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Introduction
As the development of Internet usage has experienced transformations particularly in the area of expectations of organisations for creating value within a supply chain allows B2B businesses to extend their relationships with customers, suppliers, retailers, brokers, co-producers, employees and shareholders. These relationships are characterized personalised and the development of such personalised relationships is a key goal of marketing, because they tend to be more sustainable (Kalacota and Robinson 1999).  Therefore, Business to Business e - marketing has received widespread attention as one of the key drivers in sustaining an organization’s competitive advantage providing obvious benefits such as the ability to carry out transactions around the world, and also increase confidence of business partners due to their online transaction ability (Ratnasingam and Pavlou 2003). 

 During the last ten years, e- marketing literature has increased dramatically as a result of the rapid adoption of internet facilities in marketing practice. Some scholars have argued that the internet has created a new marketing arena, by moving organisations closer to their customers. In the world of e-marketing, success is defined by the firm’s ability to build long-term customer relationships that bring value to the customers and stakeholders and sustain profitability to the organization. Technology alone cannot provide a magic solution that will immediately resolve all e-marketing challenges. World wide companies can exploit e-marketing successfully by investing in a combination of innovative implementations of technology business process enhancements and organizational changes that are part of an overall e-marketing strategy.

Business to Business (B2B) e- marketing includes the use of all three forms of e-commerce (Internet, Intranet and Extranet) for purchasing goods and services, buying information and consulting services, as well as submitting requests for proposals and receiving proposals, (Kalakota and Robinson 1997). The B2B Internet based technologies provide effective and efficient ways, through which corporate buyers can gather information rapidly about available products and services, evaluate and negotiate with suppliers, implement order fulfilment over communication links and access post-sales services. From the supplier’s side, marketing, sales, and service information is also readily gathered from customers (Zinchan 2002). This application of Internet-based systems for improving the supply chain performance forms the basis of B2B e-commerce. The pace of change in this area has been rapid, making it difficult for companies to examine thoroughly the advantages and disadvantages of different ways of managing inter-firm relationships.
Despite the fact that the Internet can enhance relationships it can also have a detrimental effect on them if the appropriate strategy is not applied. B2B Internet usage is growing in popularity for many reasons, ranging from cost savings to gaining benefits in the value chain. 

The B2B activities have been grown last decade and r recently it has been estimated that the value of B2B e- Commerce activities for the year 2005 will reach approximately $5.4 trillion, indicating that a third of all B2B purchases will have been carried out online (Wright, 2004). Therefore B2B markets  are expected to dominate the world of online trading.

As a result, European Information Technology Observatory (Ε.Ι.Τ.Ο.) estimates in 2004, that transactions would reach $2.9 trillion by the end of 2007. There is a growing trend for some companies to refuse to transact with companies that do not use web facilities in their operations which shows the importance of using Internet facilities in a Business to Business relationship (Furnell and Karwenti 1999).
The above statistical elements show the extent of development of B2B firms. Consequently companies in order to retain a sustainable competitive advantage in relation to e-commerce according to (Bondra and Davis 1996) they take into considerations five marketing strategies that can help them:                                                             
• Actively collaborating with supply chain partners

• Extending the company’s reach up and down the supply chain

• Changing the supply chain flow path

• Growing revenue

• Transforming capabilities into new business.

Most of these elements involve benefits relating to the supply chain and are therefore most needed when assessing Business-to-Business relationships.
The way through which a business addresses each of these e-marketing strategies has an impact on its B2B relationships and it is therefore important that such strategies are sufficiently assessed by the organisation. 

What is E-Marketing? 

The world of marketing is evolving (Brady, Saren & Tzokas 1999; Kotler 2000) with many changes being driven by information technology (Griffith & Palmer 1999; Peters 1998; Gabbott & Colgate 1999).   Indeed, information and network-based systems may herald  a  ‘new  economy’  that  is  changing  the  way  business  is  conducted  (DePrince, Albert  &  Ford  1999,  p.  34).Underlying these new  initiatives  is  the  challenge  to traditional mindsets and business principles (Porter, M. 2001; Walsh & Godfrey 2000).

In the new electronic era e-marketing has shaped a new policy since new marketing elements of the new e-marketing mix modulate a well informed customer. This new situation involves a lot of risks for the company because of the plethora of information that a customer can receive fro products /services. Then customer can easily change his agreement for a product/service and in this case the firm can loose the customer. 

Therefore firms must develop a strong relationship in order to retain loyal customer. These relationships in order to be global the only route is to be shaped to e-relationships.

This challenge to current business practice has been so dramatic that a new vocabulary has been required to describe both the process and outcomes (Dussault 2001).  Different  terms  have  been  used  interchangeably  in  the  literature  to  discuss  these  new  ways  of doing  business. In  particular,  there  is  confusion  about  the  concepts  of  electronic marketing (e-marketing), electronic business (e-business) and electronic commerce (e- commerce).
Thus  the clarification  of  the  meanings  of  these  three  concepts  is undertaken and justifies where internet marketing fits within them.
In order to be achieved the transition from traditional marketing to e-marketing between the companies web-based interactions are essentially formed of digitally networked interactions. The scope of E-Marketing, therefore, includes the tools that facilitate digitally networked interactions and interactive environments between the companies and individuals.  
At the early history of marketing thought, marketing was conceptualized to focus on exchange. However recently there are at least two broad trends that can be used to suggest that the exchange paradigm is a limiting way of characterizing E-Marketing. 
Firstly, since the 1990’s marketing theory has moved towards the relational exchange paradigm. This is because marketing traditionally overemphasized customer acquisition as compared to customer retention. There is evidence however to show that a strong economic benefit can be made from the loyalty effect that stems from customer retention. As (Hollensen,2001) states the transaction marketing is part of a larger idea called relationship marketing. This broader perspective, visualizes marketing as a relationship which is constituted from a continuing series of collaborative interactions with each customer individually (Hollensen, 2001). As Peppers and Rogers (1999) point out, “Relationship marketing has only recently become practical and cost-efficient on a large scale because of database technology and the internet.”
These trends indicate that the relational exchange paradigm is a more useful perspective of defining marketing as compared to the traditional transactional perspective.  By the term “relational exchanges” we refer to the exchanges and interactions that are remembered by the firm, and which are utilized in customizing some aspects of the interaction with each customer individually.  
As a result the web-based environment constitutes interactive communications through the use of digital media and stakeholders can initiate an interaction at any time and from any place, before, during, or after the exchange. Such interactions may concern any aspect of a marketing relationship or any type of specific exchange.   
However we could not include a customer watching digital TV since in this instance no two-way digital interaction is taking place.  Even if the customer has the control for changing channels this does not mean that he/she could be included in the definition of digital interaction.  However, if the customer was able to use his/her remote control to inspect a product or service on the screen or interact with the program in any “marketing oriented way” then this would be considered to constitute a digital interaction (Stahl, 2002).

The E-Marketing Mix  
In the new digital era new elements of e-marketing mix have been added in the existing marketing mix . We note that most of the new elements presented are considered essential from an E-Marketing perspective and may cover some other previously used elements (Sparkes and Thomas, 2001). 
 The e-marketing mix is to be used with the purpose of developing better marketing plans, strategy plans as well as strategies in general.  This has to be done within the situation-specific context of a given company, or business unit within a larger company, and justified for the particular needs of the specific market setting (Urban and al, 2000).  While managers must grapple with a host of E-Marketing tools, it is helpful to organize them into the E-Marketing Mix.  Tools are to be thought of as alternative ways of accomplishing the same functional objective, in part or through combination.  Tools should also be classified according to the functions they support.  

 The E-Marketing Mix is expressed by the acronym:  4Ps + P²C²S³ (4Ps The Product, Price, Place, Promotion), (P² privacy -permission, personalization) (C² customer service, community) (S³ site, security, sales promotion) values described according to the traditional marketing mix.  
A a result the basic Exchange Functions need to be performed to enable relational exchanges in Digital, Networked and Interactive environments.  Early marketing theory focused on the notion of exchanges and identified offer, valuation, communication and access to the offer as four essential functions that mapped into Product, Price, Promotion and Place: the four P’s of marketing.  In addition to these exchange functions the marketer needs to provide the relational functions of Personalization, Security, Privacy, Site (e.g., any time anywhere access), and Customer Service.  

E-Marketing Functions 

We now go on to discuss these functions in more detail (Ratnasingan and Pavlou, 2003).  
Site (Anywhere Digital Access Point):  At anytime and any place digital access point requires a digital media based relationship.  The term Site is used, in industry technology, to designate this function and recognizes that site is in reality only one manifestation of Site.  The interface for example of a hand held Personal Digital Assistant (e.g. Palm Pilot) is another manifestation.  The access point can be used to interact with any aspect of a relational exchange. There, a customer can obtain product information, pricing, access the latest sales promotion or request customer support.  Because the access point moderates all e-Marketing functions, it is considered to be an overlapping function.  

Personalization:  If establishing a relationship is our marketing goal an important step is to identify individual customers and to gather information about them; this is the fundamental concept of Personalization.  

Personalization, then, is defined as any form of customization that occurs because of specific recognition of a given customer.  A cookie placed on the visitor’s computer for example can allow a site to deliver a home page low in graphical content if the user appears to be on a slow dial-up modem.  In this case, personalization is a matter of degree.  Personalization can be applied across any aspect of the E-Marketing mix and is, therefore, overlapping and moderating with regards to the effect that those other functions have on customer experience.  

Privacy:  Collecting information for the purpose of Personalization forces the marketer to make important decisions as to how this information may be used. These decisions mostly regard issues over the access of information-thus the basic issue of Privacy.  It is worth noting that Privacy related decisions have to be considered from the moment that any information about individuals is collected and stored. Furthermore, privacy considerations are usually well recognized by the societal policy marketing forces and often carry the force of the law.  

Permission: The element of permission in e-marketing mix developed from Seth Godin, the marketing guru from the website portal Yahoo!, who has helped in the development and expansion of the concept of permission marketing, The idea behind permission marketing is that unhappy recipients of company messages may potentially harm the company's reputation and brand. E-Marketing should be seen as a one-on-one experience between B2B firms. A significant advantage of permission marketing is that the marketing programs can be much more effective and successful since recipients are much more inclined to respond positively to messages they asked to receive. Even more importantly, it has been shown that return on investment (ROI) increases significantly when permission-marketing techniques are applied (Samiee, 1998). 
Privacy and permission should be unbreakably linked. When commencing e-Marketing, privacy policies should be adopted and strictly adhered to, so as not to violate any permission rules. Typical privacy statements look like "We will never sell, rent or give away your personal information to anyone". Privacy issues are a global on​going concern. 
Security:  Once we move away from the concept of transaction in its simplest form, we need to consider the notion of Security which is an essential function of e Marketing.  There are at least two aspects of Security during the transaction. The first type of Security is concerned with issues such as for example ensuring that somebody irrelevant to the transaction (e.g.  third party) is not hijacking any aspects of the transaction at hand. In many transactions over the internet the customer is required to supply credit card numbers and other critical information of personal nature. This exposes the customer to risks which extent beyond the current transaction and, therefore, involves a trust in the marketer that goes well beyond the probity and punctuality of the current transaction. Consequently this trust heightens the strength of the relationship which is based on these digital interactions. This trust is now based on beliefs about the Security-related carefulness of the company that is handling the information provided.  

The second aspect of Security is related to concealing personal information that is being recorded about the individual (i.e. providing adequate Security to the customer that a third party cannot break into the database where his/her records are kept).  Nowadays, there is a constant battle between the Security methods applied (such as encryption for instance) and the level of sophistication techniques applied by hackers.  It is the marketer’s responsibility and competitive necessity to keep ahead in this technological race.  This is indeed an issue to be taken very seriously as  flows in the Security domain could easily bring the end of a company.  

Customer Service:  Early marketing mix taxonomy specifications included Customer Service as a support function as it is often required to make a transaction happen (and it is therefore considered to be a situational function).  The introduction of “time” into the exchange paradigm (which is an essential factor in the drive towards a stable respective relationship) means that the marketer is obliged to consider providing support to the customer over time.  This demands the creation of Customer Services (in their broadest sense) as constant  and essential functions.  This type of services can deal with issues relating to product availability, service plans, pricing or promotions. Customer Support is therefore an overlapping function.   

Community: Community is defined as a set of interwoven relationships, built upon shared interests to satisfy members’ needs that would otherwise be unattainable individually.  Customers that are members of a Community, interact with one another over time (either independently or under some influence from the marketer).  Community building is therefore now recognized as an important function in marketing management.  However, it is not essential.  The interactions in the Community can be about any of the other functions; Community moderates other functions and it is therefore an overlapping function.  

e-Marketing Strategy

Companies  in order to drive them into the 21st century, need to re-align their strategy, using it as a tool to leaving behind all baggage and looking forward with new perspectives, new technologies, new understandings and new opportunities in the new global digital economy.
The implementation of an e-marketing strategy should tie in with the company’s existing marketing initiatives.
As with any marketing, the basic key questions should be able to answer are the following: 

      -     What is the background for the e-Marketing activity?
· Who are you trying to reach?
· What are the campaign’s objective and purpose?
· What's the message?
· What's the call-to-action?
· What is the present situation?
· What is the desired situation after the e-Marketing activity has been carried out?
Acquisition Strategies - Whether the objective is to increase registrations, leads, sales, downloads or other post-click results, companies need to be able to formulate acquisition strategies that differentiate them from those of their competitors (Chan and Swatman, 2000).
In order to do this, companies need initially to find creative ways to attract the consumer’s attention. Secondly they have to let the prospects know how the offer will affect them personally. This is a great place to start for the creation of a relationship. 
Loyalty & Retention Strategies - Establishing loyalty and retention strategies is essential for strengthening the bond or partnership between the company and the client, and encourages the customer to respond to an offer sooner than what would normally be expected i.e. shorten the purchase cycle. Maximizing the lifetime value of their customers is an important aspect that companies need to consider in any competitive marketplace. Therefore client retention strategies are of primary importance. By linking an  e-CRM system to an e-Marketing campaign gives marketers have the option of running permission-based customer acquisition campaigns as well as longer-term customer relationship management and retention programs.
General guidelines for a B2B e-marketing activity

Before examining the specifics of B2B e-marketing, it is important to emphasize the broad guidelines that businesses need to follow when conducting e- marketing activities. These guidelines, explored below, need to be taken on board at the outset in order to achieve your long-term goals between B2B market participants as seller-buyer, agents/brokers etc.

Know your customers

Needless to say, knowledge of the customers’ identity and characteristics helps targeting them more effectively. By keeping track of their behaviour on the site and by finding out information via online order forms, we will be able to develop internet activity around them. However, it is essential for B2B companies not to abuse this knowledge. For instance, if customer e-mail addresses are sold to mailing list companies, your customer will not appreciate the increase in ‘spam’ messages they will receive. Likewise, companies should not send marketing messages via e-mail to customers who haven’t asked to receive them.

Think beyond the desktop

As the mobile Internet plays an ever more significant role within businesses, it is becoming increasingly important for B2B companies to accommodate m-business (mobile business) facilities. Indeed the mobile Internet is arguably of more relevance to B2B companies than it is to their B2C counterparts. In particular, the mobile Internet is helping to make auctions more effective, as it offers customers the chance of placing bids at any time and anywhere. Due to the time-sensitive nature of B2B, auctions offering a mobile Internet option clearly make the auctioning process more convenient for everyone involved.

   So-called third-generation or 3G wireless networks, offering high-speed mobile Internet connectivity, real time video, and streaming audio, seem fit to provide even more mobile challenges and opportunities for B2B companies.

Eliminate the weakest link 

As B2B e-commerce and e-marketing generally depend on a network of businesses (distributors, resellers, service partners, retailers etc), it is vital for every business within the network to know exactly how the other businesses are performing. After all, the power of each network can only be as strong as its weakest link.

Increase the ‘lifetime value’ of your customers

A few years ago the emphasis for most e-commerce companies was on getting as many customers as possible, by making sure as broad a range of people knew about their sites. However, this approach led to excessive over-spending and was one of the factors that contributed to the dot.com slump in 2000. The focus for both B2B and B2C companies is now on increasing the ‘lifetime value’ of existing customers, rather than on aggressively targeting new audiences. After all, it generally costs less to secure a consecutive sale than it does to win over a first –time customer. Furthermore, it is a lot easier to develop a product or service for an existing base of customers than it is to launch new services into a completely new market. Investing in fulfillment and the service offered to other businesses is therefore essential in order to ensure the long-term survival of any B2B operation.

Develop an e-CRM strategy

Following on from the point raised above, e-CRM refers to electronic customer relationship management, and is rapidly becoming one of the most significant areas of e-marketing. The reason for this is that e-CRM is concerned with customer retention while a lot of online marketing is preoccupied with promotional activity (i.e. generating awareness to win new customers),

As companies begin to realize that keeping hold of existing customers is a more cost-effective strategy than constantly trying to acquire new ones, a number of new e-CRM software products have appeared in order to meet this new demand. Indeed, according to Gartner Dataquest, the e-CRM market is one of the fastest developing areas in application software, with a growth rate of 26 per cent annually and worldwide expenditures that were expected to reach $15 billion in 2004.

However, e-CRM is not just about investing in software, it is also about developing customer-centric strategies, which ensure that first-time buyers are more than happy to return.

E-Marketing Activities at B2B Electronic Transactions

At this point the involvement of e-marketing mix at B2B digital transactions it will be presented. Firms in order to understand the new Internet environment have tried to operate their electronic expressions with mechanisms of natural market, a fact that led quickly to operational failures.
Dann and Dann (2001) mentions the need to answer the following questions prior to any attempt for operational activation at the internet:

· What does the industry try to succeed out of its activation at the electronic markets?
· Which is the focal point of the electronic activation? 
· Which are the necessary additional substructures for its presence in the internet? 
· How is the electronic expression completed by the actual operational activities? 
· What kind of marketing outline (blue print) is it needed for the reassurance that the realization of the marketing programme won’t be affected by the unstable electronic environment? 
The first question is at the same time the most important one. In order to have a successful planning and materialization of the activities of the electronic marketing, a specific purpose is needed. The degree to which this purpose is specified guarantees the explicitness and the completeness of the marketing targets that will be formulated later on. Some purposes behind the electronic presence can be the following: 

· Modulation of efficacious relationships with the customers, the suppliers and the rest of the members of the distribution network, as well as the cooperation with other industries .
· Exposure of the industry at a global level so that expansion to new geographical markets could be examined, without need of its natural presence in them 
· Provision of additional service to the customer in order to support the total added value of the offered product solutions to the market 
· The reduction of communicative cost in the long run. 
· Assistance of a particular market department, when natural presence of the industry is unable to offer efficient support
· Access to new consumer departments at the same geographical area that are not attended by the natural presence of the industry.  
As soon as the purpose of the electronic activity becomes known and clear, the development of a group of priorities which have to be satisfied by the electronic activity follows. Honeycutt et al. (1998) suggests seven major targets as the focal point of the electronic activity:
1.  Market Research for collection of data and information for the consumer, as well as for the feedback and criticism in reference to the offered product solutions.  
2.  Customer Assistance through the offered electronic services.  

3.  Relationship marketing, which focuses on the procedure of value accretion, through the electronic presence, of the underlying relationship between industry and customer. The activities of technical support and upgrading of products fall into this category. 

4.  Distribution Services for incorporeal products and Monitoring Services of the Ordering Process for material products.      
5.  Collection of Information relative to changes at consumer trends, competition and the business environment in wide.  
6.  Communication Practices, which use the network presence for the support of the corporate name or the brand name. 
7.  Development of the Mechanisms of Inter-Business Communication and Transactions. 
One of the most inhibitory factors during the planning of the electronic expression of an industry is the difficulty with which the total cost can be evaluated and thus the danger that results from it. Total cost does not concern only financial units but also time, commitment of human potential, and adjustment of the financial philosophy. The innovations of the electronic transactions underline a philosophy that refers to a total commitment of the industry and moreover maintaining that commitment on a constant basis. Investments in technological substructures, human potential, and co-operation with informatics industries, education and moulding of an organizing culture comprise powerful commitments, which need clear strategic definition from the first steps of the involvement to electronic transactions 
The effectiveness of the total planning and the marketing programs of an industry are related mostly to the degree of completion and cooperation that preserve the secondary marketing activities among them. This ascertainment refers also to the need of connection of the electronic marketing activities to the ones that take place in natural markets.    

Development of electronic expression does not recommend the beginning of a new operational activity, but expansion of business dexterity also to the digital environment. As a result, marketing activities that refer to electronic markets are not necessary to be entirely electronic. Likewise, marketing activities that are directed to natural markets can be accomplished through the electronic expression of the industry.  

The power of the above is not constrained to the brick & mortar industries that decide to get involved into electronic markets. They refer just as much to the entirely electronic industries (dot-com). Specifically, the entirely electronic industries also should undertake marketing activities at the natural environment. 

Relevant to the reasons that lead the industries to their activation to the digital environment, Yoffie (1997), Lansiti and MacCormack (1997), Eisenhardt and Brown (1998) mention the needs that are generated (Figure ) from: 

· the pressure in order to lessen the working costs,

· the pressure from collaborators, who have proceeded in electronic operational solutions,   

· the pressure from competitive threats, as they are formed at the digital environment, 
· the pressure for the exact monitoring and satisfaction of the request, 

· the pressure for the reinforcement of the relationships with the customers, and

· the pressure for better financial circles between offer and demand. 

Furthermore, managers should have more complete information in order to make the appropriate decisions, in terms of the degree in which the industry and also the environment of the market are characterized as dynamic.

Using all the subjects given above as a guide, the architecture of electronic industry is the complete set of applications that expands towards all the functioning fields of the industry and comprises the informatics substructure of that expanded industry (Sawhney 2000). These applications permit administration, organization, transformation and establishing the route of information inside the industry as well as to its external cooperators. 

The comprising departments of the architecture of the electronic industry are: 
· Production and  Function Management through applications of Enterprise Resource Planning - ERP 
· Operational Resources Management - ORM
· Supply Chain Management - SCM
· Customer Relationship Management - CRM

· Marketing Management and Sales Management  
The benefits of Business to Business relationships through e-marketing 

In the world of Business to Business e-marketing the Internet is of great importance. For example, it is noted that Business to Business benefits of online markets are generating sales revenue approximately four times greater than consumer markets. Additionally the opportunities offered by the Internet have concluded that business to business technology offers customers the benefit of a convenient transaction and a rapid mechanism through which they can obtain goods at the lowest available price. As such, the technology is presented in a new, effective way for both small and large firms to enhance their existing, transactional e-marketing strategies Phelan (1996), Smith (1999).

However in commenting upon the importance of price Sinha (2000) noticed that in the online world, the ease with which customers can compare prices, is assisted in many cases by search agents. This means that the Internet could result in commoditisation of many goods. It has also been noted that because the Internet reduces barriers of entry and permits major cost reductions, it could contribute to e-commerce reducing average prices on a global scale (The Economist, 2000). These cost-based price reductions come from savings in procurement costs, more efficient supply chains and reductions in inventory holding costs. Sinha (2000), implies that cost-based price reductions is not just a B2B phenomenon but is also true in B2C markets.

Anandarajan et al. (1998) concluded that many firms, who were early entrants into business to business cyberspace marketing, exhibited a transactional marketing orientation because they were committed to using the technology to reduce costs across all aspects of the transaction process from initial enquiry through to post-purchase product usage support. In their study of extranet-based systems, they identified a number of cost-saving opportunities when using the Internet in order to manage Business to Business supply chains. Across inbound logistics, online data integration reduces costs through a consolidation of the total numbers of suppliers utilised, and a reduction in the time taken over the administration of delivery processes. Inside the buying organisation, cost savings occur in relation to reducing the time taken by employees involved in both administrating the scheduling of manufacturing activities and the operation of production processes. Outbound logistic efficiencies are improved, resulting in cost savings for both absolute expenditure on freight services and the management of delivery documentation processes. Furthermore, with suppliers and customers in direct contact via an electronic medium, time is saved in terms of discussions about orders in-progress and the resolution of transaction errors. Moreover, with suppliers exchanging promotional information via the Internet, customers can access the data available at a workstation in their office. This ensures that the customers can obtain maximum benefit from price discounts being made available by suppliers. By implementing web-based customer communication strategies, developing business processes devoted to customer loyalty and putting the necessary infrastructure in place, a company will be able to:

· Leverage  the  Internet  to  increase  customer  loyalty,  which  in  turn  w ill
increase  profits.
· Identify  the  best  and  most  appropriate  customer  relationship  marketing
practices to retain transactions between firms.
· Attract the most loyal prospects and customers for higher customer returns
and new customer referrals.

· Provide near instant gratification by serving customers via multiple levels of
interaction, contact, and dialogue building.
· Simplify  customer  interactions  in  order  to  increase  customer  satisfaction
and lower operating costs.
· Retain  the  most  profitable  customers  by  anticipating  and  meeting  their
unique and  specific needs.
Barriers

There are still some barriers that have to be considered in the adoption of many e-Marketing methods. None of which is greater than the fear of the unknown, coupled with the perception that e-Marketing requires expensive technologies and that no proven track record of positive results exists.
The fact that spamming (unsolicited email/ SMS) or mass e-Marketing has become prolific over the past few years thereby irritating customers also presents a severe danger to the future of e-Marketing. It is true that people don't want to get interrupted constantly with offers and promotions. To avoid these e-Marketers should always keeping mind the consumer’s rights of permission and privacy.
The Wireless Advertising Association (WAA) has produced guidelines that require mobile adverts to require the clearly permission of the subscriber, and to provide a clear identification of their senders.
Cultural privacy, and regulatory issues vary widely  from country to country, especially in Europe. This means that the usage of e-Marketing varies, and slightly different models have to be employed in different markets.
The field of marketing is at the center of changes which are due to the entrance of industries to the digital environment. The areas of industry practice facing the greatest changes due to internet and the technologies supporting it, are the traditional marketing practices, customer service and sales. Changes on technologies of informatics and their absorption by the industrial processes reconstruct the way in which industries develop and manage relationships with their customers (relationship marketing). 
Internet allows the customer to get in touch with the industry whenever and from any geographical point, in order to collect information and perform transactions. Information as well as transaction environment can be adjusted to the special needs of the customer. The internet allows the buyers to locate information for competitive products easily. Hence industries use informatics systems in order to accumulate data from selling points and telecommunication systems, to establish the routes of the accumulated mass of information among the members of the supply net or among the supply chain and the distribution channel. The capabilities of the electronic linkage and distribution of information lead to the acceleration and better time scheduling of the planning and producing procedures as well as of the natural flow of the products. Information in reference to the purchasing behavior of the consumer is warehoused in knowledge bases. Knowledge bases are dynamic systems which offer capabilities of completing and updating consumers’ elements, data mining, formulating and extracting of conclusions, while also it has the capability of unimpeded and thorough disposal of the data to anyone and anywhere, according to the operational tactics of the industry. As a result, the knowledge bases allow the industries to create dynamic adjustable profiles of departments of the market and the consumers, so as to derive information, which will allow them to plan a more individually targeted or adjustable product solutions as well as a more efficient targeted communication plan.    

The digital environment gains a drastic reduction of the investigation cost. One of the main conclusions is the increase of negotiating power of the customer towards the industry. One of the major purposes of electronic industries is the usage of information collected from the stakeholders for the enhancement of their relationship with them, having as a future target the increase of the rate of satisfaction of the customers and therefore obtain competitive advantages towards the industries activating at the natural environment.
Furthermore, information distribution into electronic markets concerning consumers, contributes to the prediction of the lifetime value of the customer. The prediction of the lifetime value of the customer is related to the potential financial benefit, which the industry can obtain from the customer or partner.  
The electronic industry imprints that at the electronic market environment, the business activities and practices boosts the development and the administration of relationships with every customer individually, this way improving the focalization of the industry on the offer of more appropriate and more adjustable product solutions.    

The Combination of all the capabilities given above creates changes to the competitive environment. Furthermore, marketing procedures are amplified by the thorough knowledge that is obtained for the customer, his needs and his demands. This knowledge reinforces the effort of the industry to plan product solutions better adjusted to the customer’s special needs.     

Consequently, informatics technologies and Internet allow the industries to readjust the business models and to differentiate their competitive practices.  

Put simply, the benefits of B2B firms from the use of e-marketing strategies  e-commerce are as follows:

Choice. B2B technologies and marketplaces provide companies with a greater choice of trading partners, suppliers and transport logistics. This, in turn, leads to greater flexibility.

Speed. B2B marketplaces help to reduce the time it takes to get a product or service to market, and help business decision-makers move faster. In addition, it enables businesses to make purchases quicker.

Streamlining. The Internet helps business-to-business operators cut down their paperwork, eliminate bureaucratic systems and strengthen inventory control, leading to increased efficiency and productivity.

Response. By changing the way the business process interacts with the other companies in the supply and production chain, B2B allows users to view and react to events as they unfold, responding instantly to unforeseen problems and unfolding opportunities.
Figure 1:  Relationships between e-business, e-commerce, e-marketing and Internet Marketing

Internet Marketing
                                                                                                                     E-marketing

                                                                                                                     E-commerce

                                                                                                                     E-business

                              Source: adapted from Rao (2000).
In figure 1 the first term e-business is broad  and refers to the use  of  internet  technologies  to  transform  the  way  business  processes  are  performed (Cunningham & Frochl 1999; Kalakota & Robinson 2001; Shurety 1999).  The original meaning of e-business was associated with the establishment of computer networks to search  and  retrieve  information  in  support  of  business  decision  making  and  inter- organisational  cooperation  (Kalakota  &  Whinston  1997). As  internet  technology advanced,  the  concept  of  e-business  broadened  to  include  all  communications  and transactions  through  the  internet,  with  all  of  an  organisation’s  stakeholders  such  as customers,  suppliers,  government  regulators,  financial  institutions,  employees  and  the public  at  large,  to  facilitate  or  conduct  business  (Costello  &  Tuchen  1998;  Huggins  2001;  Watson  et  al.  2000).
In  other  words,  e- business   is   more   than   simply   handling   transactions   on   the   internet,   rather,   it encompasses strategic planning and evaluation of the entire business process (Remenyi 2000; Seybold 1999; Targette 2001).

In  turn,  e-commerce  is  the  part  of  e-business  that  deals  with  the  conduct  of  business transactions   electronically   through   the   use   of   computer   networks   to   enhance organisational  performance,  to  improve  business  processes  while  identifying  new business  opportunities  (Watson  et  al.  2000;  Turner  2000;  Schneider  2000;  Strauss  & Forest   1999). In   brief,   e-commerce   is   buying   and   selling   on   the   internet   -   a technological process that facilitates the  efficiency  and  effectiveness  of  business transactions on the internet (Barnes-Vieyra & Claycomb 2001).

Next,  e-marketing  is  broader  than  e-commerce  because  it  concerns  using  the  internet and other interactive technologies to create and mediate dialogue between the firm and identified customers (Adam 1998; Coviello, Milley & Marcolin 2001).  E-marketing has the potential to play a transforming role of a firm’s marketing and all related processe (Brady, Saren & Tzokas 1999; Coviello, Milley & Marcolin 2001; Leverick 1997).   It involves not only converging technologies in information technology like the internet but also telecommunications, cable TV and satellite communication.   
Further,   e-marketing   is   frequently   related   to   one-to-one   marketing   (Adam   1998; Gillenson, Sherrell & Chen 1999; Peppers & Rogers 1995).   One-to-one marketing is the use of information about an individual to market specific products to that individual or organisation that is assumed or projected to be of interest (Peppers, Rogers & Dor 1999).   Recent  advances  in  information  technology  such  as  the  internet  and  database technology and increased processor speeds permit one-to-one marketing on a mass basis (Geller  1998;  Gillenson,  Sherrell  &  Chen  1999). Finally, internet marketing  has become a core component of e-marketing and will be defined in the next section.

Internet  marketing  elements.  
 Having defined internet  marketing  and  reviewed  the development of internet marketing, the key elements of internet marketing can now be analysed.  The literature emphasises three elements of internet marketing: interactivity, personalisation and relationship building..  Interactivity  is  the  most  frequently mentioned  element  of  internet  marketing  in  the  literature  while  personalisation  and relationship building are more recently recognised in the literature.
Interactivity.   The key difference between traditional marketing media and the internet is  the  degree  of  interactivity  it  allows  (Deighton  1996;  Hoffman  &  Novak  1996). Interactivity is defined as a continuous construct capturing the dynamic quality of two- way communication between two parties (Alba  et  al.  1997). The  internet,  unlike traditional mass marketing channels such as broadcast and television, provides a narrow casting   method   that   economically   contains   one-way,   two-way   and   interactive communication  dimensions  (Yu  &  Koslow  1998).

Further, the internet presents a virtual network where the interaction between business partners   or   businesses   and   consumers   can   take   place   without   major   physical impediments, in real time and democratically.   Thus the shift is from a ‘one-to-many’ model  of  communication  to  the  ‘many-to-many’  model  where  contributions  to  the medium and the message may come from both directions (Hoffman & Novak 1996)  In addition, the two interactivity dimensions of response time and response contingenc  (Yu & Koslow 1999) are also enhanced through electronic communication.  That is, the response
can be immediate, similar to the response time in face-to-face communications.   Further,  customers  play  a  more  active  role  in  not  only  looking  for information relevant to their needs, but also in communicating these needs to the firm  by entering an ongoing dialogue with the firm (Herbig & Hale 1997; Geiger & Martin 1999, Godin 1999).

Unlike   other   direct   marketing   techniques  such   as   mail   order   and   telemarketing, customers  and  organisations  interact  with  each  other  through  the  internet  for  many reasons,  not  just  for  the  purpose  of  making  transactions. For  example,  a  virtual community  environment  enables  prospective  customers  to  obtain  value  from  each other’s experiences and connect electronically into common interest, even when they do not purchase any product or service online groups (Hagel & Armstrong 1997; Ticoll & Lowy 1998; Williams 2000).

Personalisation/mass customisation.   This interactive capacity of the internet is related to its capability to deliver compelling content to the audience.  That is, the internet has provided a media that delivers richer and personalised content, creating systems that can personalise messages to a target audience of one.  This characteristic of personalisation refers to the basic idea in marketing that customers require a product or service that best combines their own special needs (Goldsmith 1999).  Historically, marketers have had  to  settle  for  compromise  solutions  because  of  the  need  to  segment  markets  with more than one customer in each segment.   One-to-one message delivery through email or network generated communications enables firms to talk to their individual exchange partner in a cost-effective manner (Hanson 2000). This move to increased personalisation in internet marketing can be achieved through two types of customisation:  automatic  and  manual.
Under  automatic  customisation, advanced  software  tailors  the  content  presented  to  the  user  based  upon  information known  about  the  user  and  the  user’s  historical  surfing  behaviour. In turn, manual customisation relies on explicit a priori instructions from the user to determine preferred content categories (Strauss & Frost 1999).  More and more organisations have started to favour  automatic  customisation  beginning  with  ‘cookies’  and  continuing  with  giving viewers the ability to customise web sites (Pollack 1999).  

This web-enabled personalisation can be established not only on an individual level, but also at a lower cost (Hanson 2000).  That is, the web has provided a potential message vehicle   that   is   low   cost,   tractable   and   capable   of   facilitating   a   one-to-one communication.  (Smith 1998, p. 38).   This type of delivery through the internet is ten times less expensive than a hard copy vehicle, with a higher response rate and higher speed.

Internet  marketing  evolution. 
The  use  of  the  internet  in  marketing  evolves  as information  technology  advances.  Syned from the literature, different web sites serve different purposes at different stages of internet marketing (Dutta & Biren 2001; Peters 1998).  Three types of web sites are the electronic brochure, information clearinghouse and ‘my dot com and reflect the three waves of internet marketing evolutions (Dutta & Segev 1999; Rao et al 2004), with this research fitting into the third.   These three types are discussed next.

Electronic  brochure.
During  the  first  wave  of  adoption  in  the  early  1990s,  a  large number  of  organisations  focused  their  strategy  on  a  virtual  web  presence  through relatively  simple  informational  sites  (Lane  &  Cavaye  2000).
They  are  electronic brochures  that  are  basic  in  content,  functionality,  non-interactive  and  have  simplistic designs  (Ainscough  1996;  Luedi  1997).


The information clearinghouse.   As the technology improved, innovative organisations have moved to sophisticated and customised virtual spaces, developing their web sites from a marketing as well as technical standpoint (Hagel & Armstrong 1997; Palmer & Griffith 1998).   Although the level of sophistication and customisation are determined by the core offering of the organisation, these sites are often rich in media (including audio, video, and multiple hyperlinks) and dynamic, where in pages are constructed on- the-fly,  information  content  and  functionality  have  increased  and  appearance  has improved (Luedi 1997; Mougayar 1997).   Thus these sites could be called information clearinghouses (Rao 2000).

These sites also reduce the complexity and the manual effort required to maintain a web site  thus  making  it  easier  to  present  fresh  content  to  users.   Moreover, a  transaction based   system   enables   selling   online   (Yoegel   1998),   thus   providing   a   new   or complementary  distribution  channel. The  web  page  is  linked  to  back-end  computer systems to validate transactions and manage inventories (Luedi 1997).   A web site has become  a  data  exchange  point  where  organisations  carry  out  business  processes (Abernethy 2000).

My  dot  com.  It  was  not  until  the  late  90s  that  personalised  sites  (Luedi  1997)  were developed and the notion of internet marketing also started to appear in the literature (Geiger & Martin 1999).  These personalised sites could be called my dot com.   Through these web sites, personalisation builds on web technology to deliver dynamically generated content (Angehrn  &  Meyer  1997).   In  addition,  it  emphasises personal and relevant content that provides a way to create web stickiness and generate repeat  visits  to  the  web  site  (Watson  et  al.  2000). At the same time,  information collected from a web site is fed seamlessly into an organisational database.  Systems can even  personalise  messages  to  a  target  audience  of  one,  that  is,  mass  customisation (Dutta  &  Biren  2001;  Gillenson,  Sherrell  &  Chen  1999;  Peppers  &  Rogers  1997; Strauss & Forest 1999). In   brief,   internet   marketing   has   followed   an   evolutionary   path   reflecting   the development of internet technology.

The Internet and Business to Business Relationships

When the Internet was being commercialised, it was hailed as ‘the next big thing’ in business. Businesses were told that if they did not implement e-business and e-marketing practices in their organisations, they would fail. As a result, many organisations jumped head first into using technology, with little regard to the strategy, or what worked for their target market. This is done to provide improved levels of customer service to the target market, and to lower costs for communication and distribution.

The internet offers enormous benefits for businesses and can be used for both B2B and B2C markets for transacting, communication, marketing, entertainment (less of a focus in the B2B market), and of course, selling & buying (Wright, 2004). It can enhance relationships; however, it is also possible that technology could have a negative effect on relationships if the strategy applied is not appropriate. B2B Internet usage is growing in popularity for many reasons, from cost savings to benefits in the value chain. Technology provides obvious benefits for organisations such as the ability to carry out transactions around the clock, in addition to increasing confidence of business partners due to their online transaction ability (Ratnasingam & Pavlou, 2003). As a result, Forrester Research estimates that overall, 90 percent of e-commerce will be generated from the B2B sector, rather than the Business to Consumer (B2C) Sector (Kalakota and Robinson, 1999). Overall, Forrester Research believed in 2000 that transactions would reach $2.7trillion by the end of 2004 (Blackmon, 2000; cited in Ratnasingam & Pavlou, 2003). The Boston Consulting Group predicted in 1999 that by 2003 a quarter of all US B2B transactions would be carried out completely online (Ratnasingam & Pavlou, 2003). 

More recently, it has been estimated the value of B2B E Commerce in 2005 will be approximately $5.4trillion, indicating that a third of all B2B purchases will be carried out online (Hofacker, 2001). There is in fact a growing trend for some companies to refuse to operate with those not using web facilities in their operations (Honeycutt et al, 1998), indicating the importance of having internet facilities in a business-to-business relationship.

The development of Internet usage has involved transformations particularly in the area oforganisation expectations of creating value within a supply chain (Baroncelli and Adami,2003). For instance, implementing Information Technology in a business tends to change the value chain from one that is linear to one that is a value network (Carignani and Mandelli, 1999; cited in Baroncelli and Adami, 2003). This allows businesses to extend their relationships with customers, suppliers, retailers, brokers, co-producers, employees and shareholders, and have a more personalised relationship with them (Kandampully, 2003).

These personalised relationships are a key goal of marketing, and tend to lead to a more sustainable relationship. There are five key strategies that can lead to a sustainable competitive advantage in relation to e-commerce. Most of these elements focus on benefits filtrating to the supply chain and are therefore relevant when addressing business-to-business relations.

Collaborating with stake holders

Extending the company’s reach up and down the supply chain

Changing the supply chain flow path

Growing revenue

Transforming capabilities into new business

(Keevil, Nickel and Christodouleas, 2001)

The way in which a business addresses each of these strategies can impact on the B2B relationships and it is therefore important that this is addressed by an organisation. Failure of an E-Business strategy can be caused by a number of factors, however, ultimately they link to problems with marketing strategy formulation. Strategic planning for E-Business and E-Marketing link in with planning for traditional business. As Hardaker and Graham (2001) express, the “principles of strategic marketing planning in the  [traditional market] are the same for the virtual market, but the conditions and focus are different”. In other words, strategy must be developed prior to introducing the Internet within business activities.

The use of technology allows more competition and more control over business processes (Brenkert, 1998). Trust is an issue online, and has been widely researched because transacting online can be perceived as a risky activity in B2C, C2C and B2B transactions. As a result, it is important to address trust when transacting with other businesses online. Despite this, it has generally been researched from a Business to Customer (B2C) approach (Jevons and Gabbott, 2000) rather than from a B2B perspective. In addition, the way in which technology can be utilised in a business-to-business context is opening the doors to research (Berthon, et al, 1998) however research has tended to focus on communication and distribution, rather than enhancing trust.

Some of the advantages of using the Internet in B2B activities include improving company performance and increasing value across the distribution chain, while reducing costs and increasing profits. This is ultimately done to maintain a competitive advantage and provide greater customer satisfaction (Wright, 2004). Of course, with these advantages come some potential issues. For instance, an organisation might fail in their use of the Internet in their B2B operations because objectives are lacking, or the technology is not properly understood.

In addition, organisations have failed to carry out a cost/benefit analysis to determine whether the strategy offers a benefit for the organisation. In addition, if the organisation has not property co-ordinated the benefits nor communicated them to staff, suppliers and customers.

Finally, in some instances, customer needs are ignored and the technology is considered first and foremost (Wright, 2004).

Criticisms of using the Internet in business-to-business relationships tend to centre around the separation of buyers and sellers (Ratnasingam & Pavlou, 2003) impacting on the success of the relationship. It is this separation that removes the level of trust from the relationship.

Trust is often developed over the long term, through observing shared values, and through communicating, and therefore, it is important to foster relationships, regardless of whether the internet is used in business or not.

B2B internet use in internet marketing
Electronic value chain
Before  the  role of the internet  in  inter-firm  relationships  is  discussed,  the  concept  of  an electronic  value  chain  needs  to  be  addressed  to  set  the  scene  within  which  inter-firm relationships  occur  in  an  internet  environment. The  value  chain  is  a  model  that describes a sequence of value-adding activities of a single organisation, connecting its supply  side  (raw  material,  inbound  logistics  and  production  process)  with  its  demand side  (outbound  logistic,  marketing,  sales)  and  includes  supporting  activities  (firm infrastructure, human resources management, research and development, procurement) (Porter. 1985, 2001).

This  concept  can  be  expanded  into  an  electronic  or  virtual  value  chain  to  reflect  the impact  of  emerging  electronic  technologies  on  businesses  Turner 2000). When an organisation exchanges value in the form of money,  goods,  services  and  information  with  suppliers  and/or  customers  over  the internet,  it  undertakes  two  new  ways  of  doing  business. Firstly,  it  opens  up  the organisation  to  include  new  partners,  suppliers  and  customers  and  connects  them through  a  universal  electronic  medium. Secondly,  it  requires  the  integration  and alignment of technology, process, and human performance with a continuously evolving strategic intent (Anonymous 1999; Hoffman, D. & Novak 1996).   Thus, an electronic value chain acts as a value-adding component of an e-business infrastructure to improve communication   and   coordination,   and   encourage   the   mutual   sharing   of   inter- organisational resources and competencies (Cheng et al. 2001).  
Forms  of  electronic  value  chain.
 Electronic value  chains  can  take  many  forms. Research in this area has examined different classifications, using functional integration and  degree  of  innovation  (Timmers  1998),  economic  control  and  value  integration (Rappa  2001;  Tapscott  et  al.  2000;  Tapscott  &  NetLibrary  Inc.  1999)  and type of relationship (Amit & Zott 2001; Terry 1999).  One way of categorising these electronic value chain forms is based on the traditional value chain concept (Turner 2000).   That is,  B2B  internet  applications  fit  into  both  the  buyer  side  and  seller  side  of  the  value chain.   From a seller’s perspective, the emphasis is on procurements which indirectly facilitate   efficiencies   (Turban   et   al.   2000;   Turner   2000)   while   from   a   buyer’s perspective,  the  focus  is  on  selling  goods  or  services  through  the  internet  and  the primary  goal  is  to  generate  revenue  (Ariba  2000;  Kippola  2000;  Turner  2000;  SAP 2000). In  addition  to  these  two  forms,  a  third  form  of  this  classification  system  is enabled by the nature of the internet and is referred to as a market maker (Turner 2000), or marketplace (Kippola 2000), which brings together numerous suppliers and buyers without compromising individual processes, enabling effective interactions and business collaboration (Babaria 2001; Kippola 2000) .

Another  classification  system  of  electronic  value  chain  is  based  on  the  infrastructure that  a  firm  can  use  to  network  with  other  firms  (Premkumar  2000). Two types of electronic hierarchies are emphasised in the literature: a firm-specific infrastructure or a common electronic infrastructure (Chan & Swatman 2000).   On the one hand, electronic data interchange  (EDI)  are  firm- specific linkages, which are supported electronically, but adjusted by management rather than market forces.   These types of electronic hierarchies are bilateral, designed for   dyadic   exchanges   between   supplier   and   buyer.   On   the   other   hand,   internet technology  facilitated  networks  are  a  common  electronic  infrastructure  that  facilitate transactions  over  telecommunications  networks  between  multiple  buyers  and  sellers (Chan & Swatman 2000; Walton & Gupta 1999).   These internet-facilitated networks are the focus of this research.

Evolution  of  electronic  value  chain.  In the B2B e-commerce environment, inter- organisational systems (IOS) have been used in the value chain since the early 1970s (Wilson, D. & Vlosky 1998) to link one or more firms to their suppliers or customers through private value-added networks (Premkumar 2000). In the 1980s, IOS were seen as mechanisms for locking in customers and raising entry barriers against competitors (Orman 1987;   Cash & Konsynski 1985). More recently, the focus has shifted toward the  use  of  IOS  to  better  manage  supply  chains  (Applegate,  McFarlen  &  McKenney 1999; Lancioni,). The key incentives that drove this development included cost reduction, increased productivity, and improved market strategy (Kaipia 2000; Timmers 1998).   That is, the use of IOS promises the possibility of substantial business  efficiency  improvements  and  cost  savings  through  the  automation  of  many routine   business   transactions,   reduction   of   human   involvement   in   the   process, enablement   of   point-of-sale   inventory   systems   and   linkage   to   banks/financial institutions through electronic funds transfer (Kobielus 1988; Min & Galle 1999).

This type  of  IOS  provides  several  channel  functions.   Firstly,  it  enables  producers  to control  the  opportunism  of  suppliers  by  pursuing  concurrent  exchange  relationships with the implied threat of switching  to  alternative  vendors (Joshi & Stump 1999).   It also helps to identify a set of potential trading partners for a transaction by providing seller’s  product  information  or  market  intelligence  (Choudhury,  Hartzel  &  Konsynski 1998).

That is, B2B e-commerce links customers and suppliers electronically so that individual firms can integrate their value chains in a virtual environment.   The major difference between traditional EDI and B2B e-business is that EDI was conducted through private networks  while  B2B  e-business  uses  the  public  internet  (Robert  &  Mackay  1998). While implementing EDI has high entry costs and implementation complexity tends to limit  its  use  to  large  businesses  (Vollmer  2001;  Waltner  1997),  the  internet  has  the potential   to   extend   EDI’s   life   by   reducing   cost   barriers   (Sakkas,   Malkewitz   & Apostolou 1999).  That is, the internet greatly reduces the setup and maintenance costs, and  is  widely  used  by  businesses  so  that  firms  can  include  the  majority  of  their exchange partners in the virtual trading environment, whether large or small (Cairncross 2000).

As a result of the release of the graphical web browser in 1993, e-business has spread from bilateral interorganisational information  systems  to  the  internet. For  example, XML (Extensible Markup Language) enables small to medium firms to incorporate EDI standards  into  web  based  transactions  without  the  added  expenses  of  implementing  a traditional EDI infrastructure (Holzner 1998).   Thus, the adoption of e-commerce over the internet has progressed at a rate exceeding that of EDI.  
Internet for interorganisational systems are a part of a firm’s e-business strategy.  The fundamental change in e-business is its  openness  in  terms  of  access  and design, which enables relationships to operate on different   levels   (Gabbott   &   Colgate   1999). In     the   new   internet-era  make decision in order to determine  governance structures for executing the primary functions of procurement,  as  well  as  information technology  support  functions  in  the  value  chain  model.

Taking advantage of B2B internet marketing
B2B  internet  marketing  refers  to  industrial  transactions  and  communications,  where businesses  are  involved  in  trading  with  other  businesses  using  the  internet  as  the communication medium.   The use of the internet for procurement and other industrial transactions  greatly  reduces  the  cost  of  doing  business  (Kothandaraman  &  Wilson 2001). 

B2B internet marketing involves a substantial and complex business process, requiring an understanding of the needs of both customers and suppliers.   This process needs to be integrated with existing applications of the business to serve the needs of exchange partners at either end of the value chain.   In addition, the process covers a broad range of   applications,   ranging   from   simple   information   dissemination   about   product specifications, and pricing through to the integrated supply chain relationships designed to optimise the  distribution  process  (Graham  &  Hardaker  2000). Current  literature emphasises the advantages that internet applications provide in a B2B context.   They are summarised in Table 2.4 and discussed next.

Improved   communications.   Some   previous   research   viewed   the   web   as   a   new communication   medium. Hoffman   and   Novak   (1996,   p.   19)   proposed   that communication  on  the  web  uses  a  many-to-many  communications  model  because consumers  can  interact  with  the  medium,  firms  can  provide  content  through  the medium’.  Electronic interactions can result in faster communications and increased responsiveness.  
The   internet   improves   business   communication   through   effective   and   efficient information search and exchange  (Blankenhorn  2001;  Zettelmeyer 2000) as well as enhanced connectivity and interactivity (Dutta & Biren 2001).  That is, the internet facilitates effective and efficient access to information and allows firms to exchange information with their exchange partners (Fraser, Fraser & McDonald 2000). For  example,  Dell’s  business  customers  can  browse  product  and  price  specifications online, place an order and monitor the status of product delivery (Rangan & Bell 1998). By releasing Dell staff from managing transactions, these individuals have more time to enter into a process consultancy role with customers (Seybold 1999).

Moreover, communication is improved at points along the value chain (Webster 2001). The internet enhances the communication aspects of the procurement process (Boyle & Alwitt 1999).   Procurement systems become networked through the internet, including activities  ranging  from  information  search  on  availability  of  other  businesses  to  the supply of goods and services, through to delivery, contact management and invoicing, to payment  (DCITA  2000).   This  e-procurement  process  reduces  the  formalisation  of the  communication  between  exchange  partners,  eliminating  ‘the  rules,  paper  work, hidden procedures and other obstacles’ (Kalakota & Robinson 1999, p. 243).

Improved financial performance.  The next  advantage  the  internet  can  offer  relates  to profitability - decreasing costs and increasing revenue. On the one hand, cost reduction is the most cited benefit of using internet-based technologies in B2B e-commerce (for example, Evans & King 1999, Vlosky, Fontenot & Blalock 2000, Yu & Koslow 1999).

As well, many firms benefit from using internet-based technologies in terms of savingson operational methods such as placing orders, receiving invoices, tracking shipments and  processing  payments  and  can  achieve  an  electronic  integration  effect  (DeJesus 2000;  Steinfield,  Chan  &  Kraut  2000).


In  addition  to operational cost efficiency, marketing communication costs can also decrease directly by substituting the internet for other communication media (Rowley 1996, 1999).   For instance,  online  customer  support  documentation  can  dramatically  cut  the  costs  of printing and shipping paper-based technical support material (Yu & Koslow 1999). On the other hand, the internet can be used to generate revenue through a number of mechanisms such as increased speed to market, expanded global market, and decreased market entry barrier.  Firms may distribute information using electronic mail or the web and ensure that it reaches its target as soon as the information is available.  The internet also  enables  small  firms  to  overcome  entry  barriers  (Hoffman  &  Novak  1996b), particularly to the global market (Quelch & Klein 1997; Birch & Young 1997).

Improved operational efficiency and supply chain management.   Related to the above two  advantages  that  B2B  internet  use  can  offer,  the  third  advantage  is  improved financial  performance.
That  is,  B2B  internet  use  improves  operational  efficiency through  automated  procurement,  reduced  errors  and  time  in  completing  business transactions and increased flexibility and responsiveness.   For example, as a result of implementing  internet-based  procurement,  a  New  Zealand  firm’s  accounts  receivable staff received fewer calls asking for invoice or credit note reprints as customers were able to download these off the web site.

Also,  the  web  enables  companies  to  effectively  manage  their  supply  chain  in  an integrated  fashion  by  developing  stronger  relationships  with  their  business  partners, ultimately adding value to products and services sold to end customers (Kothandaraman &   Wilson   2001;   Lancioni,   Smith   &   Oliva   2000).
Web-based   electronic   data interchange and electronic funds transfers enhance supply chain management, allowing swifter and more accurate transactions (Griffith & Palmer 1999).  For example, General Electric,  in  order  to  more  effectively  manage  its  suppliers,  has  changed  its  business arena  from  a  physical  business  community  to  an  electronic  one.   Its  Trading  Process Network is an online business forum that allows the company to transact approximately US$1  billion  worth  of  business  with  more  than  1,400  suppliers  scattered  around  the globe. Its multi-tiered supply chain strategy is to promote the system to other suppliers who would then promote the system to their suppliers (Moozakis 2001).

Improved customer  service.  Internet-based customer service not only affects direct sales, but also improves customer relations that retain customers (Evans & King 1999). Using the internet as a medium can speed up service turn-around and enhance service delivery (Geiger  and  Martin  1999).   Customers can self-serve information, instead of waiting for sales representatives Further, customer service is no longer limited by time.   A business can take customer questions and/or service requests online and provide detailed answers within 24 hours (Lancioni, Smith & Oliver 2000).  The web also offers capabilities to improve customer service  and  decrease  the  cost  of  service  delivery. For  example,  General  Electric maintains  an  on-line  searchable  database  with  over  1,500  technical  documents  on  its industrial  products,  reducing  the  cycle  time  for  answering  requests  from  3  days  to  a matter of seconds (Auger & Gallaugher 1997).   Similarly, Federal Express offers their customers the ability to track their packages through their web site.  This on-line service enables the company's customers to track exactly where their packages are and when they will be (or have been) safely delivered.

Improved partner relationships and collaboration.  Indeed, using the internet to support and improve customer service is part of the process of building customer relationships which takes the business relationship issues into the realm of cooperative relationships between exchange partners (Griffith & Palmer 1999; Webster, J. 2000, 2001).   Firstly, internet use may facilitate long-term relationships with intermediaries, through enabling shared   databases   and   processes   that   contribute   to   closer   customer   relationships (Kalakota & Whinston 1997; Honeycutt, Flaherty & Benassi 1998).  In addition to traditional modes
of communication, e-mail,chartrooms
and
web-based video-conferencing   allow   exchange   partners   more   opportunity   to   easily   exchange documents and opinions, thus strengthening relationships (Boyle & Alwitt 1999).

Secondly, industry-related sites can be used to generate community of interest in which manufacturers, retailers, and customers discuss issues of concern.  For example, a major pharmaceutical manufacturer, Johnson & Johnson, provides online support and advice to consumers and research communities regarding diseases, prescription, treatments and current research (More & McGrath 2000).

Finally,  the  web  strengthens  B2B  and  B2C  relationships  by  allowing  firms  to  use multimedia information about products and services, such as sound and active pictures (Hicks  2000).  The  information  on  the  web  site  can  be  updated  continuously  and instantly,  and  is  always  available  to  consumers  and  business  partners  (Biland  2000)  (Griffith & Palmer 1999).

Issues of concern. Despite the advantages of B2B internet use noted above, several issues   concern   e-business   participants:   security,   the   internet   as   an   impersonal communication medium and uncertainty in further regulation of this medium.

Security. Firstly,  one  problem  of  internet-based  technologies  is  security  (Chan  & Swatman 2000; Turner 2000).   Any system that runs over the internet is vulnerable to encroachment  from  unauthorised  personnel  which  can  lead  to  loss  of  intellectual property  to  those  who  can  take  advantage  of  their  access,  to  commercially  valuable information.  Thus,  security  of transactions and information is a part of the successful conduct  of  e-business  (Kehoe  2001;  Petrison)  and  for  e- commerce   to   be   effectively   conducted,   it   must   be   assured   that   the   transaction environment is secure (Evans & King 1999).

However, safeguard mechanisms such as the digital signature, encryption and firewalls provide sufficient security for e-commerce (Bhimani 1996; Turner 2000).  Indeed, there is   empirical   evidence   that   on-line   transactions   are   often   safer   than   traditional transactions  through  phone,  mail,  or  fax  (Noglows  1995)  and  the  lack  of  security  for internet transactions may be exaggerated (Broadbent 1996). Nonetheless, businesses can take several steps to improve the security of on-line transactions, for example, by using a  global  public  key  infrastructure  which  is  a  spectrum  of  products  that  protects  the integrity, confidentiality, and legitimacy of on-line transactions (Arden & Palmer 1999; Loshin 1999).

Impersonal media. As a medium for commerce, the web can be regarded as relatively impersonal due to the lack of face-to-face contact between exchange partners.  This lack of social interaction could potentially have negative implications for both society and for the success of the web as a commercial medium (Boyer 2001).

There are also potential problems in establishing effective communications that involve subtle reading of human interactions (Civin 1999; Henry 2001).  The analysis of human interaction to obtain the meaning of information and to interpret that information often requires social interaction such as direct face-to-face human involvement which is often a valuable part of these transactions (Henry 2001).

Uncertainty.  New technologies such as e-commerce may have high learning costs.  The regulatory  and  taxation  systems  that  will  be  associated  with  e-commerce  are  in  the process  of  being  developed  (OECD  1999),  therefore,  it  is  unclear  how  e-commerce transactions will be regulated, enforced and taxed (Boyer 2001).

In summary, internet marketing has evolved over the last two decades and B2B internet applications  have  transformed  many  aspects  of  how  business  is  conducted,  including relationship marketing.   Therefore, this research focuses on how B2B internet use may impact on relationship marketing.
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