
CHAPTER-8 

 

Learning Objectives: 

 

1) Understanding the new methods of reaching out to the customer 

2) Studying the various ways on reaching the customer through internet 

3) Understanding the online shoppers behaviour 

 

 

INTRODUCTION 

 

Reaching the customer means getting the exposure. Exposure means entering the 

person’s sphere of existence through physical proximity to a stimulus that allows 

one or more of a person’s five senses, the opportunity to be activated. The 

activation occurs only when/if this stimulus meets or exceeds the lower threshold 

(the minimum amount of intensity necessary for sensation to occur). While 

seeking customer exposure, a firm must choose the pathways through which its 

messages will travel in order to get the right exposure to the customer.  

 

Now a days, the most popular way of making a one-one contact with the 

prospective customer and existing customer in today’s world is internet. If 

managed properly a company’s internet strategy will be able to, satisfy its existing 

customer base as well as succeed in recruiting new customers to its business. A 

marketer can make contact with their customers in six different ways each of has 

been briefly explained. 

 

a) Websites- launching pad for a company’s presence in the market is the 

business website of a company. Whenever someone wants any sort of 

information the first place that he/she will look for, is the company website. 

Infact the payoff received from the other five methods explained later, 

ultimately depends upon the effectiveness of the business website. Today is 

the era of ‘brick n click’ strategy wherein the website of a company supports 

the activities performed by the physical stores of the same company. A 

customer may not be able to visit the store personally due to various reasons 

but getting an idea or experience about the product portfolio, price range, 

discount scheme etc. can easily be had from the company website. Often 

company website is the first contact between the prospect and the marketer. 

Therefore it is very essential that the concept of ‘first impression is the last 

impression’ is kept in mind while designing the web site. 

 

b) Search Engine- A large majority of internet users find websites through search 

engines like Google, MSN, Yahoo!, and others. Therefore the concept of 

search Engine optimization should be considered in mind while designing 

websites. This is so because a customer often views the websites in the order 



or sequence in which they are presented by the search engine. The search 

engine in turn takes cues from the keywords typed by the browser. It a list of 

all those websites which have that keyword in the content of there website. 

Therefore while designing the website, the designers and companies should 

keep this fact in mind that the commonly associated keywords with the sector 

are included in our website.  

 

 

 

 

Fig 8.1, Search Engines are a popular way of getting all possible information. In fact 

it is the first (modern) contact point for today’s customer seeking information about 

products/brands/companies. (Source- 

tipshone.net/top-ranking-search-engine-submission-site-list) 

 

 

c) Online advertising- the other term for this type of advertising is, keyword 

advertising. These ads are very different from the conventional ads because 

they appear as a ‘sponsored links’ or ‘sponsored search results’ that appear 

alongside the regular search results that are generated by various search 

engines like Google, Yahoo etc., in response to a consumer’s enquiry. There 

are different forms of online advertising: ‘static ads’ such as keyword ads are 

stationary, ‘pop-ups ads’ in the initial stages were quite popular with 

advertisers because of there suddenness with which they appear on the screen 

but of late there has been a general dislike for this type of ads because they 

distract the view of information that the browser is actually seeking, further 

now-a-days there pop-up blocking software’s that are easily available so 

advertisers now-a –days don’t prefer this form of on-line advertising. At 

present the most popular form of on-line advertising is ‘floaters’. There 

increasing popularity among advertisers is because of the fact that they 

overlay the content of the page instead of creating new windows. Another 

reason for there popularity is, there immunity to the software that blocks 

pop-ups. Though from consumer point of view even floaters are equally 

frustrating but research results indicate that their ‘click-through rates’  are 

somewhere between 3-5%, far greater  than 0.5% rates achieved by static 

advertising.  
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Fig 8.2 (A)- An online pop up advertisement and (B) online floater  advertisement.  

For image A (Source- cs,stanford.edu) For image B (Source- statesmansolutions.com) 

 

 

d) E-mail marketing- one of the lesser expensive form of promotion on internet is, 

e-mail marketing. However this method doesn’t have very high response rate 

due to two reasons. A) It is not easy to achieve a delivery of the e-mail to all 

the customers because often in many cases the problem of ‘bounce back’ is 

inevitable either due to full mailboxes or due to invalid addresses or due to 

server problems. B) Getting the recipient open the email is the other challenge 

that the marketer has to face. Therefore what appears in the sender and subject 

lines is critical at this stage because anyone will open an e-mail only when the 

either or both of these appear interesting to the recipient. Companies should 

try to send permission based e-mail (one which recipients have previously 

granted permission to a commercial sender to contact them in this way). Spam 

on the other hand is an unsolicited commercial e-mail that is often ignored by 

the recipient. Research indicates that familiar brand names and company 

names often act as a stimulator that stimulates the recipient to atleast open the 

e-mail. But at times the risk of internet threats and phishing attacks prohibits 

them from doing so and this is one of the major reasons that despite of 

designing best subject lines or familiar sender name still, this way of making a 

contact with the customer is not as rewarding as it should have been. 

 

e) INSTANT MESSAGING- is the latest contact tool in the field of internet 

marketing. Due to its highly personalized nature this tool is gaining popularity 

both with the advertisers and the general public as whole, especially 

youngsters who are the most difficult one to reach. An example of this is 



‘Yahoo! Messenger’ service that provides a platform to users to know about 

current updates about the product/brand/firm that is advertised, while 

messaging with others. In India popular IM tools such as Whats Up, Hike, We 

Chat, Skype etc. are being used by various firms such as Myntra.com, 

Jabong.com etc. to promote there range of products. The best aspect of this 

method is that the recipient will get a glimpse of the ad whether he/she wants 

to view it or not.  

 

 

Fig8.3, Various forms of IM services currently popular in India. A contact point that 

is difficult to avoid or miss. (Source- eteknix.com) 

 

 

f) BLOGS- these are websites that contain an online personal journal with 

reflections, comments and often hyperlinks provided by the writer. Mostly 

these Blogs are created by individuals who take pride in their domain and till 

recent past was free from corporate but of late companies like ‘Maybelline 

India,, park Avenue for its Beer shampoo and companies like coca cola have 

successfully used this method for making contact with existing and 

prospective buyers.  

 

g) VIRAL MARKETING- is a tool of making customer contact wherein the 

company creates something that is often tangentially linked to the company’s 

product in such a way that compels the consumers to pass that ‘something’ 

along to others they know. In other words viral marketing is all about creating 

BUZZ (means how much attention has been generated by a marketing 

activity). It is reflected in the amount of word-of-mouth and word-of-mouse 

activity occurring in the marketplace. All in all the success of viral marketing 

depends mainly on consumers for making contact with other consumers. 

Companies are finding new and innovative ways to create buzz in the online 

world. But the most important aspect that marketers must remember is that 

what actually attracts an individual is not the only concern. The actual concern 

should be, to be able to make a long term association /contact with the 

prospective customers. One can attract an internet browser by creating buzz 

but making him/her come back again to the website is surely something ‘buzz’ 

alone cannot achieve. Therefore marketers must find ways and methods not 



only to attract the viewer but also to make him/her a regular visitor to the 

company website.  

 

 

 
 

 

Fig 8.4, concept of viral marketing, it spreads like a virus i.e. The news or information 

travels in no time and is spread among the targeted group in least time. However 

effectiveness of this form of promotion or making contact with the prospective 

customers depends upon the efficacy of the message being transmitted. (Source- 

memebum.com) 

 

h) MOBILE MARKETING- This way of making contact with the prospective 

customer is relatively new in the market but is quickly making roads with almost 

every marketer because of the intimacy that a mobile phone shares with the vast 

majority of customers. This market consists of cell phones, personal digital 

assistants (PDAs) and any other wireless communication device. ‘video 

streaming’ services provided by the telecom company and concept of 

‘mobisodes’ (are a few seconds-one minute footages of the movies, shows or 

video games that are displayed on internet enabled Smart phones). These ways 

and methods are relatively new therefore viewers may have a lot of interest in 

them. Marketers can constructively use this platform to get maximum customer 

exposure till the time the ‘fad’ for this technique is in. the strike rate of this 

method will eventually go down in near future as is the case with other such 

internet based methods of making customer contact. 

 



 

 

Fig 8.5, A mobile phone user viewing the ‘mobisode’ of  ‘ coffee with Karan’ a 

popular TV talk show hosted by famous producer and director of Bollywood movies, 

Mr.KaranJohar.(Source- telecomtalk.info/koffee-with- karan-now-on-mobile- phone 

/51844) 

 

i) ADVERGAMING- is the latest kid on the block. It is the method of using 

video games as a medium for advertising products. Herein the games are designed 

in such a fashion that they contain or make product associations. This method is 

quiet popular in case of promoting those products that are directly or indirectly 

associated with kids. Though seeing the popularity of mobile/video games with 

almost every age group of customers, this method of making customer contact can 

be easily used by every marketer provided it can be somehow linked with the 

concept of the game. This medium offers several benefits over the above 

mentioned methods: 1) the cost of making customer contact through this method 

is just a fraction of many other mediums. 2) Players are exposed to a dozen brand 

images and messages for a considerable amount of time. 3) It is a way of learning 

with fun. The player is enjoying himself/herself while playing the game and at the 

same time is exposed to the brand/s at least for half an hour. 3) This way helps in 

forming or shaping consumers’ product/brand attitudes and beliefs. 4) The best 

part of this method is that this technique is not limited to internet only; companies 

can use advergames in attracting and educating potential customers at trade 

shows. 

 

 

 



 

 

Fig 8.5, An interactive video Game designed to entertain as well as engage the 

customer with the brand ‘ McDonald’s ‘ as many time as the brand appears in the 

game, the same gets registered in the subconscious mind of the customer. (source- 

masterguapohacker.blog 

 

UNDERSTANDING BEHAVIOR OF ONLINE CUSTOMER 

 

Today the internet has changed not only the way in which corporate do business but 

also the way customers buy products and even services to some extent . Now products 

and services are produced and consumed more quickly and efficiently.  All this is 

possible due to interactive shopping environments that have enabled manufacturers 

and retailers to learn on how to satisfy consumers tastes and preferences more 

effectively. On one hand it provides the customer, customized products at reasonable 

prices that helps them in doing comparison shopping and hence save their hard earned 

money. Further it acts as a medium of marketing communications. Internet offers a 

quick and easy way to shop. The transactions are easy, quick and cost saving. Hence 

the on-line buyer gets a much better deal in buying a product or service on the net 

than the deal which he/she will get in traditional form of buying. On the other hand it 

provides the companies a chance to directly interact and serve the customer which in 

turn provides them the opportunity to better understand the customer needs,wants and 

behavior and also overcome the problems posed by distribution channel mechanism.  

All this results in increased revenues not only due to increased sales through 

e-retailing but also due to decreased costs brought about by the use of web 

e-procurement methods. All in all it wouldn’t be wrong to say that ‘ unlike traditional 

retailing, the internet as a marketing channel has reasonably reduced the place and 

time constraints.  

          Although the speed at which the number of online buyers and shopping 

portals are coming up on the internet, in our country is unprecedented and this 

increases the number of choice options available to an online buyer and hence aids in 

decision making, yet too much information often leads to confusion and 

overwhelming to online buyers. Therefore we can say that online buying too has some 

shortcomings that need to be understood and tackled by the marketers if they wish to 

make e-retailing there main marketing strategy. Other problems with online selling 



are: since the customer is able to compare prices of various alternatives and determine 

if the given price is fair or unfair; this makes manufacturers susceptible to price wars 

which may make customers price sensitive and this could even erode profits. Another 

problem is that customers are often hesitant in sharing their complete details with the 

website through which they are ordering.  

 

DECISION MAKING PROCESS IN CASE OF ON-LINE BUYERS 

 

Although the stages in decision making process is same in case of an on-line buyer as 

the case of off-line buyer but the decision-making behavior in all the three stages of 

buying process is affected by internet to a great extent. In case of on-line shopping a 

consumer passes through all the stages , however the activities involved in each stage 

of online buying are quite different from the activities performed by an off-line buyer.  

 

A) PRE- PURCHASE STAGE IN CASE OF ON-LINE BUYING- in case of an 

on-line buyer the task of deciding from a range of alternatives is much more 

complicated than that of an off-line buyer due to the instant availability of the number 

of options. The problem recognition can occur either due to internal stimuli or 

external stimuli or both (a concept  that has already been explained in the chapter on 

buyer decision making process). The internet can generate both primary and 

secondary demand. When a consumer gets information about new products/services 

through internet and also become aware about the way these can fulfill latent need 

than they are interested to search more about them, this leads to the generation of 

secondary demand. For example: a browser who wants to shape up her body and gets 

awareness about her current health status through an internet search engine (by filling 

in vital statistics of  height and weight one can get an idea about the  his/her health 

status), once she becomes aware that she is overweight, she is now on a look out for 

an affordable and easily accessible weight management program. While going 

through further browsing she comes across a banner advertisement that catches her 

attention and she gets motivated to click on and search for information on how to lose 

weight and manage a diet. Once she gets further interested she moves to a generic 

web site, where she finds that many marketers have displayed pop-up- advertising on 

various weight management programs offered by them along with the dietary control 

regimens proposed by them as a part of the programs offered by them. The browser 

than makes the comparison and in this way not only gets exposure to various old as 

well as new brands but is also able to decide or switch brands. At the stage of 

information search, internet performs the most important role because whether a 

customer buys online or off line, the major source of information, is internet, if the 

person has an access to the same. This is so because in this technology savvy world, 

people are time starved customers and are always on move,very mobile and prefer to 

use their mobile phones or computers for all practical reasons. Even in cases of car 

buying (old as well as new) , real estate or home loans also, the prospective buyers 

search on internet for reviews, feature lists and price details. By doing so, the 

consumer not only saves time and effort but also able to make comparisons between 



the offers made by different marketers. However the final purchase in such cases is 

done in physical stores only and not on internet.  The reason fora growing increase in 

the use of internet as a major source for searching product or brand related 

information is, low cost. Though only those customers who have a positive attitude 

towards online buying or trust the information available on search engines, are likely 

to search for information on the internet. Other factors that influence this stage in 

decision making process are: perceived behavior in terms of access to the internet, 

ability to navigate the internet and that too with interest and most importantly having 

time to do so, affect the actual intention to search for information online. It is 

therefore advisable to the marketers, to encourage customers to search for information 

on the internet by conveying and creating an image of enjoying a risk free experience 

of shopping online. While doing evaluation of alternatives, a general observation is, 

that consumers using internet as the source for information search are often well 

informed about the websites to visit for the particular product or service. While the 

common understanding is, that while evaluating various product offerings available 

online, a shopper gives the I st preference to price butt his is not always and 

completely true because another important dimension that affects evaluation process 

is, the brand name of the retailer or website offering the product. This is so because an 

online buyer often evaluates the the brand name in order to make judgments on the 

product quality and firm’s ability to deliver the products on time. Therefore marketers 

must make extra efforts in order to gain the trust and confidence of  the customers by 

providing them an ease of use, prompt delivery services, and clear cut privacy and 

return policies. The information provided on internet helps in building loyalty and 

interest among the buyers and prospects. This encourages them to revisit the website 

and buy products or services offered by them.  

 

 

 

B) PURCHASE STAGE IN CASE OF ONLINE BUYING- after obtaining 

information from the internet, consumers can make use of this information in two 

ways: they may go to a retail store to make the physical purchase of the product or 

they may purchase the product online. To move the customer towards the second 

alternative,  the online marketers can woo the prospective buyers by making their 

marketing efforts more attractive through personalization. However consumers often 

show great concern over the need for giving personal information on the internet 

when asked for by the website (an essential aspect of personalization of the products 

by the online marketers) . Similarly, another important issue related to personalization 

aspect is the breach of security of credit-card transactions on the internet. Another 

very important issue is, that the customers are unsure if the products such as clothes 

which fit them properly are available on the internet. 

 

 

 

 



 

How to personalize the online offer and build trust with on-line buyers: 

 

~ This problem however can be tackled by doing ‘mass customization of products.’ 

with the help of  the computer and the flexible manufacturing technology.  

 

~ Online marketers can initiate personalization by addressing the customer by his/her 

name, when they visit the website. Later, on the basis of the information generated 

through last website visit of the customer in which he/she had quoted his/her 

preference can help the marketer in developing and maintaining a personalized page 

for the customer. This can also be used to inform and apprise the customers about 

promotional offers and deals pertaining to products of their choice and interest. 

 

~ The success of an online marketer depends upon its ability to identify, differentiate 

its customers and using this to understand the individual needs and values sought by 

these customers. To use this information drawn for each customer, to interact with 

them and then customize the company’s product offering based on his/her needs. 

 

~ To tackle the problem of security issues, frequent browsers and online buyers can 

select and implant the ‘cookies’ that help sites recognize the customer, remember the 

passwords and also store information on the other preferences about the site. 

 

~ On there part organizations can use authentication technology, audit controls, 

custom-tailored software, fitters, professional consulting services and permission 

based content technology to ensure privacy of customer data. They can also install 

spaces which will provide a security check on unsolicited mails.  

~ Another way to tackle security issues is to use the two protocols -  Secure Sockets 

Layer (SSL) and Secure Hyper Text Transfer Protocol(S- HTTP) in order to provide 

secure information transfer through internet. 

 

~ An important way of tackling the security and privacy concerns of the online 

customers by the online marketers,  is by building trust in their brands. If the website 

has a positive impact in terms of trustworthiness, it  can have a positive impact on 

purchase intentions and loyalty.  

 

~  Websites can build customer trust by providing-service guarantees, privacy 

policies, third party credentials of credibility and customer or user testimonials.  

 

~ Some Researchers suggest that websites can build and enhance trust among buyers 

by creating and using software-enabled virtual- advisors in the form of personal 

shopping consultants. Such virtual advisors could interact with customers, understand 

their needs and provide them with suggestions to fulfill those needs. 

 



~ The area of delivery fulfillment, the shipping or delivery charges can also prove as 

an obstacle in taking online purchase decisions. To overcome this problem, the 

retailers can provide information related to shipping charges on the site, much before 

the online customer reaches the last stage in the purchase process. 

 

By adopting some or all of the above mentioned techniques, an online marketer can 

build trust among its customers and also ensure personalization of its marketing offer. 

However another challenge that an online marketer often experiences is : How to 

convert online browsers into online buyers? Although a sure shot way to overcome 

this problem is yet to be researched for or probably it is impossible to convert all 

browsers into buyers. Yet a thorough analysis of the kind of online visit and the type 

of behavior depicted by the online buyers can give an idea about how to convert 

internet browsers into online buyers. After a thorough research, Wendy W. Moe and 

Peter S. Feder have developed a model that helps can help an online retailer in 

knowing when a browser will turn into online buyer. According to this model, 

customer visits to a website can be classified into the following categories: 

 

i) DIRECTED PURCHASE VISIT- customers visits the website to purchase a 

product or service. 

 

ii)  SEARCH AND DELIBRATION VISIT- the customer visits the website for 

seeking information, making comparison and weighing each alternative with an 

intention to buy in future. 

 

iii) HEDONIC BROWSING VISIT- the customer browses the net for pleasure and 

recreation. 

 

iv) KNOWLEDGE BUILDING VISIT- the customer does an online scanning of the 

market and and information gathered in the process can affect future purchases. 

 

                    This model can be used by the online marketers, to analyze 

visits of the browsers and accordingly classify them into the above mentioned 

categories. This will help them design better strategies for luring these casual visitors 

and converting them into buyers. For example- for if you identify that the browser is 

here only for satisfaction of hedonic needs than by designing some irresistible 

schemes or offers such as BOGOF (buy one get one free) or TWOFER (buy two get 

one free) or some other free-bees that can help convert this casual visit into purchase. 

It is observed that in case of online browsing,customer needs an incentive to purchase, 

he or she can be targeted with promotional offers. Important thing to remember for an 

online marketer is, to keep a track of customer responses to various tactics and make 

efforts to convert browsers to actual purchasers. 

 

 

 



C) POST PURCHASE STAGE IN ONLINE BUYING  

 

At the last stage in online buying decision making, the role of the marketer is provide 

customer satisfaction to online buyer by building loyalty and addressing the issues of 

return. The most important of all issues is gaining and ensuring customer satisfaction. 

Although again there is no way in which you can completely satisfy all customers but 

at least one can design way and methods that can allow pacification of the customer 

till the time his/her problem is resolved.  One way of doing this, is by providing web 

based- self service facility. By availing this facility, customers need not call the 

company for petty issues and helps them feel satisfied and in control over the process. 

These web self services can either be content based or transaction based. The former 

involves tackling common issues faced by the customers in form of FAQs and the 

latter  involves more dynamic services that include providing solutions or 

suggestions to the queries the require individualized information which is to be 

retrieved from back-end databases and than supplied to the customer whenever 

requested.  

       Another important issue that needs to be addressed is to build customer 

loyalty that ensures and increases profit. This can be generated in two ways: 

a) Repeat purchases by a customer at a specific site. 

b) Referring customers to the site. 

 

Research has shown that a website can break-even only after at least four repeat visits 

from a customer, in a period of twelve months. A customer is surely satisfied with the 

services provided by an online marketer, if he/she makes a repeat visit to the website 

within a period of three months from the last purchase. A website should ensure that 

these frequent visitors and buyers are given special promotional schemes or offers so 

that they not only continue their patronage to the site but also refer it to others. This 

way the website is able to acquire new customers without spending any money to get 

them to the site. 

Last but not the least remains the issue of  handling returns. Although there is lot of 

buying convenience offered by online buying but at times customers find it annoying 

to return the purchased products to the manufacturer  if they are not found to be 

satisfactory. Therefore it is essential for the companies to design and adopt suitable 

ways by which customers will find it hassle free to return products which are not 

found to be satisfactory.  

 

 

CHAPTER END QUESTIONS 

 

Q1- Comment on the growth of online shopping. Give probable reasons for the same. 

 

Q2- Is there any difference in buying behaviour of shoppers in online and offline 

mode? If yes what? 

 



Q3- Give the possible problems that the e-retailers and e-shoppers face during online 

sales and purchase of goods. 

 

 

 

 

 

 

 

 


