fawit those survey questionnaires could be uploadec

on specific web sites.

O That's fine, these surwey questionnaires would let

027%
students help each other

O It is not necessary to burden educational institution‘s

7 0 66% website by them

0,
O7% O It would be better if these questionnaires were uploaded
on specific websites

Figure 25: Students’ survey questionnaires on the @b site of educational institution

Paying fees on-line.An administrative service of paying university $een-line is an
important aspect to many students nowadays. Onpltyenent history, managing of fees, direct links
to internet banking are the features that make paymrocedures easier and faster. Being asked if
respondents use those links to internet bankintesys 28% of all told they did not pay for their
studies. From the rest of 72% of those paying, d@®96 were using the links, while 13% of
respondents complained there were no direct liokkeir internet banking systems.

Online social networking.Social networking — is the way 2tentury communicates now.
While actual distances between people grow, keeipitggnet relationships becomes more important.
Social networking websites function like an onlic@mmunity of internet users. Depending on the
website in question, many of these online commumgmbers share common interests or hobbies.
Members of social networks are able to see thieindis’ status, make comments and much more. This

is a kind of permission marketing — become my ftiemd get the latest news about me. This is the
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reason social networking web sites are being usgdonly by individuals, but by all types of
organizations, companies, brands, etc.

The fact, that social networking is very populaswagain approved by survey results (see
Figure 26), where only 3% of all respondents caddsthey were not members of any online social

networking web sites.
3%

37%

O Yes, though | am not an active member
O Yes, sometimes | upload personal information, make comments on other members' information
O Yes, | am an active member

O No, | am not a member of such type of social networks

Figure 26: Participation in online social networking

The rest of 97% were either rather inactive, &t very active members of online social
networking web sites. This information gives sonmeeKground for consideration of information
related to educational institution sharing on dooetworking web sites. As these sites are being
treated by the majority as friendly and fun (voamt participation), the acceptance of information
provided there could be higher.

Summarising survey results we can now draw a ghddre of an average respondent who is
a woman currently studying bachelor or master degrel spending more than 5 hours a day searching
on the Internet for information relating leisunmé, studies and work.

According to survey results we are able to corelicit educational institution’s web site is a
top information source for many respondents inaceof information regarding studies, although a
decent amount of them confessed that web sites weteas great in respect of information
comprehensiveness.

The top answer to the question of the most imporitafluencing factors voted by both
Lithuanian and foreign students was referencesigedvby current students and alumni. Friends’
references were valued more than family’s advige] the information provided on educational
institution’s web site did not make any difference.

Later on, the opinion of local and foreign respamtd diverged. Viewing examination results
and schedules, possibility to use online conspeaaislibrary’s online services were the top answers
voted by the majority of Lithuanian respondentse Tast of the online services reached just around

the average of total respondents’ interest. A flijgbigger interest by foreign respondents were
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observed in such options as possibility to ask raceive a reply by email, viewing schedules on-line
and taking online examinations. The reason of toigld be the faster development of internet and
information technologies in foreign countries thad an influence in the field of high education as
well.

All listed educational institutions web site’s asfs were treated as rather important.
Informativeness of a web site, comprehensivenegsmfided information and constant update were
voted as the top three. The same aspects wererchgtbhe majority of foreign students, although few
other like colour pallet and graphical design, imdgat a web site creates and multilingual option
received a bigger amount of votes.

Talking about rich media forms, the most effectiype of advertisement found on the
Internet according to all respondents was videdAficbther answers scattered across the scale.

Later in the research the respondents were askegpress their opinion about educational
practice and an effective method to find a positibinecame obvious, that students have moved that
responsibility on themselves searching specific poltals or contacting employers directly without
intermediary parties.

University news and announcements were prefeodaetordered by news subscription by
majority of respondents, and just about the sammeben chose to find the announcement placed on
educational institution’s web site themselves.

The answers regarding relevant news provided byeguparticipants were allocated as
following: the most relevant news and the numbes popular answer was information regarding
studies, followed by information regarding new eayphent possibilities. This reflection emphasizes
the employment problem of young and inexperiencedpfe and the fact that they expect a grater
communication among educational institutions aneirtfbusiness partners. Department news and
announcements, information regarding life of edocal institution, invitations to take part in
community’s recreational activities, competitiosgminars, various courses, news by international
study centre all scored just about the average.

According to survey results the interactive présegon of a study course was approved by
most of respondents, where all interaction methredsived averagely half of votes and more with the
use of teacher’s personal website for uploadingsmmaterial being the top choice.

The next block of related questions inquired gp@endents participate in student discussion
clubs or various ratings. The results show thatalnwo thirds do not participate in discussiorbslu
supported by educational institution’s web site,ilevithe rest split into those who are active
participators and few unsatisfied users who wouwddnllling to participate in such discussion clubs,

but they are not supported by institutional webssitHalf of the respondents confessed rating are no
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relevant to them and thus are being skipped. Oné/fdth of the respondents told they participate i
ratings.

The majority of respondents agreed on the fadtghalent questionnaires could be uploaded
on educational institutions web site and thought thy uploading the questionnaires on institutions
website students would be able to help each otbee third was positive about the fact, that those
survey guestionnaires could be uploaded on spetdiT sites.

Being asked if respondents use the links from atiloical institution web site to internet
banking systems, around one third of all told tded not pay for their studies. From the rest of two
thirds, few were using the links, while the restegpondents complained there were no direct lioks
their internet banking systems.

The fact, that social networking is very populaswagain approved by survey results where
absolute majority of all survey participants weremters of at least one social networking web site.
Considering the fact that social networking welessiire being successfully exploited for among
businesses as well, educational institutions mag ke into account sharing related information on
these web sites. As these sites are being treatetthé majority as friendly and fun (voluntary

participation), the acceptance of information pded there could be higher.

2.3. DEVELOPING AN E-MARKETING MODEL FOR HIGH EDUCA TION INSTITUTION
INSTITUTION

After receiving the research results, we can aggrao the essence of this master degree
thesis — a creation of an internet marketing mddel high education institution. The research
examined various dimensions of high education tutsbn web site - its importance as a source of
information about high education institutions aheit primary service, most important aspects of a
web site regarding content, technical qualitiesvisual presentation, the use of a high education
institution web site for customer service purpasdscating the preferred ones from physical toualt
delivery and the effective community pull tools. eThesearch respondents expressed their opinior
regarding all questions favouring some of them,levbimitting the others. According this opinion an
internet marketing model for high education insiitn was composed (see Figure 26).

There are many stakeholder groups of an educdtiosstution. Every group probably
expects to find some sort of relevant informatiorservice dedicated specifically for it. That makes
the web site a very complex system and hard toritbesdt is easier to split it into the blocks amtiog
the target users who have similar interests anteqmeces. Our proposed model concentrates on the
most important target group of high education -viserconsumers — students (both prospective and
current). The model represents all type of intemarketing tools and options that are grouped into
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blocks according web site goals they help to achiebhe most important goals of educational
institution’s web site, which are directed to bptispective and current students, are:

v/ To attract prospective students and to provide thefficient information;

v’ Effective customer service;

v" To build a community.
These goals were combined with the web site sudaetsrs of content quality, technical quality,
service quality and online community and laterha work will be discussed separately. Two goals of
attracting prospective students and providing mfation will be discussed together, although in the
model they are displayed separately.
Attract prospective students and provide sufficiafdrmation.A high educational institution as well
as any other commercial or non commercial establstt is nothing without its consumers, or in our
case — students. The decision about a certairiutisti is not accidental or occasional, as it does
induce the need for the service, but the need eerikom a person him-/herself based on his/hers
personal social background and motivation. The sieei is usually carefully thought through
evaluating various options and facts. Taking irdocaint the spread of Internet users among teenagers
it is not a surprise educational web sites arepifmary search source for information. This is the
reason one of the goals of a web site is attragiotgntial customers and providing information. sThi
section is split into two groups of content andhbtEchnical and visual means. According to survey
results the content is more important, as respdsdeached an agreement that such factors as stud
programmes, scientific activity, participation inlgic and international projects and the rest fittw
group are well representing.It is important to nmamthat both university, staff, current studemsl a
alumni achievements were treated as important nmition, based on that future students make
assumptions about quality of studies, and the véhey create. Every student wants to become a
member of an educational community that has sttoadjtions, is active, innovative, resourceful, and
competent in the fields of study, a strong playehigh education market. Achievements increase
value and image; they are something that has shbated out loud. A university that raises students
who able to compete locally and globally has nahim want more. A university graduate, who has
gained strong and competent knowledge and is ab&ehieve personal career goals has nothing to
want more, but is satisfied with a “purchase”.

A very useful fact about the research is schoablgates’ reliance on current students and
alumni reference as a major influencing factor actision making about a certain educational
institution. This can be successfully exploitedlagh education’s institutions web site as reference
provided by “happy users”, thus these referencesidvbe treated as reliable, not occasionally found

anywhere on a random Internet web site.
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High education institution’s web site success facte

Visual and technica

Content

Service

Community

A

High education
institution

v

Internet web site

A

v

Web site goals

A\ 4
Attract

Multilingual,
Colour pallet and graphical design;
Convenient navigation;

Rich media forms (banners, text links, video ads);
Interactivity;

Security;

Virtual tour.

A
A 4

A 4

Provide information

Study programmes;

Traditions and community‘s creative activity;
Indicators of scientific activity;

Presentation of academic staff;

References provided by current students and alumnis

University, staff, current students’ and alumni
achievements in home country and abroad;
Participation in public projects;

Participation in international projects;

International partners and a number of studyingifpr
students.

R

\4
Provide customer service

Communication by email,

Department news;

News'subscription and announcements on the wep
New employment possibilities;

Ordering certificates online;

A 4

site

Viewing examination results on-line;
Viewing study schedules on-line;
Online tests and examinations;
Library‘s online services;

Online conspectus;

Links to online banking systems;
Personal web sites of academic staff.

A
A 4

A 4
Build
community

Announcements about educational institution‘s docid
life (events, exhibitions, etc.) and recreatioraivity;

|

Online surveys;
Virtual social networks.

Figure 27:

——
Internet marketing tools and means

A 4

High education institution internet marketing model (provided by author)
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Few of the content options should be intentiondliected towards foreign students from abroad.
Participation in international projects, active labbration with foreign partners for scientific and
educational purposes have been long ago acknowleagestrong and advantageous factors for any
educational institution. Students all over the per@nd the rest of the world are getting more and
more active enrolling in various student exchanggm@mmes, internships every year. Clearly defined
study options, indicators of scientific activityymber of studying foreign students all help to cdeis

a certain educational institution as a solid optitinis worth mentioning, that foreign students
participate in exchange programmes with the goalamby to gain educational experience in guest
country, but to explore it, get involved in varictidtural and recreational activities as well.

A second block of means that help attract andrimfgotential customers, is named as
technical and visual, because they deal with sege@s as navigation, colour pallet and graphics,
interactive options, etc. The need for the web ®itdoe rather dynamic than static with ordinary
presentation of facts and figures has been mukbdalbout by various experts. Meaningfully selected
background colours and graphical presentation esghtre image and brand of educational institution
in the web presence. Psychological contiguitiesveen colours and impressions are able to enhance
the message of being dynamic, revolutionary, intiegaprofessional, leading, fun, friendly, etccRi
media forms may successfully be exploited on eduowal institution’s website as well in terms of
content presentation (for example video shootdjerathan any type of advertising that they are
primarily associated with. Another important fadg®convenient navigation.

Any educational institution has a lot of infornmatito share with its stakeholders of any kind.
All this information could be successfully commuatied through the web site with a help of
convenient and logically grounded navigation. Natign has to follow a natural human mind-flow
ensuring any visitor easily finds expected inforiorat

Another reasonable aspect is a possibility to velrcational institution and its campus with
a help of virtual tour, whether presented in formigpictures or video. Home country students ate ab
to attend “open day” events to get the feeling vehaniversity is like, while foreigners have toyreh
the impression formed on the web. Maps, locatianldings, hostels, local infrastructure are the
factors that count.

Provide customer servicé&nother block of means is related to customeriseractivities. Efficient
customer service in both real and virtual world§psdo enhance loyalty, increase satisfaction and
guarantees effective collaboration between interggbarties. High education institution has a wide
range of administration services that are ofteivdedd physically. The research results revealeddh
options that respondents considered to be effeotiviine. An internet marketing model includes such
administrative services as communication by embdtween department and students), ordering

certificates on-line, receiving announcements mdiggr studies, new employment possibilities.
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Delivering all of these services virtually an ediumaal institution is able to increase productiviay
customer (student) service administration. Nowadagg information update is expected to be
appearing first virtually and can be accessed famy location. That guarantees increased notifinatio
of customers about any changes, novelties, etc.

Few of the online services from the block are fmssas self-services, or own profile
administration. Students prefer to view examinatiesults or study schedules online, pay fees using
links to online banking systems, use library’s palservice administrating their orders or usingnenl
conspectus.

An interaction between a student and a teachertain communication aspects — should be
moved to the web through personal web sites of eanad staff. It is convenient to upload study
material, useful links or interesting facts. A teac can at any time replace, renew or supplement
information that can at any time be easily accessedtudents. Online tests are convenient way of
preparation to examinations where every studentcback the level of knowledge or discover gaps.
The general information regarding study programmeeguirements should be able to answer all
predictable questions that may arise, in order ifmmze unnecessary communication by emails. It is
time-consuming task at the beginning, but latemigase in communication process.

Build communityAs notion before was made, that every high edaatistitution is not only about
programmes but about people as well. The consumptiol delivery of a service determine long-term
relationship development between service providerd consumers, or separately among service
consumers themselves. Sometimes few relationshipdlifa-long. Stronger relationships increase
sense of involvement and important community member

There are many interest groups at educationaltutish that can be divided regarding
scientific activity or let's say hobbies. If notettphysical, then at least virtual share of ideas or
knowledge has to be secured. With a help of ordmaal networking web sites, which according to
survey results are extremely popular, the commtinicaamong group members can effectively take
place. A university department may have its virtaetount, where all members, both teachers and
students, could share interesting information,diok announcements to future events related td fiel
of study. New group members will be able to joichegear with every new enrolment bringing some
fresh ideas.

An educational institution usually engages in saype of social life that survey participants
were interested in. Various events like exhibitjooslebrations, or recreational activities takecela
The success of them is guaranteed not only by>aaugion, but by attendance as well. The message
should be spread to gather community members tegéthcelebrate one or another occasion and

share mutual impressions.
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Another aspect that received a great interestlaunslis a part of the internet marketing model
is online surveys uploaded on the web site of etluza institution. Students at any degree levekfa
the need to perform some kind of research. Althotngine are specific web sites for these purposes,
students thought it would be great to help eaclerothmembers from the same community, let it be
another department, but at least the same eduahiistitution, and not to get lost in abundance of
online surveys.

The proposed internet marketing model for an eiilutal institution concentrates on
examining the purposes of an educational web giégticularly basic four — attract and inform
prospective and current students, deliver efficmrgtomer service and build an online community. It
lists all possible means that help to achieve tlyusds, based on previously executed opinion survey
The main emphasis were put to find out the reasdrysone or another educational institution is being
chosen, what form of communication students prafer what they expect from a web site in regard to
help them achieving their goals and satisfying seed

A proposed internet marketing model for an edocaii institution that is based on student
expectations and is believed to help high educamanketing specialists to exploit the opportunities
provided by information and communication techna@sgincrease the efficiency of communication
between an educational institution and its targstamers and to achieve a competitive advantage ir

the sector among other educational institutions.
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Conclusions

Marketing on the Internet has become one of thet mifsctive methods to attract customers and
build relationships with them.

. The number of internet marketing communicationgaslconstantly growing every day and there
IS no common agreement how these tools should beedhaand what amount of them used, but
scientific literature summarized them under fousibacategories of internet advertising, public
relations, sales promotion and direct marketing.

. Some of the internet marketing tools are very sssfcé reaching specific goals for a company,
like increasing sales, or raising product and brawdreness, but an internet web site is generally
considered to be a most powerful communication foolbringing multiple benefits for every
company, as agreed by many internet marketing algsi A web site may have multiple goals:
boost sales, increase brand awareness, providemafion and customer service. In order to
implement these or any other goals, the activiteds web site development should be
interconnected with them, a clearly defined visama benefits that are being sought.

. To understand the factors that impact the effentgs of the web site better, it is useful to réder
information systems and the studies that examieetfectiveness of information technologies and
the adoption of new information systems by an ogion.

Many theoretical models have been proposed for mnegssuccess of information systems or web
site success factors and the most commonly memtiaiements are these: system quality,
information quality and service quality. Regardihg web site of high education institution it is
important to incorporate one more element of comtguMany high education institution’s
stakeholder groups form an academic community, thw&tual environment has to strengthen
those relationships as well.

. The problem is that many web sites nowadays anmegbesed only as online brochures, or are
company orientated without customer approach. Maygpanies create corporate web sites that
basically say what these companies want to sateadsof executing them in such a way — that
every target visitor could find what he/she waot&row. It is important to find out how web sites
of educational institutions are perceived by profipe and current students, analyse their
importance and find out the most suitable solutitmsncrease quality of communication and
satisfaction of their users.

. A survey, which was executed online, aimed to exangrospective and current (Lithuanian and
foreign) students’ opinion about the use and effeoess of internet marketing tools on

educational institution‘s website.
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8. The survey results showed that an average respomdena woman (66%) currently studying
bachelor (38%) or master degree (41%), spendind@es on the Internet daily (84%) searching
information related to leisure (93%), studies (898 work (77%). The significance of high
education institution web site in the context afoarce of providing information was proved by 79
% of survey respondents, although a decent amanfessed that web sites were not as great in
respect of information comprehensiveness. The mgsdrtant influencing factors on a decision of
a certain educational institution were referenaesiged by current students and alumni (53% - 9
and 10 points). The most relevant online servicesewviewing examination results (86%) and
schedules (75%), possibility to use online conaEe¢92%) and library’s online services (74%),
while the rest reached just around the averageidiorespondents were interested in such options
as possibility to ask and receive a reply by erf@iP6) and taking online examinations (43%). All
listed educational institutions web site’s aspeatse treated as rather important - informativeness
of a web site, comprehensiveness of provided inddion and constant update (over 40% each)
were chosen by the most of survey participantseigaorstudents added few more as colour pallet
and graphical design, image that a web site cremteslanguage option. According to survey
respondents an educational web site should considdr aspects as employing rich media forms,
provide news subscription possibilities (40%), ening study programmes by interactive
presentation (81%), uploading questionnaires (66i##s to online banking systems and building
communities via social networks (97%). Participampsed out to receive such type of university
news: information regarding studies (91%), new @wyplent possibilities (71%), department news
and announcements (57%). Information regardingaifeducational institution, invitations to take
part in community’s recreational activities, compehs, seminars, various courses, news by
international study centre all scored just aboeataherage.

9. The proposed model represents all type of intemmatketing tools and options that are grouped
into blocks according web site goals they helpdioieve. The most important goals of educational
institution’s web site, which are directed to bgitospective and current students, are: attract
prospective students and to provide them sufficiefbrmation; provide effective customer
service; support community relations. The model loioies these goals with the web site success
factors of content quality, technical quality, Seevquality and online community.

10.The proposed model should help high education niakepecialists to exploit the opportunities
provided by information and communication technaseg increase the efficiency of
communication between an educational institutionl @8 target customers and to achieve a

competitive advantage in the sector among othecaaunal institutions.
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APPENDIX A

Studenty nuomonés tyrimo apie internetinio marketingo priemoniy efektyvuma

bei naudojima universiteto interneto svetairéje anketa

1. Internetu naudojatés:
a) Daugiau nei 5val/diep
b) 3-5 val/dien;
c) 1-3 val/dien;
d) 0,5-1 val/dien;
e) Maziau nei 0,5 val/dien
2. Internetu informacijos ieSkote (galimi keli variantai):
a) Darbui;
b) Mokslui;
c) Laisvalaikiui;
d) Pramogoms;
e) Kita.
3. Informacijos apie studijas Lietuvos auksStosiose mokklose ieSkojote (galimi keli variantai):
a) Aukstyju mokykly interneto svetaisse;
b) Interneto svetaitse teikiaiose informaci apie studijas daugelyje aul@t mokykly
c) Spaudos leidiniuose;
d) Aukstyjy mokykly organizuojamuose “Atvir duny” renginiuose;
e) Kita.
4. Juasy manymu iSsamiausia informacija apie studijas auk&tsiose mokyklose pateikiama
(pasirinkite vieng variantg):
a) AuksStyju mokykly interneto svetaitse;
b) Interneto svetaitse teikiadiose informach apie studijas daugelyje aulggt mokykly;
c) Spaudos leidiniuose;
d) “Atvir y duny” renginiy metu;
e) Kita.
5. Kas Jasy manymu daro didziausg jtaka apsisprendimui studijuoti konkrecioje aukstojoje
mokykloje? Jvertinkite balais nuo 1 iki 10 (10 — daro didziausa jtaka):
a) Aukstosios mokyklos interneto svetéim pateikta informacija bei jos sukurtasizdis;

b) AuksStosios mokyklos pkmimo komisijos patarimai;



APPENDIX A (continued)

c) Seimos patarimai;
d) Draug; rekomendacijos;
e) Esamy studeni bei absolvent atsiliepimai apie konkeea aukSaja mokykla.
6. [vertinkite balais nuo 1 iki 10 aspektus, kurie repezentuop auksStaja mokykla jos interneto
svetairgje (10 — reprezentuoja geriausiai):
a) Aukstosios mokyklos vizija, misija ir strategija;
b) Aukstosios mokyklos tradicijos bei bendruoregkiirybiné veikla;
c) Dalyvavimas visuomeniniuose projektuose;
d) Dalyvavimas tarptautiniuose projektuose;
e) Tarptautiniai aukStosios mokyklos partneriai badgtiojartiy uzsienio studentskatius;
f) Studijy prograny aprasymai;
g) Pedagoginio personalo pristatymas;
h) Mokslinés veiklos rodikliai;
i) Universiteto laingjimai (mokslirgje bei kitoje veikloje Lietuvoje ir uzsienyje);
J) Universiteto darbuotgjlaiméjimai Lietuvoje ir uzsienyje;
k) Absolvent; bei esam studeng pasiekimai Lietuvoje ir uzsienyje;
[) Galimyke apziiréti universited ir universiteto miestglirtualaus turo pagalba.
7. Ar daznai tenka prisijungti prie aukstosios mokyklos interneto svetairés?
a) Kasdien;
b) Kelis kartus per savait
c) Karta per savai;
d) Kelis kartus per rines;
e) Retiau nei karg per nénes.
8. Kokios aukstosios mokyklos e-paslaugos Jums yra akdlios? (galimi keli variantai)
a) Galimyke paklausti ir gauti atsakysrel. pastu;
b) Ivairiy prasSyny pildymas el. bdu;
c) Pazymy uzsakymas internetu;
d) Imokos uz mokslinternetu;
e) Egzamim rezultat; perziira internetu;
f) Paskait tvarkarasio perziira internetu;
g) Galimyke naudotis dstom; dalyky e-konspektais;
h) Galimyke laikyti egzamin el. bidu;

i) Bibliotekos e-paslaugos (peii£a, uzsakymas, termirpratsimas ir kt.).



APPENDIX A (continued)

9. Jvertinkite Siy aukStosios mokyklos interneto svetaies aspekiy svarbuma balais (nuo 1 iki
10, 10 — svarbiausias):
a) Svetaires informatyvumas;
b) Pateikiamos informacijos iSsamumas;
c) Pateikiamos informacijos glaustumas bei konkretymas
d) Pateikiamos informacijos naujumas;
e) Sukuriamas aukstosios mokyklpsizdis;
f) Svetaires spalvinis bei grafinis dizainas;
g) Paprasta bei patogi navigacija;
h) Daugiakalbyst;
i) Saugumas bei privatumas;
]) Svetaires interaktyvumas;
k) E-paslaug skatius.
10.Jvertinkite praturtint y reklamos formy efektyvuma balais (nuo 1 iki 10, 10 — efektyviausia):
a) Animuotos bei neanimuotos reklardgjuostos;
b) Animuoti ir neanimuoti dideli grafiniai reklaminiakydeliai;
c) Tekstires reklamos nuorodos;
d) Videoreklama;
e) Reklama interneto svetaipfone (watermark);
f) Pilnaekrag animuota uzsklanda (poltergeist);
g) Animuotos uzsklandos (floating ad);
h) Didéjantys reklaminiai skydeliai (flash-expanding baddrd);
i) Animuoti, dalinai turin uzdengiantys skydeliai (brandmark).
11.Koks Jiasy nuomone yra pats efektyviausias #idas studijy praktikos vietai susirasti?
a) Aukstosios mokyklos virtuali skelbimlenta;
b) Specializuotos darbo paieSkos sveigjn
c) Pasiilymy siuntimas darbdaviams el.pasStu tiesiogiai be namgi.
12.Kokiu badu norétuméte biti informuojami apie aukstosios mokyklos naujienas?
a) Skelbimai aukstosios mokyklos interneto sveign
b) El. paStu prenumeruojamos naujienos;
c) Tiesiogiai siudiamos naujienos el. pastu.
13. Kokios aukstosios mokyklos naujienos Jums yra aktueps? (galimi keli variantai):

a) Informacija susijusi su studijomis (tvarkaraStesntinai, egzamip datos ir t.t.);
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b) Katedm naujienos bei praneSimai;
¢) Informacija susijusi su aukstosios mokyklos gyveanifrenginiai, parodos, ir t.t.);
d) Kvietimai dalyvauti aukstosios mokyklos bendruogspramogigje veikloje;
e) Informacija susijusi su aukstosios mokyklo&stytoju, studeni pasiekimais bei laigjimais
tiek Lietuvoje, tiek uzsienyje;
f) Informacija skatinanti dalyvauivairiuose konkursuose, kursuose, seminaruose; ir t.t
g) Uzsienio rySy direkcijos naujienos bei skelbimai sgssu galimyldmis dalyvauti student
mainy programose uzsienyje;
h) Mokslo direkcijos naujienos bei skelbimai;
i) Priemimo komisijos naujienos bei skelbimai;
]) Informacija susijusi su naujomjsidarbinimo galimybmis.
14.Kokie interaktyv ais destomo studijy dalyko pateikimo badai Jiasy nuomone yra efektyvis?
(galimi keli variantai)
a) Déstytojo-studento bendravimas el. pastu;
b) Déstytojo asmeniée svetaigje talpinama éstomo dalyko medziaga,
c) Déstomo dalyko bandomieji egzamino testai;
d) Déstomo dalyko turinio pateikimas vizuatimis priemogmis (filmuotas interviu,
dokumentinio filmo iStrauka, reklamos pavyzdyd,tiy;
15.Kokia Jusy nuomonré apie aukstosios mokyklos studemt diskusijy klubus?
a) Dalyvauju diskusijose, nes jose galima pasisenkst@sni studend patirties bei aptarti
aktualius klausimus;
b) Dalyvawiau tokiuose klubuose,d@u aukstosios mokyklos svetaijy nepalaiko.
c) Aukstosios mokyklos svetairpalaiko studentdiskusip klubus, t&iau juose nedalyvauju.
16. Ar dalyvaujate aukStosios mokyklos organizuojamuosgvairaus pobiadzio reitinguose?
a) Taip, megstu iSreiksti savo nuomerstudijy kokybés bei kitais klausimais;
b) Dalyvauju, t&iau tokio poladzio nuomoni tyrimai yra labai reti;
c) Dalyvauiau, t&iau tokiy reitingy aukstoji mokykla neorganizuoja arba jie yra neglaisti;
d) Nedalyvauju, man neaktualu.
17.Kaip vertintum éte aukStosios mokyklos interneto svetaije talpinamas studenyy vykdomy
apklausy anketas?
a) Gerai, vykdom apklaus anket; baz leisty studentams p&tl vieni kitiems;
b) Nehitina jomis apkrauti aukStosios mokyklos internetetaires;

c) Apklausas galima vykdyti per Sios paskirties spextiatas svetaines.
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18. Ar naudojat és tiesiogine nuoroda iS aukstosios mokyklos interte svetairés j banko
apmokeéjim y sisteny?
a) Ne, nemoku uz moks|
b) Taip, tai patogusimas susimaodti uz moksk;
c) Naudaiausi, t&iau rera nuorodog mano banko apmeékmo sistema;
d) Ne, uz studijas sumoku kitu man priimtintico.
19. Ar esate prisiregistraves prie virtualiy socialiniy tinkl gy (tokiu kaip Facebook, Twitter, Flickr,
LinkedIn ir kt.)?
a) Taip, t&iau nesu aktyvus narys;
b) Taip, retkaéiais talpinu atnaujintinformacip apie save, komentuoju kihary pateikiam
informacip;
c) Taip, esu aktyvus narys;
d) Ne, nesiregistruoju tokio padzio svetaidse.
20.Jus esate:
a) Vyras;
b) Moteris.
21.Jus studijuojate/mokoteés:
a) Bakalauro studijose;
b) Magistraftiros studijose;
c) Doktorantiros studijose;
d) Esu moksleivis;

e) Nei mokausi, nei studijuoju.



