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CHAPTER 7
CONCLUSION AND RECOMME DA TONS

7.1 INTRODUCTION

The advent of the Internet and development of the World Wide Web have resulted in a
number of pertinent changes in the marketing environment. The extent of these changes
has been such that they impact marketers, regardless of whether or not they are . ively

engaged in Internet-based commerce (Chapter 3).

Simultaneously, the Internet is also increasingly being recognised as an important new
marketing tool - one that can be used to execute marketing tasks in an optim manner.
Further, as a result of the Internet, many of the more idealistic marketing concepts that

have arisen over the years have now become feasible realities (Chapter 4).

In order to keep up with twenty-first century business requirements, it is vital for
marketing curricula to include Internet marketing content elements (Section 1.1). The
first step in this process, and the one addressed by this study, is to identify and reach
consensus on which Internet marketing content elements are relevant to marketing
students (Section 1.2). Specifically, this study sought to identify an inventory of Internet
marketing content elements relevant to generic undergraduate marketing students based
on a review of Internet marketing literature and empirically tested against the opin  1s of

both marketing academics and practitioners.

The recommended inventory of Internet marketing content elements relevant to generic
unde aduate marketing students is presented in section 7.4. In addition, this section
includes a discussion on the study’s research findings regarding the tal

implementation method and suggested learning outcomes. In section 7.5 an outline of
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est the relevance of identified Internet marketing content elements to generic
undergraduate marketing students from a marketing academic perspective.
Identify the most suitable approach to implementing Internet marketing content
elements at undergraduate level and relevant Internet marketing learning
outcomes for generic undergraduate marketing students from a marketing
academic perspective.
Test the research findings of objectives four and five from a marketing
practitioner perspective.
Recommend an inventory of Internet marketing content elements relevant to
generic undergraduate marketing students, together with a suitable approach to
implementing Internet marketing content elements at undergraduate level and
relevant Internet marketing learning outcomes for generic undergraduate

marketing students.

Investigating and answering the following research questions addressed these objectives:

J

Which Internet-driven marketing environmental changes do marketing academics
consider relevant to generic undergraduate marketing students?

Which principles guiding the use of Internet as a marketing tool do marketing
academics consider relevant to generic undergraduate marketing students?

What do marketing academics consider to be the most suitable approa  to
implementing Internet marketing principles within  higher education
undergraduate business programmes?

What do marketing academics consider to be the relevant Internet marketing
learning outcomes for generic marketing students at undergraduate level?

Do marketing practitioners hold the same opinion as marketing aca ‘:mics

regarding research questions one, two, three and four?

In accordance with the specified objectives of the study, chapter two focused on

developing a framework of the fundamental elements (principles) of general marketing

theory.

Chapter three investigated the influence of the Internet on the marketing
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marketing education by identifying a comprehensive inventory of Int e g
content elements within the framework of general marketing theory. The study offers a
balanced view in that it incorporates the opinions of both marketing academics and
marketing practitioners. The inventory of Internet marketing content elements, tog er
with the suggested implementation method and learning outcomes, can be used as a
platform to guide the structured integration of these elements into generic undergraduate
marketing progran :s. For authors of academic textbooks, this inventory offers a
valuable guide as to which Internet marketing content elements are relevant for inc sion

into textbooks geared at generic undergraduate marketing students.

For marketing practitioners, the inventory of Internet marketing content « >ments can

serve to identify possible knowledge gaps that need to be addressed.

Finally, from both a marketing academic and marketing practitioner viewpoint, this 1dy
serves to highlight the potential of the Internet as a generic marketing tool. Through the
use of the framework of established general marketing fundamental, this study prov: :sa

realistic view of Internet’s potential as a marketing tool for the generic marketer.

7.4 RECOMMENDATIONS

The following recommendations are based on a literature review of Internet ma eting
principles and practices, together with a statistical analysis of the feedback received »m
both marketing academics and marketing practitioners. These recommendations
represent an inventory of Internet marketing content elements that are r :vant for

inclusion into generic undergraduate marketing programmes.
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7.4.1 Construct 1: Internet-driven marketing environmental .
change content elements identified as being relevant to

generic undergraduate marketing students

The first construct deals with Internet-driven marketing environmental changes. s
construct comprises five identified content elements. The level of coverage devoted to
each content element within undergraduate generic marketing curricula should be guided
by the relevance attached to the individual element by marketing academics and
practitioners. It is recommended that the following five content elements, together with
the suggested topics pertaining to each element, be included in undergraduate generic
marketing curricula, where the level of coverage should be guided by t vi o2

attached to the individual element by marketing academics and practitioners:

> Internet-driven globalisation
This Internet marketing content element was deemed relevant-to-highly relevant to
generic undergraduate marketing students by both marketing academics and marketing
practitioners. Coverage of this content element should include the following topics:
e How Internet technologies are accelerating the rate of gli alisation
(Section 3.3.1).
e The implications, in terms of opportunities and threats, of the rnet-
driven global context of the contemporary marketing environment

(Section 3.3.2).

> Internet-driven knowledge economy
This Internet marketing content element was deemed relevant-to-hi; ly reles it )
generic undergraduate marketing students by both marketing academics and marketing
practitioners. Coverage of this content element should include the following topics:

e Why the Internet has fuelled an information revolution (Section 3.4 ).

e The new economics of information in the Internet age (Section 3.4.2).

e Knowledge as a strategic asset in the Internet age (Section 3.4.3).
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e Virtual integration of value adding activities = ection 3.7.1).
e Networked marketing environment (Section 3.7.2).
e Network organisation design (Section 3.7.3).

e Changing role of marketing in the network organisation (Section 3.7.4).

7.4.2 Construct 2: Principles guiding the use of the Internet as a
marketing tool identified as being relevant to generic

undergraduate marketing students

The second construct deals with the principles guiding the use of the Internet as a
marketing tool. This construct comprises twenty-four identified content elements. The
level of coverage devoted to each content element within undergraduate generic
marketing curricula should be guided by the relevance attached to the individual element
by marketing academics and practitioners. It is recommended that the following twe -
four content elements, together with the suggested topics pertaining to each  :ment, be
included in undergraduate generic marketing curricula, where the level of coverage
should be guided by the relevance attached to the individual element by ma eting

academics and practitioners:

» Using the Internet to optimise the marketing intelligence process.
This Internet marketing content element was deemed relevant-to-highly r :vant to
generic undergraduate marketing students by both marketing academics and ma eting
practitioners. Coverage of this content element should include the following topics:
e Internet as a marketing intelligence tool for gathering and disseminating
macro, task and internal marketing intelligence (Section 4.2).
e Internet as a source of local and global, archived and current marketing
intelligence (Section 4.2.1).
e Using the Internet as a tool for gathering marketing intelligence (Section

4.2.2).
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* Generic design principles fundamental to creating a customer-oriented

Web site (Section 4.6.3.1).

> Applying Internet marketing communication tools optimally as part of an
integrated marketing communication mix strategy.

This Internet marketing content element was deemed relevant-to-highly relevant to
generic undergraduate marketing students by both marketing academics and marketing
practitioners. Coverage of this content element should include the following topics:

¢ The importance of using the Internet in combination with traditional

communication methods (Section 4.6.3.2).
e Using the Internet to complement personal selling meth¢ 5 and

supplement mass communication methods (Section 4.6.3.2).

> Utilising the Internet to move from one-direction marketing communi  tion
to relationship-building interactive dialogue.
This Internet marketing content element was deemed relevant-to-highly relevant to
generic undergraduate marketing students by both marketing academics and marketing
practitioners. Coverage of this content element should include the following:
e Principles guiding the move toward Internet-facilitated interactive

dialogue (Section 4.6.3.3).

> Applying the Internet to optimise personal selling efforts.
This Internet marketing content element was deemed relevant-to-highly r :vant to
generic undergraduate marketing students by both marketing academics and ma sting
practitioners. Coverage of this content element should include the following topics:
e Ways in which the Internet can be deployed to empower the sales force
and support the traditional selling process (Section 4.6.3 4).
e Ways in which the Internet is redefining the role of the sales fc  : within
1 isation, that is, enabling sales people to more t

order-making and customer relationship-building activities is (Section

4.6.3.4).
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> Utilising the Internet to enhance the management of sales force ¢ rts.
This Internet marketing content element was deemed relevant-to-highly relevant to
generic undergraduate marketing students by marketing academics but not by marketing
practitioners. In keeping with the needs of industry it is suggested that coverage of this
content element requires only a brief mention of the following topics:

o Internet as a tool for enhancing sales management efforts (Section

4.6.3.4).

e The sales management challenge of managing multiple sales interfaces

(Section 4.6.3.4).

> Using the Internet as a customer-oriented transaction channel.
This Internet marketing content element was deemed relevant-to-highly relevant to
generic undergraduate marketing students by both marketing academics and marketing
practitioners. Coverage of this content element should include the following topics:
e Reasons why the integrated bricks-and-clicks strategy holds the most
promise for success (Section 4.6.4).
e Fundamental features of a customer-oriented online transaction - annel

(Section 4.6.4.1).

e Integrating the Internet channel with traditional distribution channels to
optimise the customer experience across channels.
This Internet marketing content element was deemed relevant-to-highly relevant to
generic undergraduate marketing students by both marketing academics and ma eting
practitioners. Coverage of this content element should include the following topics:
e Distribution strategy implications of implementing an Internet transaction
channel (Section 4.6.4.2).
e Utilising the Internet channel as a complement to traditional channels and
integrating the Internet channel with traditional distribution channels to
create a seamlessly integrated customer-oriented experience across

channels (Section 4.6.4.3).
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