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Abstract

The goal of this study is to analyze the ways iichvivebsites are used in retail and the
effectiveness of these methods. The study anatheedvebsites of 200 different retail

companies in the Italian province of Pesaro andibob The following questions were asked:
how do businesses use electronic communicatioddovalue to their products, how effective
is this communication, and what are the strengtmsl aveaknesses of this type of
communication. The analysis of these websites sed@n a model that identifies specific
variables relating to websites, which can influemoenmunication efficacy at any phase of
purchasing and consumption process. The resulthefanalysis were then compared with
national figures regarding the use of the Interbgtretail businesses, published by ISTAT
(2009-2012).

Keywords: web communication, retail trade, small firms, i analysis, web marketing.

1. Objectives and conceptual basis
Firstly, the study looks at the ever-increasingdeacy of companies to sell and advertise
their products on the Internet (Jiang et Al., 20¥Yang et Al., 2013; Kim, 2011; Perez-
Hernandez, Sanchez-Mangas, 2011; Chandrashekardn @010; Cheema, Papatla, 2010;
Finotto, Micelli, 2010; Sun, Li, Hayya, 2010; Pr&y¢Simon, 2009; Vescovi 2009; Nelli 2004,
Fabris 2003). Specifically, it deals with a trehattis slow and “fragmented” (Fabris, 2003),
one that is not always accepted or valued, but wlsmonetheless continuing, albeit bound
by the specific cultural substrata that charactetfie various parts of Italy.

In general, it appears to be clear that the creatind spread of business websites
(Hernandez et Al., 2009) is characterized by a remolbkey factors:

- Anincrease in the number of Internet connectiansumber determined by the spread
of broadband and by the related fees);

- An entrepreneurial culture and the motivation tonage business communications
and other activities through websites;

- Connection and navigation systems;

- The spread of devices, also other than the P&-tmmmerce;

- Logistics and delivery systems;
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- Payment systems, that should bring speed, fleiilaid security;
- The ability of businesses to stimulate online pasthg, perhaps for particular types
of goods/services or for certain targets.

With regard to the latter, large department st@esm to be playing a decisive role. In
Great Britain, for example, Tesco has an annuatmeg of 500 million pounds and is the
world leader in online sales of foodstuffs.

Secondly, a series of economic changes have dadigtichanged the way in which
companies produce goods and interact with clieamsl, they have also changed the way
in which companies communicate, allowing them tcré@asingly differentiate their
products. From this perspective, websites coulg plaimportant role by redefining the
way in which companies interact with the market dhéir websites could increase a
company’s ability to provide customers with addedue (Cebi, 2013; Toufaily et Al.,
2013; Lee, Kozar, 2012; Bai et Al., 2008; Cioppgrfero, Savelli, 2007; Pellegrini 2007,
Cioppi, 2006; Pencarelli, 2006; ).

This work is divided into two parts. The first pakamines the role of the web in
communications and sales and describes the methgppd@dllowed in the empirical analysis
that was conducted on the websites of 200 retafpamies in the province of Pesaro-Urbino.
The second part presents the results of the asabtsowing the strengths and weaknesses of
the aforementioned sites, and proposes a numhmtehtial actions to use the web to its full
potential.

2. Businesses and the web: specificity and changing variables

The relationship between companies and the welhasacterized, on the one hand, by a
number of factors specific to the retail trade, abhiare easily attributable to the general
characteristics of SMEs. On the other, this retetiop is also characterized by companies’
target markets and information technologylhe specific nature of commercial enterprises
should be researched in the same way that SMEseaearched (Charoenrat et Al., 2013;
Hulbert et Al., 2013; Kostka et Al., 2013; Changidhes, 2012; Caruana, et Al., 2011; Cragg
et Al,, 2011; Roza et Al., 2011; Franco, Haase,(2@hiringhelli, 2010; Mariniello, 2009;
Cozzi e Ferrero, 2004):

- Theexpectations and attitudes of the entreprensince the willingness to to adopt web
solutions is also confronted daily with the wilhet perception, the culture, and very
nature of an entrepreneur who makes all the dewsioncerning the management of his
business;

- The availability of financial resourceswhich is often a problem; when scarce,
entrepreneurs tend to be cautious and selective;

- The structural characteristicsmarked, on the one hand, by flexibility and aevated
level of structural adaptability, and, on the otliand, by poorly defined roles and
confusion as to who should perform certain tasks;

- The nature of the decision-making procetgt is generally based on a short-term
perspective and on poorly defined procedures;

- Thelink with the social contexhat influences the rate at which information teabgy
is disseminated by making its diffusion dependentvord of mouth and hearsay.

In addition to these challenges that are typicatahmercial businesses, there are also
changes that are affecting both web applicatioas shpport corporate communications and
sales and the contexts in which these businesszatep
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There are numerougeb applicationshat have been developed in recent years for a
variety of business contexts (Hanafizadah et AD13 Dossena, 2012; Munteanu, 2011;
Boscaro et al., 2010; Molina-Morales, Martinez-Farez, 2010; Ordanini, Rubera, 2010;
Quiros Romero, Rodriguez, 2010; Cioppi 2006;):

- Increasingly higher performing websites , thatgns¢e advanced systems for updates
and managing content, that enhance communicatitim seicial networks (primarily
Facebook), and technological platforms that improoth the delivery of services and
the management of relationships among the varitaygegs in the supply chain (e.qg.
extranet and intranet), which enhance not onlyrivaleand external communication,
but also administrative and management procedurndsinwa business (Molina-
Morales, Martinez-Fernandez, 2010);

- Email and chat applications that have expandedfdhms of interaction with all
company stakeholders, making communication quickad more valuable. In
particular, instant messaging not only createsdirdmtional relationship between a
business and its target audiences, but it alsdlegtas a personalized link between
the company and consumers (Dossena, 2012);

- E-commerce, which is an important alternative aaittonal methods of selling and
delivering goods and services, thanks to the caewer and cheapness of the digital
universe (Munteanu A., 2011; Boscaro et al., 20@®@Janini, Rubera, 2010, Quiros
Romero, Rodriguez, 2010);

- Internet banking systems that allow for real-timentcol of finance, payments,
investments, and other transactions (Hanafizad&h ,e2013);

In other words, the Internet has profoundly changaditional methods of production,
sales and consumption, revolutionizing the way mclw even the most traditional goods are
produced and positioned in the market (Pencared6.

These new contexts are distinguished by a progeesififerentiation of consumer choices
characterized by their marked individuality. As somers, individuals no longer wish to
select random products that prevent them from wdiffeating themselves from other
consumers. Instead, people are searching for ptedbhat reflect their own lifestyle and
personality (Cozzi and Ferrero, 2004), graduallplemg from a condition of passive
user of goods and services into co-creators afmapany’s product range (Wayne et al.,
2010; Prahalad et al., 2004). The new mix, fuekedhe subjectivity of consumer choices,
together with the extraordinary progress of thernmét, constitutes a true revolution in the
way in which we understand business offers on tlaeket. In the past, the desires of the
consumer concerning what they could have offeregom@ the limits of standardized
production were misunderstood or not sought outh&point that their very existence was
ignored (Pine, Gilmore, 2000). Alongside the expam®f the product line, the response to
the greater need for individualization was to aes¢mi-finished products that consumers
could complete according to their desires. The ntieae of the prosumer (producer +
consumey seems to be the eloquent paradigm of the roleookumers in the search for
increased personalization (Pellegrini, 2007; KotRdpertsch, Michi, 2006; Barile, Codeluppi,
2004). In summary, what is taking shape here isva econsumer, called consum-actor, who is
autonomous, competent, demanding, selective, diserned, responsible, and reflexi@aru
et al., 2011; Cova et al., 2009; Musso, 2005; Raahet al., 2004). The most likely outcome
will be the tailored offering, opening the way topuecedented levels of individual
customization. To make sure that all this happargmpany must, out of necessity, resort to
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technology and the latest tools offered by infoioratechnology (Fuchs et al., 2010; Fuller et
al., 2009).

3. Thediffusion and use of the web by Italian commercial enterprises.

This paragraph will attempt to outline the situatiof companies in Italy in relation to the

diffusion and use of the Internet. The analysis a@splemented with the results of ISTAT

surveys, published every December, on the usefofnmation technology and the nature of

communication by businesses active in the induastiy services sectors, from which the data
concerning commercial enterprises were extrapalalée information under consideration

refers to the past 5 years of ISTAT surveys (200822, allowing us to observe the gradual
changes in the way Italian companies use the web.

One interesting finding concerns the adoption/aizoeg®e of computers, a phenomenon
that without doubt is already widespread. In 2098,19% of companies claimed to use
computers; in 2011, said percentage increased fwdrer to 99.04%, but then decreased
slightly at the end of 2012 to 97.9%. This showet it present there are very few businesses
(2.1%) that do not have a computer . As for the afsthe various technologies, the survey
reveals that the use of LAN is widespread (77.89&bliJe more complex technologies are
less common; these include: Intranet (27.78%), &bt (21.04%), Wireless LAN (29.12),
free and open source operating systems (14.64%[RRIsystems that integrate information
about sales and purchases (13.10%). However, tth@fe2010 saw a significant increase in
the presence of all the different technologiesgiragn from LAN that was utilized by 83.62%
of businesses to the Intranet (28.41%) and fromBhkeanet (24.58%) to Wireless LAN
(32.8%) and open source operating systems (16.88%).

The use of ERP systems has increased to an evategextent, so much so that by the
end of 2012 they were used by 26.9% of Italian tesses. In other words, compared to the
percentage in 2009 (13.10%), the number of compathiat have adopted these systems
doubled in just 4 years.

As for the use of the web, at the end of 2009, @%.&f companies claimed to have an
Internet connection, and in the following two yedte percentage increased further, from
96.01% in 2010 to 97.54% by the end of 2011.

As for the types of connections, despite the peswa# of fast broadband and DSL
connections (82.25%), in January 2009, 3 out obdsinesses (30.80%) still had a relatively
slow internet connection (modem or ISDN). Wirelessnections, on the other hand, were
used by only 21% of companies at the end of 2009.

However, ISTAT statistics for following years shawadical change.

Specifically, despite a 10% reduction in the usé&aditional Internet connections such as
the analog modem, which in 2012 accounted for 20.80 Italian companies, at the same
time, from 2009 to 2012, there was also an incr@atiee number of companies that chose to
use fast internet connections like DSL (90.80%) aidless connections (51.7%).

Regardless of these increases, in 2012, there stdranany companies (about 52%),
which identified obstacles (relating to either thesiness itself or staff) to expanding the use
of wireless Internet connections.

Specifically, 28.4% of companies mentioned havimgbfems connecting to mobile
telephone networks, 20.5% considered that the a@ogtternet subscriptions was too high,
while 15.4% had concerns about the security ofr tbennections (disclosure, destruction or
damage to data). In addition to these concerns eixéernal nature, other companies also face
obstacles of a primarily internal nature, suchtees dglevated costs of adapting a company’s
existing software to wireless connections (for anse, potential compatibility problems), a
technical obstacle that was identified by 17.9% bofsinesses. Another is the scarce
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adaptability of staff to learn new work methodsloe possible lack of human resources \
the requiredldlls and expertise (16.2%

Fig.1 —Main obstacles to the use and spread of wirelessemtion
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According to the 2009 ISTAT surveys, businesses tise Internet for different purpos
89.09% of businesses used the web to manage drdimeng and financial services, 62.5!
to find information about markets, 50.40% for |-sales services, 49.87% obtain services
and information in a digital format (taxes, admiration, afte-sales services, etc.) and, las
19.78% to offer online education and training cesr®o their employees

At the end of the following year (2010), two impaont varialons were registered.
particular, there was an increased number of corapdhat decided to use the web to rec
services and products in digital format (56.21%)ado a 6.34% increase), that used
Internet to offer eLearning options for themployees (24.23%, i.e., a 4.45% increase !
2009), and that chose to use the Internet to peoafte-sales services (4.16%). Lastly, th
was a 3.75% increase in the number of companigsviba the Internet as an ally in t
research of data relagrio their market or to markets that they plan oteeng

Almost all businesses use the Internet in their-to-day management, but only abou
out of 10 have a website that is working and redylgpdated. More specifically, while at t
end of 2009 59.09% of businesses had their own iveely/ the end of 212 the number of
companies that recognized the importance of haairegularly updated website reached ¢
(a 4.91% increase in 3 years). Among those comgpathiat had a website in 2009,
services that were most offered regarded: providingtomers ith access to a produ
catalogue and pricksts (40.23%) and allowing customers to make @nlneservation
(15.82%).

There was also evidence that more complex serwees not common: personalization
website material for returning visitors (3.17and the possibility for customers to custon
their purchase (3.98%). These deficiencies aretduke fact that a strong awareness of
Internet’s full potential has not developed yet dinat many companies limit themselves
producing “showcase” wsites, where they present their company and thécss they
offer. By comparing these percentages to the statipublished in the 20-2012 ISTAT
surveys, it is possible to see that that theresaree changes being made in the selectic
the servies that companies intend to offer on their webs



132 e F cUItY 0f Business and Administration University of BUCharest s

Fig. 2 —Purpose of Internet u
100% -
90% -
80% -
70% -
60% -
50% -
40% -
30% -
20% -
10% -
0% -

2009
42010

Access to onlindMarket Analysi: Post-sale Access to E-earning
financial and services product or
banking services digital services

Source: extrapolation of 20310 ISTAT survey

Specifically, although there was a slight decrgas@3%) in the percentage of compar
that offered, within thie websites, the possibility to access cataloguiis their products an
prices, there was an even more significant decreasbe percentage of companies t
allowed their clients to order products and malsemneations online (from 15.82% in 2009
13.70 in 2012). At the same time, there was alsmarease in the percentage of compa
that personalized their websites for returningtersi (3.19% at the end of 2009 compare:
5.90% in December 2012). By observing the data e@womeg specificallythe 2011-2012
period, in addition to the services already analyzbere are another three functions
businesses offer their users: a section that irdorisitors about their privacy and the secu
of the website (in 2011, 31.70%, as opposed t50% at the end of 2012); online paym
options (6.36% in 2011 compared to 7.10% in 20&8Y online order tracking, a possibil
that was offered by about 8% of companies duringl-2012.

With regard to the integration of information sysgeamong buness partners, while
the end of 2009, 29% of businesses were regulaxthanging information about tl
management of the supply chain with their busipasters through electronic channels,
percentage increased slightly in the following gedrom 30.49% in 2010, to 31.70%
2012. Specifically, during 2011, 54.34% of compare&changed information via electro
communications with the principal objective of tsamtting and receiving information abc
products, while the transmission and receipt of transportation documents represent:
main reason that drives 45.25% of companies tt¢ $tarautomated exchange of informat
with business partners, customers and suppliergafdeg the use of CRM applicatio
(Customer Relationship Magement), in 2009, 27.81% of companies decided tptatthese
solutions to manage the collection, sharing, andlyais of information obtained abc
clientele.
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Fig. 3 —Services offered on websites (2-2012)
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Fig. 4 —Extra services offered on websites (2-2012)
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The end of 2010 saw a modest increase in the pagenf companies (2.39% more tt
in 2009) that decided to use such soft.. More specifically, there are two distinct types
CRM: Operational CRM, which involves a direct redaship with the customer (used
20.30% of businesses in 2009 and 27.23% in 20hd)aaalytical CRM, which is made up
procedures and instrumernis better understand the customer by extracting ffaim the
operational CRM about customer behavior (used @920y 24.17% of businesses and
22.06% at the end of 2010)

At the end of 2012, 29.9% of Italian businesses 3RM applications for the ppose of
collecting, archiving and sharing, while on theestihand, 23.8% decided to opt for CF
solutions for marketing purpos
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As for online sales, the data registered a drasbp. In 2008, only 7.26% of compan
used the Internet to make sales those companies did so only to a minimal extenty
7.31% sold more than 50% of their sales online29%. more than 10%, and 75.10% s
less than 5% of total sales onli

By comparing the 2008 percentages with those phadidy ISTAT in the followig two
years (20022010), one of the first things that emerges is fidle in the percentage ¢
companies that consider the Internet as a possibeEns of making sales, a percentage
varies from 7.26% at the end of 2008 to 6.33% iG28nd 6.94% in z10. In the course ¢
2011, however, there is once again an increaskeipércentage of companies that usec
Internet and/or other computer networks to alloeirtlcustomers to make purchases dire
online (8.7%), slightly increasing compared to percentage registered at the end of 2

Of the companies that sell online, 37.98% accephempayment for sales made throt
the website, while 76.81% only accept offline papise 68.35% of businesses that m
online sales in the course of 2008 r¢ed that the increased potential to sell their pobénd
access to new markets were among the major bewéfeectronic commerce. Additionall
there is the reduction of transaction costs (49.)6884d the increase of sales (44.3¢

Fig. 5 — Benefitof electronic commer:
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The businesses that did not develop systems afi@skle in the course of 2008 signe
that the primary obstacles to the spread of elactroommerce were the inability to adapt
product or service offered (63.97%) and the netes$sireorganize e business process
(60.79%). Other main obstacles include: refusalustomers refuse to make online purchi
(49.63%), security concerns (connected to the patgner transactions, 45.31%), proble
connected to logistics (49.86%), uncertainties erning legal issues (33.31%), technologi
problems (46.5%), and language problems relatingtésnational -commerce (26.41%
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Fig. 6 — Main obstacles to@mmerc
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Looking at the geographic destination of onlineesain 2008, 97.21% of the sal
volume was exchanged in ltaly, 2.36% in Europe anky 0.43% in the rest of the worl
while in the following years the situation remaineskentially unchanged with Italy in fii
place, trailed (a long way off) by Europe the rest of the world.

These data are primarily due to the limited size¢hef majority of Italian businesses &
show just how small these companies are and tleat tharkets are still very local ai
scarcely internationalized.

In conclusion, accordingp the 2012 ISTAT surveys on the presence of ICdcigbists
within Italian businesses, while 12.3% currentlycagnized the importance of hirir
specialized employers within their organization,.625 still chose avail themselves
external specialistdAt the same time, only 11% of companies in 2012d#eLto invest ir
organizational training through organized courseslévelop and update the ICT skills
their employees.

4. The analysis of the websites of companiesin the province of Pesaro and

Urbino: research methodology and primary results
This paragraph summarizes the results of a stuatywhs conducted to understand the rol
the Internet in communications and sales of congsaini the province of Pesi-Urbino.

The province of Pesaro andrbino was chosen as it allowed the identificatidnac
sufficiently homogeneous sample of companies ims$eof the commodity sector of tl
businesses analyzed (Tab. 1).

This uniformity makes it possible to mitigate angtdrbance variables that couldect
the study: these include firstly peculiar elemeamis found in other sectors and therefore
generalizable; secondly, exogenous factors (suchthas economic crisis and factc
concerning the economic context) that would adedéhtly in differet market sector

The quantitative research is based on a randomleasth@00 companies engaged in re
trade identified through the paginegialle.it weé.

The data relating to the use and development obrapany website, were collect
between Juland August of 201
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The purpose of the analysis is to describe theifspsguation of the province, and then
compare it, where possible, with the situationadtamal level.

Table loutlines the various sectors that were takém consideration, dividing the
companies by size in terms of number of employees.

Tab. 1 — Division of retail sectors

Sector Total <10 Employees >10 Employees >50 Employees
Clothing 15 11 4 0
Realty 12 6 5 1
Travel agencies 7 6 0 1
Agritourism 8 8 0 0
Hospitality 10 8 2 0
Furnishing 10 8 2 0
Hardware 5 5 0 0
Floristry 5 5 0 0
Jewelry 7 7 0 0
Construction 7 0 6 1
Funeral services 6 2 4 0
Optics 6 6 0 0
Fitness 6 6 0 0
Hairdresser 5 4 1 0
Pizza 9 6 3 0
Perfumery 4 4 0 0
Restaurants 12 8 4 0
Doors and Windows 12 7 5 0
Sports shops 8 8 0 0
Curtains 9 7 2 0
Relocation 3 1 2 0
Painting 4 2 2 0
Vehicles 5 3 2 0
Repair shops 6 6 0 0
Pets 5 3 1 1
Footware 5 3 2 0
Tools 4 3 1 0
Stationery 5 4 1 0
Total 200 147 49 4

Source: our research

Subsequently, we analyzed through which elementsoofmunication within a website,
and to what degree the web influences individuasels within the usual process of purchase
and consumption, measuring the existence of anybgapeen the potential and actual use of
the web for marketing purposes. The method usedhforanalysis of the websitegCioppi,
2006; Pencarelli, Cioppi, 2008) takes into congten the different roles of the Internet in
marketing communication depending on the specifiase of the overall purchase and
consumption process (Grénroos, 2000, pp. 2842285)

! To view similar methodologies, see Loiacono et A007; Park, Gretzel, 2007; Yen et Al., 2007; Sictrat
Al., 2008; Hernandez et Al., 2009; Chiou et Al.,1P0 Sigala, 2011; Belanche et Al., 2012; Cebi, 2013
Dickinger, Stangl, 2013.

2 According to Grénroos (2000) the process of pusehand consumption can be divided into three ppres:
purchase, purchase, consumption)
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- Pre-purchaseduring this phase the objective of marketing comication is to create
interest for the company and its offerings becathgecustomer does not know the
details about its products and services;

- Purchase,the objective of the communication is to formulg®mises about the
product that the customer can accept as a soltdgibis problems;

- After-sale communication concentrates on the creation oftables and lasting
relationship with the customer, with the goal ding care of problems in the long run.

From this general framework of the purchasing pseceve can further articulate the
analysis by identifying 5 phases (research antdostact, negotiation, sales, customer service
and after-sales services), that can be matchedtmetaforementioned 3 phases.

Moving beyond these reflections, we identified sfi@elements relating to websites,
which can affect the communication efficacy of ghase in the purchase and consumption
process. These are shown in figure 7. In particaber choice of the elements was made by
industry and academic experts belonging to thearatp world.

Fig. 7-The distinct website elements divided bygghaf the purchase and consumption
process

Resear ch and Negotiation: Sale: Customer Post-sales
first contact: Service: services:
Language Language Online payment| | Contact emalil Saving of user
General business Request form Online Manuals profile
info Call center reservation Personalization Newsletter
How to achieve it Contact e mail Virtual Personalized Updates
Clients served Extranet shopping cart price lists Call center
Contact email Intranet Payment Multimedia Intranet
Online catalogue systems presentations Extranet
Distinctive element Online tracking Collection  of
Section news Included suggestions
Indexing transport costs FAQs
Search engines
Internals
Multimedia or flash
Forum
Social network
Sponsored link

Source: our elaboration

Then we analyzed the websites of 109 companie§¥b4f the sample), assigning each a
score (between 0 and 5) for each factor based writhmccurs.

% In particular, a score of 0 corresponds to insifit and 5 to excellent. In the case of binarpoeses (YES,
NO) a score of 0 indicates that that element ispnesent, 5 that it is present (for example théabée “presence
on the website of contact information” receivesars of 0O if there are no emails for the busin#dss technical
office, administrative office...; 5 in the case inialh all these contacts are present). Further @atibn is
required concerning the scoring of several elements

- The language element was given a 0 if the websi#e @nly in Italian, 3 if it provided the possibjlibf
selecting another language and 5 if it providedpbssibility of selecting 2 or more languages;

- Indexing was evaluated with a number of keywords aot only the name of the company, so as to peosid
more precise result;
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We found that the volume of user traffic on the sis appeared to be heterogeneous
with respect to the individual steps in the purehasd consumption process. This can be seen
in table 2, which shows the following results :

- The maximum possible score attainable by any companfully taking advantage of the
communication potential of its website in every ghaf the purchasing and consumption
proces§

- The average score of the PI group (both in absdkitieas and as a percentage of the
maximum value);

- The percentage difference between the average andrthe maximum possible score.

One can see that the companies considered bakeatlvantage of the company website
in all of the phases in the purchase and consumpgtiocess (40% in the phases of research
and primary contact, 44% in the phases of negotiabnly 5% in the sales phase and about
20% in the phase of customer service and afteskale

Tab. 2—Impact of the website on different phaseb®fpurchase and consumption process

Phases in the sales process MaximymAverage score of| Average score of the Percentage gap from
possibile the sample in sample as a the maximum value

score absolute terms percentage (100%)

1. research and first contagt 75 29.75 40% 60%

2.negotiation 30 13.06 44% 56%

3.sale 25 1.28 5% 95%

4.customer service 25 4.9 20% 80%

5. after-sales services 40 7.71 19% 81%

Source: our results

The company website in this study is best used pie-purchasing activities and
negotiation, although there is still a huge potdnthat can be exploited (60% and 56%
respectively). This demonstrates that retail bissas in the province of Pesaro-Urbino
predominately use online communication as an ingnt to make themselves known,
without doing real electronic commerce. This isacle'om the 95% gap in potential and it is
above all due to the fact that few companies aendp using electronic commerce (6 out of
the 200 companies considered, equivalent to 3%).

Lastly, the potential company-customer relationshipat the web could offer, and that
could improve both the loyalty and the longevity this after-sales bond, were largely
neglected by companies (there was an 80% gap thatleft untapped). This requires local
companies to multiply their efforts to acquire nekients and to make up for the turnover
generated, among other things, by the ineffectisgnef their Internet relations with
customers.

- The “flash and multimedia” element was not evaldate a binary element;

- The presence of social networks was considerediartlye case that they were specifically refer@dn the
website, that is; we did not search for the comghngugh social networks, but we observed whetheret were
links on the website to their Facebook page, Twiteount, or elsewhere;

- The extranet variable was taken into consideratiben website allowed users to enter into a prigatgion
that provided secure access and that requiredrdsad a password.

* This value was obtained by multiplying the numbgthe elements described in each phase by 5, vibitte
maximum possible score for each factor.
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5. The situation in the province of Pesaro-Urbino compared to the national
situation

This paragraph illustrates the differences thatrgetkfrom the analysis of company websites
in the province of Pesaro and Urbino and the iatiduation described in paragraph 3. Not
all of the results are comparable and table 3 teponly those data that can be used to
compare the national situation with that of Pegarioio.

Tab. 3 — Differences between national and provirsifaation

National situation (2009| Situation in the province|
ISTAT research) of Pesaro and Urbino
Companies with websites 59.09% 58%
Online catologues 40.23% 30%
Online orders and reservations 15.82% 7.5%
CRM 27.81% 12.5%
Use of the Internet for sales 7.26% 7.5%
Online tracking 6.47% 0.5%
Online acceptance of payments 37.98% 66.67%

Source: our data

Some data show negligible differences, which medhas the province is in line with
national standards, while others vary significanstyowing just how far behind the use of the
Internet by businesses is in this province compé#oeitie national scene. An analysis of the
various features reveal the following. The compsuiet have a website, among those of the
two selected samples, have a similar percentag@o (88. 54.5%), which means that
businesses in the province are in line with naligtendards in terms of presence on the web.
Regarding the presence of online catalogues, tiseee certain lack of the Pesaro-Urbino
company websites, in that only 30% publish theadpicts on their own website, compared to
40% at national level. This reveals a strong preseof “showcase” websites in which
companies simply present the history of their orz@ion and provide information about how
to contact and reach them, without worrying abaesenting their products in an articulated
manner on the web.

The same also applies to ordering and reservingluasts or services online. This
possibility is present in 7.5% of the company wtdssin the provincial sample, while at the
national level about 16% of company websites all@ers to make online reservations.

When comparing the use of more sophisticated tdobres, the difference increases.
With regard to CRM or the saving of the user pegfthe gap is large (28.81%). Concerning
the use of the Internet to make sales, both thematand provincial values are very low
(around 7%) and the difference is negligible (1.26%

The same can be said about the acceptance of gudyreents, with values that line up
closely (38% at national level compared to 40% advipcial level). This last result
emphasizes the high quality of several provinciampany websites; rather, the few
companies that offer this service are trying to entiieir websites as complete as possible by
offering customers the possibility to conclude thpirchase entirely on the web.
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6. Conclusions and oper ative implications of the study
The picture that emerges from the study allowséseral conclusions.

A first result is a generalized scarce use of thkeqial offered by the web by companies
in the province of Pesaro and Urbino.

This picture, though not excessively different frtéme national situation, denotes that the
use of the web is still limited to the early stagéghe purchase process, i.e. those of first
contact with the customer and negotiation.

This shows that companies overlook on-line commatita as a saléasnd relationdl tool
that can build customer loyalty and long-lastinigtienships’ In this way, above all in the
most competitive sectors, companies have to multipir efforts to acquire new customers
to make up for the high turnov@r.

By considering the factors that could explain thigation, the first is that a lack of
competence and the almost non-existence of a compalture continue to be the main
problems of all the companies. In fact, to datéelihas been done to bridge the cultural gap
that has kept companies from taking advantageeoWitb’s potential. An improvement to the
current situation would require changes to all thetors that influence “investments in
knowledge” (technology costs, industrial compegéitiess of ICT, public policy for
innovation, development of a supportive economsatesy, specialized human capital, culture
of innovation concerning product/process/serviBegsently, the creation and management of
the website is often entrusted to people with diffg expertise, who would need to be
effectively managed to fully take advantage ofviled.

In this respect, from a management point of vigwyauld be desirable both to promote
several changes within companies and to implemeatsores that act directly on the root of
the problem.

Above all, the learning of business skills needbdcencouraged: not technical skills, but
rather managerial and marketing skills, which caakenfull use of the web’s potential not
only for operative management, but also for a camisastrategy. This would also improve
companies’ relationships with external experts {{8afe houses, web agencies, etc.) to allow
for the effective development of websites in conjion with the companies’ specific goals.
This process could also be fostered by using sesvend external resources involving
institutional entities of the following nature:

- Joint University/Company research projects witht tvauld provide SMEs with support
and know-how, allowing them to efficiently improvtkeir managerial and marketing
skills and thus bringing them added value.

- Consulting and financial services provided by tradsociations and other entities —
Confartigianato (labor organization in the craistser), CNA (similar to Confartigianato,
but particularly for SMES), local organizationsdarmanks — that would allow for a better
assessment and use of the potential of technology.

® For an analysis of the impact of websites on thessprocess see Pencarelli Cioppi (2008).

® Concerning the importance of “relational commatimns” see Grénroos, (2000); Sheth, Parvatiys2dQQ%;
Gummesson, (2002); Harker, Egan, (2006); Gronreios)e, (2008). Gonzalez (2005, pp. 91-97) asskdtisthe
relation is improved not only by the functionallityi of the informational technologies, but also bgdonic
factors such as legibility and the perceived vistiahulation of the site.

" Among others, Cova and Jallat (2005) and Belv&®0@) reiterate the importance of using an integraind
multichannel approach (high-tech and high-touchintitivate the most effective development of intésees
strategies from both the relational and inter-comypaerspectives.

8 One can also think, for example, of the proces$esoss-selling that could be effectively utilizey providing
the clientele with information through the routsending of a newsletter.
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- Increased use — in recent years their number iireong to increase even more rapidly
— of the many young university students who hawadgated in (or who are currently
studying) management, marketing, or business conuation by creating internships or
short-term contracts with the aim of streamlininghda organizing marketing
communication. Following this guideline, the comyarchallenge would also become an
academic challenge, further integrating the woricbasiness and that of academia, of
marketing education and business communication.

Moreover, there would need to be an improvementhef offerings of third-party
companies (Software houses, web agencies, etcghwshould not limit themselves to
proposing sophisticated and advanced technologigiaitions, but which should also offer
communication and marketing services that can altbes companies to fully exploit a
website’s value.

A second result of the analysis is that compaonsss the Internet very differently. For
some companies the website plays a central roleommunications: as an institutional
instrument of external communication (with clegrdated, complete and detailed information
about the company and the company’'s offerings,jerml communication, relational
communication (with customers), and strategic comgation (through the constant indexing
of search engines that allow for the identificatiminnew targets and the acquiring of new
clients) and as a means of sales. These compansiteelhave an intranet, business and
administrative information, contacts and descrimioof main customers, contracts, etc.
Likewise they have an extranet that is well orgadiZor the management of customer
relations: customers, by using a password, canrgatitime information about the status of
their order and they can email customer servicardBgg purchases they have made.

On the other hand, there are many more websitdsatieaneither well-maintained nor
updated. Even though they present information atfmitompany and its offerings, the sites
take a self-referencing approach as opposed tdahateas relational and strategic (there is no
extranet, indexing of the search engines is not géective, and the image is not coordinated
with other instruments of communication).

This result suggests several changes that mordisp#yg pertain to web marketing:

- ldentify effective “keywords” that will make the Wwsite easier to find on major search
engines, defining the most appropriate “methodsinoexing,” even if that requires the
assistance of third-party companies specializedigwork;

- Create clear and complete content, providing peeaisd updated information about the
company and its offerings, highlighting the elensathiat distinguish the company and pertain
to its positioning, planning brochures, videos atmlvnloadable documents, developing
versions of the site in various languages, creatingoordinated image (colors, text, and
company logos) with traditional instruments of coomcation;

- Create systems of electronic commerce allowing otusts to complete the entire
purchasing process directly online incorporatingtems of electronic payment into the
website (debit or credit card);

- Highlight, when possible, references (most impdrtarstomers) and success stories (best
practices) to strengthen marketing in the pre-aatepurchasing phases;

- Develop applications (extranet, newsletter, blogruf) and content (specific contact
emails, press releases) to manage the after-dateonship phase with the client with an eye
on the long term.
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This study must be considered a work in progregesaailly in view, first and foremost, of
the dynamism and the speed with which technologyides tools potentially applicable to
web communication.

The limit of this study consists in the selectidrlee variables, and the division by size,
which are undeniably and inevitably influenced byegtain degree of discretion, although the
attribution of the binary scores to the variablealgzed has mitigated this aspect.
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