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Thesaurus  
 
In order to better understand the technical terms in this essey the author has decided to 
use the Internet site www.factmonster.com,which is powered py pearson education as 
well as Philip Kotler’s Principles of marketing and Rohn Engs Sellphotos.com in order to 
present explanations for the following terms:  
 
Ad blocking: Blocking of online advertisements such as for instance pop-up and banner 
ads.1   
 
Application: Computer software that performs a task or set of tasks, such as word 
processing or drawing. Applications are also referred to as programs. 
 
B2B (business-to-business) e-commerce: Using B2B trading network, auction sites, 
spot exchanges, online product catalogs, barter sites, and other online resources to reach 
new customers, serve current customers more effectively, and obtain buying efficiencies 
and better prices. 
 
B2C (business to consumer) e-commerce: The online selling of goods and services to 
final consumers. 
 
Banner Advertising: An online advertising that pops up and moves around on the screen 
while an Internet user is surfing online. 
 
Buzz marketing (Viral Marketing): The Internet version of word-of-mouth marketing - 
E-mail messages or other marketing events that are so infectious that customers will want 
to pass them along to friends. 
 
Chatting: Typing text into a message box on a screen to engage in dialog with one or 
more people via the Internet or other network. 
 
Cyber Space: Slang for the Internet. 
 
Database: A collection of similar information stored in a file, such as a database of 
addresses. This information may be created and stored in a database management system 
(DBMS).2 
 
Domain name: The name of a network or computer linked to the Internet. Domains are 
defined by a common IP address or set of similar IP (Internet Protocol) addresses. 
 
E-mail: Electronic mail; messages, including memos or letters, sent electronically 
between networked computers that may be across the office or around the world. 

                                                
 
1 Kotler, Armstrong, Principles of Marketing, Hertfordshire, 2006 
2 http://www.factmonster.com/ipka/A0006024.html, 23.02.2007 
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FTP: File Transfer Protocol. A format and set of rules for transferring files from a host to 
a remote computer. 

 
E-commerce: E-commerce is found under B2B respectively B2C. 
 
Home page: The main page of a Web site used to greet visitors, provide information 
about the site, or to direct the viewer to other pages on the site. 

 
Hyperlink: Text or an image that is connected by hypertext coding to a different 
location. By selecting the text or image with a mouse, the computer “jumps to” (or 
displays) the linked text. 
 
Interactive: interacting with a human user, often in a conversational way, to obtain data 
or commands and to give immediate results or updated information: For many years 
airline reservations have been handled by interactive computer systems. 
 
The Internet: An international conglomeration of interconnected computer networks. 
Begun in the late 1960s, it was developed in the 1970s to allow government and 
university researchers to share information. The Internet is not controlled by any single 
group or organization. Its original focus was research and communications, but it 
continues to expand, offering a wide array of resources for business and home users. 
 
IT: Internet technology. 
 
Keywords: A term that describes a document or image and provides an access point to 
it.3 
 
Menu: A context-related list of options that users can choose from. 
 
Push technology: Internet tool that delivers specific information directly to a user's 
desktop, eliminating the need to surf for it. PointCast, which delivers news in user-
defined categories, is a popular example of this technology.4 
 
Royalty free photos: Usage of photos multiple times for a one-time fixed fee.5 
 
Search engine: Software that makes it possible to look for and retrieve material on the 
Internet, particularly the Web. Some popular search engines are Alta Vista, Google, 
HotBot, Yahoo!, Web Crawler, and Lycos.6 
 
Server: A computer that shares its resources and information with other computers, 
called clients, on a network. 
                                                
3 Eng, Rohn, Sellphotos.com, 2000, p. 261 
4 http://www.factmonster.com/ipka/A0006024.html, 23.02.2007 
5 Eng, Rohn, Sellphotos.com, 2000, p. 181 
6 http://www.factmonster.com/ipka/A0006024.html, 23.02.2007 
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Stock images: Images that are sold by a stock photography agency.7  
 
Spam: Unwanted commercial e-mail messages.8  
 
Software: Computer programs; also called “applications.”9 
 
Surfing: Exploring the Internet. 
 
User: Any individual who is using a computer. 
 
User friendly: A program or device whose use is intuitive to people with a nontechnical 
background. 
 
Viral Marketing: Viral marketing is found under Buzz marketing 
 
Web communities: Web sites upon which members can congregate online and exchange 
views on issues of common interest.10 
 
World Wide Web (“WWW” or “the Web”): A network of servers on the Internet that 
use hypertext-linked databases and files. It was developed in 1989 by Tim Berners-Lee, a 
British computer scientist, and is now the primary platform of the Internet. The feature 
that distinguishes the Web from other Internet applications is its ability to display 
graphics in addition to text.11 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

                                                
7 Eng, Rohn, Sellphotos.com, 2000, p. 265 
8 Kotler, Armstrong, Principles of Marketing, Hertfordshire, 2006, Page 576 
9 http://www.factmonster.com/ipka/A0006024.html, 23.02.2007 
10 Kotler, Armstrong, Principles of Marketing, Hertfordshire, 2006, Page 572 
11 http://www.factmonster.com/ipka/A0006024.html, 23.02.2007 
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Summary 
 
This study intends to find out how Swedish stock photography agencies use the Internet 
and specifically their websites as tools for building their brands.  
Lately more and more specialized stock agencies are emerging and due to the digital 
revolution these agencies are almost solely Internet based. Thus online-branding tools 
and strategies are especially important in order to survive in this competitive market. 
Even though there are plenty of dot-com companies out there running an Internet-only 
stock agency is a rather new way of conducting business. Thus the author is of the 
opinion that there is a limited research on the subject. 
 
A qualitative research method was chosen as the research problem demanded in-depth 
information in order to reveal the studied area. Three stock agencies, Folio, Miro and 
Picturo, were sampled and in order to obtain the necessary information telephone 
interviews were conducted.  
According to existing marketing literature the theory section is built up of the three basic 
foundations: Brand building, the Internet and One-to-one marketing.  
Moreover the theory chapter in this study intends to function as a framework in the 
process of gaining new information about this business area. That is also the reason why 
the study is built up on an inductive scientific approach without testing an already 
existing theory model. 
 
The analysis concludes that none of the examined companies utilizes the power of the 
Internet and its features to a satisfying extent. Partly they do not even provide standard 
tools and thus creating a strong bond between the company and the customer is made 
difficult. The author argues that in order to become an innovative and dynamic company 
it is crucial to have an effective, well-designed and easy to use website. Hence it is not 
only important to have an esthetical appealing site but also one that provides a high level 
of service and one-to-one tools. To be ahead of time as well as to be sensitive for 
technologies on the rise is especially important for stock agencies, as they now almost 
solely are web-based.  To sum up existing technology should be used to it’s fullest extend 
in order to create a professional website and strong online-brand building tools. 
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1. Introduction 
 
Here the reader is made familiar with the underlying problems and opportunities with 
brand building, the Internet and the business of stock photography as well as he is lead to 
the problem being solved in this study 
 

1.1 Brand Building in Cyberspace 
 
The Internet changed everything! More specifically it did not only change the stock 
photography business but it turned it upside down. Where as recently as 10 years ago a 
publisher looking for a specific picture had to contact a promising agency to send him a 
catalogue with their pictures, nowadays all of the available pictures are right out there on 
the web. All one has to do is to use the agencies’ internal search engine and the choice is 
yours. The time saving involved is enormous and since everything now is digitalized one 
does not have to wait for the agency to send out a catalogue in order to look for a specific 
picture. Even after one decides to purchase a certain photo no originals have to be sent. 
Instead the picture can be sent to you by e-mail and thus the deal can be made within 
minutes. Hence it is essential for a stock photography agency to have a well working 
website. However technology in terms of high tech appliances such as scanners, digital 
cameras, computers as well as database-and website building-software becomes more and 
more accessible as prices drop constantly. That is also why it is as easy as never before to 
start your own agency or even your all integrated stock photography business by selling 
all your stock photos directly on your private website and thus saving the commissions 
charged by stock agencies marketing a big number of photographers.12 For the editor this 
means the supply of pictures available for sale is huge which leads us right to the one 
problem remaining: How to choose the right stock photographer / stock photography 
agency within this vast amount of competing companies.  
 
Seen from the agency’s perspective this means not only to be findable on the Internet but 
also to be the first choice in the editors mind. How to achieve this goal is through   
branding. Branding works and with its long time tradition is definitely here to stay.13 And 
so is the Internet. As it is constantly proving its power as a communication channel in 
finding brand success there is no doubt that these two factors, branding and the power of 
the Internet combined provide pure synergy.14 The Internet has developed rapidly into 
one of the mostly used media we have today. In 1997 the Web population was 50.2 
million but has now grown to incredible 813 million. This means a growth of 25% each 
year from 2000 so that now about 13% of the worlds population is using the Internet.15 
Also B2C Web sites grew at a rapid pace from 191,000 in 1998 over 696,000 in1999 to 
over 9 million company sites by the turn of the millennium – and this number is still 
increasing by an unbelievable fifty thousand new company sites every week with now 

                                                
12 Eng, Rohn, Sellphotos.com, 2000, p. 1-3 
13 Breakenridge, Deirdre, Cyberbranding, 2001, p. 15-16 
14 ibid., p.3 
15 http://www.internetworldstats.com/blog.htm#300904, 04.12.13 
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end in sight.16 In Sweden over 90 percent of all businesses are using the Internet and 
practically everyone has access to the Internet.17 This is an enormous growth rate, 
especially considered that it has only been around for about 10 years in its present form. 
That explosive development might be one of the reasons why the belief in the Internet’s 
potential is so strong. 
In contrary brand marketing is nothing new. During its 100 years of existence many new 
media has emerged and every time the marketers had to adept their practices. That is of 
course also true for the Internet as a media – the basic principles of brand marketing are 
the same although accomplished in a different way where the goal for both traditional 
media as well as for the Web is to increase brand awareness towards potential 
customers.18 Here the Internet has some unique advantages over traditional marketing 
activities, such as for instance interactivity through chat and e-mail, 24-7 access for 
information searching and ordering as well as hyperlinks.19  
As selling photos through stock agencies now is conducted solely on-line these agencies 
put down a lot of effort in their website and especially the databases and search engines 
that hosts their stock photos and makes them findable for the buyer. The question, which 
this thesis is trying to give an answer to, is how Swedish stock photography agencies 
choose to build their brand on-line in order to distinguish them from the competition. 
 

1.2 What is the problem? 
 

As resulting from the introduction, in the world of stock photography the Internet is not 
only a tool for brand building but also a necessity to survive the struggle with all other 
stock agencies penetrating the market. As often no traditional brand building strategies 
are used these agencies mostly rely solely on the power of the Internet. The question 
arises on how they take advantage of this rather new media in order to build their brand, 
which strategies are used, why they are used and how they differ between the agencies. 
Apart from the companies’ ability to build their brand the author is also interested in 
gaining an understanding for the companies’ overall performance compared to their 
competitors’ and likewise in their future outlook.  
 

1.3 Purpose – What is it all about? 
 
The purpose of this thesis is to examine how Swedish stock photography agencies use the 
Internet as a whole and their websites in particular as a tool for building their brands. 
This thesis furthermore strives to gain an understanding for the investigated agencies’ 
brand building strategies. It also intends to analyze these companies’ strength, 
weaknesses, opportunities and threats in order to predict their future outlook. The 
outcome of this study moreover aims to function as a basis for further discussion and 
studies in this field as well as general guidelines for stock photography agencies.  
 

                                                
16 Ries, A. & Ries, L., 5, The 11 immutable laws of Internet branding, 2000, p. 7 
17 http://www.scb.se/templates/tableOrChart____28157.asp, 04.12.13 
18 Kania, Deborah, Branding.com, 2001, (XIV) Introduction 
19 ibid                                                      , (XII) Introduction 
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1.4 Limitations  
 
In this study the following are excluded from being investigated:  
 

• This thesis will only concern Swedish Stock photography agencies. 
• Off-line Brand Building strategies are not discussed. 
• No target groups are discussed. 
 

2. Method 
 
Here the method chosen to be most suitable for this thesis is presented. It is also 
explained why a qualitative research method, a hermeneutic scientific ideal as well as an 
inductive scientific approach are seen to be most fitting for a study on on-line brand 
building. 

 
2.1 About The Importance Of Preconceptions 

 
In order to understand, analyze and evaluate a current problem people compare and 
interpret it with their previous gathered knowledge and experiences. These references 
eventually establish our opinions and values that evolve over time as new experiences 
and influences add to them.  
The reason why it is important for the reader to understand the author’s preconception is 
to understand that a certain problem is defined and tackled by scientists with a different 
background in a range of different ways.20 As already mentioned various events can be 
influencing people’s preconceptions. To be more exact preconceptions can be divided 
into a social and an educational part. To begin with the social part, the scientist, in this 
case the author is always affected by its political, social and religious background, which 
of course is also the case in this study.21  Concerning these factors it has to be said that it 
is quite hard to examine how exactly and to what extend they influence a study like this. 
Moreover one cannot change his background so that conducting a completely unbiased 
study is impossible. Out of this consideration the author claims that for the study on stock 
photography agencies’ brand marketing activities religious and political beliefs as well as 
social factors are of course influencing the way online-marketing is perceived but 
nevertheless the roll these factors play are minor ones.  
When it comes to the educational part it is much easier to lay hand on certain possible 
influences. Since the author is studying International Business Administration he is used 
to have a global perspective on things, which also includes the daily use of the Internet as 
a tool of gaining information. Also the author has taken various marketing classes, where 
certainly e-marketing has been the biggest influence on this study, no particular brand 
marketing class was included. Also online brand marketing is something rather new 
which limits the previous knowledge on this subject. As already mentioned the Internet 
has been a part of the author’s studies, both as an e-marketing course with a more 
                                                
20 Johansson-Lindfors, Maj-Britt, Att utveckla kunskap-om metodologiska och andra vägval vid 
samhällsvetenskaplig kunskapsbildning, 1993, p.25 
21 Holme, I. & Solvang, B.,  Forskningsmetodik, 1997, p. 151 
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theoretical approach as well as a hands-on web-design course. Moreover it has to be 
mentioned that the author is working as a photographer/stock photographer himself and 
thus has insight in both the world of photography as well as the stock photography 
business.  

 
The author’s preconception of Brand Building on the Internet was that even though it is 
widely used by Internet based companies its outcome is rather unexplored. Another 
preconception was that companies know little about the opportunities of on-line branding 
and instead of following established guidelines rather follow their intention or imitating 
their competitors’ strategy. Furthermore the author believed the stock photography 
agencies’ are focusing basically on a well working and professionally designed 
website/database instead of also including on-line branding opportunities in their 
marketing plan. By doing so many potential customers would get lost.  
 

2.2 About the timeframe of this thesis and the author’s status as a 
researcher 

 
The thesis was started in fall 2004 with the intention to be completed by the beginning of 
2005. However it had not been finished before spring 2007.  
In the fall of 2005 the author started to work as a consultant for Picturo.se, which is one 
of the examined companies’. This occupation has been ongoing after both the interviews 
were conducted as well as the first five chapters of this thesis were finished.  In other 
words has the analysis as well as the conclusion been added after the author has started to 
work for Picturo. In the year 2006 the thesis has not been continued with at all and finally 
in spring 2007 it has been finished. Obviously the rather long timeframe of the study as 
well as the author’s status as a consultant for Picturo has effected the analysis and the 
conclusions. As mentioned earlier this effect however does not apply for the theory 
chapter as well as the empirical findings. The affect that certainly has taken place 
concerning the analysis and the conclusion is that the author has had the opportunity to 
utilize a longer timeframe as well as a specified work experience in the aria of online 
brand building for the conclusion and analysis in this thesis. This certainly contributed 
the author to have a more critical attitude towards the examined companies’ as he would 
have had in the beginning of 2005. The author wants to make clear that the findings in the 
analysis as well as in the conclusions are based on the information gained from the 
interviews, which were conducted in the summer of 2005. Thus the results of this thesis 
are based on the companies’ status as of summer 2005.  
 
  2.3 Different Perspectives Of Seeing Things 
 
Whatever one writes about, he/she always has to write it from a certain perspective. 
Depending on what point of view one takes on he/she gets different ways of seeing the 
same study. For this thesis possible perspectives could be the agency’s or the photo 
buyer’s. The author decided to write this thesis from the viewpoint of the agency because 
thus the purpose of the study - to investigate the different agencies’ on-line brand 
building activities- is fulfilled in the best way. Consequently only factors that the agency 
actively can influence are looked at.  
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 2.4 The Scientific Ideal  
 
The scientific ideal is about how scientific knowledge is emerging and what conceptions 
of reality scientists have.22 Here the researcher must choose his very own way of 
approaching the problem to be investigated in the study. 
Among many scientific ideals the positivistic and the hermeneutic ideals are seen to be 
the most widely used. The positivistic viewpoint is looking for generalization through 
measurable, scientific data, which eventually leads to objective answers.23 Since this 
thesis strives to get answers to the investigated questions through in-depth interviews 
where the subjective opinion of the interviewees are welcomed, a positivistic viewpoint is 
less suitable as the angle of the hermeneutic ideal which implies a reality that has to be 
explained rather than to be measured.24 Hence the author chooses the hermeneutic ideal 
as the best suited for this study. 

 
2.5 The Scientific Approach  

 
When working with a scientific problem there are generally two ways of tackling it: 
Induction and deduction. As suggested by the chosen scientific ideal for this study an 
inductive approach is appropriate since this approach suggests collecting information 
before starting to investigate. This is due to the lack of reliable existing theories as it is 
the case for this study. In contrary a deductive approach suggests to systematically collect 
facts which can later been compared to already established hypothesis or theories. 
Eventually these hypothesizes/theories are as a result of the study verified or falsified.25 
As for the investigation of brand building on-line no existing theories, which could give 
“yes or no” answers are established. Hence this approach cannot be used. However by 
using an inductive way of looking at the problem at hand new questions and insights 
might be able to come up and that is also why this is the relevant scientific approach for 
this study. 

 
2.6 Different Methods Of Doing Research  

 
When doing research for a study there are different methods of conducting it: A 
qualitative and a quantitative research method. A qualitative research method is used 
when dealing with humans and how they perceive a certain problem. The goal is to gain 
insight and understanding in subjects, which are hard to measure. In contrary a 
quantitative method is about comparing statistical results and getting measurable, 
generalizing answers.26 As the study is conducted by a hermeneutic scientific ideal and an 
inductive scientific approach also a qualitative research method should be used in order 
to match the goals of the study. 
                                                
22 Wallen, Göran, Vetenskapsteori och forskningsmetodik, 1996, p. 11 
23 ibid         ,p. 27 
24 ibid         ,p. 33 
25 Johansson-Lindfors, Maj-Britt, Att utveckla kunskap-om metodologiska och andra vägval vid 
samhällsvetenskaplig kunskapsbildning, 1993, p. 55-58 
26 Bell, Judith, Introduktion till forskningsmetodik, 1995, p. 13 
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The way the author tries to approach this study is to view the stock photography 
agencies’ executives point of view when it comes to use their website and the Internet as 
a tool for building their brand. No statistical analysis is conducted and accordingly the 
choice of a qualitative research method as the most fitting for this thesis is obvious.  

 
3. Online brand-building in theory 

 
This chapter is separated into three integrated parts, which, according to the examined 
literature are seen as the heart of online brand building: Traditional brand building, The 
Internet and its brand building and marketing potential as well as one-to-one marketing.  
  
 
 
  
 
 
 
 
 
 
 
         Fig.3.1 Disposition of the Theory Chapter 

 
In the first part traditional brand building in its general form is discussed, before in the 
second part the Internet with its specific structure, its opportunities and threats is 
included. In the third part eventually one-to-one marketing and the contribution the 
Internet makes to this form of marketing will be covered. All of this three parts are 
discussed from a brand building perspective.   
 
 3.1 Branding 

 
In order to gain understanding in how to market a brand on the Internet one has to know 
about the principles of traditional branding. Here you find as a result a brand definition, 
the history of brands and a debate on how brand building off-line is conducted.  
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3.1.1 What Is A Brand? 
 

“A brand is a name, term, sign, symbol, design or a combination of these, which is used 
to identify the goods or services of one seller or group of sellers and to differentiate them 
from those of competitors.” In other words a brand is everything we buy – it identifies the 
producer or supplier of a product. Thus brands are all around us communicating a 
specific set of features, benefits and services to buyers.27 

 
3.1.2 Brand History 
 

Branding is not an entirely new phenomenon as it has been conducted since the early19th 
century. At this time both cowboys and settlers used to ”brand” their cattle in order to 
secure ownership. Also their ranches were called after their brands with the goal of 
symbolizing a high value property. Eventually the first branded product emerged in 1873, 
launched by Levi Strauss who patented the process of putting rivets in jeans and branded 
them with the still famous leather patch. Later on still famous brands such as Coca Cola 
emerged and created the phenomenon of modern branding. 
 

3.1.3 To Brand Or Not To Brand? 
 

We all remember the rise and fall of the so-called “dot-com-companies’ a few years ago. 
At this time companies with practical no tangible assets where valued at enormous stock 
rates. Even if this overrating can be and was of course questioned it has nevertheless 
shown us new ways of determine a company’s value. Today a company’s value is not 
only defined by the number of its employees or the sizes of its offices and production 
buildings but to a great extend by the value of its brand or brands. Hence the brand value 
is determined by how much future income the company can expect to gain from their 
brand when compared to a similar product sold unbranded.28 
As a result the creation of a strong brand is crucial in order to survive the increasing 
competition. Even though there are successful unbranded products out there for the vast 
majority of products the question is not weather or not to brand but instead it is about 
how to brand a product.29  

 
3.1.4 Why Branding? 
 

With today’s wide range of different products and services it is impossible for the 
customer to stay updated of what the market has to offer. That is why for the customer 
the choice of a top brand is somewhat of a guaranty of the product having certain 
required characteristics such as for instance high quality, good design and low price.30 
But not only the consumer is gaining from a branded product. In fact it is a win-win 
situation for both parts.  
                                                
27 Kotler, Armstrong, Saunders, Wong, Principles of Marketing, Hertfordshire, 1996, p. 556 
28 Lindström, Andersen, Brand building on the Internet, Copenhagen, 2000, page 124 
29 Kotler, Armstrong, Saunders, Wong, Principles of Marketing, Hertfordshire, 1996, p. 559 
30 Flodhammar, Nordensväd, Mörnlid, Ohrman, Den nya marknadsföringen, Malmö, 1994, p. 113 
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Hence also for the buyer of branded products there are several advantages: 
 

- When sticking to the same brand the buyer will get the same quality each time. 
- Shopping becomes more efficient because no time has to be wasted for choosing 

and comparing products. 
- Brand names contribute to draw the consumer’s attention to new products that 

might benefit him. 
 

In addition for the manufacturer branding is helpful, as: 
 

- A brand name makes it easier to process orders and track down problems. 
- A brand name including a trademark protects the unique product features from 

being copied by competitors. 
- By branding a loyal and therefore profitable clientele can be attracted.  
- Branding is important in order to segment the market without the customer getting 

confused over having the same manufacturer for different kind of products. 
 
Ultimately also the society as a whole gains from branded products as they lead to an 
increased and more stable product quality. Additionally the choice and variation of 
products grow as branding gives the manufacturer an initiative to add new features to the 
product and thus protect it from imitators. Finally branding contributes to a more efficient 
shopping by increasing the provided product information.31   

 
3.1.5 How To Build A Brand  
 

Branding is where everything begins and obviously there are a few criteria to be fulfilled 
for building and taking care of a successful brand. 

 
In order to brand a certain product the brand has to be given a name. Ideally this should 
be one, which easily can be differentiated from the competition, give motivation for the 
purchase, makes it easy to pronounce and to associate with the product (also for foreign 
markets!). Moreover it should be attractive, easy to remember and last but not least a 
good brand name should be easy to legally protect.32 Apart from giving the product a 
name the brand building process is characterized by creating a symbol, a certain design, a 
tune or/and a graphic or a designed script, which is also referred to as a logo. In most 
cases a combination of brand name and brand logo is used.33 By doing so the 
manufacturer of this product also owns the sole rights to use this brand.34 Furthermore the 
brand building process has to go through several stages until the company can capitalize 
from the brand. Here it is important to understand that the brand itself is not of big value 
however when connected to a product the process of capitalizing from the brand starts. 

                                                
 
32 Bodenstein, Spiller, Marketing – Strategien, Instrumente und Organisation, Landsberg, Lech, 1998, p. 
165 
33 Kirsch, Müllerschön, Marketing kompakt, 2001, p. 123 
34 Albertsson, Lundquist, Marknadsföring, Stockholm, 1997, p. 133 
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The overall goal when working with brand building is to build up a personality for the 
brand, which ideally is one that the targeted customer group can identify themselves with.  
 
In this case the consumer should: 

o Be able to identify the brand 
o Build up a preference for it  
o Gain additional benefits as for instance prestige or safety  
o Become brand loyal  
o Be able to connect a unique selling point (USP) with the product 
 

In order to reach these goals a company has to invest heavily in advertising, especially 
towards the consumer even though some high-end brands have an opposite business 
strategy.  
Instead of big advertising campaigns these, often very exclusive and expensive brands, 
focus on advertising on only some designated markets and additionally limiting their 
product availability in order to be perceived as more attractive and unique. 
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How to give a brand a personality 
 

Quite shortly Brand building consists of product attribute, brand identity, core value 
positioning, market communication and internal brand loyalty and eventually leads to 
brand capital. 

 
  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
FIG.3.3 Brand building process according to Frans Melin 
 

This process of brand building is characterized by these interconnected parts with each 
having its own activity within this process and together forming a successful brand.  
First of all the right product attribute has to be created, which is crucial when 
advertising your product. There a company tries to communicate the right product 
attribute to the customer, in other words to stress the most important product 
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characteristics such as for instance durability. Consequently the benefit for the customer 
when buying a durable product would be that he does not have to replace it as often. Thus 
the product benefit, which is a result of the product attribute, is actually more interesting 
for the customer as the attribute itself. Through the product benefit value is delivered to 
the customer. Often a company tries to be consistent in attributes such as the design of 
the package and the product itself as well as the product quality in order to make the 
product more unique.35  
Through a combination of different product attributes eventually a brand identity is built 
up. This includes everything a brand stands for and wants to be known for. A brand 
identity is what makes a brand unique and is much harder to imitate as the product itself, 
which is also the reason why companies work so hard on their brand identity. This value 
is emotionally perceived by the consumer and is of great importance because when 
choosing between two similar products the customer tends to buy the product of the 
brand with the higher perceived brand image. When creating this brand identity the 
manufacturer can add it to different parts of the product, such as the logo, the packaging 
or through a symbol. The important thing however is to be consistent in communicating 
this unique brand image in all parts of the communication channel.36  
By creating a brand image through communicating many different product attributes 
there is a risk of providing just too many attributes eventually resulting in confusing the 
customer instead of attracting him to the brand. Moreover the brand can lose credibility 
because a brand, which is good at everything, is generally perceived as implausible. That 
is why a brand has to create a core value, which is the strongest benefit the customer gets 
by buying the product. With this it is not said that every brand should only deliver one 
benefit for the buyer of the product but rather give one main advantage (of course 
followed by other minor benefits), which is easy to remember for the consumer. And 
because this unique product attribute is easy to remember for the consumers it is also 
easy to identify the brand with this main advantage. It should therefore also be the base of 
all advertising and positioning activities.37  
Additionally it is important for the marketer to identify the target group who values the 
delivered benefits. As every brand reflects a certain personality, much in the same way as 
humans reflect different personalities, a product as for instance a red Ferrari can be 
perceived as being (or being driven by) a young, sporty, good-looking newly rich 
business executive. As a result this brand is likely to attract people whose self-images -
weather actual or desired - matches this brand image. Hence the consumer’s perception of 
the brand should ideally match the company’s intention of positioning itself.38  
By positioning we talk about the process of a company trying to create a unique position 
of its brand in the consumers mind.  This position is obviously perceived in different 
ways by consumers and builds on peoples’ feelings, knowledge and associations with the 
compared brand. Ideally the positioning of a brand should be the result of a 
communication process, which triggers the minds of the targeted group of consumers in 
the same way. In other words people ideally should experience the same feelings, 

                                                
35 Kotler, Armstrong, Saunders, Wong, Principles of Marketing, Hertfordshire, 1996, p. 556 
36 Melin, Varumärkesstrategi – om konsten att utveckla starka varumärken, 2001, p. 126 
37 Melin, Varumärkesstrategi – om konsten att utveckla starka varumärken, 2001, p. 126, 230 
38 Kotler, Armstrong, Saunders, Wong, Principles of Marketing, Hertfordshire, 1996, p. 556 
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knowledge and associations with the brand. Another goal with positioning a brand is to 
create an exclusive strategic position differing from the one of competing brands.39  
It is quite a long way to establish these goals and it is also an impossible one without 
effective market communication. Typically market communications are conducted by 
advertising activities where the goal is to deliver information, convince and remind of the 
brand’s advantages. When advertising it is important to gain high brand recognition, 
which eventually will result in a high market share and brand-loyal customers. While 
brand recognition is a result of the quantity of advertising activities successful advertising 
also has to be of high quality. Here it is important to use the common communication 
tools such as Radio, Internet, Television and Print in order to communicate the same 
advertising message and core values.40  
Eventually the last part in the brand building process is internal brand loyalty, which is 
conducted by the brand manager in order to maintain the legal and commercial status of 
the brand. This means internal and external brand management activities, for instance to 
protect the brand from external threats such as piracy, breaking copyrights or intruding in 
terms of copying protected designs (external) or protecting the brand’s core values for the 
internal brand management (internal).  
In addition the image of the brand has to be protected and monitored as well. This in 
order to make sure the brand identify held by the consumers is the same as the one 
intended by the company.41 
 

3.2. The Internet 
 

In order to grasp the incredible speed at what this new media has developed you will 
here find a discussion about the Internet in a historical perspective and from a brand-
building point of view. Also its specific threats and opportunities will be discussed as well 
as online brand building tools are shown.  
 
 
 
  
 
 
 
 
 
 
 
  Fig.3.4 The Internet 

 
 
 
 
                                                
39 Melin, Varumärkesstrategi – om konsten att utveckla starka varumärken, 2001, p. 126-127, 234 
40 Melin, Varumärkesstrategi – om konsten att utveckla starka varumärken, 2001, p. 239-241 
41 Melin, Varumärkesstrategi – om konsten att utveckla starka varumärken, 2001, p. 128, 246 
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3.2.1 Dawn in Cyberspace 
 
There is no uniform opinion about when exactly everything started. Clear is that the early 
form of the Internet was invented as a tool for secretly exchanging data for military 
purposes and putting the data on several networks each being able to function 
individually even if individual parts would break down for instance as a result of acts of 
war. This was the case back in 1969, where many people also see the origins of the 
Internet. This was when the first computers were connected through the Arpanet while 
others point out there was no Internet until 1983 when all Computers changed from the 
Arpanet to the new TCP/IP protocols as the new standard and the Internet became 
accessible also for non-military-purposes. Nevertheless the Internet or the Web as we 
know it today with its graphical design and its organization of scrolling and hyper linking 
was not launched before the year 1994.42 Today, more than 10 years after its launch for 
the commercial audience it can be said that almost everybody in the western world has 
access to the Internet in one way or another. In Sweden where back in 1995 only one 
percent of the population had access to the Internet it is now (2004) used at least once a 
week by about 75 percent of the Swedes.43 Since so many people use this new media, 
taking advantage of it for business and advertising purposes is not only an enormous 
opportunity for the business world but rather a must.  
With all we know today it is pretty clear that Thomas Watson, former IBM president was 
rather wrong when he 1943 said: “I think there is a world market for about five 
computers.”44  
 

3.2.2 About The Internet And What More Is Going To Come 
 
Over the past years the Internet Economy has increased more rapidly that anyone could 
ever have foreseen. Even as soon as five years ago it was hard to imagine the technical 
possibilities we have today. Thus entirely new ways of communication, coordination and 
collaboration have emerged. In the beginning the Internet was just another alternative 
marketing channel but it quickly turned into a totally new economic system consisting of 
this ever-present, cheap and fast communication network with applications and human 
capital enabling to conduct business. Moreover markets are now interconnected 
electronically and there are a variety of digital products and services to enhance market 
efficiency powered by an established legal framework, which enables save ways to 
conduct business over the Internet.45 As a consequence only in the last year of 2004 
Internet related purchases for the USA have increased by 14% over the previous year of 
2003 and has been to come incredible $ 1.8 billion.46 
However, in order to be able to successfully sell products and services over the Internet a 
company has to put down just as much work online as offline.  
The first step when selling is to gain the customers’ trust. This goal is not as easy to 
achieve as one could think and hence to build a reliable brand is crucial. Building a brand 
                                                
42 Krause, Jörg, Electronic Commerce und Online Marketing, 1999, p. 50 
43 http://www.scb.se/templates/tableOrChart____112375.asp, 05.01.18 
44 Lindström, Andersen, Brand building on the Internet, Copenhagen, 2000, page 13 
45 http://www.internetindicators.com/, 05.03.18 
46 http://www.the-dma.org/cgi/dispnewsstand?article=3464, 05.03.18 
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is all about communication. It is important to let the people know about a brands 
existence and in order to do so a company has to use the various media very much in the 
same way as one uses a tool. Every different media has its advantages and its 
disadvantages.  
The Internet hosts a lot of commercial potential but of course there is also a lot to learn 
about it before one can maximize its benefits. It also is the newest media we have got and 
even though the Internet has existed in a very simple form since the 60ties the usage of 
the Web, as a commercial platform is something rather new. More precisely there has 
only been commercial traffic for about 10 years. It was not before1994 when the first 
business went online and until today there is no end in sight when it comes to new start-
ups. Due to its youth there is of course also a kind of uncertainty on how to use it as a 
business and a marketing tool. Despite that – or maybe just because of that - completely 
new businesses and ways to trade goods and services are invented. Often these businesses 
are solely operating on-line but also already established “brick and mortar” shops are 
joining the Internet by putting out their webpage.47 Even though the Internets technical 
possibilities and the creativity of its users have improved tremendously over the past 
years the way in which we perceive the Internet today will change radically. When 
compared to TV the Internet finds itself only on the black and white stage. So obviously 
it will be quite exiting to see the “color version” of the Internet.  
An all integrated and connected home will be the future we can expect not too far from 
now. To use the Internet only from the PC will be nothing but a recollection. The Webb 
will be everywhere – in your cell phone/palm pilot, your TV, your fridge – and it will 
also communicate with all these devices. The whole structure of the Internet will change 
completely. In addition also brands will be able to talk with each other and for instance 
suggesting matching accessories from brands of different products. Asking your cell 
phone what movies you have already seen and which one it would recommend you to 
watch through the Net according to your (stored) preferences is no science fiction but 
only the beginning of it.48  
 
Despite all these great and futuristic news there is still a certain kind of uneasiness in the 
business world. One reason might be this media being so new and so hard to grasp as it 
emerged and continues to develop at such a rapid speed. This especially holds true for 
people not being very familiar with the computer and its related gadgets. It might 
therefore occur a conflict of generations in weather to be exited or uneasy about this new 
media.49 Time has not yet being able to give answers to questions like how to take the 
fullest advantage of the Nets potential, its role as an stand alone media as well as in the 
communication mix itself.   
Right now the Internet is at a stage where you do not have to wait around for it to be 
improved. It is good enough for most purposes, even for presenting advanced animations, 
sounds, videos and images. But of course since the Internet is such a rapidly changing 
media it is hard to get really fresh market surveys in order to base business decisions on 

                                                
47 http://www.w3.org/History.html, 05.01.12 
48 Lindström, Andersen, Brand building on the Internet, Copenhagen, 2000, page 17-18 
49 Kania, Deborah, Branding.com, 2001, (XVII) Introduction 
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and since often quick decisions are crucial it becomes more and more usual to trust ones 
instinct rather than statistics50.  
As mentioned before to put out a company webpage is today considered to be a must. 
That is why building a webpage for the company is not always an offensive move instead 
the decision is built on fear of loosing competitive advantage on this highly promising 
market. In fact 8 out of every 10 companies launch their website because their 
competitors did as well.51 
Another misunderstanding circulating among the businesses newly getting online is that 
the brand building process for the Webb would work in the same way as off-line. Often 
the special potential of the Internet is not being considered and it is therefore used as a 
mass marketing media much in the same way as radio or television. The Internet however 
is an individual media with visitors having specialized interests. Hence marketing and 
advertising campaigns should be adapted and adjusted to each individual target group. 
Thus by not using the One-To-One marketing possibilities of the Internet a lot of the 
online potential is being lost. In order to gain of the full online potential the specific 
features of the Webb has to be considered in the marketing campaign, in other words the 
marketer has to learn to think in new ways and hence has to adjust and customize the 
tools of marketing to this new media. Only by adjusting to this new technical 
opportunities the Internet can be used as a strategic tool to create competitive advantages. 
Of course in order to do so one has to know what exactly makes the Internet stand out 
from other media and what its special features are.52  
 

3.2.3 So What Is So Special About The Internet?  
 
As already mentioned brand marketing has been conducted for about 100 years. During 
this time a lot has changed. Many new media has been introduced and with every new 
media the way to handle the process of brand marketing had to be modified.  
But not only the different media and the corresponding marketing tactics have changed 
over the years, also the consumers have. The next generation also referred to as the 
generation Y or the net generation has grown up in an all digitized world. These kids are 
used to use digital gadgets, computers, video games and of course also the Internet as 
their every day tools. Interactivity and on-line brand experience is a part of there life. To 
most of the brand marketers however this is something rather new; however for this new 
generation it is the only language that will bite in terms of marketing results. 
Consequently the power of Internet marketing has to be unleashed in order to conduct 
successful marketing in the near future.53 
Of course one could ask oneself what all the fuss is about. Is the Internet not just another 
media? In fact it is not just a media in the traditional sense. It actually combines all the 
advantages of the existing media plus it adds a lot of new features. The most obvious 
characteristics of the Webb are that it provides a combination of visual and audile as well 
as text-based communication. In addition one can use this interactive media as a tool for 
information search and communication by using hyperlinks and chat/e-mail. 
                                                
50 Kania, Deborah, Branding.com, 2001, Chicago, (XVII) Introduction 
51 Lindström, Andersen, Brand building on the Internet, Copenhagen, 2000, page 7 
52 Krause, Jörg, Electronic Commerce und Online Marketing, Berlin, 1999, page 83 
53 Kania, Deborah, Branding.com, 2001, Chicago, (XI-XVII) Introduction 
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By providing all these features it is perfectly aimed for a whole new approach of 
marketing. 

 
Here is what the Internet really goes for:  

 
- It is truly global:  

The Internet gives people access to everything you find on the Internet regardless peoples 
geographical location. For businesses and individuals this network gives unlimited access 
to products, services and information. This is also an important step for improved and 
speedy communication. And all this at a much lesser cost as traditional channels. After all 
one always has access to his mailbox right from the Webb regardless of the location. 

 
- It is open 24/7 

Instead of having to adjust to a company’s opening hours when shopping on the Internet 
it is the other way around. It is open 24/7. Hence a consumer can shop or collect 
information whenever it pleases him. Thus the problem of time lag when using the 
telephone in order to talk with companies based abroad is eliminated. Also for companies 
having branches in different time zones and working on projects under time pressure the 
Internet contains essential advantages. For instance it is quiet common that documents 
are e-mailed from one branch at the end of their working day to another branch where the 
working day just starts in order to let this branch continue to work on the project. 

 
- It is interactive 

Interactivity changes the way we communicate totally and it is essential to automate 
processes like ordering or collecting and exchanging information. By using automated 
processes the company can outsource these processes to the customers and save money, 
which eventually results in reduced prices. There is also a time saving involved. This 
makes dot.com companies much more effective compared to traditional companies. Thus 
communication between the customer and the company is now as fast and easy as never 
before.54 

 
- It is individual 

With traditional media it was easy to deliver a single message to a huge crowd. With the 
help of the Internet however it is now possible to easily send one customized message to 
each individual person within a mass audience. 
Customization is the key word when taking about the Internet. Everything can be 
adjusted to fit people’s needs and preferences. With some web pages it is already possible 
to design their graphical outline and their layout in a way that suits your own taste. 
Furthermore almost every company site creates an own page, protected by a log in and 
password, where your contact address and banking details are saved together with your 
order history and the recently viewed products. Also suggestions to related products are 
made. Thus every time you log in your personal information as well as your order history 
and your favorite products are preserved. Thus shopping becomes a no time procedure.  

 

                                                
54 Kogut, Bruce, The global internet economy, London, 2003, page 28-30 
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- From consumer to “prosumer” 
Often customization is not enough. Even if you can choose between many different kinds 
of a certain product the customer prefers a unique, individually designed and customized 
product based just on his preferences. He thus becomes a “prosumer” rather than a 
customer. Here the Internet gives the company, thanks to an automated order process, the 
option to sell without involving middlemen. Thus the sold products will not be 
manufactured before they are actually ordered. Hence it is possible to take the prosumers’ 
needs and desires in consideration and thus gain tremendously in terms of brand loyalty.  

 
- The Internet is dynamic and easy to update  

The Internet and its content are changing all the time but users of course require this 
media always to be up to date. A company can therefore not afford to not update its 
website or adjust its prices and information. It is important for a company to understand 
that if someone finds a business on the Internet, which misses to present the latest 
products or prices or answers late on e-mail request he or she will not come back.  

 
- It is both a sales as well as a distribution channel 

Not only can you buy physical products over the Internet, which can be shipped just 
anywhere but also is the Web a distribution channel for digitized goods. This market has 
increased enormously over the past years and today you can buy and download music, 
movies, software and images as well as buying all kinds of services. As a result it is now 
as easy as never before to start your own on-line business - full-time or part-time. Also 
selling your no longer wanted items over the Internet is a no-brainer as by using 
auctioning companies such as E-bay there is for the first time a truly global market for 
second hand55  

 
- It is a two-way medium 

Maybe the best way for its options as an interactive two-way communication tool is the 
more and more growing popularity of chatting in all different forms. This communication 
tool works just like a telephone for instantly sending and receiving text messages. It is 
immensely popular for private persons but its popularity is even increasing on the 
professional level where it is perfectly aimed for receiving quick information and live- 
customer support for technical products. Also virtual communities are new phenomena. 
There are among many others photo communities, outdoors communities, communities 
for and about kids and or course a whole bunch of “find a partner” sites. As there already 
are so many special interest communities out there where you can share and discuss your 
hobby or area of interest everybody should find something appealing or even a soul 
mate.56 
Another important aspect for companies is to take advantage of their users’ ideas and 
suggestions to improve their services in the future. By giving the users a voice and 
listening, eventually a dialogue is created and brand loyalty is secured. 
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- It is feedback oriented 
For a successful user dialogue it is important to get feedback on your actions. The 
confirmation of the users actions is also important for the customer in order to understand 
weather the system has understood the users intention and creates a feeling of security 
when dealing with the Internet.  
For the company customers can provide valuable information that helps to detect 
problems and contributes to enhance the Web site and its processes.  

 
- It is everything – everywhere – anytime 

Maybe not right know but in a near future people will have access anywhere, anytime. 
For this purpose not only the computer will be used but a variety of different gadgets.57  
 

3.2.4 The Times They Are A-Changin’ 
 

In the late 90ties the Internet was one of the most talked-about phenomenon. In 1998, 90 
percent of the best performing stocks were related to the Internet. Terms like “Web” or 
“Internet” were used 285 times a day on average in press headlines and Amazon.com’s 
stock share price exploded in 1998 by over 850 percent.58  Even though things have 
cooled down by now the Internet has changed our way of doing business radically. 

 
Already in an early survey conducted by the Economist in 1999 the majority of the asked 
businesses stated they noticed the following changes as a result of the Internet: 
 

- The international competition is increasing 
- Intermediate trade is decreasing 
- Strategies of differentiation has to be used to a higher degree 
- It is more important than ever to concentrate on the companies core 

competences 
- The timeframe of conducting a business has become much shorter 
- The Internet lets people find new business partners 
- Consumers are comparing products much more on a price only basis 
- It is now more easy to have business relationships with a larger number of 

businesses 
- Loyalty towards the producer is decreasing 
- Purchase consultations are more and more replaced by price comparison 

and neutral experts’ opinions as well as test reports59 
 

Also the speed of establishing a brand has increased a whole lot. While it once took a 
long time to make yourself and your brand heard - often through time-consuming word of 
mouth communication, it can now be a matter of minutes for a sale to be closed. 
Moreover many purchases are conducted by chance or by a high listing within a popular 
search engine. When searching for a certain product it is quite common for an Internet 

                                                
57 Lindström, Andersen, Brand building on the Internet, Copenhagen, 2000, page 47-52 
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user to randomly discover a webpage or being linked to one by a banner ad or a related 
site. If the company, its message and products as well as their prices than are appropriate 
the chances are high that a purchase is made. As a result the AIDA-cycle, including the 
four steps from the customers awareness of a product, becoming interested, desire the 
product to eventually making an action in terms of buying it, has shortened tremendously. 
Due to chat, virtual communities and “word-of-e-mail” in combination with advertising 
the Internet can reach more households and thus a larger audience more quickly and 
economically than any other media. There are also fewer national brands because 
obviously every brand advertised on the Internet gains instant access to a global market.  
Also advertising campaigns conducted online have a much shorter production cycle 
compared to traditional media. Often advertising campaigns are created and launched 
within hours where it used to take up to several months for traditional media. In addition 
to challenge an established offline brand has become much easier for newly started online 
brands, as it would have been for a traditional brand. This is because it is so much easier 
to establish a brand name on the Internet as in a traditional way.  A number one offline 
brand does not necessarily have to be a number one online brand in its market segment as 
also the audience is a different one in these two markets. 60  
Furthermore there is a shift of power from the company to the consumer going on as the 
Webb makes it possible for the consumer to contact a company at any time from any 
location in order to gain information or to make purchases. But also companies can find 
new customer and serve the existing ones more easily as they could do before the “digital 
revolution”.  Due to databases, which include peoples personal profiles customers can 
now be targeted according to their individual needs and wants. Moreover allows the 
Webb consumers as well as companies to gain information quite effortlessly, which leads 
to more companies and products being “discovered” by chance. Hence it is now more 
uncomplicated to compare products and prices as well as to find relevant business 
affiliates and create alliances as it was ever before.  
This new technologies are also allowing a tighter relationship between company and 
customer as well as shorter distribution channels, which in many cases lead to the 
abolishing of middlemen and thus result in better prices for the consumer. In the end all 
these changes create an environment of hyper-competition with “rock-bottom prices” as a 
result. But not only prices are dropping, also the products’ quality is improving as well as 
we are seeing more and more customized products.  
These changes indicate only the beginning of an all-changing way of doing business. Let 
us see what more we can expect to change while the technical development continues to 
accelerate.61 
 

3.2.5 Same, Same, But Different - Brands On-line vs. Off-line 
 

With so many new features due to the increasing technical development it is out of 
question that the Webb gives the online enterprise competitive advantages even though 
there are different opinions about weather these are due to an improved company image, 
a higher turnover or reduced costs - properly it is a combination of all these aspects. 
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On the other hand it is discussed weather a traditional company can hold some 
advantages a dot-com company can have difficulties to compete with. 
For many Internet based companies the customer service seems to be the weak part. At 
least, this holds true until customers have gotten used to have to collect the relevant 
information themselves instead of conveniently having a conversation with a clerk in a 
“brick and mortar store”. However, in order to be able to provide competitive prices 
companies will have to cut their costs. As a result in the future more and more companies 
will have to outsource the process of information search to their customers. In other 
words to find companies, prices and product related information consumers will be 
forced to use the Internet and its websites on a self-service bases – at least if they want to 
pay lower prices as in an physical store. Of course this is a great chance to buy a product 
at a low price for people who are willing to put a little time and effort in their purchasing 
procedure. For other consumers however who want the convenience to talk to “real” 
people and see and feel the product as well as being able to compare it to others a 
physical store still is and will be the way to go.  
In order to compete with that a good online company has to have all company and 
product related information on their webpage as well as it has to provide a telephone or 
chat support service where it is possible to talk directly to an expert in the relative matter. 
In addition for companies, which operate both online, and offline the Internet can be seen 
as an additional tool to improve the offline service.  
For the customer as well as for the company the Internet is a great and timesaving tool for 
searching and finding information about companies and their products. As a result a 
company can save money due to this automation process and eventually pass this saving 
on to the customer in terms of lower product prices.62   
Even if it at first glance may not be of advantage to expand from being a well-known 
brand offline to also start up an online business there clearly is a familiarity advantage for 
well-known offline brands, which become new entrance in the cyber world. These brands 
have already established brand awareness and built brand equity and if the brand 
experience is a positive one offline it will eventually also be one online as the user 
instantly connects this brand to its offline presence. This familiarity will ultimately result 
in a higher brand trust as the consumer rates a familiar company Website higher in terms 
of security and privacy.  
Off course cyber companies know about this advantage and have tried to get a first mover 
advantage by being first on the Net in their respective category and strengthen their 
position through advertising and publicity. The objective here is to build a familiarity 
both online as well as offline. This phenomenon is quite interesting as both online as well 
as offline companies try to be perceived as the “traditional” company. The only 
difference however is that they have different approaches as well as different definitions 
of the term “traditional”, meaning being traditional as either being first offline or first 
online. The advantage an online company has is that these companies usually come from 
a high-tech context and thus mostly are more familiar with this new medium as 
traditional companies. Often they are due to more profound knowledge also faster to 
incorporate new technology into the website. As a result these companies enjoy a higher 
level of customer trust, especially for technical solutions in the consumers eye.63 
                                                
62 Krause, Jörg, Electronic Commerce und Online Marketing, Berlin, 1999, page 94 
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3.3 Branding Online 
 
The Perfect Site – The perfect brand experience 
 

A Web site is an opportunity. An opportunity to show the brand as the company wants it 
to be perceived by their target group. It is an opportunity to create an emotion by showing 
the look of the brand, the feel of it as well as its essence and experience – in other words, 
it is an opportunity to show all it stands for, presented together in one unique medium. As 
so often mentioned in marketing context: “There is only one chance for a first 
impression.” And it is the chance to communicate and impact an audience’s feelings and 
behavior instantly. With all this information obviously a web page should be designed 
carefully as it is the most important touch point for a brand and the company. It is 
important that a web page focuses towards its audience and its needs and preferences. It 
is not about the company, it is about dazzling the customer with visual and audile appeal, 
accessibility, ease of function and creative site design.  

 
Hence when communicating an online brand’s message through a company’s web site 
there are a few factors to be considered: 

 
1. Ease of use 
 

Simplicity, consistence in terms of easy navigation and location of information are one of 
the most important things to be thought of by a web designer. As the quantity of 
competing companies in the same niche increases at this rapid speed we have seen over 
the last years the customers’ patience decreases with the same amount. As a result 
nobody is willing to deal with a slow and confusing webpage when there are other 
companies with easier navigated sites out there. Something to keep in mind is also that a 
web page not only competes with other web pages in terms of convenience of shopping. 
Also traditional “brick-and mortar stores” have to be considered as competition as a 
consumer only will purchase a product online if doing so is actually more convenient or 
considerably cheaper as to buy it at the next best offline store.  
Hence a website with a poorly designed interface will only keep the user’s attention for a 
few seconds. Thus easy navigation, a logical site structure with pull-down menus of 
major categories and a good, keyword-based search engine are elements crucial for any 
professional web page. Some more important “must-haves” for a web page are a home-
page-button on every site that takes the visitor instantly back to the start page of the web 
page in case he gets lost. To be ensured to be able to come back to this familiar start site 
at any time takes away the uneasiness of exploring a websites full context especially for 
inexperienced Internet users. Extra attention has to be put in the shopping cart procedure. 
If it takes to long time to purchase, to check out and pay customers will get inpatient and 
might cancel the transaction. 64 
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2. Provide up-to-date information 
 

Up-to-date information is crucial in order to tempt customers to return to ones site. 
Information thus has to change frequently, ideally every day in order to be perceived as 
“fresh”. In order to attract users in the long rung and transform them into returning 
customers a company can use online strategies such as daily news and specials, sale 
announcements, new coupon offers, calendar entries, which posts events, activities, tips 
and techniques on different subjects of interest as well as surveys and contest results. Up-
to-date information keeps a site alive and its users interested. 

 
3. Speed 
 

Even though more and more people are using high-speed connections there are still 
plenty of users out there who are still depending on a slow modem connection. Especially 
in countries with poor infrastructure there is high interest in the Internet and thus 
commercial online activities have an enormous potential. The problem there however is 
that the technical possibilities for high-speed connections are limited. Thus there is a need 
for websites providing fast downloading speeds even with slow connections. Nobody 
wants to wait and hence if a website is too slow interest decreases rapidly. By smart 
programming such as duplicate imagery and preloading graphics as well as limiting the 
visual and audile possibilities of the Net downloading speed can be increased 
enormously. After all no company can afford to test their customers’ attention span 
without need.65 
 

4. Provide the attractive design consistent with the company’s image and 
the target groups appeal 

 
The design of a website generally is reflected by the overall business strategy, the 
company itself and its products. A company has to have a clear strategy, a vision in order 
to create a website which is unique and thus can create a value for its user. These 
combined design elements has eventually to appeal to the target audience. Therefore it is 
important to conduct market research in order to understand this target audience and 
hence to figure out what sort of design makes these potential customers respond to a 
certain Web site.  
Hence the right choice of colors, layout, fonts and graphics are crucial in order to deliver 
the right company image to the user and are also important ingredients for delivering 
maximum effectiveness. 

 
5. Providing the right content 
 

A website can have many different purposes. It might be to brand a message, to inform or 
to sell a product or service. As a result messages and context has to be related to the site 
and should be significant to those who are visiting. Every part within the communication 
process should be useful, valuable and interesting to the website’s users. Superfluous 
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information should be avoided even though there is a fine line between providing enough 
information and “information overkill”. Too much information can have a confusing 
effect for the visitor. The user can be sent off in so many different directions that he can 
be so distracted that he forgets the purpose of the visit - even worse if he becomes 
dissuaded from finding the wanted information and thus leaves the site without making 
any purchase. Meaningful content never disturbs and is there to enhance the meaning of 
the brand. 
Good content, design, fast downloading speed, up-to-date information and easy 
navigation eventually results in Web site stickiness and supports and enhances the online 
brand.66   
  

3.3.1 Traffic On The Information Superhighway – How To Market A 
Brand Online 

  
There are plenty of different ways to market a product. Some of them are more suitable 
for the Internet community others should rather be conducted offline only. Either way – 
thanks to the growing majority of the Internet in terms of increasing technical 
development as well as acceptance by the broad public there are now more ways of how 
to market a product as they have ever been before. According to Philip Kotlers 
“Principles of Marketing” there are four different main strategies of how to approach this 
medium:  

 
1. An electronic online presence  
2. Placing ads online 
3. Participating in Internet forums, newsgroups or “Web communities” 
4. Using online e-mail or Webcasting 

 
1. Creating an online presence 

 
To present a company online can be conducted in two different ways, either by joining a 
commercial online service and putting the Website there or by putting the Website on an 
own server. The later one is usually the way to go for most of the bigger companies and 
is also seen as to be more professional. There are different causes for a Web presence. 
Some companies choose to set up a corporate website solely to inform and seek customer 
goodwill in order to supplement other sales channels while other companies’ main 
purpose for a Website is to have it as their main channel of sale.  

 
2. Online Ads 
 

Online ads are commonly used by Internet companies to attract visitors to their websites 
and of course also for brand building purposes. One of the most common ads are so 
called “pop-up ads”, which pop up and view their message in a new window while the 
user is surfing the Internet. Additionally there are banner ads, consisting of banners that 
move across the screen – so called tickers and “roadblocks” - full-screen ads that users 
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have to pass by through clicking or confirming a message in order to reach the sites they 
intentionally wanted to visit. 
Even though Web advertising is very common on the Internet the value as an effective 
advertising tool is still discussed by many marketers. Despite reasonable prices compared 
to other advertising media, measuring methods of Web advertising impact, such as for 
instance monitoring click-through rates and their impact on purchasing products has yet 
to be improved.67 
Another disadvantage is the annoyance and irritation online ads can cause for many 
Internet surfers. Often these ads are seen as disturbing noise and therefore blocked by 
many users before they even can be seen.  
In order to do so the latest Internet browsers offer the convenience of blocking or filtering 
ads from web sites before they even appear on the users’ screen. Especially interesting is 
ad blocking for companies and users whom this technology can offer improved speed and 
network performance. For advertisers however this phenomenon quite naturally is rather 
inconvenient and some even retaliate by blocking users who use ad-blocking software.  

 
Maybe ad blocking is one reason why the click through rate already in the first five years 
of the Web (1995-2000) dropped from 2,5 % to 0.34 %. Another possible reason could 
just simply be that the Internet and its content was something new and exiting at the time 
and that was also why even advertising caught on peoples’ attention. Quite naturally this 
curiosity decreased at the same pace as the Internet became more and more part of 
peoples’ every day life.  
Either way, banner ads play an important part in an advertiser’s online marketing strategy 
as it is undisputed that the average customer recognizes the banner ad due to their 
recognizable and eye-catching design which makes them so visible. The human brain 
registers banners at a glance and with the result of a long lasting impression – often 
without the consumer even taking notice of this process. Contrary to pop up banners 
these standard banner ads cannot be blocked, as there are integrated parts of a Web site. 
To the benefit of the brand they automatically appear on a Web page and stay there until 
they are clicked at or until the users navigates to another part of the Web site. That is the 
main difference from traditional advertising on medias such as radio or TV. There it is 
easy to switch the channel or the radio station during a commercial break. Even though it 
is been said that banner ads can be annoying for consumers this distraction can be a 
useful strategy for the companies advertising on the Internet, as consumers tend to 
remember distractions. 68 
 

3. Sponsered links 
 

Another way of putting online ads is to directly putting these ads in the search engine, as 
so called sponsored links. The search engine “Google”, among others promotes this way 
of advertising very strongly. The benefits are many: Firstly these links matches the search 
the user conducts and therefore the ad, which is actually only a link to the matching 
website, will not be a subject of annoyance since the user was actually looking for 
something where he now receives a matching, however commercial link. For the 
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company who pays for the link the benefit is obvious: Only the right target group gets the 
matching links. This is important because payment takes place for every delivered link 
and thus it is unnecessary to link to someone who would not even be interested in the 
respective product or service. The way payment then is conducted is by giving Google a 
certain budget per day. For instance can you tell Google to use a budget of let say 50 
Dollars each day. Then you can also give each link a specific value, for instance 1 Dollar 
for each link. What happens now is when a user looks for a specific term the matching 
link to the company site or the matching product is popping up to the right of the Google 
site. For the value of one Dollar per link the link should appear as one of the first links at 
Google. However if one link would be assigned only 50 cent it would appear farther 
down the site and vice versa. Finally when the budget for the day is used up no more 
linking is conducted.69  
 

4. Forums, Newsgroups, Web Communities and Bulletin boards 
 
Another approach to make yourself heard is to approach special interest groups by 
participation or sponsoring Internet forums, Web communities, Newsgroups and Bulletin 
Boards. Internet forums are much like discussion groups based on the Internet and exist 
in a commercial or a noncommercial form. Often these forums also include chat rooms 
for real time message exchanges and classified ads. Companies start many of these 
forums for commercial purposes. For instance can a manufacturer of outdoor products 
start up and sponsor a forum about outdoor activities, which gains traffic to the website 
because the users have to log on to the company site in order to be able to communicate 
with others. Newsgroups function very much in the same way as forums while the main 
difference is that the users do not have to subscribe in order to participate as well as it 
limits people to read and post messages on a specified topic.  
When it comes to Bulletin board systems Internet surfers can take advantage of specific 
topics such as vacation, real estate or computers.  
For marketers these online services are an excellent opportunity to learn about his target 
group. By participating in newsgroups and Bulletin boards it is easy to target “the right 
people for the right products”. However one has to be carefully since users of these 
services tend to be restrictive when it comes to commercial “intruders” to their net space.  
Eventually we have a phenomenon called Web communities who emerged of the already 
mentioned services. Here people are encouraged to tell about themselves, their interests 
and hobbies. These are social and job related communities and thus often photos and/or 
CV:s are included. Web communities are based on a sense of community and 
personalization and can thus be seen as the most interesting for marketers as they draw 
consumers with well-defined demographics and common interests.  

 
5. E-mail and Webcasting 
 

E-mail is perfectly aimed for customer support, as it is easy to send out questions, 
suggestions and complaints to the company but also for the service team of the company 
it is easy and time efficient to respond via e-mail. Another advantage of using e-mail is to 
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collect e-mail addresses of customers or prospects in order to build a database. This 
database can than be used in order to build long-term relationships through sending out 
newsletters about new products or product updates, announcing promotion activities 
based on customers purchasing history, warranty or service reminders or special events 
announcements.  
Another usage of E-mail is to sign on with a Webcasting company, which guaranties to 
automatically send the information a company wants to communicate to people who 
subscribe to this service, sometimes even for a monthly fee.  For the customers this holds 
the advantage of getting the sought after information only in the topics they are interested 
in. Instead of spending hours of Internet research these company delivers the wanted 
information conveniently to the customers’ desktop.70 
This method, also called permission marketing is a good way to advertise, as it makes 
sure that the target audience wants to receive advertising. Thus the process of advertising 
becomes much more efficient as the message is relevant and customized to the receivers 
interests and preferences. This way of marketing is seen as they future in Internet 
marketing since this media already has moved the power to the user. Hence there is the 
danger of violating the consumers’ integrity when advertising is sent out without the 
users authorization.71 
This unauthorized “interruption marketing” is also called “push” programming and 
works in a way that fetches information and related advertising information from non 
secure databases and delivers it automatically to a relevant Internet audience. Here 
especially, but also with all other online marketing, marketers must be especially careful 
not to infringe in peoples’ privacy as well as to overload the user with “junk e-mail” and 
thus create a feeling of rejection regarding to ones products or services.72 

   
Experiental marketing is about the users’ experience when surfing a commercial 
website. It has been proven that the impact of a Website’s design has a much greater 
impact on the users’ overall experience than the actual products and their benefits. Hence, 
a positive Website impression leads to a greater brand loyalty, as it is more memorable 
for the consumer due to its higher meaningfulness. In order to ach0ieve website stickiness 
the marketer has to build up a personal relationship with the consumer by using chat as 
well as creating the feeling of community. Furthermore a well-designed Web site has to 
focus on good and simple design as well as to stress personalization and interactivity 
without “overloading” the site for this reason. As a result a visit to a site like this will be 
an all integrated experience and therefore creates a strong bound between the company 
and the customer.73 
 
In addition there is Event Marketing, which is frequently used in traditional marketing. 
But also for the Webb events can be created, which are attractive and interesting for the 
target audience and thus create traffic to the website. For instance chats with famous 
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people such as authors or musicians for book-or music stores, or competitions are a way 
to increase the amount of visitors for a website over a certain time period.74 
 

3.4 One-To-One Marketing 
 
Here the importance of creating a relationship with the customer in order to conduct 
successful online marketing is discussed.  Also the importance of personalization, one of 
the key factors in order to build a relationship, as well as the personalization techniques 
that make people come back to a web site are taken on.   
 
 
 
  
 
 
 
 
 
 
 
     Fig.3.5 One-To-One Marketing 

 
3.4.1 What Is One-To-One Marketing? 

 
During the last decades we have taken marketing from mass marketing to direct 
marketing, and now to one-to-one marketing.75 According to Kotler & Armstrong direct 
marketing is defined as to consist of: “direct communications with carefully targeted 
offers to specified customer groups or even single customers”. Here the use of databases 
is essential. The message is: customer first and brand second. For one-to-one marketing 
the basic idea is identical with direct marketing however it is looking for direct and 
measurable consumer response through databases powered by modern technology. Here 
the Internet has been an immense help and thus has had a huge impact on the changes 
that occurred over the last years in this field. 
However, even though the Internet has changed the way companies market their products 
and services radically one thing has remained the same: Customers are individuals and 
want to be treated as individuals.  
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3.4.2 Why One-to-One Marketing 
 

The main goal for a marketer is to link the products the company wants to sell with the 
right customer segment, people who are actually interested in buying just these products. 
An even better approach is when the company finds out what kind of products people 
want to buy before producing them. By doing so the company can save huge amounts of 
money in developing costs for the “wrong products”. 
Either way, information or actually the lack of information is one of the biggest problems 
for companies trying to market their products. Here the Internet can be of big help. It 
contains not only big advantages in terms of reach and speed but it is also a great tool for 
containing customer information and using this information commercially. For a 
company it is crucial to collect and evaluate this information effectively as well as to hide 
it from competitors in order to gain competitive advantages.76  
buying For marketers today there are a lot of challenges out there. One-to-one web 
marketing can help to solve the negative image advertising has gained due to mass 
marketing and spam mails by helping to learn about the needs and wants of each 
individual person. With this information companies eventually can product and market 
products and services that satisfy those customer needs.  
The resulting benefits are obvious: For the marketer one-to-one marketing helps to build 
relationships that result in happy customers and repeat sales. For the customers the result 
is to receive only advertising of those products, which really interests them. Hence their I 
that their time for searching information before buying a new product decreases 
immensely as well as they have the opportunity to buy products customized after their 
very own needs.77  
Improved technical possibilities have also contributed to a higher precision in targeting 
marketing activities. As a result each message delivers a greater impact, which helps 
potential customers to quickly understand the benefit of a certain product or service.  
Ultimately this leads to an improved efficiency in attracting the right customer segment, 
which results in reduced time and effort when closing sales.78  
After a relation between the company and the customer is established the customer will 
have repeat contact with the company site followed by an affinity for the company’s 
products and services and thus leading to a greater revenue. The techniques used by 
successful Web sites to generate repeat traffic are those that build a community among 
members of their Web audience.  
As already mentioned people want to be treated and recognized as individuals but they 
also want to belong to a community – and one-to-one Web marketing satisfies just those 
basic needs. That is also the reason why one-to-one Web marketing has proven to create 
more revenue than any other marketing technique.79 
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3.4.3 One-to-One Marketing: Mass Communication vs. Customization 
 
The Internet has come to be the best tool for targeting segments or groups of customers. 
No other media can provide better-suited marketing techniques for one-to-one marketing.  
 
On one hand the Internet offers wonderful tools to create customized marketing but on 
the other hand it is still rather hard for the customer to find specific information on the 
Web. Here the risk is that Internet users tend to get easily bored, also defined as “marked 
restlessness”, if they do not find the relevant information quickly. These users are used to 
read a text or a message fast and hence are familiar with how to skim information. As a 
result they demand relevant advertising customized very much to their special interests. 
That is why the more personal the advertising is the more serious it will be taken. Hence 
complex and well-organized database systems have to be created and the existing ones 
have to be used in an efficient way. For this purpose the customers’ data is collected 
while they are surfing on the Internet. It can for instance easily be monitored what sites 
and products a user has clicked on and based on this information a customized marketing 
message referring to his interests can be created. That is why the more a user uses the 
Internet the more data can be contained, which eventually results in a more exact 
definition of interests.80 
 

3.4.4 The Challenges of One-to-One Web Marketing 
 

Business executives have always been interested in creating a one-to-one relationship 
with their customers where the challenge was to build this relationship in an economical 
way. Today marketers try to do just the same thing. The only difference is doing it 
through a different media - the Internet. 
Even though CRM is perfectly suited to be used online, there are however also obstacles 
to get around when working with CRM. 
 

Expense 
 
Traditionally benefits provided by one-to-one sales, service and marketing was limited to 
people who could afford to pay personal shoppers or similar services for this extra value 
of not having to look for and choose between an unnecessary number of products. Now 
even the average person can gain of these services online at no extra costs.  
The costs for this personalized service, however do not disappear, instead they are paid 
by the companies rather than by the customers. Of course it can be argued weather the 
resulting additional sales justify the investment however the answer has to be: Yes, they 
do. Well, maybe not in the short run but seen over a longer period of time the additional 
Website- and company loyalty as well as the higher response rate from targeted 
advertising should speak a clear language.  
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Technology 
 

As technology, such as for instance artificial intelligence, collaborative filtering, data 
mining or intelligent agents, evolves, the Web and its related sites have to be adjusted in a 
way that the customer can gain of these new technologies. Unfortunately this can take a 
long time to carry out, as those new technologies are expensive as well as almost every 
site needs a custom solution requiring experienced staff. 

 
Privacy 
 

Privacy issues are a recurring problem for people who are reluctant to state their 
personnel data for registration or similar purposes. Hence, in order to provide a benefit 
from one-to-one Web marketing both for the user and the marketer the users’ privacy has 
to be protected as well as he has to be given control over his own personal information. In 
the future protection of privacy and the feeling of security resulting in mutual trust 
between the company and the customer will be crucial in order to run a successful online 
business.81 
 

Anti-Marketing 
 
One of the biggest threats for marketing is the emerging trend of Anti-Marketing 
consumers. The increase of so called interruptive marketing, where people are interrupted 
of what they are doing – mostly through spam e-mails or pop up mails, is irritating people 
to are a more increasing decent. The reaction of the marketers we have seen in the past 
was to continue to interrupt consumers even more often with an even stronger message. It 
is quite obvious that this is a vicious circle: As the amount and aggressiveness increases, 
as more anti-marketing people tend to become.82 
This is not hard to understand when looking at the latest surveys of spam and inbox over 
saturation. Today the level of spam and inbox over saturation is as high as never before. 
According to a 2004 research from Executive Summary Consulting, Inc. and Quris of 
more than 1,200 e-mail users, unwanted e-mail messages for users’ who primarily use 
their e-mail at home fill about 37 percent of their mailboxes. That is more than personal 
correspondence, which makes up 26 percent as well as permission-based mailings (24 
percent). For users of e-mail for both business and private purposes spam exceeds even 
job related mail by 3 percent and thus makes up 28 percent of users’ inboxes.  
As a matter of fact, two-thirds of all respondents felt they get “too much” spam-mail but 
only 51 percent of those respondents say they “occasionally” respond to marketing 
mailings. Hence it can be said that users who are flooded by e-mail are less likely to 
respond to e-mail messages – even if they gave their permission to be contacted. 
In fact as many as seventy percent of the respondents said they felt they received more e-
mail this year than the year before and the vast majority (74 percent) of them claimed that 
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increases in spam are the main reason for this. 
As a result of too much untargeted offers or too frequent mailings consumers get tired 
and burned out leading to people deleting up to 39 percent of their permission e-mail 
without even reading it. 
Despite all these numbers e-mail marketing remains –for the present- a major opportunity 
for marketers to promote their products and services. According to the study mentioned 
above consumers still accept and react on advertising messages and 62 percent of the 
respondents said they would be interested in permission based e-mail while only 13 
percent said they would respond to mail from an unrecognized marketer. More than 50 
percent even delete e-mail with unknown origin right away and without reading it. 
Another conclusion is that companies who have had opt-in e-mail practices the longest 
were likely to have the customers with the highest response rate. 
But also for markers e-mail over saturation is a severe problem. Especially serious is the 
problem for companies who use permission-based e-mail as a part of their overall 
marketing strategy. As a legitimate marketer one do not want to be mistaken for an 
unserious spammer.  
Today there are “anti-spam” organizations such as Direct Marketing Association who 
released “best practices” guidelines for marketers and TRUSTe, which guarantees 
marketing messages sent from legitimate marketers.83 
 

3.4.5 How To Conduct Successful One-To-One Web Marketing 
 
Today it is as easy as never before for a potential customer to get a complete picture of 
just any company and their products. As a result it is just as crucial for the vendor to 
know as much as possible about their customers and prospects. For this to succeed a 
company has to deliver a customized message based on each potential customer’s needs, 
interests and wants. And not only that! It also requires real-time monitoring of all 
interactions that prospects and customers have with a company’s employees.  
The main goal with one-to-one marketing is to gain the customers’ trust and as a result 
motivate them to return to the company Website time and time again. In order to succeed 
the use of effective personalization techniques are essential.  
Conducted professionally these personalization techniques contribute to engage, inform 
and entertain the user and hence leads to build a relationship that makes him want to 
return to the site.  
For accomplishing this goal there are some must haves for a Web site: 
 

- Web site personalization 
- Interactive discussion forums 
- Presentation, collaboration and audio, video or chat conferencing 
- Integration of the Web site and the order processing84 

  
While most products are designed for a specific purpose and thus contain certain features 
it is hard to know for a company exactly why someone buys a product. Some customers 

                                                
83 http://www.clickz.com/stats/sectors/advertising/article.php/1135831, 05.03.18 
84 http://www.allen.com/cgi-bin/gt/tpl.h,content=7, 05.03.16 
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buy a product because its technical functions while others buy it due to intangible 
attributes such as dependability, reliability or availability. Of course also pricing can play 
an important role in a consumers buying decision. 
Practically this means the following for the company: 
Marketing and sales management has to be adjusted in order to be able to: 
 

- Reach the target market with messages that are more appropriate 
- Reduce the time and resources required to generate leads, qualify 

prospects, and close sales 
- Improve the marketing team’s understanding of the needs of each target 

market 
- Improve the sales team’s understanding of each potential customer’s 

individual needs and decision criteria 
 
In other words, it is important for a company to understand each customer’s way of 
gathering information, product evaluation and buying decision.  
 
There are many options for marketers for influencing the customers’ purchase decisions 
and these tools should be part of an integrated business strategy of how to attract and 
retain customers. Here the company’s different departments are encouraged to work 
towards serving the customer as a unified team by using a centralized database in order to 
bring marketing and sales activities together. In order to do so well working software 
tools are crucial in order to implement this strategy. While the idea of monitoring 
customer needs and wants, service requests through shipments and product orders is not 
entirely new the challenge today is to implement and integrate this stored data throughout 
the company by bringing it together in a unified database. This CRM philosophy is also a 
good way to improve the employees’ possibilities of teamwork in order to serve 
customers more effectively. 
 One of the most important things to keep in mind when striving for success with CRM is 
to understand the customers’ needs and requirements now and quite importantly also for 
the near future. This requires a full understanding of how the company is perceived from 
the customers’ point of view. It is important to examine and evaluate all customer 
interactions - all “touchpoints”. This examination includes interactions such as ad 
response, product ordering and delivery processes as well as customer service activities.  
Another important thing for a company to learn about is how potential customers gather 
information in order to make a purchase decision. Here the customer history information 
can be of help in order to map this process. Hence it is essential to know about what the 
customers’ expect from a purchase and after purchase experience in order to be able to 
deliver just this expected value.  
Understanding what customers want and how to deliver it is the key in a successful 
implementation of CRM.85 
 
 
 
                                                
85 http://www.allen.com/cgi-bin/gt/tpl.h,content=113, 05.03.16 
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 3.5 Customer Relationship Management 
 
The idea of having to build and maintain good customer relationships in order to 
successfully conduct business is also the way to go for online businesses but moreover 
have companies over the last years felt that they need to improve and conduct their 
customer relationships in a more professional way in order to be competitive. From this 
background eventually the term customer relationship management (CRM) has emerged.  
 
CRM is generally based on they idea of automation: 
 
- Marketing automation: Increasing awareness and generating leads with Internet and 

traditional marketing  
  
- Sales automation: Closing sales due to lead responds as well as communicating the 

product’s features and benefits.       
 
By tradition these two functions have been conducted by separate and independently 
working departments within a company. Today however it is time to merge sales and 
marketing functions as well as to maximize the both groups’ performance. In order to do 
so a modern approach of one-to-one marketing and selling suggests teamwork and close 
collaboration of all departments and hence well-working CRM techniques and tools can 
be of big help.  
In order to truly be able to manage and maintain the relationship between the company 
and the customer it is indispensable to track all interactions with customers and prospects. 
Hence all marketing-, sales- and customer support as well as all service interactions have 
to be monitored in order to understand which ones already lead to sales and which ones 
have to be improved.86  
 
 3.5.1 So, just what is CRM? 
 
Customer relationship management or CRM is one of the cornerstones within the One-
To-One Marketing concept. It is further described as to be an effective technique of 
providing information to prospects and customers, which in return also contributes to 
collect and save information about these prospects and customers. To do so allows the 
company to help their customers to evaluate and purchase products containing the best 
possible value to them - all this in order to make it easier for the company’s customer to 
conduct business.  
Thus CRM is all about managing the company’s resources as effectively as possible and 
thus being able to create an outstanding experience and customer value.  
 
 
 
                                                
86 http://www.allen.com/cgi-bin/gt/tpl.h,content=113, 05.03.16 
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 3.5.2 How To Work With CRM-Based Marketing And Sales 
 
Conventionally the term “sales cycle” has been defined as the period of time it takes a 
salesperson from beginning to work with a potential customer until to close a sale and 
receive the order. In today’s marketplace however this way of thinking is hardly up to 
date and contains in fact some serious problems: 
 

- In reality the selling process rarely begins with the salesperson but rather 
thanks to the marketing team who increases awareness and generate the 
lead in the first place. 

- Also the selling process does not end with closing the sale. In fact post-
selling activities such as customer care and support referring to 
encouraging reorders and purchasing additional products as well as 
recommendations to friends and relatives are crucial for surviving today’s 
competitive environment. 

 
 Teamwork 
 
As times have changed from a company-based view to a more customer-based approach 
it is now more applicable to look at the “customer life cycle” rather than the “sales 
cycle”. The customer life cycle already starts when a potential customer becomes aware 
of a need or problem and hence is looking for a solution to it. 
Here the goal is to notice when a prospect becomes aware of the company’s products or 
indicates any kind of interest and further successfully guide him to use just this kind of 
product. 
 
In order to reach this goal teamwork is essential in order to provide a perfect experience 
for the customer. Also a unified database with real-time access is needed in order to guide 
prospective customers through the “AIDA”- (Awareness raising ⇒ interest building ⇒ 
desire building ⇒ action = purchasing) and the evaluating process within the customer 
life cycle and additionally guaranties the best possible experience for the remaining life 
of the relationship. 87 
 

Monitoring The Customer Life Cycle 
 
There are some basic questions to be answered, which require a deep understanding of 
the marketers target market’s customer life cycle: 
 

- What is it that attracts potential customers to your marketing activities? 
- What product benefits are these customers looking for? 
- Which product feature convinces them to buy and can your product or 

service distribute those benefits? 

                                                
87 http://en.wikipedia.org/wiki/Customer_relationship_management, 2005-05-25 
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- Which marketing activities should be used due to their efficiency in order 
to build interest and attracting inquiries from people who eventually make 
a purchase? 

- Is there any difference in the kind of marketing tool that attracted them to 
your products and your company? 

- How long are the different stages, awareness, education, evaluation, 
purchase and reorder within the life cycle? 

- Are the costs of providing customer service distributed differently 
depending on which salesperson sold the account? 

- How much does it cost for each marketing tool, sales territory, customer 
type and product type to acquire a customer? 

 
At present a major part of the product evaluation and purchase process is conducted while 
visiting a possible sellers Web site. There are different reasons why potential clients visit 
a commercial Web site: Either they search for a product or a service in order to satisfy a 
need, or they are attracted to the site by advertising. Either way it is crucial for a 
commercial Web site to provide appropriate information for their visitors. 
 

Web Personalization 
 
Personalization is becoming a more and more common practice in peoples every day 
communication activities. Everything from telephone and e-mail messages to letterheads 
and advertising at all levels is customized and personalized. Hence also the content of 
commercial Web sites has to be customized in order to fit the users’ lifestyle. Here the 
challenge is how to use the possibilities of personalization and decide just what has to be 
personalized.  
In case, for instance, the company’s objective is to improve customer loyalty it is 
important to increase features that helps to increase return visits. However if the 
company’s customers were usually “big spenders” it would be appropriate to focus on 
using the process of personalization for enhancing the potential customers’ decision-
making process.88   
 

Customized E-Mail Marketing 
 
Customers are inpatient: Regardless how good you are at describing and promoting your 
product, it is a marketing fact that an average person spends no more than a few minutes 
reading the content of a Web page. Thus it is a big risk to lose a sale before even being 
able to communicate to these prospects – unless of course the Web site contains 
personalization features that efficiently and frequently pull customers back to the site. 
There are not many customers who return to a Web site on their own instead it is up to 
the marketing team to make the customer want to return to the Web site over and over 
again until they are ready to talk to a salesperson.  
 

                                                
88 http://www.allen.com/cgi-bin/gt/tpl.h,content=113, 05.03.16 
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E-mail marketing has been showed its effectiveness for Internet as well as traditional 
marketing and sales campaigns. The reason for this is that it is much more cost effective 
and provides a much higher click through response than any other marketing activity. 
 
In order to create ”top of mind” awareness in the mind of a customer it is central to send 
marketing messages frequently since if the message is not reinforced with additional 
exposures the customer’s awareness will diminish gradually. As a result this means it is 
not only the number of exposures to a marketing massage that guaranties a purchasing 
action but it rather is the number of times within a certain time period that leads to 
closing a sale. 
On the other hand this does not justify letting your customer drown in e-mail messages. 
On the contrary, a customer can easily turn his back to your products if being overflowed 
with commercial messages. Hence it is indispensable to monitor your customers’ e-mail 
and Web behavior in order to pinpoint when potential clients are ready to receive a new 
marketing message.  
Until a potential client has decided to make contact to a salesperson these automated 
marketing activities are a good way to target suitable marketing messages more powerful 
and therefore less time consuming than sales resources can.89  
 
 Sales Automation 
 
A sales automation system is used in order to inform prospects about the company’s 
products and as a result close more sales. Its main features are: 
 

- Contact and opportunity management 
- Action Items 
- Appointment scheduling 
- Messaging (e-mail, letter, fax…) 
 

A sales automation system provides the advantage of generating reports such as sales 
activity reports and sales forecasts. It also helps to keep track of potential customers, 
established customers and business opportunities. When a sales database is monitored on 
an individual computer these systems however can contribute to a decreasing ability to 
monitor sales activities and manage the sales team.  
That is why a profitable sales automation product has to provide a “synchronization” 
technique where the databases is updated for changes frequently and there is always 
current information regardless which computer one logs on to. Ideally the database uses a 
standard Web browser to connect to a centralized database on a Web server. 
 
 
 
 

                                                
89 Clow, Baack, Integrated Advertising, Promotion, and Marketing Communications, New Jersey, 2004, 
page 390-392 
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Other benefits provided by sales automation systems, which also are part of an integrated 
CRM system are: 
 

- Listing of the viewed Web pages by a visitor or a customer. 
- Listing of the e-mail newsletter links clicked on by a visitor 
- Viewing of self-reported interest profile data 
- Listing of the viewed pages of the online product catalog 
- Monitoring of customers’ online purchases and their entire accounts 
- Integration with legacy and offline database systems 
 

As a bonus of viewing data about a visitor, an integrated CRM system allows the 
salesperson to use this data for Web personalization and customized e-mail newsletter 
purposes.90   

 
3.6 Business-To-Business Online Marketing 

 
Business-to-Business marketing also referred as B2B marketing includes marketing 
especially developed between two companies and is an excellent example of one-to-one 
Web Marketing. These methods are especially important for photo agencies as they 
solely do business with commercial users on one hand and professional photographers on 
the other hand.  

 
One of the most used methods of Internet marketing has emerged by the name of affiliate 
programs, which is a “revenue-sharing program that uses the Internet to facilitate 
partnered selling”.  This idea is as ingenious as it is simple. Anyone with a Web site can 
be an associate of a web site that has already established an affiliate program, for instance 
Amazon.com, which was one of the first to adapt this marketing technique. There are 
different ways of linking your web site to your partner’s site. As an example you can put 
a search box on your site where people can directly search for Amazon’s products or you 
use a banner, which can be used as a link button. Another is to advertise only specific 
Amazon products, often a special offer and facilitate for the consumer to learn more 
about it by clicking on the provided link. Either way, the consumer will be linked to 
Amazon.com, however it will be monitored where he comes from. Thus if a Internet user 
purchases something on Amazon.com you will be paid commission, based on the value 
of the purchased product. Thus you act as an agent for Amazon.com and earn money 
without the hassle of filling orders, collecting money from customers, bookkeeping and 
customer service. On the other hand it is also a great opportunity for the company 
providing the affiliate service as it provides additional income as well as an opportunity 
to build the brand name thus make themselves heard.91   
  
 
 
 
                                                
90 http://www.allen.com/cgi-bin/gt/tpl.h,content=113, 05.03.16 
91 Silverstein, Barry, Business-to-Business Internet Marketing, Gulf Breeze, 2000, page 386-387 
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Channel partnering 
 
Another partner program on the Internet, although not as well known as the affiliate 
program is the channel partner program.  
Often companies, especially the ones who use retail or reseller channels, have many 
partners and alliances. This makes it hard to reach the end user. Here the Internet can help 
to keep all various types of partners informed.  It also helps about a company who only 
sells to resellers and retailers to learn more about their end consumers. This is essential in 
order to produce the right products for the right customers. In order to do so it is 
necessary to fully integrate one another’s Web sites and share information, cross-link and 
extend online marketing activities.  
 
Different ways of partnering can be: 

 
- Online integration of partner relationships 

 
Here the key is to simply work together on the Web. Linking to each other’s sites is just 
one thing – you also have to share information by incorporate important information from 
your site to their site. Sometimes certain information has to be re-packaged or customized 
for their site.  Provide your partners with graphic “buttons” or banners, which they can 
use in order to link to your site. As an originator partners can be offered a place on the 
webpage where they can post information and links. Also a special section where all 
partners are mentioned and links are provided can make sense as all partners are gathered 
at the same space.  

 
- Promote your partners in a special area of your Web site 

 
In order to ensure a successful partner relationship it is common to promote these 
relationships on each other’s Web sites. A good way to do this is by establishing a special 
area on the Web site, which is describes the company’s partner program in order to be 
able to acquire new partners and provides links to already existing partners. 
 

- Establish a partner service extranet  
 

Here the objective is to provide a specific site or a specific location on your site for your 
partners as an extra service. This site or section is not available for regular customers as 
specific partner information such as agreements; program details, promotions and 
wholesaling prices are provided.  
This extranet can also be used as an self-service center for partners to solve problems 
without telephone ore face-to-face support, program and product ordering, lead 
distribution, results tracking, program monitoring, invoicing, receivables and inventory 
tracking.  
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By doing so companies have a great chance to cut down on time consuming paper-based 
systems and support activities and at the same time give their partners an efficient tool to 
find the information they need quickly.92 
 

3.6.1 Challenges When Using B-To-B Marketing And Selling 
 
Traditionally marketers used dependable but expensive techniques, such as Public 
Relations, Advertising, Direct Mail and Trade Shows in order to spread their message. 
These marketing activities have the goal of generating leads meaning to create a response 
and make people interested in a company’s products. Due to these methods’ nature of 
targeting a broad and general segment of prospects a lot of unqualified leads are created. 
As a result it can be said that these traditional B2B marketing techniques, even though 
they perform all right under the right circumstances, are just too time consuming when 
processing inquiries. As a result it is also too pricey to use these offline B2B marketing 
techniques for generating inquiries.  
When, however an all-inclusive database marketing system is combined with well 
targeting Web- and e-mail marketing more highly qualified leads are produced thanks to 
the integration of traditional marketing campaigns and online marketing techniques.  
 
 Traditional Selling 
 
In traditional selling once the contact between the prospect and the salesperson is 
established it takes phone calls or even in person visits until the sale is closed. Quite 
obviously this time-consuming, ineffective process is not the best way of communication 
considered today’s technical possibilities. The time involved for turning inquiries into 
prospects and eventually close a sale is just too long. 
A solution to this is to automate the process of information search by providing central 
information as possible on the vendor’s web site. With this not said that a company 
should not provide any telephone support or any kind of human interaction but by 
providing basic information online both parts can save a lot of time and money. 
Another reason for generating more leads is that a prospect is likely to enter a Web page 
spontaneously in order to gather information while he probably would not make the effort 
to actually call a salesperson for the same purpose. When a prospect eventually calls a 
salesperson after having gathered basic information from the company Web page it is in a 
much later stage within the purchasing process and thus the salesperson has much more 
options to convince the prospect and close the sale. By implementing this, the real 
integration of online marketing into traditional marketing and sales occurs and as a result 
these sales activities start to deliver considerable value.93 
 
  
 
 
 
                                                
92 Silverstein, Barry, Business-to-Business Internet Marketing, Gulf Breeze, 2000, page 399-403 
93 http://www.allen.com/cgi-bin/gt/tpl.h,content=113, 05.03.18 
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3.7 Brand Building Online – A Summary 
 
In order to conclude the theory chapter Figure 3.6 is presented. It shows the three 
cornerstones of online brand building: Brand Building, The Internet and One-to-One 
marketing. Furthermore a more detailed graphical summary is shown in Figure 3.7. 
 
 
 
  
 
 
 
 
 
 
 
          

Fig.3.6 Brand Building Online 
 

Traditional brand building is where everything begins – even online marketing. In order 
to successfully market a brand online one has to understand how to conduct the art of 
marketing in a traditional way. Here the marketing tools characterizing the brand 
building process (as shown in Fig.3.3 and in the upper left block of Fig. 3.7) have to be 
used however other online specific features (chapter 3.2.3 and upper right block of Fig. 
3.7) needs to be added.  
 
Additionally focus has to be put into the Internet specific brand marketing methods. 
This is rather important as for most online purposes traditional brand marketing methods 
would be quite ineffective and that is why they have to be adjusted to fit this media (See 
Chapter 3.3 and lower left block of Fig. 3.7).  
 
Finally there is One-To-One Marketing (See chapter 3.4), which is one of the main 
concepts of online marketing as the Internet provides a perfect way of building a close 
relationship between the customer and the company. The reason to this is the recent 
technical development, which makes it more and more easy to build these relationships. 
This holds also true for Customer Relationship Management, which is a significant 
part of One-To-One. Here factors such as marketing- and sales automation, teamwork, 
monitoring, the customer life cycle, Web personalization and customized E-Mail 
marketing are stressed (See Chapter 3.5). At last Business-To-Business marketing (See 
chapter 3.6) as an integrated part of One-To-One has to be mentioned. Today companies’ 
options of approaching each other in order to conduct business have changed drastically. 
In order to keep up with shorter cycle times and direct access to just any kind of 
information the usage of technical tools is crucial. There are different ways of taking 
advantage of each other’s web presence – partnering and linking are just a few. Among 
many smart ways of doing business Affiliate programs stand out in terms of simplicity 
and effectiveness. (See also lower right block of Fig. 3.7) 
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Fig.3.7 Graphical Summary of online brand building 
 
3.8 SWOT-ANALYSIS 
 
In order to be prepared for the future companies have to analyze their overall 
performance. In order to do that often a SWOT-Analysis is conducted.94 A SWOT-
Analysis should ideally strive to result in answering important questions within the 
organization and thus aim to change or improve a company’s business strategy. Hence it 
is supposed to help in achieving an objective set by the manager. A SWOT-Analysis 
consists of four parts: 
 

- Strength: Company attributes that are helpful in order to achieve the 
objective 

- Weaknesses: Company attributes that are harmful to achieving the 
objective 

                                                
94 Czinkota, Kotabe, Marketing Management, page 37-38 
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- Opportunities: External conditions that are helpful to achieving the 
objective 

- Threats: External conditions that are harmful to achieving the objective95 
  
This technique is used in order to isolate the key issues that are crucial for the company’s 
future as well as the ensuing marketing planning are addressed.  
It groups some of the core information about an organization into internal 
(strength/weaknesses) and external (opportunities/threats) factors and then sorts it by 
positive (strength/opportunities) and negative (weaknesses/threats) aspects. Internal 
factors can be the four Ps (place, product, price, promotion), personnel, finance and so on 
while external factors may include technological change, legislation, sociocultural 
changes as well as changes in the marketplace or competitive position.96 
 
The results of a SWOT-Analysis can be used as creative inputs in order to strengthen the 
organization. 
To use the following strategy after having acknowledged each part of the SWOT-
Analysis can be a good start in improving a company’s business strategy.  
 

- Identify the company’s strength and find a way to take advantage of it 
- Identify the company’s weaknesses and find a solution to discontinue with 

it.  
- Identify the company’s opportunities and be creative on how to exploit it. 
- Identify the company’s threat and build up a defense.97 
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4. Research Design 
 

In this chapter the reader is made familiar to how the study is built up, on what grounds 
the companies are sampled and how the data is collected. Additionally a discussion about 
the credibility criteria as well as the interview guide is presented.  
 

4.1  About the Collection Of Secondary Data 
 
In order to search for relevant literature about online brand building the author first of all 
tried to find as much literature as possible related to the problem at hand. After realizing 
that the problem was not to find enough literature but rather to find too much the author 
decided to sort the literature by only keeping the most relevant books and articles and 
skip everything that would not add any new and significant information.  
Another problem for the search was to find up to date literature. Due the immense 
changes and the unbelievable rapid development of the Internet studies made 6-7 years 
ago are hardly relevant today because the technological conditions have changed totally. 
Due to this new ways of marketing online have become possible. That is why the author 
has decided to focus on literature from 2000 and onwards for online branding contents. 
However there are many marketing and methodology theories made some time ago but 
still being relevant. For these more classical branding and methodology theories even 
literature before 2000 has been used.   
 

4.1.1 Literary Limitations 
 

The limitations concerning the literature lie in the focus on literature concerning online 
brand building issues. Due to the approach of understanding this matter in depth the 
author decided to concentrate on specialized literature concerning this field rather than on 
literature that would cover a broader aspect of brand building.  
Furthermore all the used material is up to date and relevant as the authors of the books all 
are acknowledged authorities in the field of brand building. 
 

4.2 Sampling  
 

In order to choose relevant companies for this study the author decided to set a number of 
conditions that have to be fulfilled before a company would be picked: First of all the 
company has to be a strong and well known brand in the Photo Agency marked. 
Secondly, the company has to be Swedish and thirdly it should conduct business solely 
over the Internet. All these three conditions will eventually lead to the companies being 
comparable to each other.   
The reason why the first condition is important is the following: Due to the nature of the 
Internet as an ideal and global communication channel it is today very easy for just 
anybody to start a photo agency and conduct business. The goal with this study however 
is to look into how established business professionals use the Internet and the company 
website for conducting marketing. Of course the definition of being a strong and well-
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known player in this market is subjective but as this study is not aiming to result in 
generalizing findings the author does not see this to be an issue. The motivation of only 
taking in established business professionals is that these companies are believed to have 
previous knowledge in the field of online marketing. Without every company being a 
business professional it would be hard to compare the companies at the same bases. That 
is also why the fulfilling of the second and the third conditions are important. Another 
motive to choose only Swedish companies was that it was easier to get in touch with 
them and to conduct interviews. 
 
The chosen companies are: Folio, Mira and Picturo. The motivation to choose these 
companies was that all the companies fulfill the conditions mentioned above. They all are 
believed to have a strong and established brand in the field of photo agencies due to their 
professional looking websites and their long existence. They all are Swedish based 
companies and conduct business only over the Internet.  
 

4.3 About The Interview Guide 
 
In the beginning the basic idea when creating the interview guide was to strongly connect 
it to the theory behind online-marketing discussed in chapter 3. Thus it would be able to 
figure out to what extent the companies in this survey use theoretical ideas and methods 
as a frame of reference in their online marketing strategy. Quite often however, 
theoretical and practical marketing methods differ from each other. Or as Alan Bryman 
put it: “The risk when focusing to strongly on the theory is to make conclusions deriving 
from this theory before actually conducting the empirical study.”98  
That is why the author decided to use the theory only as a basic outline, as a base for 
giving the interviewees hints but without steering them in any direction. Thus the 
interview guide is designed to consist of very open and very broad questions, facilitating 
the interviewees to speak freely. The questions in the interview guide of course aim to be 
answered but the goal is to get to hear the interviewees’ own thoughts and ideas rather 
than to hear them repeating what was already discussed in the theory chapter. Hence also 
specified marketing related terms are avoided.  
 

4.4 Collection Of Primary Data 
 
For this survey the author has decided to use the data collection method of conducting 
interviews with the participating companies over the two other methods commonly used: 
Observations and questionnaires.  
The interviewing method makes it possible to gain an in depth understanding of the 
online brand building process of these three photo agencies by allowing the author to 
collect detailed information.  
Furthermore it is the nature of an interview to facilitate the respondent to explain and 
describe ones way of thinking as well as ones subjective point of view concerning the 
question at hand. At the same time an interview makes it possible for the interviewer to 

                                                
98 Bryman, Alan, Kvantitet och kvalitet i sammhällsvetenskaplig forskning, 1995, p. 99  
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ask consecutive questions and give the responded hints. By doing so it is possible to lead 
the interviewee to answer all the questions related to the area surveyed – but without 
taking too much control and steering. This was achieved by constructing the interview 
guide in a way that makes sure that all questions would be discussed99 
The cause why the other two alternatives of data collection methods were not considered 
is the following: 
The observation method is clearly not suitable for this kind of survey because it would be 
to time consuming as well as it would not be practically feasible to follow a marketer in 
his daily work. For the questionnaire method speaks the relatively easy and time saving 
way to get information however it limits the information that can be obtained as no 
consecutive questions can be asked. Also the amount of obtainable information and the 
respondents possibilities to express his subjective view are limited, as answers on 
questionnaire sheets tend to become shorter when compared with interviews where the 
respondent can speak freely.  
   

4.5 Credibility Criteria 
 

4.5.1 Validity 
 

Due to the fact that the interviewees spoke freely and unhindered the approach to the 
wanted information can be said to have been satisfactory.  
One interview with the company Mira was conducted over the telephone. By doing this 
there is always a risk of missing information because body language not being able to be 
interpreted. This risk factor however is according to the author rather slight due to the 
clear interest and willingness of all the interviewees and thus also of Johanna who 
conducted the interview for Mira to participate in the interview. Hence the messages and 
contents of these three different interviews are not seen as a possible subject of 
misunderstanding.  

 
4.5.2 Practical Applicability 

 
Practical applicability takes place when other companies than the ones involved in the 
study can make use of the conclusions of the research.100 
This study newer aimed to achieve practical applicability and thus the results are not to 
be generalized. However can the findings of this study help other companies within the 
photo agency business to gain insight in the rather complex way of online marketing.    
Then again parts of this study can even be useful for other companies as also more and 
more “traditional” companies make use of the Internet as a tool of marketing and many 
online marketing strategies are similar even for different branches.  
 
 
 

                                                
99 Lantz, Annika, Interviewmetodik, 1993, p. 120 
100 Johansson-Lindfors, Att utveckla kunskap, 1993, p. 166 
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4.5.3 Inter-subjectivity 

 
According to Holme & Solvang the interviewees have to approve on the interpretations 
made in the study. This approval is however not always easy to achieve as persons that 
have been interviewed tend to react differently on interpretations from an interview 
conducted. 101 
For this study it is believed that the interviewees opinions can contribute with valuable 
information for the companies that contributed. Furthermore is believed that the 
conclusions drawn from the interviews can be helpful for the industry as a whole.  
 
5. Empirical Findings 
 
Here the data resulting from the interviews conducted with the three brands, Folio, Mira 
and Picturo is presented. Each company has its own part in this chapter where also an 
introduction to each company, as well as a paragraph on the respective company’s 
opinion on brand building, the Internet, one-to-one-marketing and their future 
outlook/SWOT-analysis is included. 
 
 5.1 About the company and the interviewee 
 

5.1.1 Folio 
 
Folio was founded five years ago by two other owners until it was taken over by Susann 
Björkman and Helene Åsberg in the year 2003. The reason for this was that the company 
at that time was on the verge of bankruptcy and the original owners did not want to 
continue. Susann, now the CEO of the company, but back than a contributing 
photographer and consultant for Folio took the chance together with Helene Åsberg and 
took over the company.  
Folio has now one employee, who is responsible for IT, and two partner-stock agencies. 
Turnover is about 200 000 SEK a month but it is constantly growing.  
 

5.1.2 Mira 
 
Mira is part of a trust, which is called Nordic Photos and is thus a brand under Nordic 
Photos. Nordic Photos has been started about five years ago by four guys from Iceland. 
The reason for this was the absence of a photo agency in Iceland. Two years ago they 
bought Mira and also the photo agency IMS. At that time Mira had been existed as a 
company for forty years. Within the trust there are 4 employees and one CEO. Johanna 
who is been interviewed in order to conduct this study has been working for Mira as a 
salesperson and photo editor for little over one year. She prefers not to talk about 
turnover. 
 
                                                
101 Holme & Solvang, Forskingsmetodik, 1997, p. 166-167 
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5.1.3 Picturo 

 
David Elmfeldt who is functioning as Picturos editor, project manager and business 
developer has started www.fotosidan.se, Swedens most popular photo-community, in 
2001. Due to “Fotosidans” enormous success Picturo, a photo agency specially designed 
to put the images of the Fotosidan-members out for sale, has emerged in Fall 2004.  
The basic business idea was an easy way of providing the possibility for photo buyers to 
purchase images from Fotosidan. Picturo was also intended as a way to sell photographs 
for photographers without a stock of hundreds of images, which other photo agencies 
usually demand.  “I see Picturo also as a sale and marketing channel for photographers on 
the rise”, explains David and continues to talk about the importance of Fotosidan for 
Picturo as these two sites are highly interrelated. He also stresses the fact that Fotosidan 
has many visitors – 105 000- each month. “Many of these visitors are photo buyers 
looking for images. Now that we have Picturo we can link them directly from Fotosidan 
to Picturo, where it is much easier to find images. Next time these photo buyers look for 
images they hopefully log on directly to Picturo and thus we hope the word will spread 
and Picturo as a brand is built. In the future we plan on to separate Picturo more from 
Fotosidan but for now I believe it is a good way to market Picturo through Swedens most 
well-known photo community”, David rounds up with. 
Picturo does not really work the way other photo agencies work. Instead of free 
membership but a commission of up to 60 percent for every sold image as it is typically 
in this business Picturo does not take a commission for each sold image. Instead Picturos 
business concept involves an annual membership fee where Picturo does not interfere in 
the completing of each purchase. Hence the photo buyer contacts the photographer 
directly with Picturo only arranging the deal between these two parts.  Right now the site 
contains about 5000 images but this stock is constantly growing. In terms of interactivity 
the site is seen to be more adapted to the members as to the photo buyers as Picturo for 
instance lacks an own account for the photo buyers and other one-to-one tools. As a 
reason for a photo buyer to return to Picturo, David mentions that the site works the 
way a photo buyer wants it to work and the fact that it contains different images that are 
hard to find somewhere else.  
 
 5.2 Brand Building 
 
The parts consisting brand building have been chosen in order to be able to reflect the 
companies’ views what brand building is all about as well as its meaning in the business 
society today. The information gained from the answers indicates that the photo 
agencies’ views more or less comply with what we have learned from the theory chapter. 
That means that all the three agencies stress the importance of brand building through 
market communications in order to gain a specific market position through 
communicating the brands attributes and core values but the way brand building is 
conducted practically varies a great deal between these three agencies. 
 A summary of the collected data concerning brand building can be found in the 
appendix. 
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5.2.1 Folio - Brand Building 

 
For Susann Björkman a brand is defined as something that defines a product and has to 
hit a niche. A brand is also important in order to differentiate oneself from the 
competition. That is also why the brand message has to be clear. 
“Potential clients become aware of Folio mainly through our 72 contributing 
photographers who often have links to our site on their website and thus spread 
information about us. Other ways of getting information about Folio for potential 
customers are search engines such as Google where we appear as one of the first 
companies for that kind of keywords (That is achieved by being mentioned and linked to 
as often as possible on other websites). We also have so called sponsored links on Google 
which means you can pay for your name to appear for certain keywords. Additionally we 
have a highly ranked advertisement at Eniro, which means that this advertisement can be 
found right away when you log on to the Eniro-site, Susann explains.” 
She continuous with describing the brand Folio and what it stands for: “Folio as brand 
intents to communicate the vitality and clearness of contemporary Scandinavian 
photography. Our niche is to offer uncommon images for common motives. We want to 
be able to offer unconventional solutions. I would describe the style of our images as 
lifestyle-images – being young, contemporary and direct.  
I believe our clients perceive us as easy and fast to work with, friendly and service 
minded, which is also partly of what we want to communicate with our brand. We are 
also very vital and active as we work hard to constantly increase our archive of images. 
We work tightly together with our photographers as we want to offer a good product. On 
the other hand our clients want a wide selection of images in our category. It is part of 
this vitality that we constantly increase our archive.” 
When Folio was taken over by Susann Björkman and Helene Åsberg Folio as company 
and brand name was kept in order not to confuse existing clients and take advantage 
Folio as a well-known brand name. The company’s brand image however had to be 
slightly adjusted in order to become more commercial and thus have a better base for 
putting up with competition. During the first three years of Folio the company was 
known for its “trashy”, very youthful pictures. These images however where rather hard 
to sell so that the new owners decided to replace many of these old images with new 
more appropriate ones. Also the logo had to be changed in order to fit the new cleaner 
image and hence it was replaced by a new more graphically pure logo. Finally the 
original website was replaced by a totally new one. The reason was to make a statement 
and to show the clients that Folio now has new owners and things were going to change.  
Folio wants that the first thing that comes to a consumers mind is: Folio – a solid 
company with young and clean life style images.  
 
Hence Folios product attributes are quite obvious. It is the images that make the 
difference. Folio sells only images from their contributing photographers and is hence not 
selling pictures from other picture agencies on commission. This is in order to keep up a 
uniform style. That image style is differencing them from other competitors and is also 
the reason why Folios clients buy from them.  
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Thus the brand image is built through the style of the images and of course by the 
photographers behind these pictures. Also the website contributes to this to a great 
extend. Susann points out: “We have start-images which appear right when you log on to 
our site and are intended to work as an appetizer. Then we have inspirational pictures 
which summarize our best pictures within a selection of different genres. These images 
often are a source of inspiration and new ideas for our clients. They also see directly what 
kind of style we want to promote through our pictures. We also had a release party for 
our first website shortly after we had taken over Folio. At this party we showed a short 
promotion film about the company in order to present the company under a new 
leadership. We where especially concerned that everything that came with it such as for 
instance the band and the food fitted in because we knew all those small details would 
communicate who we are and what we stand for. We found it important to care about 
these small things in order to be able to target the right segment of potential customers.” 
As basic marketing channels Folio has chosen to use the Internet and the search engines 
Eniro for advertisement and Google in order to be easily findable. Besides that the 
company conducts e-mail marketing focused on certain potential and already existing 
customer groups. Also a calendar containing inspirational images has been printed and 
given to clients as well as a catalog is planed.” 
 

5.2.2 Mira - Brand Building 
 
According to Johanna Mira’s brand is defined by their collection of images. “The reason 
why Nordic Photos contains different brands is because there are different image 
collections and that is why we decided to keep them separated”, Johanna continues. 
“Mira as a separate brand is more personal, more creative and this is also what we want 
to communicate to our customers”, she explains. In order to position these different 
brands the company uses specific images that represent each brand for marketing 
purposes. Mira as a brand tries to differences themselves from other competitors in the 
field by being able to offer images with a different look a different style. To mention one 
unique product attribute for Mira would be their many Nordic collections with over 500 
photographers from all the Nordic countries.  
Johanna also explains the different ways of brand building for Mira, which are: 
direktmarketing to potential as well as already existing clients, telephonically and 
personally visiting of clients and advertising via Google. As the best media channels for 
brand building Johanna mentions online ads, e-mails, direct mailers, ads in magazines, 
personal calls and visits. When asked how the website is used in order to build the brand 
she answers that the brands are tried to kept separated and introduced to the clients. 
About the goals and the future plans with Mira as a brand Johanna does not know about. 
 

5.2.3 Picturo - Brand Building 
 
According to David Elmfeldt a brand is when he says Picturo and other people know 
what he is talking about and hopefully get a positive association. David explains: “As 
many people as possible should know about Picturo and after visiting the site for the first 
time one should refer to it as a good place to purchase an image and return to. This is 
important both for the photo buyer and the photographer because also the photographer 
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has to feel that he gains something from Picturo. He has to want to join Picturo because 
the site works well technologically and because there are other good photographers 
located there and he as a photographer wants to become associated with them.” 
Picturos brand image is described by their images where the goal is to show good photos 
of rather unknown photographers who take different and thus does not show the typically 
stock pictures. The photo agencies, or image market as David likes to call Picturo, style is 
seen to be very broad and includes all kind of genres. Picturos clients should find every 
kind of image at Picturo and of course the quality level should be high. Our clients are 
supposed to associate Picturo with a new agency where images are easy to find and look 
different from photos one can find somewhere else. Our potential photo buyers are 
supposed to think of our images as easy to find, spontaneous, every-day-images instead 
as of the typical static and more advertising oriented images. According to David, this 
approach can also be a disadvantage since our photographers often are no professionals 
and therefore do seldom produce commercial images that often are top sellers.  This is 
also why we do not have so many images including professional models. David carries 
on by explaining the way a photobuyer is supposed to find Picturo: “Right now the 
brand name “Picturo” is not really established yet. That is why we hope our clients will 
find us through Fotosidan. We marked ourselves through press releases, newsletters to 
selected photo buyers and sponsored links in Google. We also have a link as well as 
advertising at Fotosidan. Unfortunately we have not built a client database.  Instead we e-
mail information to specific, potential clients. Our budget is limited. That is why we 
cannot put too much money into marketing” He continues, “Our target group is not 
necessary advertising agencies instead we aim for company magazines and prints of all 
kinds. The reason why someone wants to buy from Picturo is, according to David that 
Picturo is basically built up like many other agency sites so the client does not have to 
readjust. On the other hand is the site also optimized for being easy to use and fast as well 
as it is well designed. The last is especially important as it is seen to be essential to 
present good photos well in order to create the biggest impact possible. On the question 
how the brand image is built David responds that this is basically done by choosing the 
right kind of photographers. He adds: “In the beginning we made the mistake of selecting 
to many photographers who just did not have the right level. This we did in order to grow 
fast and quickly gain a solid stock of images. Now we are much more picky whom we 
accept and whom we should better not. Of course we also use our website in order to 
market ourselves. On our website we link to our photographers websites and hence we 
also encourage our photographers to link to Picturo from their respective websites. The 
goal with our brand is to become more distinct in terms of positioning. We want to 
grow but for this it is better to grow slowly and keep up in terms of quality and client 
service. We do not need the worlds best photographers to join us but we grow within our 
market segment.” 
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5.3 The Internet 

 
This table is summarizing the information gained from the interviews related to the 
Internet. It also includes the author’s analysis about the companies’ websites roles from 
a marketing point of view. Also the websites’ potential of turning customers into 
returning customers is discussed. 
A summary of the collected data concerning the Internet can be found in the appendix. 
 

5.3.1 Folio - The Internet 
 

The most important when Folio designed its website was that their clients could find the 
images they were looking for very quickly. Susann adds: “We experience that our clients 
often are in a hurry and do not want to vast time. We also wanted to keep the site clean 
and graphically appealing so that it could function as a source of inspiration and also fit 
in with the style of our images. The design of the site should be pure and technically, it 
should be easy to grasp where everything could be found. Easy navigation was also a 
cornerstone when designing it.  
 

5.3.2 Mira - The Internet 
 
Mira’s website was launched in August 2003 but is not longer available but instead one is 
redirected to Nordic Photos company website where it is possible to show Mira related 
images only. “The most important for us is that our website is user-friendly and images 
are easy to find”, Johanna points out. In order to achieve this goal Mira tries to be distinct 
in terms of language usage and is also keen on presenting its site as clean as possible. 
Even without a concrete goal a customer should feel that Nordic Photo and its brand Mira 
is a good place for finding inspiration. Mira always presents their up to date information 
right when you enter the site. News can be for instance when one of our photographers 
has an exhibition and is updated at least once a month. Even older news is accessible and 
other information such as new business partners and inspirational mail is regularly sent to 
our clients.  
“Concerning the speed of the site I believe we have reached a good balance between 
providing all the necessary information and the site even being suitable for slower 
Internet connections,” believes Johanna. The site contains information about the 
company, about how to contact us and if you register yourself as a client you can also get 
pricing information and download high-resolution images for layout purposes. Miras 
customers order images online and the order process is conducted automatically. 
Moreover if the customer looks for a certain image without success there is staff that can 
help. As a reason for a customer turning into a returning customer are mentioned that 
clients usually find what they are looking for and moreover like our style of images and 
our good service. 
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5.3.3 Picturo - The Internet 

 
“The most important thing with our website is that we check that all images have 
applicable keywords, which is essential in order to actually find the image one is looking 
for, explains David and continues by stressing the importance of a clean, contemporary 
design and a website that is easy to navigate on. 
Picturos website is seen to be fast, clean and easy to use even though the user-friendliness 
can be improved. As up to date information only the latest images are used. There is no 
editorial news information but basic information for Picturos members as well as the 
photo buyers is provided. 
 
 5.4 One to one marketing 
 
Is about how much the companies incorporate interactivity in order to communicate one-
to-one marketing. Interactivity and one-to-one marketing tools have not been 
implemented enough in order to gain returning customers. Only one company has used 
the advantages the webb has to offer to an satisfying extend. 
A summary of the collected data concerning one-to-one marketing can be found in the 
appendix. 

 
5.4.1 Folio – One-to-one marketing 

 
Also one-to-one integration is an important issue for Folio. Every customer can register 
and than gets an own log in with its personalized customer account where all the 
information is saved. Here one also finds a shopping cart where it is possible to order and 
download pictures directly from Folios server. The site also provides an easy way to lay 
aside all the pictures of interest in order to compare them and choose the most 
appropriate one later. Also all previous purchases and all invoices are saved.  
Even though there are no affiliate programs there are links to Folios website from 
advertising schools and certain clubs. These links however are not being paid for instead 
Folio provides links to their business affiliates in Denmark, Finland and Norway which 
Folio also provides with stock images. This strategy is based on the principle of Folio 
lending images to these partner agencies. When then an image is sold 50 percent of the 
income goes to the partner agency while Folio and the photographer share the remaining 
50 percent. Of course the photographer as well as Folio shortens their income for a sold 
picture – on the other hand they reach a geographical market they normally would not. 
 
The company is also very much into statistics. Hence Folio knows what kind of pictures 
and photographers are most popular, when clients for instance start to look for Christmas 
or summer images and so on. Folio also knows what clients are surfing the website the 
most, how the internal search engine is being used and what kind of pictures they look at. 
This information is being used in order to give feedback and send e-mails with picture 
requests for certain genres to the contributing photographers. No external databases are 
used but every time a new photographer is joining Folio asks for his list of clients and 
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adds these addresses to its internal database. The goal is to have personalized customer 
information instead of mass marketing.  
 

5.4.2 Mira – One-to-one marketing 
 

In terms of one to one marketing an own client login with shopping basket as well as an 
own client site is used. However no business affiliate-program and linking is conducted 
even though Mira’s’ business affiliates and photographers are linking to Mira from their 
respective websites. Johanna explains that Mira does not conduct customized e-mail 
marketing because it is too time consuming. Instead Mira sends customized portfolios of 
images to the right target audience. “We also use a lot of statistics”, Johanna continues. 
“For instance do we use feedback blanks from our clients to learn more about their needs 
and wants. We also use statistics on the website in order to get to know what images our 
clients are looking at, and what photographers are most popular. We also examine what 
images and how many are being purchased as well as what brand seems to be most 
popular. Later on it is analyzed how our clients use our search engine and how the 
navigate on our site.” 
 

5.4.3 Picturo – One-to-one-marketing 
 
One to one marketing is something David Elmfeldt is very familiar with. Nevertheless 
Picturo has not adopted any kind of one to one marketing or personalization of the site. 
The reason for this is that Picturo wants to add a “Toolbox”, which is planed to let the 
site function quite the same way as a regular webbshop. The basic idea is to put high-
resolution images on Picturos server so the photo buyers can download the purchased 
image directly from the site without having to contact the photographer first. Payment is 
made by credit card or alternatively by invoice, depending how well known the client is 
to the photographer. This toolbox is thought of to contain all the one-to-one–tools that are 
necessary in order to be able to offer a personalized site to the buyer.  However is this 
toolbox not going to be adapted over the whole site instead it is only used for the 
photographers who are willing to pay for this extra service. Thus the member fee will be 
graded depending on what kind of service the photographer chooses to use and how many 
images he wants to upload. The advantage of providing high resolution images ready for 
download is obviously time saving for the photo buyer as images are ready to use for 
print only minutes after purchasing. However it is also a big benefit for the photographer 
to store his high-resolution images on Picturos server because there they are safely 
backuped at a neutral place and thus protected from hard drive failures or non-working 
DVDs. 
“We are going to offer three different kinds of services, all different priced”, explains 
David: “ Our basic service is a personal portfolio. It is like a personal website and we 
think of it as a business card or a showroom for ones best images, CV and contact 
information. The next step is Picturo as it is now, a marketplace where one can upload his 
images and put them up for sale. Finally we are going to offer the toolbox where the 
photo buyer can purchase the image directly and all the one-to-one tools are included. 
Also the portfolio function is included in the toolbox but Picturo conducts no specific 
marketing.   
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Thus website personalization is going to be adapted first when we launch the toolbox and 
within the site their will be a distinct difference in terms of one to one tools due to the 
fact that some photographers will choose the toolbox and others not.” 
 

5.5 Future outlook / SWOT analysis  
 
This section is about how the companies’ future is predicted to look like under the 
analyzed circumstances. There is also a SWOT-analysis included where the companies’ 
strength, weaknesses, opportunities and threats are discussed.  
A summary of the collected data concerning the companies’ future outlook and SWOT-
analysis can be found in the appendix. 

 
5.5.1 Folio - Future outlook / SWOT analysis 

 
Susann Björkman also adds: “Our goal with our brand is to constantly reinvent ourselves 
and be able to come up with clean and stunning images. We want to become even 
stronger within this niche we already positioned ourselves in.” About the future outlook 
she adds: “In the future we will see a lot of merges of small agencies with bigger ones. I 
believe we are going to be alright because we are growing very fast right now but we also 
have stable finances. We are going to be able to employ more people in the future in 
order to be able to meet the growing demand.  
Folios weak point might be that the company just has grown a little too fast resulting in 
that many important things have not been written down yet. There has also not been 
enough time to make backups of certain things.  
A threat for Folio is mainly the huge competition in this branch but according to Susann 
Björkman Folio is more a threat to other agencies than the other way around.  
Another threat is that sometimes other agencies “lure” photographers away from Folio 
even though this is rather uncommon. Royalty-free picture CDs however are not really 
seen as a threat to the business as Susann points out that quality is much more important 
than low prices – at least for Folios clients. 
“The opportunity we see in the long run, she continues, is to establish Folio abroad, 
mainly in Germany as this is a big market and Scandinavian-style-images are very 
popular over there. 
Our plans for the future is to translate our website, broaden the functions for the customer 
account; get rid of our former “trashy” image, become able to offer more different genres 
but also become broader within our niche. Also we, the staff, have to communicate more 
with each other and write down and share our ideas”, Susann rounds up with 
 

5.5.2 Mira - Future outlook / SWOT 
 
Johanna predicts the future to be positively for Mira as Nordic Photos is expected to 
grow. The website is seen to be fast, flexible, easy to use and also the fact that the site is 
multilingual, which opens up for foreign business is a positive aspect for Mira. On the 
other hand is the internal search engine not as good as the company would wish. Hence 
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one goal for the future is to be able to offer a more specific, more advanced way of search 
for images. Future opportunities and threats is Johanna not able to mention.  
 

5.5.3 Picturo - Future outlook / SWOT 
 
When talking about what is going to come David thinks the business for photo agencies 
has changed rapidly over the last years. Without the Internet it would be impossible for 
Picturo to exist in the first place. As Picturo with its background from Fotosidan has a 
huge technological knowledge on how to build a well functioning site David predicts its 
future to be very bright. “Of course there are always threats out there such as the 
enormous number of already existing Internet based photo agencies, he continues. The 
competition is very hard and everything is happening so fast. That is why one really has 
to differentiate themselves from others in order to be noticed among others. Another 
threat might be that our photographers feel that they do not get what they were promised 
and therefore quit there membership. On the other hand are the opportunities almost 
endless, as one does not need any financial assets, physical store and hardly employees to 
conduct business this way. Picturos future business opportunity is to market Picturo even 
more at Fotosidan and thus to make it easier to find Picturo and build its brand. As our 
weakness I would say Picturo as a brand name is not as well known as for instance 
Fotosidan yet. We really have to work on this. Besides that our risk taking is limited as 
we do not have huge costs with Picturo. This holds also true for our photographers, as our 
member fee is rather small. Another weakness is that a photo buyer has to contact the 
photographer in order to purchase an image, which is more inconvenient than to contact 
the photo agency. Also do we not have as many images in stock as our competitors yet 
and moreover the quality of our pictures is not well balanced enough as our photographer 
decide what images they upload themselves. Of course we have the power of veto if the 
quality of an image is just to bad but we have not used it constantly enough yet. A 
weakness towards our photographer might be that we have not really been clear how we 
are going to market Picturo.  For us the biggest strength is our knowledge on building 
database-based websites and our deep understanding on the photo industry. Besides that 
Picturo also has a good rating at Google where Fotosidan has one of the highest rankings. 
From there a potential photo buyer is linked to Picturo. Alternatively one can also search 
for images directly on the fotosidan site. The search result is then viewed at Picturo”, 
explains David.  He also believes fotosidan to be Picturos biggest asset as it is rapidly 
growing and has already over 30000 members and over 105000 unique visitors each 
month. Moreover it recently has won the award as the web community of the year.   
Picturos goals for the future are to improve the number of photographers from 50 to 100 
in order to achieve a solid base of photographers with around 300 stock-images each. It is 
also seen to be essential to only accept new members that have enough skills to 
contribute to Picturo. “We also have to work more on our “toolbox”, create a branch- and 
e-mail database with more relevant entrees, make it easier for a photo buyer to purchase 
an image, give more feedback to our photographers and finally work more with one-to-
one and statistics. Another idea we want to apply is to put out positive feedback from 
photo buyers on Picturo and in order to do so also have a feedback form directly on the 
site free to use fro everyone.  In order to keep up with our competitors, David carries on 
we have to apply our skills and knowledge of web communities to Picturo and the 
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“toolbox”. Also our site has to be made user friendlier, by applying more one to one tools 
and last but not least we have to get new, talented photographers, because in the end they 
are our images that have to communicate to our clients”, David rounds up with. 
 

6. Analysis 
 
The Analysis consists of four parts: brand building, the Internet, one-to-one-marketing 
and the company’s future outlook/SWOT-analysis. The concept of this chapter is built up 
in the same way as the previous chapter where you find the empirical findings. The 
reason for this is to make it easier for the reader to go back and compare the results of the 
analysis with the companies’ own statements, which also can be found in the previous 
chapter.  
 

6.1 Brand building 
 

Definition of a brand  
 
When defining a brand in general terms Folio and Picturo has a rather good idea of what 
a brand is all about and its general importance in order to successfully conduct business. 
Folio states a brand as a profile for a product and stresses the importance of a brand to 
stand out from other competing brands in order to be recognized while Picturo describes 
a brand as a name that is recognized by as many people as possible when mentioned. 
Moreover should people get a positive association when they hear that brand name. 
Something however that neither Folio nor Picturo mentions is the importance of creating 
a relationship between a customer and a brand. In order to create this relationship it 
nowadays is a must for a website to be activity based and thus interactive in order to 
make people want to return to the site. To know what the consumer needs and wants is 
part of being an innovative and dynamic company and therefore a cornerstone in order to 
be able to deliver customer value.  Of all these three companies only Folio has adapted 
that concept to some extent by offering inspirational slideshows. More about the 
technical possibilities will be discussed later on in the Internet section. Mira as well as 
Picturo have a very static website with only corporate information. This gives the people 
little reason to return to it and hence the respective sites are rather useless for brand 
building. When asked for the definition of a brand Mira seems to have only a rather 
vague notion of what a brand means as well as they do not seem to be aware of a brands 
importance for conducting business. Thus Mira states that they see a brand as a collection 
of images. In other words believes Mira a brand to be a product offered by a company. 
Obviously this is not the case.  Moreover can Mira hardly be seen as a brand in a 
traditional meaning due to its too tight integration with the corporate group Nordic 
Photos. More about this issue will be discussed later on. 
 

Brand image/Desired brand perception 
 
When it comes to brand image/brand perception Folio has the clearest idea of what kind 
of brand image they want to communicate to their potential clients. Folio has clearly 
defined the core values of its brand as well as the unique selling point of its images. Folio 
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works hard with creating an emotional bound towards the brand by giving the website a 
well-designed layout and thus the visitors a reason to come back to the site.  
Only by defining the goals with a brand and its desired brand image a company can work 
successfully with actually building the brand. That is why it will be hard for Mira to build 
their brand effectively. Mira described their brand image/desired brand perception as 
them wanting to be more personal and creative. This is a very broad and general 
description and can be applied to most companies. In other words can the goal of 
positioning the brand to be personal and creative not contribute to distinguish the brand 
Mira from other brands because it is just to universally valid.  Hence gives us the brand 
Mira as it is right now no reason to be remembered and therefore it can be assumed that 
Mira is perceived as one among others within the photo agency business. 
A strong factor contributing to this positioning dilemma of Mira is the fact that Miras 
corporate company Nordic Photos has decided to present all of their many brands on one 
single website. As a consequence Mira does not have an own website anymore. A 
photobuyer looking for Mira images has to log in to Nordicphotos.com where he finds a 
whole bunch of different brands but nowhere she finds any kind of description of the 
specific brand. This is very confusing for the visitor of the site and obviously it is hard to 
understand for a client what it is that differs between the different brands. As a 
consequence the whole idea of differentiation by using different brands is lost. It would 
be much more effective to either skip all the different brands and just put all the images 
under the one corporate brand Nordic Photos or to provide an own website for every 
brand. As many of Nordic Photos brands already have a very strong brand recognition 
providing an own website for every brand would be the ultimate though. Thus it could be 
focused on the desired brand image and brand position for every single brand on their 
own specific website. This concept would not exclude the existence of the Nordic Photos 
website. On the contrary – the same way as it is now it would still be convenient to 
search for a certain image by only using one general search engine, which searches 
within all the different brands archives.  
The difference of this approach and the way Nordic Photos decided to present its brand 
right now is that by having an own website for every specific brand a much clearer 
perception of every brand and its position can be achieved. The way Nordic Photos 
presents their different brands right now gives reason to question Mira to be a brand of its 
own since its integration in the corporation is so tight that it can hardly be recognized as 
such. 
Picturo defines their brand image as a provider of “ordinary, every day life images”. This 
description is rather vague. Picturo wants to be perceived, as a company where it is easy 
to find images that one does not find at other agencies. To offer images in an easy to find 
way is a good approach but to draw the conclusion that one does not find “ordinary, 
every day life images” but only “styled photo agency” images elsewhere seams to be a bit 
unclear. At the same time does Picturo want to be able to offer “all kinds of images” to 
their clients. This desired brand perception is a very broad one and is therefore confusing 
for any potential customer.  
Hence Picturo as well as Miro would gain of finding a niche and specifying and 
narrowing down their brand image/desired brand perception in order to make it easier for 
the customers to distinguish and position them from other competing brands.  
 



 66 

How do clients find the company? 
 
Both Picturo and Folio market their company solely on the Internet by using sponsored 
links at the search engine Google.com respectively by advertising on the Swedish 
equivalent Eniro.se. In addition to this both Folio and Picturo use e-mail marketing to 
specific target groups. Unfortunately Miro could not answer how their clients find them 
so that is why information for this company on this question is lacking. Of course one has 
to draw the conclusion that a company who does not know how clients find them hardly 
can be aware of what marketing tools and marketing strategy they use. This question 
however did Miro answer and it can be read further down in this essay. Nevertheless is 
the impression that Miro gives a very unprofessional one. 
One issue, which is often discussed in the world of marketing, is the achievement of a 
good reputation and consequently utilizing the power of so called buzz-marketing (word 
of mouth). Even though Folio mentioned the possibility of buzz-marketing by their staff 
photographers surprisingly enough no one of the asked agencies took up the power of 
satisfied photo buyers giving their recommendation to colleagues. This can of course 
only be achieved by an extraordinary good service and a trouble-free way of conducting a 
deal. Doing so it should be a matter of course to gain a good reputation in the field and 
hence let the word spread. Even though Picturo has not mentioned this particularly in the 
interview it has to be said that Picturo has come up with a very good solution for this 
issue by providing a tool on their website, which makes it a lot easier to send a photo 
found on the Picturo website to a colleague who could be interested. Technically it works 
very simple: Picturo has placed a “send-this-picture-to-a-colleague-button” under each 
image. Everything one has to do is to fill out the receiver’s e-mail address in the form, 
write a message and press the send button. Now the image is being send to the respective 
colleague and includes all the information about the image, the photographer as well as 
about Picturo. This is good example of a creative yet simple way of marketing yourself 
heard without any costs attached.  
Another way telling potential customers about ones company could be the usage of 
targeted magazines and websites for advertising purposes. Of course this is a very costly 
way of marketing yourself therefore it might be a reason for Folio and Picturo to not take 
on this approach. On the other hand it has to be said that is a very effective tool to reach 
the right target group. 
It can be recommended to all companies to find out how effective different marketing 
channels are and based on this information decide the direction for the future. The 
simplest way to get to this information is to just ask the clients how they heard about the 
company. This can be done by providing a questionnaire form on the website, which can 
be integrated in the purchasing process when buying an image.  
 

What is your target group? 
 
Also that question could Mira not answer. Hence it seems to be very strange how Mira 
wants to know what kind of images they should provide in order to match what the client 
is asking for. Since Mira does not know who is buying from them they therefore cannot 
know what kind of images their clients ask for and thus it is not possible to match their 
stock to the existing needs on the market. 
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Folio in contrary has a very clear idea on who their target group is. With their images 
being very contemporary and “styled” it seems natural to have mainly advertising 
agencies as their desired target group. Picturo on the other hand names their target group 
to be mostly client magazines and other prints but not so much advertising agencies. 
Even that feels naturally since the style of Picturos’ images are described as more 
spontaneous and less “styled”. However it has to be added that the description of Picturos 
desired target group is rather broad and should ideally be revised and narrowed down in 
order to better match their consumers demands.   
 

What is it that makes you unique? 
 
As we learned from the theory chapter it is very important to know about ones unique 
selling point (USP). To know about what makes your company unique is an important 
step in order to know what kind of market position to strive after. It also helps to know 
what kind of attributes have to be stressed in order to generate benefits for the consumer 
when marketing ones company. These main benefits then make up a company’s unique 
selling point(s). 
Both Folio and Picturo finds their image style to be their biggest asset while Folio 
additionally mentions their fast growth rate, which hardly can be seen as a benefit for any 
customer and therefore cannot be described as a USP. Picturo also names the fact that 
they do not sell images on commission, which helps to keep their stock of images very 
homogeneous and hence strengthens their brand image. The sense of this statement is 
rather unclear; it however is not a USP. Coming from the statements mentioned above it 
can be argued weather the companies Folio and Picturo really are aware of the meaning 
of having a strong USP in order to better be able to communicate the most important 
benefits to their target group.  
Mira states their uniqueness to be their huge stock of images, which is built up by about 
500 staff photographers. This indeed can be a benefit for the customers and therefore also 
be a USP. However it is not the brand Mira that delivers this benefit but the corperate 
company Nordic Photos, which Mira is a brand under. Since Nordic Photos does not have 
any specific positioning strategy for their brands but as a corporate brand possess a very 
big image stock a customer can assume to find all kinds of images at the Nordic Photos 
site.  However to find an USP for the specific brand Mira is not an easy task.  
The market position of having a broad and at the same time deep selection of images is 
also what Picturo tries to achieve but their problem is their rather small stock of images, 
which makes it quite implausible for a photo buyer to really find “any kind of image” as 
Picturo states. That is why it is recommendable to stress other USP:s until their stock has 
grown in size.   
 

What are your product attributes? 
 
Here the attributes of the sold products, in other words the images were asked after. For 
Folio this question is very easy to answer: The product attributes are clearly the 
cleanliness and vitality that are communicated by their life style images. Mira on the 
other hand has a much broader definition: Here the attributes of the images are just 
described as being different in terms of style. However it is not explained what exactly it 
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is that is supposed to distinguish Miras images from their competitors’ images. In fact it 
can be doubted that Mira knows about their product attributes at all and therefore 
assumes that being different will do. While it might be true that it is a positive thing to be 
distinguishable from others in order to gain a clear market position it hardly helps if one 
does not know what t 
he company and its products stand for. In other words if one wants to be different one 
also has to know in what way.  
Meanwhile Picturos product attributes are described as to consist of their spontaneous 
image style. Picturo also adds the fact of being designed to work the same way as other 
competing sites in order to avoid the need of readjusting for the photo buyer. They also 
mention the sites clean layout and contemporary design. These three attributes has of 
course to be seen positively however they are not really product attributes.  
 

What is your goal with your brand? 
 
To set up goals for the brand is very important in order to know the role of the brand 
compared to other brands as well as to really be able to conduct the changes necessary for 
achieving the desired brand image.  
Here both Picturo and Folio have their goals clearly defined while Miro did not know 
weather they might have some goals.  
Picturo states that their brand has to be positioned more distinctively as well as they want 
to work towards becoming more steady and be able to eventually grow in the market 
segment they already are in. This description of goals is rather broad and should be 
narrowed down. Especially important is how these goals can be achieved. This is 
specifically applying for their positioning strategy. Moreover as mentioned before does 
Picturo has to become more specific on what kind of market position they strive after.  
Folios goal on the other hand is described a bit more in detail compared to Picturo: It is 
defined as “To get rid of their former “thrashy” image as well as to get more broad within 
their niche in order to be able to add more image genres”.  
 

How do you build your brand/how do you market yourself? 
 
Here finally we get some answers from Mira. Just as well as Folio and Picturo they build 
their brand by advertising, conducting direct marketing to selected customers and 
registration at Google.com. As discussed earlier the question arrises why Nordic Photos 
chooses to make their brands indistinguishable by not giving them separate websites. 
Hence it is hard to see anything in the brand Mira that differs from Nordic photos 
corporate site. Thus it is superfluous to conduct brand-building activities solely for the 
brand Mira and it therefore can be assumed that Mira was talking about brand building 
activities for Nordic Photos in general.  
Besides the activities mentioned above Picturo also provides a link at fotosidan.se as well 
as sponsored links on Google.com. Also Folio works with sponsored links but they 
morevover name the importance of a corresponding logo. Hence they improved their logo 
in order to match there desired less “thrashy” image. In addition Folio works with 
inspirational catalogues and calendars for their clients, linking at Fotosidans linking 
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section, inspirational folders and images on the website as well as they had a well 
arranged release party for the new start of the brand. 
Altogether it can be said that only Folio has more advanced brand-building activities 
while Picturo and Miro only provide standard activities.  
 

How do you position yourself? 
 
Positioning, the art of strengthening a brand and its main benefits in the consumers mind, 
is one of the basic strategies when building a brand. The communicated message should 
be short, precise and plausible in order to be remembered easily by the consumers. Here 
only Folio and Picturo has a clear postioning strategy: Folio as a “provider of lifestyle 
images” and Picturo as “a market for all kind of images with a high level of quality”. The 
answer the author gets from Mira is that they choose specific images that represent each 
brand and use these images in order to market the brand. In other words Mira or more 
exactly Nordic photos who provide separate brands with Mira as one of them on their 
website chooses to have different image styles for each brand. This of course would make 
sense from a positioning point of view if the images would really reflect an image style 
that considerably distinguishes the different brands. This not really applying the 
interesting part remains what other benefit the brand Mira can offer to the customer, 
meaning what kind of USP should be used in order to communicate Miras market 
position. Unfortunately Mira could not provide any answer to this. As stated earlier when 
using Nordic Photos corporate site it is impossible to get a sense of what the different 
brands stand for and how to only view Mira’s images. As we learned from the theory 
chapter the meaning with using different brands is to segment the market by giving every 
brand a different market position in order to be able to reach out to different target 
groups. Nordic Photos however has the opposite business strategy: They provide different 
brands with indistinguishable product attributes. Moreover, besides their brands 
becoming indistinguishable from each other Nordic Photos runs another risk: Since they 
abandoned their brands’ websites competitors in the same business can use their domain 
names for a site with the same or similar name. Thus risk for confusion increases even 
more. Additionally it will be hard to get these domain names back in case Nordic Photos 
wants to change their strategy in order to give these brands their respective web sites 
back. 
When looking at Picturos positioning strategy it seems to be a bit implausible to be able 
to provide “all kind of images”, especially with a stock of only 5000 images. At least 
their described image style of more “spontaneous” and less “styled” and “photo agency 
like” photos indicates their stock containing some kind of direction. Also the approach of 
being able to provide high quality images is rather questionable. Since Picturos member 
photographers are mostly amateurs or photographers on their way up as well as they edit 
and upload their images on Picturos site with hardly any restrictions achieving consistent 
quality is more a goal than a status quo. Thus it could be a good idea to reconsider their 
positioning strategy and adopt it towards a more plausible one.  
For Folio, the “provider of lifestyle images” the message is pretty clear and the 
association the consumer gets is towards a modern and contemporary brand image. This 
is also the image Folio has. Thus their positioning strategy is corresponding with the 
concept for their brand.  
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6.2 The Internet 
 

Date of launch 
 
All the three websites have been established between 1999 and 2004. Here it can be 
mentioned that the launch of Folios website, even though it was by the previous owners, 
was early enough to face the online-competition in this rapidly changing industry. This in 
contrary to the launch of Miro’s website, which inexplicability enough was not existing 
before August 2003 and now has been shut down. Not even the interviewee could answer 
why they waited so long and thus it has to be assumed that Miro has lost a big amount of 
the customers of the new, digital generation. For Picturo the late launch of the website is 
easy to explain since Picturo was not existing before that date. Hence the website was 
launched simultaneously to the start of their business. That is also the way it nowadays 
functions within this business since it in the digital age hardly is possible to run a stock 
photo agency offline.  
 

What was central when designing it? 
 
Here the three agencies had the same intentions when designing their website. This 
means that the focus lied on ease of usage and comprehensibility. Picturo and Folio 
moreover stressed the importance of a clean and contemporary design.  
Of course these attributes are a good start in order to create a successful company site but 
as we learned from the theory chapter there is a bit more to it. Namely it is also about 
good content, fast downloading speed and up-to-date information.  
 

Ease of use 
 
Ease of usage all of the agencies were aware of when designing their websites. While 
according to Picturo their site is functioning easily for photo buyers it still is improvable 
for the member photographers. This holds also true when testing the site. Also Folios site 
works well and is very comprehensible. This in contrary to Miras site, which despite their 
claim of being easy to use is much harder to grasp than both Picturos and   sites. The 
reason for this might be that the site is divided into many different brands, that have not 
given own websites.  Thus when looking for a Mira image one first has to navigate to 
nordicphotos.com and navigate in several sub-menus in order to find a search engine that 
lets you search Mira branded pictures only. Despite the fact that this tool is very hard to 
find it moreover does not work as promised. When searching for exclusively Mira images 
not only Mira images appear but also images from other brands. Moreover remains the 
design of the site the same when opening the Mira menu. This makes it even harder to see 
what brand you are looking at for the moment.  Consequently all their brands become 
rather indistinguishable, which makes it even more difficult to navigate the site. To sum 
up with is the site rather confusing due to several tools not working properly. A feedback 
tool alternatively testing the site for bugs would really help Nordic Photos to get to know 
functions not functioning properly in order to enable Nordic Photos to establish a well-
working site.  
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Up to date information 
 
Up to date information is one of the most essential tools in order to impress a potential 
client with a fresh and vigorous website. 
All three companies find it especially important to have up date information on their site 
but not all of them are really providing it. Folios site to start with provides a lot of 
relevant information. For instance new photographers as well as new images are 
presented on Folios start site. Also a newsletter containing news updates such as new 
Folio photographers along with exhibitions of contributing photographers are sent out 
regularly.  
At Nordic Photos up to date information is put on the opening page and even older news 
are available, which is a nice feature for having a look back in time. Additionally 
inspirational mails are sent out to important clients. This of course is an important 
initiative but it ideally has to be completed by inspirational folders directly on the web 
site. Perfectly this is conducted by matching the themes of the folder to an upcoming 
event, for instance putting a thanksgiving-theme folder in early fall. Moreover has 
Mira/Nordic-Photos to become better with promoting their photographers. Neither do 
they provide the latest images, which could be linked to a certain photographer nor do 
they provide any kind of contact information or the latest photographers that have joined 
the company.  
For Picturo the lack of up-to-date information is even worse. Besides the latest images 
and due to their business concept as an image-selling agent also plenty of photographers 
contact information there is no editorial news provided. Clearly this lack of news cannot 
be a long-term solution since it gives the impression of a stagnating company.  

 
 6.3 One-to-one marketing 

 
Degree of one-to-one integration 

 
A smooth integration of one-to-one tools is one of the corner stones of a well working 
website for a photo agency. In other words: In order to save time when purchasing photos 
from the same agency several times a client wants to be able to customize the website to 
match her preferences.   
When looking at the respective companies’ websites however the degree of one-to-one 
integration differs quite a bit. While Mira offers standard one-to-one features such as 
customer account including light table, shopping basket and logs of previous purchases 
and searches Folio and Picturo are not offering any kind of one-to-one integration at all. 
According to David Elmfeldt at Picturo this is because Picturo is no picture agency in a 
traditional way where the client purchases images through the agency. In Picturo´s case 
the client purchases an image directly from the photographer, which implies the necessity 
of every photographer having an own set up of one-to-one tools at the Picturo site. This 
obviously is a lot of work but Mr. Elmfeldt points out that this is what is planned for the 
future. Also Folio plans these functions for the future. 
Additionally B2B integration is a widely used tool in order to spread the word. Here 
Folio takes advantage of certain advertising schools and clubs who provide a link to 
Folios website on their own websites. Folio on the other hand provides no links to these 
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schools and clubs. This concept might seem strange as it is seen as an unwritten rule for 
businesses to provide mutual links. In some cases smaller companies and organizations 
however provide links to other companies on their websites voluntarily. Furthermore 
Folio neither provides links for their contributing photographers to their respective 
websites nor their contact information. The only links presented on Folio’s site are links 
to their foreign photo-agency partners.  
Neither Mira does provide any links to their photographers’ websites but in contrary to 
this some photographers provide a link from their website to Miras site. The reason why 
Folio and Miro apparently do not want their clients to find the agencies’ contributing 
photographers´ websites is rather unclear. One explanation could be the agencies’ fear of 
a client purchasing an image directly through the photographer without contacting the 
agency. The risk of this scenario can however be seen to be rather small since it can be 
assumed that clients often want the extra level of service an agency can offer. On the 
other hand would a photo buyer who really wants to contact the photographer directly 
always be able to find him or her even without the agency providing a specific link. The 
reason of why mutual linking has showed to be so successful is that a company’s 
exposure increases, meaning more people find the website and eventually the word will 
spread. To sum up should the collaboration between an agency and its photographers be 
based on mutual trust, which includes of course providing links to their websites as well 
as information about these photographers. 
Picturo in contrary promotes its photographers much more than both Folio and Mira does. 
This of course is due to their status as an image agent, which is based on the idea of the 
photobuyer purchasing an image directly from the photographer. Hence it is crucial for 
the photo buyer to find as much contact information about Picturo´s photographers as 
possible. Also Picturo links to an external photographers portfolio homepage, which can 
be purchased by anyone at Picturos partner-site fotosidan.se. This is a great business idea 
because thus all photographers who do not already have an own website can without a lot 
of costs and effort involved establish one. This is benefiting both Picturo as well as the 
photographers since it creates a win-win situation for both. As more professional an 
agencies’ photographers are perceived as more professional is also the stock agency 
perceived. This of course also implies to function the same way the other way round. 
With the same principle in mind Picturo is proud to stress the fact that Picturo is a part of 
Fotosidan, which is a well-established trademark in the Internet world. That is also why 
there is a lot of linking conducted between these two sites.  
Furthermore Customer Relationship Management (CRM) is a key issue for a company 
striving for success. Especially for Folio this seems to apply. Besides advertising to 
selected customers statistics of all kind is implemented. This really is a must nowadays; 
in order for a company to know weather it applies the right business strategy. For Folio to 
use statistics means to know what kind of images are purchased the most, what kind of 
customers visit the site and how they use the site and its one-to-one tools. Based upon 
this information Folio than sends image requests to their photographers with what kind of 
images are needed for the future. This is a great way of being able to foresee the trends 
for the future but it is not enough to just look at your own company. A successful 
company must not forget about the competition’s business activities. That is why Folio 
conducts bench marketing, which implies the necessity to check up on competing 
agencies in order to get to know what is going on in the business. Furthermore Folio 
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takes advantage of each photographer’s client-database in order to be able to broaden the 
number of customers to collaborate with. What Folio lacks however are all the one-to-one 
tools a modern stock-agency is supposed to have included in their website. For instance a 
customer login, light table etc. However Folio plans these tools for the future but for now 
they are not providing any kind of one-to-one tools.  
For Picturo CRM does not seem to be a big issue since no one-to-one-tools are provided. 
In fact the only tool that can be associated to CRM is the usage of Fotosidans client 
database in order to send Fotosidan-newsletters which pushes for Picturo. There is access 
to log statistics, such as number of visitors, visited sites, searched keywords etc. but is not 
yet used. This of course is not a good way of administrating a company. Log statistics is 
valuable information, not only for the company as a whole but also for its photographers. 
Information what keywords are the most looked after, what pictures are the most looked 
at or how many visitors one single photographers images attract can be important for a 
photographer in order to know what kind of images to take in the future or even weather 
Picturo is worth using in the future.  
Since the competition for stock agencies is becoming increasingly hard, in particular 
since the Internet and the digital revolution in photography made it so much easier to run 
an agency, it is kind of hazardous not to provide the same kind of sophisticated one-to-
one tools as the competition. Especially as for most photo-buyers lack of time is often the 
biggest issue.  Since time saves often are achieved through a high level of service and 
personalizing tools from the stock agency a client will therefore look for agencies that 
can provide just that. Of course the quality and the quantity of the provided images as 
well as the pricing has to be appropriate but there are many stock agencies out there that 
fulfill these requirements. Thus the only factor that may differ between many agencies is 
the level of service. In other words it is really hard to become successful by having the 
quality of ones images being the only unique selling point and not caring about the web 
site and its features. Customers tend not to be happy with only outstanding images 
because this should be a matter of course. What they are looking for are other benefits 
such as a great level of service, appropriate pricing and a trouble free as well as a fast 
conducting of business.  
 

6.4 SWOT-analysis / Future Outlook 
 

6.4.1. Swot-analysis 
 
6.4.1.1 Strength 

 
When talking about their strength Folio mentions their site being well designed and well 
working as well as to have talented photographers working for them. All this is true but 
moreover Folio contains attributes other than that. They also have niched themselves with 
their images in a way that make them stand out from the competition. In other words 
Folios specific image style can be seen as a very positive asset as it helps them to position 
their brand image the way they intend to. This applies due to the fact of the felicitous 
integration of image style and website design in order to achieve the aspired brand 
message. Besides that the website being well working it also contains a fast and reliable 
search engine. Furthermore it contains some very useful tools such as presentation of new 
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photographers as well as inspirational folders, which function as a best of image selection 
of different genres.  
Miras biggest asset is certainly their integration in Nordic Photos, which has a very big 
stock thanks to their many different brands and contributing photographers. Thus Mira or 
actually Nordic Photos covers a broad selection of genres and image styles. Another 
strength of Mira/Nordic Photos is them tightly collaborating with other agencies, even 
foreign ones. They also provide an interesting news section on their site and thanks to 
their multilingual structure they also aim to attract an international client base. Moreover 
the site contains inspirational folders and a new images section. It is also possible to be 
helped by a Nordic Photos employee when looking for a specific image. This is achieved 
by sending a special request e-mail.  
Picturos strength lies in their tight integration with fotosidan.se, which is Scandinavia’s 
leading photo community. Advertisements and linking from fotosidan as well as its great 
brand awareness is of course also positively affecting Picturo. In other words is Picturo’s 
brand gaining from fotosidan’s strong brand position. Thanks to this tight integration is 
Picturo receives a very high rating on external search engines such as for instance 
google.com. Besides that the site works fast, has a clean and comprehensive layout all the 
photographers are integrated neatly and the site is easy to navigate on. Moreover there is 
an internal discussion forum for all the members. Another big advantage that Picturo 
thanks to their special business model contains is that they do not have any fixed costs 
attached to their enterprise.  
 

6.4.1.2 Weaknesses 
 
Folio weaknesses are characterized by the lack of any kind of one to one tools, CRM 
management as well as a news section. Moreover is the site not multilingual, which more 
or less limitates their customers to the Scandinavian market. Another weak point is the 
rather poor integration of their contributing photographers as they neither are introduced 
nor is any linkage provided to their respective websites. Finally does Folio themselves 
state that they grew so fast that there was no time to backup important things. Thus 
certain things have not been written down yet. Hence this knowledge has been spread 
between the employees. Of course this method of “knowledge-storage” is very fragile as 
not all the information is accessible for everyone. It is also vulnerable because 
information can be lost if one of the employees quits for some reason.  
Even though the interviewee could not state any weaknesses it has to be said that there 
are quite a lot. Mira confidently states their site being effective and easy to use. The 
author would say the contrary is the case. The site is neither easy to use nor is it effective 
for finding images. As Nordic Photos has decided to present all of their many brands on 
one website it is rather hard to grasp what brand you are searching your image in. Thus it 
is kind of hard to understand what it is that differs between the different brands. As a 
consequence the whole idea of differentiation by using different brands is lost. In fact it 
can even be questioned to see Mira as an own brand because it is so tightly integrated in 
Nordic Photos. 
To sum up with it has to be said that Mira/Nordic photos hardly promotes their 
photographers at all. As navigation on their site is difficult in general it is also hard to 
find what photographers are affiliated with Nordic photos and Mira specifically. Even 



 75 

though they after a while are found in some submenu no additional information is 
provided. Furthermore Nordic Photos internal search engine is working very poorly as 
one cannot make specific searches by describing more exactly what kind of image a 
customer is looking for. Thus it is not possible to narrow down search results and hence it 
takes too much time to look for a particular image. Another drawback for the site is the 
lack of a pricelist as well as a section for general terms and conditions.  
For Picturo the main weakness is their very business concept. As the customers first have 
to contact the respective photographer in order to purchase an image the time needed for 
the buying process is much longer than the one for a regular stock agency. Also the level 
of service is much lower compared to a traditional stock agency since Picturo does not 
have any employees that could help a client finding an image or be of assistance in other 
areas. Also does Picturo not provide identical prices for all of their images instead every 
photographer is allowed to charge at his own preferences. Moreover are the prices not 
stated at the website, which makes the purchasing process even more confusing for the 
photo-buyer. What is more is that Picturo is rather new in the business and thus the 
number of contributing photographers and consequently also their stock of images is 
rather small. Therefore the choice of images is limited, which could make a potential 
client switch to a competitor with a wider range of images.  Also the quality of the 
provided images is shifting and it seems some images have only been taken in in order to 
fill the stock. For the contributing photographer a disadvantage is also that Picturo does 
not market their site other than on fotosidan, which gives the photographer less exposure 
than traditional stock agencies.  Finally does Picturo not provide any kind of one to one 
and CRM tools. Neither is there any kind of news section and nor are inspirational folders 
or language options other than Swedish provided. 
 
To sum up this section a weakness that all these agencies’ have in common is the lack of 
real time shopping. Often photo buyers need their images right away, sometimes even on 
other than usual opening times. This phenomenon has of course increased due to 
internalization and utilizing of time differences. This means that many big companies use 
their agencies placed in different countries to take full advantage of time differences in 
order to avoid a stop in their workflow. In order to accomplish this a magazine based in 
London can for instance start to produce a new issue and in the end of the day send all the 
files over to their branch in Australia, which finishes the project there. This way of 
running a project obviously saves time but requires also that the involved partners give 
the company access to their services 24/7. For a stock-agency this means to establish a 
web shop where a client can download high-resolution files and pay with her credit card 
at all times. 
 

6.4.1.3 Opportunities 
 
As Folio states lies their maybe biggest opportunity in opening up for the market abroad 
by providing different language options on their site. An online enterprise is the ideal tool 
for selling products globally. Thus one at least has to provide English as an extra 
language. In the case of stock agencies it is however not enough to provide an extra 
language but also have the images to be keyworded in this additional language. 
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Even though Mira was not been able to come up with future opportunities it can be 
considered that their opportunity has to lay in positioning the brand much more strongly 
in order to differentiate it from other brands. As discussed earlier Mira as well as the 
other brands of the corporate brand Nordic Photos would need their own web sites as 
well as a more accurate distinction on Nordic Photos.com in order to achieve this 
differentiation in the mind of the customer.  
Picturos opportunity lies in increasing their stock by adding new, talented photographers. 
Moreover could Picturo grow to a big player in the Swedish stock agency business if they 
manage to add, statistics, CRM and one-to-one tools that makes it easier for the customer 
to purchase an image.  
One opportunity or rather a necessity that applies to all of the agencies is to provide a 
high level of service and product quality as well as to present a top of the line website, 
which is effective and easy to use. 
Also should potential clients be attracted to a company site for other reasons than just 
purely business ones. In other words to let the visitor experience things on the website 
that she cannot at other sites. For stock agencies this could be everything from virtual 
exebitions of one or more contributing photographers, slideshows, a lottery where you 
can win for instance the usage of one image for free or documentary image series, 
including text, sound and even video. For this purpose integration of the website with 
other media such as PDA’s, cell phones or mp3 players could be interesting.  
On the other hand one has to be careful not to go over the top. The goal here is not to 
implement everything that is technically possible but only that that is relevant – after all a 
website should be considered as a professional tool.  
 

6.4.1.4 Threats 
 
Obviously competition is very hard for all of the three companies, especially as there are 
more and more players coming in into this business. As it becomes increasingly easy to 
establish a stock agency business there are a lot of companies who decide to dump their 
images at very low prices, which implies the need to compete on other attributes than the 
one of pricing. Folio believes them to be a threat for others instead as the other way 
around. They state that quality pays off in the long run even though price dumping in 
form of royalty free images is of course a serious issue. Since this phenomenon hardly 
occurs for high quality images a price war is therefore more a problem for agencies with 
a low image quality. Folio could be right on that since there images in fact are of high 
quality. Even though Mira is not aware of any threats their most obvious problem is their 
poor website. As it is rather hard to navigate as well as to find images on the Nordic 
Photo site there is risk that clients move their stacks to another more easy to use agency.   
The same applies for Picturo. Even though their site is easy to use and contains a well 
working search engine it totally lacks any kind of one to one and CRM tools. For Picturo 
threats could also be the one of dissatisfying their photographers by providing them with 
poor service.  
Another threat accuring for the business, as a whole is that a contributing photographer 
could be lured away by other agencies. Therefore it is important to provide the 
photographers with good conditions of employment or other benefits that make them 
stick to their agency. This problem of course not only applies for stock agencies but for 
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all kind of general businesses. Another threat that has been overlooked and that is 
applying for the stock agency business in general is that technique has made it possible to 
quite effortlessly establish so called micro stock agencies, which often only just exists of 
a very small group of photographers. There are also companies who specializing on 
providing photographers and micro stock agencies with customized webbshops, including 
digital archiving, customer management and credit card payment, often for a rather low 
monthly rate. For a photographer with an established client base this could mean to save 
serious money as these companies, on contrary to stock-agencies do not take commission 
for each sold image. Instead payment is based on a monthly fee. Thus companies such as 
for instance photoshelter.com or digitalrailroad.net could be a serious threat for stock 
agencies. 
 
 6.4.2 Future outlook 
 
Folio is very confident about their future outlook since they have, thanks to a growing 
demand for folio images, been able to grow quickly. When looking at Folios stock of 
images it has to be pointed out that they really hit a niche since their look is rather unique 
and stands out from the competition. Folio has decided to go for a very modern approach 
of lifestyle images.  Also they seem to be very up-to-date with what kinds of images are 
selling for the moment and thus they are very picky with what kinds of images are taken 
in into the stock. This can really be seen as a big asset because no image buyer wants to 
flip through hundreds of outdated images in order to get to the few ones she needs. On 
the flip side has to be mentioned that Folio is not aware that their website is lacking 
central one-to-one tools in order to make it possible for the buyer to put the needed 
images together efficiently. These however are crucial in order to establish a close and 
long-term relationship with the clients and thus also for future success. Thus for Folio it 
is important to take advantage of the existing technique by implementing one-to-one and 
CRM tools in order to be able to be a strong competitor. 
Mira believes their future to be very bright since they believe there to be a lot of 
opportunities out there. When asked to name examples for opportunities they could 
however not come up with any. This indicates both the lack of a marketing plan as well 
as of any kind of strategy for the future. Mira and Nordic Photos have been around for 
quite some while. Thus the company has established a strong brand name and a well 
established client base and are therefore doing all right for now. The question is just 
weather this will be enough for the future? 
Picturo on the other hand is rather new in the business and they are full of ideas and 
creativity. These attributes will also be their main assets for the future. Shortly it can be 
summed up as them having a good chance to be a strong competitor in the future if they 
implement all their ideas wisely. Picturo has the technical as well as the branch 
knowledge that is needed in order to succeed. Additionally they also have very low fixed 
costs, which allows them to grow at a low risk base.    
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7. Conclusion 
 
This study was conducted in order to learn more about how Swedish stock photography 
agencies use the Internet as a whole and their websites in particular as a tool for 
building their brands. The study is furthermore characterized by a hermeneutic scientific 
ideal, an inductive scientific approach as well as a qualitative research method. In order 
to get to the conclusions presented here, three in-depth interviews with the companies 
Folio, Mira and Picturo were conducted. 
 
Since the examined companies are solely web-based and therefore dependent on the 
Internet as their only selling tool they are expected to be experts on e-commerce. This 
study however shows that this is not quite the case. None of these companies utilize the 
power of the Internet and its features to the extent necessary in order to keep up with the 
competition. In fact these stock agencies web sites partly do not even provide standard 
tools and are thus quite far from the level of Internet-utilizing as of their competition. In a 
lead to this also the opportunities of brand building by creating a strong customer 
relationship through their websites are limited. 
An innovative and dynamic company is the prerequisite of a successful website. Hence it 
is not only important to have an esthetical appealing site but also one that provides a high 
level of service and one-to-one tools. Especially for stock agencies that nowadays almost 
solely are web-based applies one important thing: To be ahead of time as well as to be 
sensitive for technologies on the rise.  As a result existing technology should be used to 
it’s fullest extend in order to create a site that lets the clients work efficiently and 
moreover can be tailored to their needs and wants. 
Another result the study shows for the companies Mira and Picturo is the lack of using 
statistics in order to get to know what the clients need and want. It is therefore suggested 
to establish feedback forums and consumer panels in order to involve customers in 
enhancing the company website and establishing new services. Moreover these two 
companies do not conduct bench marketing. In other words neither Mira nor Picturo 
researches their competitors’ resources, business strategies and short-term tactics. Bench 
marketing is a big issue and should not be overlooked since getting to know your 
competition is a good way to stay ahead of it. Additionally the effect of so called “buzz 
marketing”, the effort to generate business by word of mouth, has generally being 
disregarded by all of the three companies. By not identifying and reaching out to 
influentials, opinion leaders and market mavens in order to let them spread the word the 
three examined agencies have missed out on a good opportunity to conduct PR for their 
respective companies.  
As pointed out before the author argues that for a stock agency nowadays it is not enough 
to provide stunning images and a contact address. They obviously need to have a website 
- a moderate one however will not just do the trick. Competition has increased 
tremendously over the last years as well as the Internet as a medium is changing rapidly 
all the time. Therefore a stock agency website demands hundred percent commitment. 
Constant updates, effective one-to-one tools and a high level of CRM are a must. This of 
course has to be accompanied by a high level of service, as for instance service personnel 
that assist the customers by phone or e-mail.  
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Also has a company to be innovative and creative in order to find long-ranging ways of 
marketing strategies as well as it has to be prepared to adjust its business strategy and the 
business model to future and environmental needs.  
 
The threats arising from the companies’ weaknesses mentioned above are obviously 
competing companies doing a better job. Competition has increased tremendously over 
the last years since improved technology has made it more and more easy to start a stock 
agency of its own. Also new business models such as for instance companies providing 
photographers with an own digital archive and webbshop based on a fixed monthly fee 
rather than on commission for each sold image are emerging. Moreover it is no advantage 
anymore to be based physically close to your photo buyer because competition has 
become global and every stock agency is just a click away from the client.  
These threats however can also be turned into something positive. Since every 
photographer and stock agency that utilizes the power of the Internet automatically 
becomes a global player everybody has an equal chance of being found by a photo buyer. 
Hence success for a stock agency is not necessarily a result of a massive budget since 
start-up, marketing and overall costs are lower now as they have been in the analogue 
days.  
The prerequisite for success is a well designed and a well working site such as Folios and 
Picturos site. The most important thing however is to sign talented photographers who 
can help the respective agency to create a niche by providing high quality images that 
reflect the agencies specific image style. Thus especially smaller agencies such as Folio 
who is especially good at carrying out this approach can find an effective way to build its 
brand. High image quality and their unique look is one of the biggest competitive 
advantages a stock agency has. This is also the hardest part for another company to 
benchmark and hence a stock agency should pay especially attention in providing a high 
visual quality. Another strength that at least two of the companies (Folio and Picturo) 
show is to think strategically about future projects and approaches. Picturo as well as 
Folio are well aware of the fact that not everything is perfect and thus many new features 
and ideas are planned in order to be ready for what is going to come. 
 
Stock agencies have gone through tremendous changes during the last years and it can be 
predicted that the business with stock-images will continue to change. Hence everyone 
running a stock-agency has to be prepared to whatever is going to come. The author is of 
the opinion that the future of stock agencies lies in a combination of a large stock of great 
images, a highly sophisticated web site with a great level of service and effective one-to-
one tools that help the customer to save time. It should ideally been run by innovative and 
creative people who can foresee and influence the future evolution of this branch. Last 
but not least the importance of adoptive and appropriate pricing- and image using models 
has not to be forgotten in order to stay competitive. 
 
It would be interesting to repeat this study in the future in order to see in what direction 
this branch has developed, what other creative business models have emerged and how 
today’s stock-photography agencies have adopted to these changes. 
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Appendix  
 
Summary of the collected data concerning brand building 
 
 Folio Mira Picturo 
How do you define 
a brand? 

As a profile for a 
product, a brand has 
to stand out from 
competing brands in 
order to be 
recognized. A brand 
has to hit a niche 
and has to be 
distinct.  

In Miras case it is a 
collection of 
images. 

When as many 
people as possible 
recognize Picturo as 
a brand and 
associate it with 
something positive.  

What kind of brand 
image do you want 
to achieve/How do 
you want your 
brand to be 
perceived by your 
clients? 

Folios images are 
supposed to 
communicate 
vitality and clean, 
Scandinavian 
photography. Folios 
niche is to offer 
uncommon images 
of common 
motives. To work 
with unconventional 
solutions. The style 
of Folios images is 
young, direct and 
straightforward.  
Perception of 
clients: 
Easy to work with, 
fast, friendly and 
service minded.  

Mira is more 
personal and 
creative. 

As a showroom of 
rather unknown 
photographers 
images. The style of 
our images is 
“different” and not 
like the typical one 
of photo agencies. 
The quality level 
should be high and 
the niche of our 
images quite broad. 
One should be able 
to find all kind of 
images. 
Clients should 
perceive Picturo as 
a new photo agency 
where it is easy to 
find images that one 
usually do not find 
at other agencies. 
(Ordinary, every 
day life images 
instead of styled 
“photo agency” 
images)   

How do your clients 
find you? 

Through our 72 
photographers who 
spread the word. 
Advertisement on 
Eniro.se, sponsored 

The interviewee did 
not know. 

Through a link on 
Fotosidan, 
directmarketing to 
selected buyers, 
sponsored links on 
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links on Google Google. 
What is your target 
group? 

Folio works a lot 
towards advertising 
agencies.  

The interviewee did 
not know. 

Client magazines 
and other prints 
instead of 
advertising agencies  

What is it that 
makes you unique? 

Folios fast growth 
rate. The style of 
Folios images.  
Folio sells only 
Folio images. They 
do not sell other 
agencies’ images on 
commission. 

All together Nordic 
Photos has about 
500 staff 
photographers and 
thus a very big 
stock of images. 

More spontaneous, 
every-day-life 
images instead of 
the typical (over) 
produced images of 
other agencies that 
often include 
professional 
models.  

What are your 
product attributes? 

The vitality and 
cleanness of Folios 
life style images.   

Miras images do 
have a different 
style than other 
providers. 
 

The site is built up 
the same way as 
other photo 
agencies so that the 
clients do not have 
to readjust. The 
layout is clean and 
the design 
contemporary. The 
images in 
combination with a 
well-designed site 
are the biggest 
attributes. 

What is your goal 
with your brand? 

To get rid of the 
“thrashy” image 
that Folio had 
before the new 
owners took over 
the company. To get 
broader within 
Folios niche and 
thus be able to add 
more image genres. 
To constantly 
reinvent ourselves, 
and question what 
we do in order to 
become better and 
stay contemporary. 
Become even 
stronger in the niche 

The interviewee did 
not know any. 

To position the 
brand Picturo more 
distinctively. To 
become steady and 
eventually grow in 
the market segment 
Picturo already is 
in. 
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Folio works in. 
How do you build 
your brand/how do 
you market 
yourself? 

An improved logo 
in order to give the 
brand a cleaner and 
more commercial 
touch in order to get 
away from their 
former “thrashy” 
image. 
Inspirational 
catalogue as well as 
a calendar with 
Folio images for 
their clients. 
Release party when 
the new owners 
took over the 
business.  
Marketing is 
conducted by listing 
at Eniro, google, 
sponsored links, 
direct marketing to 
selected customers, 
linking on 
Fotosidans photo 
agency linking 
section 
The brand is 
basically built 
through the images 
and their style. Even 
the photographers 
contribute to get the 
message out and 
build the brand. For 
the release party: 
selecting the right 
kind of potential 
customers as well as 
to pay attention to 
all the small details 
such as for instance 
the restaurant and 
the food.  

Advertising, direct 
marketing, 
newsletters to 
specific clients via 
e-mail, 
telefoncontact with 
specific clients and 
personal visits. 
Registered with 
Google. 

A link and 
advertisements on 
Fotosidan, 
sponsored links on 
Google. 
Directmarketing to 
selected buyers. 

How do you As a provider of Mira chooses As a market for all 
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position yourself? lifestyle images. specific images that 
represent each 
brand and use them 
in order to market 
the brand.  

kind of images with 
a high level of 
quality. 

 
 
Summary of the collected data concerning the Internet 
 
 Folio Mira Picturo 
Date of launch Initially 1999 but 

relaunched under 
new ownership 
2002 

August 2003 Fall 2004 

What was central 
when designing it 

Easy to grasp and to 
navigate on, easy to 
find images, clean 
and contemporary 
design.   

Easy of usage and 
comprehensibility.  

A clean and 
comprehensible 
layout. 
Contemporary 
design. The images 
should be easy 
findable.  

Ease of use Folio finds this very 
important and 
worked hard for the 
site to work as easy 
as possible. 

To make it as easy 
as possible for the 
clients to find what 
they are looking for.  

The site is easy to 
use for the client, ok 
but improvable for 
the photographer. 
The site is fast, 
comprehensible and 
easy to use. 

Up to date 
information 

Presentation of 
every new 
photographer on 
Folios start site and 
of new images, 
which is updated 
once a week.  
Newsletter when 
something new has 
happened.  

Is put on the 
opening page and is 
updated frequently. 
Evan all the “old” 
news is saved 
within the site. 
Inspirational mails 
are frequently sent 
to the clients and 
also the older ones 
are available.  

None, besides that 
we present the latest 
images, no editorial 
information.  

Speed It is fast if you have 
a broadband 
connection. The site 
is optimized for 
high speed Internet 
since it is believed 
that potential photo 

The site is designed 
to be fast without 
compromising on 
important functions.  

The site is fast. 
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buyers do not use a 
slow Internet 
connection.  

Content/Interactivity All the information 
a photo buyer needs 
is provided and its 
access is easy. 
Every client gets its 
own account 
containing own 
folders, light table, 
previous orders… 

Information about 
the company 
including contact 
information. If 
registered even 
information about 
prices and 
download of high 
resolution draft 
images. Customers 
order online. If the 
customer looks for a 
certain image 
without success 
there is staff that 
can help.  
Every client gets its 
own account 
containing own 
folders, light table, 
previous orders… 

Right now about 
5000 images, no 
editorial content but 
basic information 
for the 
photographers as 
well as the photo 
buyers is provided. 
Interactivity is very 
limited for the 
photo buyer. It is 
only connected to 
the buying process. 
For the 
photographer 
interactivity is much 
better. For instance: 
discussion forum   

How do you create 
web site stickiness? 

Throug the images, 
which are supposed 
to be interesting in a 
way that the clients 
want to come back. 
Presenting of big 
inspirational images 
when entering the 
site. Inspirational 
slideshows. 

Good service. 
Customers find 
what they are 
looking for. They 
like our images.  

The site works well, 
we have unique 
images which stand 
out from the ones 
from other agencies. 

The role of your 
website and the 
Internet? 

100% of the stock is 
presented online. 
Thus the website is 
Folios most 
important and only 
way of conducting 
business. According 
to Folio the Internet 
is the perfect 
channel to run a 
photo agency on. 
Nowadays to be 

It enables us to 
effectiffy our 
business. Some of 
our elder customers 
do not like the 
digital way of 
buying images and 
prefer a physical 
archive.  

Our website is the 
only channel we 
have in order to sell 
photos. Without the 
Internet and its 
unique benefits we 
could not run this 
business in the first 
place.  
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online is a must. On 
the other hand it 
also creates stress 
that nowadays 
everything has to be 
available right 
away. 

How do you use 
your website in 
order to build your 
brand? 

The right kind of 
images and 
photographers. 
Inspirational images 
and slideshows.  
To use the design of 
the site in order to 
communicate what 
we stand for.  

Mira is a part of 
Nordic Photos and 
thus has no specific 
website. Instead it is 
put as an own brand 
on Nordic Photos 
website. Nordic 
Photos tries to keep 
its brands separated 
from each other on 
its own website. 

We use our 
Fotosidan site in 
order to promote 
and link to Picturo. 
Brand building on 
Picturo is achieved 
by choosing the 
right kind of 
photographers and 
thus the right kind 
of images.   

Are you going to 
conduct changes in 
the near future? 

To automate as 
much as possible, 
make the site 
available in English. 
Make it possible to 
directly download 
high-resolution 
images. 

Improvement of the 
internal search 
engine.  

Seperating Picturo 
from Fotosidan and 
dividing Picturo 
into three parts: 
Portfolio, Picturo as 
it is right now and 
finally the toolbox 
that has yet to be 
created. For the 
toolbox one-to-one 
tools are going to be 
added and this 
service is going to 
function the same 
way as a regular 
webbshop. Direct 
downloads of high-
resulution images 
will be offered.   
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Summary of the collected data concerning one-to-one marketing 
 
 Folio Mira Picturo 
Degree of One-to-
one integration 

 Customer account 
with login, light 
table, previous 
orders, shopping 
basket 

Customer login 
where every 
customer gets an 
own site where all 
the information is 
saved. Light table, 
saving of the 
images within the 
shopping basket and 
saving of previous 
orders. 

None 

Degree of B2B 
integration 

There are some 
advertising schools 
and certain clubs 
who link to Folio 
from their websites. 
Folio provides links 
to their photo 
agency-partners 
abroad.  

Links from the staff 
photographers 
websites to Nordic 
Photos but not the 
other way around. 

Linking and 
promoting of 
Picturo on 
Fotosidan. 
Linking to the 
contributing 
photographers 
websites/contact 
information. 

Degree of CRM Advertising to 
selected customers. 
Statistics: Feedback 
to the 
photographers: 
Information on what 
photographers and 
what kind of images 
are the most 
popular, most sold 
images, what 
customers visit us 
most often and buy 
most. Mails with 
image requests are 
sent to the 
photographers. 
Folio checks on 
other agencies in 
order to get to know 
what is going on in 
the business.  
The client databases 

Feedback forms, 
analyzing of 
statistics 

Statistics are 
available but not yet 
used effectively. 
Fotosidans client 
database is used in 
order to send 
Fotosidan-
newsletters 
including links to 
Picturo.  
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of each 
photographer are 
used and put 
together. 

 
 
Summary of the collected data concerning the companies’ future outlook and 
SWOT-analysis 
 
 Folio Mira Picturo 
Future outlook There are many 

mergers of small 
agencies going on. 
Folio believes to be 
fine due to their 
speedy growth rate. 
They believe to be 
able to employ 
more people due to 
the growing demand 
for Folio images.  

Bright since there 
are lots of 
opportunities out 
there 

Very bright if all the 
planed changes are 
implemented. 
Picturo’s costs are 
low.   

Strength Folio site is well 
designed, which 
matches the style of 
the images. It is also 
well working. Folio 
has established a 
client base and has 
talented 
photographers.  

The site is fast, 
effective 
multilingual and 
easy to use  

High rating at 
Google for 
Fotosidan where it 
is linked to Picturo. 
Fotosidan is also the 
biggest asset as it is 
Scandinavias 
biggest and best 
(award winning) 
photo community.  

Weakness Folio grew so fast 
that there was no 
time to backup 
important things. 
Certain things have 
not been written 
down yet. Hence 
this knowledge had 
to be spread 
between the 
employees.  

The interviewee did 
not know any. 

Picturo is rather 
new. The customers 
do have to contact 
the photographer of 
each respective 
image instead of a 
photo editor. There 
are prices stated on 
the site instead has 
the photo buyer to 
inquire the price 
before purchasing 
the image. The 
stock of images is 
still rather small. 
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The quality of the 
images is partly 
unbalanced. For the 
photographer it is a 
bit unclear how 
Picturo is intended 
to be marketed.  

Opportunities To establish Folio 
abroad.  

The interviewee did 
not know any. 

Through Fotosidans 
opening page make 
it even easier to find 
Picturo and thus 
build the brand. 

Threats Competition is very 
hard but Folio 
believes to be more 
a threat to others 
than the other way 
around.  
Royaltifree images 
even though quality 
uses to pay of in the 
long run. 
Folios 
photographers 
snatched by another 
agency.  

The interviewee did 
not know any. 

Not to satisfy the 
members and to 
therefore lose them. 

What will you have 
to change in order 
to adjust to the 
competition and 
your environment? 

Become broader 
and deeper within 
our niche. Get rid of 
our previous “trashy 
image” 

Stay alert, keep our 
clients happy and 
take advantage of 
new opportunities. 

To be very strict on 
what kind of 
photographers we 
take in as members. 
The 
Fotosidan/Picturos 
community-building 
skills are excellent. 
Hence these skills 
should be used 
more for Picturo 
and its new 
“toolbox”. Also 
statistics and one-
to-one-marketing 
should be used 
more.  

What are your goals 
for the future? 

To grow and 
become a strong 
player in Sweden. 

To improve the 
internal search 
engine. 

To have about 100 
member 
photographers with 
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To add English as 
alternative language 
in order to launch 
folio abroad.  
To get more 
returning customers. 

about 300 images 
each (Right now 50 
photographers). The 
most important is to 
only take on 
talented 
photographers. 
Other future goals 
are to launch the 
“toolbox”, create a 
branch-database, to 
make it easier for a 
photo buyer to 
purchase an image, 
to provide more 
feedback to the 
photographers and 
to create a relevant 
client database in 
order to be able to 
mail newsletters. 

 
 
The Interview Guide 
 
Introduction: 

• A short history about the company and the Interviewee 
 

The Website: 
• Date of launch 
• What was central when designing it? 
• Ease of use 
• Up to date information 
• Speed 
• Content 
• How do you create web site stickiness?  
• How do you get your customers to want to return to your website? 
• The role of your website and the Internet as a whole (Strength, Weaknesses, 

Opportunities, Threats) 
• Are you going to conduct changes in the near future? 
• How do you use your website in order to build your brand? 
 

The Brand: 
• What is a brand to you? (Definition of a brand) 
• What is the meaning of a brand? 
• What is your target group? 
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• How do you see your brand and what do you want to communicate with it?  
• How do you want it to be perceived, what is your brand message?  
• What are your product attributes?  
• How would you describe your brand image? 
• How do you build your brand image, how do you position your brand? 
• What are the best media channels for building your brand?  
• What are your goals with your brand? 

 
One-to-One: 

• How would you describe the degree of One to One integration of your web site?  
• How do you use B2B tools on your web site? 
• How do you use CRM – Customer Relationship Marketing? 
• What do you think the future will hold for your company?  
• Describe the strength, weaknesses, opportunities and threats for your company 
• What will you have to change in order to adjust to the competition and your 

environment? 
 

 
 
 
 
 

 
 


