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Summary

The technological progress of the past decades and especially new media have
affected our way of living remarkably. Those recent developments in the
communication and interaction offer a variety of new opportunities for marketers to
reach their customers. To go in line with the trend, AVL List GmbH, an Austrian B2B
company in the automotive industry, has introduced new media activities in a first
step. Due to a lack of information and studies about the changes in the behaviour
of their customers, AVL List GmbH was not able to develop a comprehensive new
media concept so far. Therefore, the purpose of the master thesis is to remove the
information deficit and furthermore to develop a comprehensive new media concept

to enhance the contact frequency to the customers.

First, an extensive literature research about the B2B automotive industry, new
media and the business buying process is examined. On this basis, the theoretical

aspects for the development of the new media concept are outlined.

In a second stage, an individual new media concept for AVL List GmbH is evolved.
Within a secondary research, the customers, competitors, market trends as well as
competencies and performance regarding new media are examined to gain insights
about the current situation. Furthermore, an additional primary market research with
the customers of AVL List Gmbh in form of interviews is executed to remove the
information deficit and to unravel the new media behaviour of the customers. The
results provide evidence, that in general, customers have a positive attitude towards
new media and that the focus on specific new media channels can help to increase

the contact frequency to the customers.

Following, these findings build the starting point for the development of the new
media concept with the objective of an increase in the contact frequency to the
customers as well as the strategy of delivering high quality content distributed over
specific new media channels. Those channels are unravelled within a value-benefit-
analyses with their specifications described in the actions. The loop closes the
concept with the controlling phase, where specific KPIs point out attainment or room

for adaptation and improvements.

By the application of the present evolved new media concept, AVL List GmbH is
able to bundle their resources, focus on the requirements of their customers and

furthermore increase the contact frequency to their customers.



Zusammenfassung

Der technologische Fortschritt der vergangenen Jahrzehnte und vor allem neue
Medien haben unsere Lebensweise stark beeinflusst. Diese jlingsten
Entwicklungen in der Kommunikation und Interaktion bieten Marketingfachleuten
eine Vielzahl an Mdglichkeiten ihre Kunden zu erreichen. Um diesem Trend zu
begegnen, hat die AVL List GmbH, ein dsterreichisches B2B Unternehmen der
Automobilindustrie, in einem ersten Schritt neue Medienaktivitdten eingefihrt.
Aufgrund der fehlenden Informationen und Studien uber die Veranderungen des
Verhaltens ihrer Kunden, war es der AVL List GmbH bisher jedoch nicht mdglich ein
umfassendes neues Medienkonzept zu entwickeln.

Ziel dieser Masterarbeit ist es, dieses Informationsdefizit zu beseitigen und dartber
hinaus ein umfassendes neues Medienkonzept zu entwickeln, um die
Kontakthaufigkeit zu den Kunden zu steigern.

Als Erstes werden in einer umfassenden Literaturrecherche die B2B
Automobilindustrie, der Geschéftskaufprozess sowie die neuen Medien eingehend
betrachtet. Darauf aufbauend werden die theoretischen Aspekte eines neuen
Medienkonzeptes erarbeitet, welche die Grundlage fur die zweite Phase, der
Entwicklung eines individuellen Medienkonzeptes fur die AVL List GmbH,
darstellen. Hierfir werden im Rahmen einer Sekundarforschung die Kunden,
Konkurrenten, Markttrends sowie Kompetenzen und Leistungen in Bezug auf neue
Medien untersucht, um Einblicke in die aktuelle Situation zu gewinnen. Dartber
hinaus wird eine priméare Marktforschung mit den Kunden der AVL List GmbH in
Form von Interviews durchgefiihrt, um das Informationsdefizit zu beseitigen und das
neue Medienverhalten der Kunden zu entschlisseln. Die Ergebnisse zeigen, dass
Kunden im Allgemeinen eine positive Einstellung gegentber neuen Medien haben
und dass der Fokus auf spezifische neue Medienkanale zur Erhéhung der
Kontakthaufigkeit beitragen kann. Diese Erkenntnisse dienen als Ausgangspunkt
fur das neue Medienkonzept mit dem Ziel einer Erhéhung der Kontakthaufigkeit zu
den Kunden sowie einer Strategie, qualitativ hochwertige Inhalte tber spezifische
neue Medienkanéle zu verteilen. Diese Kanéle werden durch eine Nutz-Wert-
Analyse bestimmt und in den Actions naher prazisiert. Die Kontrollphase mit
spezifischen KPIs rundet das Konzept ab. Durch die Anwendung des vorliegenden
neuen Medienkonzepts ist die AVL List GmbH in der Lage, ihre Ressourcen zu
blindeln, sich auf die Anforderungen ihrer Kunden zu konzentrieren und dartber

hinaus die Kontakthaufigkeit zu ihren Kunden zu erhdhen.
\Y,
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1 Introduction

1.1 Initial situation

The technological progress of the past decades has influenced our way of living
inexorable. What was no more than a vision 20 years ago, like everyday use of
mobile phones, electronic mail, the Internet and other new media has become
reality. Currently new media is increasingly seen as an essential requirement for the
exchange and consummation of information. It has enabled communication and
information to become digital and interactive. Postings and reviews can be uploaded
on various platforms and made visible in real time, location independent and with a
24/7 hours access. Therefore the nature of communication and availability of
information is rising in speed and content and can be largely seen as borderless
and global (cf. Hennig-Thurau et al. 2010, p. 311-313).

Customers are gaining extensive options for actively consuming and providing
information on services and products. New media even pave the way for customers
to influence the product and process design to maintain the optimal individual
solution they demand (cf. Potter 2009, p. 1f.). The continuing trend of new media
leads to changes in our communications and interactions and therefore also in our
habits and behaviour in private as well as working life (cf. Stevenson 2016, p. 1088-
1090; Karjaluoto/Ulkuniemi 2015, p. 1f.).

Being aware of those current developments is essential for companies and at the
same time offers a variety of new possibilities and ways in the business-to-consumer
(B2C) as well as business-to-business (B2B) sectors (cf. Wille-Baumkauff 2015, p.
1f.). As a result marketing departments are faced with changing conditions and new
challenges to reach their customers. Due to new media, new touch points for
customer contact on various platforms have appeared and companies are attracted
to join them. The challenge is not only to initiate new media and create accounts on
every new media platform, but to provide content of high quality, to decide for the
right channels and be aware of their correlation to avoid wasting time and money
on wrong places. Therefore companies can only take full advantage of new media,
if they obtain a comprehensive understanding of customer behaviour related to new
media (cf. Hennig-Thurau et al. 2010, p. 311f.). If marketers know which new media

their audience is using and what they require, a sophisticated new media concept


http://www.emeraldinsight.com/author/Karjaluoto%2C+Heikki
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can be developed, where measures can be coordinated, efficiencies can be

exploited and marketing objectives can be reached.

Therefore, many companies, mainly in the B2C sector, have already jumped on the
bandwagon and have developed a sophisticated hew media marketing concept to
meet the new needs of their customers. (cf. Kreutzer et al. 2015, p. 1 - 4). Also B2B
companies show an increasing interest in new media lately, but due to a lack of
information and research about B2B customer behaviour in the majority of cases,
the development of a comprehensive new media concept can be very challenging
for them (cf. Wille-Baumkauff 2015, p. 4f.; Karjaluoto/Ulkuniemi 2015, p. 1f.).

AVL List is affected by this challenging situation. The company operates in the
automotive and mobility B2B sector with customers situated all around the world.
Those customers are represented by the managers, decision makers as well as
professional users of AVL List products and services.

The implementation of the computer in the everyday working life influenced their
customers as well as the development, handling and functions of the products and
services of AVL List and the ongoing technological progress still makes an impact

on their overall performances.

The recent development caused by new media also became noticeable to AVL List.
In particular, for AVL List new media means providing electronic information and
communication through digital media channels. Information is provided in form of
digital content, which can be viewed on any device and enables people to interact

with the content in real-time.

AVL List already initiated isolated new media activities to reach their customers and
go in line with the trend. They already joint following digital media channels: website
with a customer protected area, white papers, webinars, e-mailing and newsletter,

social media and sharing platforms.

However, due to an information deficit about the behaviour of their customers, AVL
List was not able to develop a comprehensive new media concept or strategy so far,
and moreover improve their communication and meet the requirements of their
customers. In addition, they miss the chance to reach their customers, to strengthen

their communication to their customers and the chance of repurchases, positive
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recommendations and further actions (cf. Douven 2009, p. 1). Therefore, the
potential of taking part in new media is deemed to be extensive, as the fast changing
world of information and communication has influenced the needs and requirements
of their customers.

Although the recent developments are conspicuous, hardly any specific research
especially in the B2B and automotive sector can be found. Special literature and
case studies about this topic are also insufficient.

1.2 Challenge Statement

Based on chapter 1.1 Situation analysis, the challenge of the thesis is to unravel the
behaviour of customers of the areas engineering, testing and simulation in the
automotive industry related to new media and furthermore to develop an individual
comprehensive new media concept to enhance the contact frequency to AVL List

customers.

First, the emphasis lies on removing the information deficit of customer behaviour
related to new media. This can be achieved by unravelling the determining factors
for the behaviour and attitudes of the customers. Therefore the way, how customers
are looking for and consuming information about innovations, products or other work
related topics have to be examined. Furthermore, revealing how often and how
much time they spend on research, which technology, apps and devices they use,
if there is an optimal way to provide the desired information and to interact with the

customer are of special interest.

In addition to the identification of the status quo the focus of the thesis lies also on
the development of an individual new media concept based on the results of the

research to enhance the contact frequency to the customers.

To not go beyond the scope, the implementation of the comprehensive new media
concept into the company processes of AVL List is not part of this thesis and has to

be done by the company itself.



1.3 Objectives

1.3.1 Company Aim

The overall objective of AVL List is an individual comprehensive new media concept
focused on their customer’s behaviour to enhance the contact frequency to their

customers.

By the implementation and use of the concept, AVL List aims to enhance the number
of contacts per month to their existing customers by 25 % until the end of 2019,
compared to 2016.

Second objective is to increase the visits to the protected customer area on their
website trough sources of new media activities by 10 % until the end of 2019,

compared to 2016.

1.3.2 Thesis Aim

The objective of the master thesis is the development of a comprehensive new
media concept for the automotive industry and in particular for AVL List focused on

customer behaviour to enhance the contact frequency to their customers.
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2 B2B automotive industry

The business-to-business (B2B) automotive industry represents an important global
industry. Before gaining a deeper insight into B2B-markets, the volume and impact
of the automotive industry will be explained briefly.

2.1 Scale of automotive industry

The automotive industry has a high impact on the world economy. It can be divided
into business-to-consumer (B2C) market, where automotive producers are selling
their vehicles to the consumers as vehicle owners and/or users and business-to-
business (B2B) markets, where companies sell their products to other companies
(cf. Douven 2009, p. 17 - 22).

Following facts will draw a better picture of the size: Global sales of passenger cars
hit 73,9 million vehicles in 2015. The world largest production as well as sales can
be found in Asia and the United States. The worldwide automobile production is
around 68 million passenger cars and 22 million commercial vehicles (cf. Statista
2015a, p. 10 - 15). The major automobile producers are Volkswagen, Toyota,
Daimler and General Motors (cf. Statista 2015a, p. 10 - 15). The global production
of heavy trucks was around 3.400 thousand units in 2015 (cf. Statista 2015b, p. 6).

The automotive producers are responsible for the production process and therefore
a high amount of employees and automotive suppliers as well. (cf. Douven 2009, p.
17 - 22). Due to the complexity of technology, which is assembled in one vehicle,
manufacturing companies with their own names, so called OEM, are not able to
cover the entire component manufacturing process and need the products and
services from other companies (cf. Ercsey 2014, p. 550). Therefore, automotive
suppliers contribute to the automotive value chain and count to the automotive

industry as well (cf. Douven 2009, p. 17).

Automotive suppliers can be distinguished due to their supplying performance
between parts, components, elements and systems. Furthermore, automotive
suppliers can be divided in three categories of “Tiers” due to the different steps of
further processing. First Tiers deliver their products directly to the OEMs. Their
products are highly modular and systemic. The first Tiers get their products for

processing from the second Tiers. Second Tiers in turn are provided with component



parts by the third Tiers. The suppliers of the different levels are interacting with each
other (cf. Douven 2009, p. 18 - 23).

In general, the demand for business goods is derived from the demand for consumer
goods — in the case of automotive industries, the marketer has to monitor the buying
patterns of ultimate automotive buyers and consumers. For example, the demand
for the car seats from the manufacturer Recaro is depending on the volume of
produced cars, which in turn is depending on the demand from the end consumers,
the car buyers and users (cf. Kotler/Keller 2012, p. 184 - 186.). Furthermore OEMs
start to promote supplier brands in their vehicles, for example Brembo is a race
brake manufacturer, who is known by car users due to branding. In addition, a
supplier can create profits by promoting their products to the end customers (cf.
Anderton 2015).

Suppliers are also offering their products like tires, breaks etc. to the end
consumers. Also these offered services are counting to the supplier industry (cf.
Douven 2009, p. 18 - 23). The automotive supplier industry is growing and
dominated by Bosch, Continental, Denso and Magna (cf. Statista 2015a, p. 30 - 36).

AVL List is also part of the automotive supplier industry.

In addition to the B2B and B2C areas, gas stations, repair shops, retails and other
companies, who are depending on automotive products, are also part of the
automotive industry (cf. Douven 2009, p. 22).

The ongoing technological progress leads to continuous changes and a trend
towards internet connected car technologies as well as autonomous vehicles in the
automotive industry. Therefore, high investments are made in research and
development in new technologies (cf. Statista 2015a, p. 30 - 36)

In general, the automotive industry can be seen as global. A surplus of produced
vehicles is balanced by the demand of and selling to different markets and countries.
Quality and cost pressure force automotive producers to decide for the best suitable
suppliers, regardless to their location. International cooperation with other
companies are also drivers for the internationalisation of the industry (cf. Douven
2009, p. 22 - 24).



2.2

Characteristics of B2B markets

The characteristics of the B2B markets result from the varied structures and

processes of the market, the buyers and the products (cf. Douven 2009, p. 8f.).

B2B markets differ from B2C markets primarily due to their profit motivated and

budget-constrained customers (cf. Webster/Keller 2004, p. 392f.). Following

differences between B2C and B2B companies can be found in literature and applied
to the automotive industry (cf. Webster/Wind 1972, p. 52 - 54; Webster/Keller 2004,
p. 392 - 394, Kotler/Keller 2012, p. 184 - 186; Douven 2009, p. 8 - 10):

B2B markets have fewer, but larger buyers. Therefore, the market
transparency is very high — e.g. Goodyear tires, Cummins engines and other
automotive suppliers are depending on getting big contracts from just a
handful of major automotive OEMs.

Derived demand, means that the demand for business goods is derived from
the demand for vehicles

Fluctuation demand due to a more volatile demand for business than for
consumer goods

Close supplier — customer relationship, due to smaller customer base and
the importance and power of larger customers

Multiple buying influences from different people like technical experts and/or
professional buyers, this multiorganisational buying behaviour leads to a
higher complexity and time consuming purchases

Professional purchasing, made by buying centres, who have to follow formal
directives, companies purchasing policies, constraints and requirements
Multiple sales calls imply that the duration between quoting and purchase
contract takes up to years

Higher information seeking behaviour and a profound technical
understanding of the participants involved in the buying process

Inelastic demand due to inertial changes in production methods
International markets due to homogenization and therefore high competition,
a lack of know-how for solutions in the regional markets and due to new
media opportunities

Direct purchasing from the manufactures instead of buying through

intermediaries



Due to an increase in the competitive conditions in the areas of imitators, quality
adaption and cost pressure, companies in the B2B sector have to find new ways to
differentiate and to assert oneself on the market (cf. Douven 2009, p. 1). Therefore,
new media offers new possibilities to establish strong relationships to customers
and influences the way of building these relationships as well as the ability for
interactivity and individualization (cf. Harrison-Walker/Neeley 2004, p. 19 - 21,
Huotari et al. 2015, p. 761f.).

3 New media

First, the term “new media” is defined, followed by the characteristics, the content
as well as different channels. The controlling and the application opportunities will
complement this chapter.

3.1 Definition and limitation

New Media is a multifaceted term used to define all that is related to “newness” and
“‘media” and offers to recognise some big changes, technological, ideological and
experiential. The term is quite ambiguous and changing, for example while one
person relates new media to social media, another one means computer games
with this term (cf. Lister 2010, p. 10 - 15).

What the different approaches have in common is, that they all use the same term
to refer to a range of new phenomena. In general, the technological progress of the
past years and therefore new media has enabled an easier access to more
information in a wider variety of media, greater accessibility and interactivity (cf.
Worley 2010, p. 432).

Henning-Thurau et al. (2010, p. 312) is defining: “New media are websites and other
digital communication and information channels in which active consumers engage
in behaviours that can be consumed by others both in real time and long afterwards

regardless of their spatial location.”

Due to this differing interpretations of the term “new media”, new media has to be
defined and narrowed for the scope of this thesis. Therefore, new media is defined
as electronic information and communication through digital media channels.
Information is provided in form of digital content, which can be viewed on specific

devices and enables people to interact with the content in real-time.



The illustration of the content can be multimodal, means as static texts, images,

animation, sound and/or video (cf. Henning-Thurau et al. 2010, p. 312f.).

3.2 Characteristics of new media

The key characteristics of new media are digital, visible, real time memory,

pervasive and networks.
Digital

The digital character of new media involves that media is dematerialised in the
sense, that they are separated from their physical form as print, book, roll of film,
etc. Data can be compressed into very small spaces, it can be accessed at very
high speeds and in non-linear ways and it can be rigged more easily than analogue
forms (cf. Lister 2010, p. 18f). There are virtually no marginal costs for producing
extra copies of digital products and authors can easily distribute their creations to a
global audience. Anybody with an internet connection can blog, write ratings, look
for news or share a comment, video or picture (cf. Hennig-Thurau et al. 2010, p.
312).

Interactive

Interactive is the second main character of new media. Where old media enabled
just passive consumption, new media offers an interactive engagement (cf. Lister
2010, p. 19f.). Therefore, new media is used to contribute to all parts of the value
chain — from ratings and comments to co-creation of open source products (cf.
Hennig-Thurau et al. 2010, p. 312). New media should ideally be based on a two-
way dialogue and aimed at creating a presence, relationships, and reciprocal value
with customers (cf. Jarvinen et al. 2012, p. 112; cf. Brennan/Croft 2012, p. 7f.).
Recently there is a trend from transaction-based and product driven marketing,
which concentrated on mass selling to a more interactive relationship marketing by
engaging them in interactive discussions over brands and products and where the
communication gets personalized (cf. Peltier et.al. 2003, p. 94; Jarvinen et al. 2012,
p. 106).

Visible

New media activities are visible, which means that they can be seen by others.
Postings and entries as well as information about the spatial position can be tracked
(cf. Hennig-Thurau et al. 2010, p. 312).
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Real time and memory

New media can be published at the time it is produced. It can be shared and read
in real-time. Comments and reviews are often saved and can be read years
afterwards. This has to be considered, if negative new media appears (cf. Hennig-
Thurau et al. 2010, p. 312).

Pervasive

New media can be consumed anywhere at any time. Via mobile devices, reviews
can be read while shopping in a store or postings can be published while sitting in
a coffee shop (cf. Hennig-Thurau et al. 2010, p. 312).

Networks

Individuals participate in social networks through new media. They create and share
content at the same time they communicate with each other and build relationships
(cf. Hennig-Thurau et al. 2010, p. 312). Corporate intranets, social media platforms
as well as online games etc. are all networks of various scales and complexities and
enables individuals to join communities regardless to the time zone or location (cf.
Lister 2010, p. 31f.).

3.3 New media content

The content is one of the most important success factor of new media. This is
reflected in the percentage that 85% of google searchers are looking for useful
information (content) compared to 10 % who are searching directly for products and
services. Customers require high quality content to be interested (cf. Smith 2016, p.
145f.). Content marketing concentrates on creating, distributing and providing the
required/relevant content at the right time and can be applied for differentiation, to
attract visitors and customers and for customer retention. (cf. Smith 2016, p. 202 -
205).

In general, digital marketing content has to be customer-driven, responding to
customers' needs and offer solutions to customer’s problems. The content has to
be available, when a customer is willing to receive and respond to it, not when the
company wants to produce and communicate it. The choice of content is also

influenced by the mission and the values of the company (cf. Smith 2016, p. 205f.).
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Smith (2016) pointed out the three top challenges for B2B marketers to be aware of

regarding high quality content:
e Create engaging content
e Produce content consistently
e Measure content effectiveness

While producing content, marketers also have to consider the content war —
because customers are drowning in a sea of content. Therefore your need to
monitor, which content works best within the target group (cf. Smith 2016, p. 207 -
209).

In addition, the content should be oriented on the 4 C’s: continuity, constancy,
consequence and competence. Therefore, marketing has to ensure the necessary
orientation function for their stakeholders and customers and provide long term
validity of central guidelines of marketing. Confusion and uncertainty of the target
group should be avoided. Consistency should form a conclusive overall appearance
of the company. The concerted measures have to be realized consequently. The
intermediation of competence, in the area of core competence of the company as
well as in the use of the marketing measures represents the basis. All 4 C’s are
essential, when it comes to multichannel marketing (Kreutzer et.al. 2012, p. 41 -
49).

Type of content, time of posting and frequency

The type of content is depending on the specific channel or media platform and the
devices (cf. Smith 2016, p. 75f.). It can be in the form of videos, infographics, power
point slides, tweets, posts, articles, white papers, etc. (cf. Smith 2016, p. 205f.).
They can be integrated in rich media websites, which are sites, enriched with audio,
video and animated content to increase the engagement of the visitor and extend
the duration on the website. (cf. Kreutzer et al. 2015, p. 27) In general, creating
engaging visual content means a user is likely to spend more time on your website
(cf. Slade 2016, p. 38).

The content marketing pyramid developed by Deshpande (2016) helps to

strengthen common messages into multiple content formats, distribution methods

and promotion channels across owned, earned and paid media.
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Owned media belongs to the author, like the corporate website or a corporate blog.
Paid media is promoted owned media like banners or sponsored links. Earned
media is any engagement earned like postings in independent blogs or user
communities. All forms can be integrated into the digital marketing strategy and can
have synergies. Owned, earned and paid media can have an influence on the
customer at different stages in the buying process. For example, paid media can
help to build awareness towards the company. Earned media can be applied to build
customer loyalty. Owned media in contrast can help to increase customer loyalty
(cf. Smith 2016, p. 172 - 186). For the sake of completeness, content created by

users is called user-generated content (cf. Huotari et al. 2015, p. 761f.).

The Content Marketing Pyramid™

‘ Primary / Secondary Research & Thought Leadership:
Books, eBooks & White Papers

Infographics & SlideShares

Short-form Blog Posts &
Contributed Content

Social Media Posts &
Curated Content

Figure 2: The content marketing pyramid
(Deshpande 2016)

Figure 2 above shows the content marketing pyramid and represents a framework
for content marketing planning. The content should deliver a consistent image of the
company regardless to the media. Each pyramid consists of core content, which
represents the most valuable asset through thought leadership, primary and/or
secondary research and the corresponding derivative assets and promotional
micro-content. The pyramid also illustrates the effort, which is necessary and the

frequency for distribution and provide guidance (cf. Deshpande 2016).

The frequency and timing of the posting is depending on the target audience and
the abundance of available high quality content. It is relevant for the recognition of

the target group and differs between industries. Several analytic tools like tweriod
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can help to identify, when the best time for a posting is. Another way is to simply

test the implemented measures with the target group (cf. Smith 2016, p. 65f.).

3.4 New media channels and multi-channel-marketing

There are several new media channels, which can be used to provide content and
can be managed separately or within a combination of measures (cf. Kreutzer et al.
2015, p. 23). In this context, the parallel use of several offline and online sales and
marketing channels is called multi-channel-marketing (cf. Laroche et.al 2015, p.
431). The focus of multi-channel-marketing lies on the generation of benefits for the
customer and a long term relationship. Due to various contact opportunities and the
provision of customer required information through several channels, the customer
himself can decide, where and when he wants to get in contact with the company.
Therefore, all marketing channels should be linked and integrated regarding their
information and communication technology. Channels in turn can accommodate
each other or produce synergies. Multi-channel-marketing should ensure a

consistent customer experience (cf. Werani/Leitner 2015, p. 461 - 466).

Making the required information at the right time through the right new media
channels available to the customer is a difficult balancing act for a company (cf.
Hennig-Thurau et al. 2010, p. 311 - 313.). Essentially a company should go where
their customers are. However, not every managed channel has to be available for
all customers and can be limited to a specific group. The decision of the channels
and the parallel use is mainly dependent on the company’s customers and their
behaviour (cf. Werani/Leitner 2015, p. 461 - 466).

In general, new media channels can contribute to a word of mouth advertising,
where information is spread like a wildfire through the networks of people (cf.
Kreutzer/Blind 2012, p. 431f.). Following the most popular new media channels are
described briefly, which can be seen in following figure:
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Search engine
marketing

Web advertising Webinars

Electronic E-mailing and

White papers Catalogues newsletters

Social media

Online Forums and networks and

communities media sharing
platforms

Figure 3: Overview new media channels
(own presentation)

3.4.1 Website

One of the most important step towards online marketing for a company is to create
an own corporate website. It often represents the core of all new media marketing
activities and can be a reference for multi-channel campaigns. Offline marketing
activities like print advertisements often refer to the corporate website (cf. Kreutzer
et al. 2015, p. 23 - 29).

In the area of B2B the website is relevant through the whole business buying
process. Therefore, the usability of the website and the providing of high quality

content is of high interest (cf. Kreutzer et al. 2015, p. 28 - 30).
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Connection
to further
information
Place for
customer
protected
area

Registration
for e-
newslettter,
etc.

Recruitment
and career
area

Product and
service
search

Subsidaries
search

Connection
to social
media

Online Shop

Figure 4: The corporate website as the core platform for marketing activites
(based on Kreutzer et al. 2015, p. 25)

Figure 4 illustrates the core platform corporate website and shows the different
functions and possibilities for the provision and use of a website. In general, the
corporate website consists of a frontpage, which represents the starting page,
several subordinated pages, special landing pages and sometimes micro sides,
which are not depending on the starting page. A frequently asked questions site
(FAQ) as well as an online reordering system is a very helpful tool for customers. In
addition, a search function can increase the orientation for the customer. An
implementation of web analytic tools can bring insights about the customers (cf.
Kreutzer et al. 2015, p. 25 - 33).

Furthermore, the reach of the website can be very high. The costs and time usage
arise out of the customized programming and maintenance of the content, but there
are no costs out of cost per click like for search engine advertising. Personalization
and targeting is often realized through a customer protected area (cf. Kreutzer et al.
2015, p. 25 - 33).
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Customer protected area of the website

B2B companies can provide protected areas with specific contents for their
customers and the opportunity to communicate directly and work together on
company internal materials within this protected area. This area can offer specific
functions and information for the customers, which can be used as the basis for the
development of the virtual community of practice (VCoPiCs). (cf. Kreutzer et al.
2015, p. 25 - 33). A deeper customer relation and increased customer loyalty can
be the result of this communication channel. In return, the customer can influence
the product development (cf. Potter 2009, p. 38 — 40). In general, the reach of the
customer protected area is smaller than on the website. Personalization and

targeting is very high (cf. Kreutzer et al. 2015, p. 25 - 33).

3.4.2 Search engine marketing

Search engines are used to find content about a specific term or topic. Search
engine marketing deals with all marketing activities related to search engines. The
pages of the search results are called search engine result pages and include
organic hit lists as well as keyword advertisements (cf. Popa 2015, p. 1273).
Therefore, search engine marketing can be divided into search engine optimization
(SEO) and search engine advertising (SEA) (cf. Kreutzer et al. 2015, p. 83 - 85).

Search engine optimization (SEO)

Search engine optimization (SEO) — includes all measures to be listed under the
first places in the organic hit list of search engines (cf. JusCius et.al. 2016, p. 45).
The listing is dependent on the algorithm of search engines, which combines the
search terms with the online available content, controls the illustrated results and is
not influenced by a payment of the company to the search engine provider. SEO
should be done continuously, because the online environment is changing
permanently. Within this process, the universal search of search engines has to be
considered, which means the integration of various information categories like
pictures, maps, news, etc. (cf. Kreutzer et al. 2015, p. 95 - 102). Therefore, a website
with more visual content is likely to be ranked in a better position on search engines.
If the visual content is shown in the search results and users are click through, the

positioning will even get better too (cf. Slade 2016, p. 38).

17



Companies have to concentrate where they want to be listed and where they have
interesting content. The effort of SEO measures can only be seen long term,
because the robots of the search engines need to indicate any changes.

In general, the reach of the website can be increased through SEO. The costs and
time usage arise out of the customized programming and maintenance of the SEO,
but there are no additional costs per click. Personalization and targeting is often
realized through keywords and optimization for the search engine (cf. Kreutzer et
al. 2015, p. 95 - 102).

Search engine advertising (SEA)

Search engine advertising (SEA), also called keyword advertising, means
advertising of the company listed under ads on search engines result pages. The
placement is related to an auction process. The highest bidder is getting the best
place. The advantage for the company is, that their advertisement is placed right for
the person, who is interested in a specific topic or term. One of the major provider
of SEA is Google Adwords. (cf. Kreutzer et al. 2015, p. 86 - 95).
In general, Google is the most popular search engine worldwide. It holds a desktop
search engine market share of 77,43%, followed by Baidu with 8,13%. Baidu is the
major search engine in China, due to the former restriction of Google in China. Bing
is on the third place with a market share of 7,31 % (cf. Ajpr 2016; Netmarketshare
2017).

B2B companies are using search engine advertising especially for branding,
increase in traffic on the corporate website, generation of interested parties and
leads and acquisition of customers. In general, the reach is depending on the
keywords, which are typed into the search engine. Therefore, the targeting is high
and the personalization is medium. The required time arise through an optimization
in keyword finding and optimal arrangement of the advertisements. (cf. Kreutzer et
al. 2015, p. 85f.).

3.4.3 Web advertising

Web advertising describes the placement of online marketing media on websites,
for the reason of advertising. Web advertisements can be delivered as display ads,
which are interactive advertising space on an external website for example banners
or buttons. They can differ in their size, degree of animation, position and the time

of presentation.
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The decision, where an advertisement should be placed must be related to the
specific target group. Related industry portals and specialist journals can be found
for every industry.

In contrast, ad blockers have an increase in popularity and have to be considered.
Ad blockers are online tools, which filter and block advertisements of websites.
Therefore no advertisements are illustrated and it is more or less useless. The reach
of the web advertising is depending on the media and target group. The costs arise
through cost per click or cost per impression. The personalisation is low. (cf.
Kreutzer et al. 2015, p. 119 - 132).

The affiliate marketing is related to the web advertising and describes the integrated
advertising spaces on partner companies, so called affiliates (cf. Popa 2015, p.
1271f). It is also known as partner programme or web-based sales cooperation.
The advertiser only pays, when a before defined goal, like a sale, occurs (cf.
Edelman/Brandi 2015, p. 1). The aim of the advertiser is to increase the web
presence and to enhance the reach of the internet activities. The aim of the affiliate
Is to gain advertising revenues and to profit from the image of the partner (cf.
Kreutzer et al. 2015, p. 132 - 135).

3.4.4 Webinars

Webinars are webcasts, which enable the transmission of knowledge. Webcasts are
videos, who are especially created for the internet. They can be live or offered via
download and in combination with chatrooms and forums used for the interactive

communication (cf. Kreutzer et al. 2015, p. 213 - 215).

Webinars are mainly used for customer service, lead generation and showing
expertise (cf. Jarvinen et al. 2012, p. 105). They are created for a specific target
group and the costs and time arise for the production and maintenance, but not per
click (cf. Kreutzer et al. 2015, p. 213 - 215).

3.4.5 Blogs

Blogs can be seen as personal or corporate online logbooks or diaries. In corporate
blogs, employees and customers have the opportunity to provide contents and
communicate (cf. Ceyp/Scupin 2013, p. 79 - 81.). The entries or postings can be
seen as expressions of opinions, where the most recent version is shown at the
beginning. Their content can be tagged with keywords for a better retrieve. Postings

can be linked to other blogs or websites as well as be forwarded (cf. Potter 2009, p.
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12f.). Readers can leave comments on the postings, therefore they gain an

interactive character (cf. Kreutzer et al. 2015, p. 188f.).

Blogs are used to increase awareness, show a company’s expertise and lead
generation (cf. Jarvinen et al. 2012, p. 105). They are created for a specific target
group with a wider reach than webinars and the costs and time arise for the writing
of the postings, not per click. As readers can post comments, the control can be
challenging (cf. Kreutzer et al. 2015, p. 188 - 190).

3.4.6 White papers

White papers are discussion papers, which are provided in the form of an article,
report or study to transport knowledge or be a concrete decision assistance and
show expertise. They can be offered via E-mail, download on a website or a landing
page often in exchange for personal data. The cost and time arise for the creation.
In general, they are created for a specific target group (cf. Kreutzer et al. 2015, p.
6f.).

3.4.7 Electronic catalogues

Electronic catalogues provide an overview of various products and services from a
company online. It can be implemented in the website of the company, can be
provided as a download or be integrated in the merchandise management system
on the own website or on the customer’s to ease the business buying process. They
can be for public or restricted to existing customers. Costs arise through the creation

and maintenance for the catalogue (cf. Werani/Leitner 2015, p. 466f.)

3.4.8 E-mailing and newsletter

E-mails are messages, which are delivered from the sender to the recipient via
electronic technology (cf. Kreutzer et al. 2015, p. 60). E-mail and newsletters are
one-directional communications measures (cf. Jarvinen et al. 2012, p. 113). They
can contain a prompt for reaction to get into a dialog with the customer (cf. Kreutzer
et al. 2015, p. 60f.).

E-mail marketing deals with the systematic transfer of marketing-related content. It
is rated to be one of the most efficient marketing measures for generating leads (cf.
Kreutzer et al. 2015, p. 61 - 63.; cf. Popa 2015, p. 1273). E-mail marketing can be

divided into following categories:
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e Trigger e-mails — are used to aspires specific communication objectives and
to trigger the behaviour of the recipient in a specific direction. They can be
created for standalone campaigns, can be used as a starting point for a long

term campaign or be part of a cross medial campaign.

e Transaction e-mails — are accompanying the business processes of a
company like an order confirmation or an invoice. They are used to ease and

safe time and at the same time to build trust and long term relationships.

e After sales e-mails — are used to complete a buying process as well as to
offer additional products and services. In general they are used to continue

the customer communication and for customer retention.

e E-newsletter — are created to inform customers and stakeholders. They are
applied to build up a periodic communication to the customer to increase
customer retention and purchase intensity. E-newsletter can be used in every
buying process phase. The content of the e-newsletter should address the
target person directly and with individualised content oriented on the specific

requirements (cf. Kreutzer et al. 2015, p. 61 - 63).

Marketers have also to consider the device, where an e-mail or e-newsletter will be
consumed, for example on a screen or on the mobile phone. Furthermore, different
contents can be tested via the sending of two different contents to a small group of
the target group. Due to the controlling possibility, the reaction of the recipient can
be analysed and the better working one can be send to the rest of the target group.
In general, the degree of personalisation depends on the target group. The costs
arise from the creation of the e-mail and for a possible e-mail tool (cf. Kreutzer et al.
2015, p. 67 - 77).

The use of e-mail marketing is limited because of necessary permission before e-
mail contacting a person, due to missing e-mail addresses, the application of spam-
filters (cf. Kreutzer et al. 2015, p. 63f.).

3.4.9 Online forums and communities

Online forums enable users to exchange ideas, opinions and experiences. Users
often post questions to specific topics, which are answered by other members. The
dialog is called thread. Online communities are characterized by a tighter relation
between the members and a work on specific topics together (cf. Kreutzer et al.
2015, p. 209f.; Ceyp/Scupin 2013, p. 78 - 80).
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Online forums and communities allow an intensive communication and cooperation
between members independent on their geographical distance. B2B companies are
using them to get into a continuous dialog with their target group and show
expertise. Company created forums and communities are easier to control than
external ones and experts of the company can be consulted for answering

questions. (cf. Kreutzer et al. 2015, p. 209f.).

3.4.10 Social media networks and media sharing platforms

Social media networks are integrated elements, platforms and tools of digital
marketing that facilitate social interaction between businesses and customer
networks (cf. Mallek 2010, p. 13 - 15). They describe networks, where participants
are connected by one or more relations (cf. Jarvinen et al. 2012, p. 104). Different
types of relations define different types of networks. However, it is not compulsory,
that all actors are connected to each other (cf. Xevelonakis/Som 2012, p. 99).

In the area of B2B, the quality wins over quantity - the quality of the follower and
the quality of the content are in the focus (cf. Brennan/Croft 2012, p. 3) . Related to
the business buying process, the providing of relevant information is of high interest.
In addition, social media can increase customer satisfaction as well as the reputation
of the company, accompany the branding and enhance the attention of new
customers (cf. Kreutzer et al. 2015, p. 149 - 167).

Social networks offer following functions:

e Creation of a profile with basis information

e Enrichment of the profile through postings, photos, videos, links etc.

e Connected people/other members to the person/company

e Communication between the members of a social network (cf. Kreutzer et
al. 2015, p. 149 - 167)

Media sharing platforms enable companies and private users to upload and share
videos, photos, presentations and audio files online. This content can be owned and
published by the company itself or by company-indented users. The content of
media sharing platforms influences the search engine results and is used for search

engine optimization (cf. Kreutzer et al. 2015, p. 197 - 202).
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In general the reach is very high, the personalization often low. The control of the
social media channels can be difficult, because of various ways the customers can
react or post. (cf. Kreutzer et al. 2015, p. 197 - 202).

Following the popular social media networks and media sharing platforms Xing,
LinkedIn, Twitter, Facebook, Google+, Youtube, Instagram and Pinterest are
described (cf. JusCius et al. 2016, p. 49):

Xing / LinkedIn

Xing and LinkedIn are open professional social networks. Employees can present
themselves through a picture and a CV and are using them to initiate business
contacts, look for new job opportunities, professional advice, business ideas or join
a specific group. Companies can create specific sites, where they present the
company on the open social network platform and are mainly using them for image
and recruiting (cf. Kreutzer et al. 2015, p. 158 - 160). Companies as well as users
can set up or join LinkedIn Groups for free. They are used for the exchange of
information to a specific topic, e.g. for the automotive industry: Auto OEM Network
or Automotive Industry Professionals Worldwide (cf. Procopio 2012, p. 46; LinkedIn
2017).

LinkedIn is larger than Xing, has about 106 Million monthly active users and is used
all around the world. In contrast Xing is very successful in the D-A-CH region (cf.
Kreutzer et al. 2015, p. 158 - 160; Statista 2017).

Twitter

Twitter is a micro-blogging platform, which means that the length of the postings is
limited. Twitter has about 317 million active users every month. On twitter, the
recipient is deciding, what postings he wants to receive. He can follow specific
accounts and subscribe for specific members. Following the recipient can reply to a
posting or forward it (retweet it). Companies have the opportunity to distribute news
and offers as well as communicating to their stakeholder in real time. (cf. Kreutzer
et al. 2015, p. 166; Ceyp/Scupin 2013, p. 79f.; Statista 2017). B2B companies use
twitter mainly for customer service, PR and sales generation (cf. Jarvinen et al.
2012, p. 104).

Twitter is restricted in China, North Korea and Iran. Here Sina Weibo dominates the
market, which is similar to twitter and has 297 million active users every month (cf.
Savitz 2012; Statista 2017).
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Facebook

Facebook is one of the biggest private social networks worldwide and has
1.870.000.000 monthly active users (cf. Statista 2017). The private exchange with
other users is in the focus. Companies can create fan pages to represent their
company. Followers can commit to a company by clicking on a like button.
Consequently, the company post will be presented in the news feed of the fan and
can be shared or forwarded to other members. Companies have to consider the
value of their site, where providing information, engagement of and communication
to the follower is important. In addition, Facebook also offers advertise placements
for companies. Due to the collection of enormous data of the members, the
advertisements can be target and shown to a specific group (cf. Kreutzer et al. 2015,
p. 166 - 183). Facebook is mainly used on the B2B level for customer engagement
and branding (cf. Jarvinen et al. 2012, p. 104).

From a global view, Facebook is the biggest private social network, but Marketers
have to be aware, that it is restricted in China, North Korea and Iran. Due to the
large size of the Chinese population, this restriction has a huge impact. If Marketers
want to enter the market in China, there are social networks like QQ, one of China’s
oldest social networks with about 877 million monthly active users. QQ is an entry
point for Qzone, which is similar to facebook, with about 632 million active users
every month (cf. Savitz 2012; Statista 2017).

Google+

Google+ is similar to Facebook and also a private social network. The advantage
for companies is, that company sites created on Google+ are counted by the
algorithm of the search engine and help to get a better position on the organic
search. Members of Google+ can follow the company, assess and review it.
Following these assessments are also shown in the organic results of the search

engine Google (cf. Kreutzer et al. 2015, p. 183f.).
YouTube

YouTube is one of the biggest media sharing portals for videos and has about
1.000.000.000 active users every month (Statista 2017). Videos can be streamed
online and watched via web browser. Users can comment on videos, share them or
create playlists (cf. Ceyp/Scupin 2013, p. 86f.). Companies can create a company
channel with their own logo and company content. The main goal is not to drive
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people to the YouTube platform, but to find people on YouTube and direct them to
the own website (cf. Procopio 2012, p. 52). Depending on the objectives of the
company, the channel can also be used to build awareness, to create or strengthen
a brand name, etc. Furthermore, demonstration videos for a better understanding
of a complex product or service can be transmitted (cf. Kreutzer et al. 2015, p. 197
- 201). In addition, many B2B companies use YouTube as a platform for webpage
video integration and as a channel to boost viral marketing effects (cf. Jarvinen et
al. 2012, p. 104). YouTube offers also paid advertisements in form of banners or in-
stream advertisements. (cf. Kreutzer et al. 2015, p. 201f.). Through various
targeting options like demographic groups, interests or keywords, the audience can
be narrowed (cf. McLeod 2017).

Instagram

Instagram is one of the biggest picture sharing portals and has about 500 million
active users every month. It is owned by Facebook and enables the members to
upload and share pictures and short videos. Specific storylines can be created.
Users can comment, assess and forward the pictures and stories (cf. Kreutzer et al.
2015, p. 201f.).

Pinterest

Pinterest is also a popular social media platform, has 150 million active users every
month and enables users to pin pictures and videos on a virtual pinboard. Videos of
YouTube can also be implemented on the pinboard. The postings can be described,
liked and shared (repinned) on the own pinboard. The repining creates a virtual link
network, because the pins are linked to the original (cf. Kreutzer et al. 2015, p. 186
- 188.; Statista 2017).

B2B companies mainly use Pinterest to transport their vision, culture and values or
to create a virtual product catalogue for viral distribution. In the automotive industry
the sustainability value or the trend of electrified cars for example could be

transported within this media (cf. Procopio 2012, p. 57).

3.4.11 Mobile marketing

Mobile marketing is used to follow the trend of using wireless devices with internet
connection, due to an increase in technology as well as decreased prices for mobile

phones, tablets and tariffs of providers. Processes and contents have to be oriented
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to the specific user situation. Websites and newsletters have to be adjusted, offers

have to be changed to be displayed on apps etc.

Mobile areas of applications are QR Codes, which link to online content, mobile
websites, which are configured for mobile devices and apps, which are downloaded
programs or piece of software designed to fulfil a particular purpose and can be
downloaded on the device. However, in the centre of the mobile marketing stands
the benefit of the user (cf. Kreutzer et al. 2015, p. 230 - 242).

3.4.12 Virtual and augmented reality

Virtual reality (VR) designates the creation of a virtual world that users can interact
with (cf. Mind commerce, 2012, p. 82 - 84).

Augmented reality is the connection of the real life with virtual reality by utilizing the
smartphones compass, camera and GPS system. Therefore virtual content is
blended into and enables users to interact with virtual contents in the real world. It
is often displayed within an app of a mobile device. It is used for entertainment and
education, advertising, navigation systems, customer service support etc. (cf. Mind
commerce, 2012, p. 82 - 84).

3.5 Controlling of new media

New media measures have to be monitored and controlled about their performance
and related to their target group. Controlling means the systematic collection,
observation and monitoring of a process with the help of technical equipment (cf.
Potter 2009, p. 471.).

The technological progress offers new effective ways to measure marketing
performance. Particular objectives have to be set for every online instrument.
Consequently, these objectives have to be equipped with KPI's, monitored and
improvements have to be derived and developed (cf. Kreutzer/Blind 2012, p. 90f.).
Following common KPIs can be applied to various channels and are dependent on

the objectives:
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KPI

Site visits / page views

Click-stream data

Click through rate

Conversion rate

Bounce rates

Opening rates

Registrations/sign
up/subscribers

Duration/site stickiness

Ad impressions
Ad clicks
Downloads
Likes/Shares
Comments

Engagement rate

Cost-per-mille
Cost-per-click
Cost-per-lead/Cost-per-
interest

Cost-per-order

Cost-per-action/cost-per-

conversion
Cost-per-time interval
Targeting cost
Return on Investment
(RQI)

Explanation

number of calls of a website trough users and
indication for the reach of the website. In this context,
the gross reach includes multiple calls by one user in
contrast to the net reach.

enables companies to track, how exposure to a
specific digital marketing action on a particular
platform contributes to website traffic generation and
customer actions, such as downloading a brochure, or
abandoning the visit. Therefore, the visitors navigation
path can be illustrated and analysed to optimize the
companies website structure and content.

number of clicks on the content of the newsletter or
clicks on an ad. In relation to newsletters a combination
with the duration, unsubscribe rate and forward rate
indicates the relevance of the content.

percentage of users, who show a desired action. In
particular, it can mean the conversion of a visitor into a
potential customer.

number of e-mails, which could not be delivered to the
recipients and anindication of the quality of the
addresses

number of recipients, who have opened an e-mail.
Furthermore the volume of sended e-mails in relation to
the volume of opened e-mails.

number of mailing list entries as well as requests for
information or the acceptance of an invitation etc.
duration time of a user on a specific new media
measure

number of visual contacts of an ad

number of clicks on an ad

number of downloads

number of likes or shares of content

number of comments

volume of recipients, who were active due to a
measure

cost per 1000 impressions

cost per click on an ad or media

cost of winning a potential customer due to generation
of a specific address

cost on completion of a sale

cost for a desired action of the recipient

cost for the time an online measure is placed
cost for improvement of an online measure
profit of a new media measure in relation to the
investment

Table 1: List of common KPls

(based on Kreutzer et al. 2015, p. 77 - 80.; Kreutzer/Blind 2012, p. 185 - 187; Smith 2016, p. 117 -
119; Jéarvinen et al. 2012, p. 107 - 109)
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In addition to the data analysis, marketers should check the function and usability
of their website, channels for delivering best quality visitors, social media and
content marketing contribution to the brand and the share of voice (the percentage
of online content and conversation compared to competitors).

After the survey of data and measures, the focus lies on improvement, learning and
insights of the customers (cf. Smith 2016, p. 236 - 253).

3.6 Arrangement options and opportunities for B2B marketing

In general, new media activities have to be implemented in the overall marketing
strategy. However new media offers specific arrangement options especially in the
B2B marketing compared to traditional marketing measures, which are following
described:

Strong focus ability on target persons and target groups, higher
customizability of transmitted messages

Several new media measures allow the transport of specific target person or group
oriented messages via different new media channels. New media also enables the
individualisation of the content regarding to the specific target group. Due to an
interactive dialog to the customer, the company has the ability to learn about the
customer. It can analyse the surfing and information seeking behaviour of internet
users. In addition, profile data of customers can be evaluated. The customization of
the content leads to a reduction of scattering loss and an increase of the relevance

of the message.
Possibility of positive synergies between new media measures

New media measures are interdependent among each other and can have positive
synergies in transmitting a consistency image to the customer. In contrast, an
inoperable link from one new media measure to another or a not working website
can have negative impacts. Therefore, an integrative planning and implementing
process has to be developed.

Opportunity of immediate or short time response

Due to a call-to-action within the transported message, the attention can be
increased. New media measures are not a one-way road, they allow the recipient to
become active and respond and allow a contemporary or sometimes also real time

reaction and response on both sides.
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Possibility of personal interaction

New media can provide call-back buttons or real time chat opportunities to give the
recipient the possibility to get into personal interaction with the supplier.

Fast forward of online activities

Many new media measures can be realised in short times compared to offline

activities. In addition, postings can be forwarded immediately.
Usability of small marketing budgets

Many new media instruments can be realised with a small marketing budget. For

example sending a newsletter is cheaper than sending a letter via post.
Global scope

New media can be applied on an international level. It can be distributed over
boundaries without additional work.

Information is accessible 24/7

Regular operating hours are eliminated. Costs can be reduced on both, buyer and
seller side through an increase in efficiency of operations, transactions and

interactions.

Comprehensive and contemporary evaluation of the results of online

marketing measures

Due to contemporary reactions, reacting data is available and the success potentials
can be analysed. Testing facilities can be realised for example by sending two
different newsletters to a test audience and following seeing which one has more
success. Surfing behaviour and dropout rates can be analysed on an hourly or daily

basis.
Performance oriented payment of partners and service providers

Cooperation with different online partners and service providers are invoiced on a
performance oriented basis. For example, companies are not paying for the
placement of an advertisement, but for the winning of leads by click (cf. Kreutzer
et.al. 2015, p. 8 - 12).
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4  Business buying process

The previous chapter new media gave a definition and overview about the use and
influence of it. Following, this chapter will address the business buying process in
detail and furthermore the specific impact of new media on the whole process.
Gaining a deeper insight into the fundamental system of the buying process, the
people involved and how to address each individual's needs with the right
information at the right time to develop measures and actions is a prerequisite to
reach the objective of this master thesis, the enhancement of the contact frequency
to the customers (cf. Procopio 2012, p. 15).

Business success is often determined by the ability of individuals to manage the
B2B relationships over considerable periods of time (cf. Baker 2003, p. 144). B2B
marketing is not only selling to people, but furthermore selling to multiple people in
very different roles (cf. Procopio 2012, p. 14). The model of the business buying
process is taken into focus of the master thesis, because it is building the basis for
the understanding of the different people involved in the process and their roles. It
gives an overview of customer’s behaviour in the buying process (cf. Solomon 2013,
p. 394 - 396). Furthermore, the business buying process is focusing on the buying

centre, the influencing factors as well as buying situations and phases.

In general, every stage of the business buying process is influenced by new media.
New media has affected the communication between the buyer and the seller and
the delivery options of customer service before, during and after a purchase (cf.
Harrison-Walker/Neeley 2004, p. 21f.). The access to online resources changes
the way customers decide, what to buy (cf. Solomon 2013, p. 344f.).

Therefore the knowledge of the business buying process in principle and in relation
to new media is essential and relevant for the successful development of a
comprehensive new media concept (cf. Baker 2003, p. 142). Following the business

buying process and the influences of new media are explained.

4.1 Participants in the business buying process

The B2B buying process involves different people, from the actual buyer to the

influencers to the employees, who will use the product or service and is often formal
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(cf. Solomon 2013, p. 344f.). A major characteristic of business buying is, that it is
a group activity. Depending on the complexity and volume of the situation, several
participants are involved. These group members are cumulated under the term
‘buying centre’ (cf. Webster/Wind 1972, p. 53). The buying centre represents a
theoretical construct to address the involved persons and instances of the customer
buying process (cf. Kreutzer et al 2015, p. 20) It is not an institution and therefore
has not to be established in every buying situation (cf. Douven 2009, p. 13).
The participants of the buying centre can have one or multiple as well as overlapping
of the following roles (cf. Kotler/Keller 2012, p. 188 - 190, cf. Solomon 2013, p. 394
- 396, cf. Baker 2003, p. 144f.):
¢ Initiator — starts the process and define that something is required
e Users — deploys the product or service
¢ Influencers — affects the buying process by helping define the requirements
or by his technical expertise
e Deciders — determines on product requirements or suppliers
e Approvers — authorize the proposed actions of deciders
e Buyers — have formal authority to select the supplier, can do commercial
transactions on behalf of their company and set the purchasing terms
e Gatekeepers — have the power to control the flow of information into the

buying process

The composition of the buying centre depends on the specific buying situation and
is influenced by the company size, the degree of specialisation and the company
orientation. Buying centres usually consists minimum of five to six members, but the
number can be much higher (cf. Baker 2003, p. 147f.).

The members can be employees of the company but also come from outside the
company like consultants or technical advisors (cf. Kotler/Keller 2012, p. 188 - 190).
The various participants can differ in their interests, authority, power of persuasion
and also in decision criteria (cf. Kotler/Keller 2012, p. 188 - 190).

Business marketers are faced with the challenge to identify those key individuals,
the roles of them, the influencing factors and the major goals pursued. They can
only gain this knowledge by building long and extensive contacts to their customers
(cf. Baker 2003, p. 144 - 146).
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4.2 Influencing factors on the buying centre

The buying centre and its participants are influenced by various factors.
Webster/Wind (1972, p. 52 - 54) developed a comprehensive model to illustrate the
influencing factors on the buying centre. It represents a framework for analysing
organisational buying behaviour. The individual is at the centre of the buying
process and the buying centre and is constraint by the organisation guidelines and

both are in turn influenced by their environment (cf. Webster/Wind 1972, p. 56f.).

The basis of the model is built on the assertion, that the organizational buying is a
decision making process carried out by individuals, in interaction with other people
and within the context of a formal organization. The organisational structure, the
actors and the available technology can influence the buying centre structure. The
organization on the other hand is affected by the environment for example by values
and norms. Consequential the focus lies on four classes: environmental,
organisational, social and individual. The model of Webster and Wind (1972)
represents the basis for the model of Herbst/Kemmerling (2015, p. 38 - 40). They
refined the model by the output factors. Following figure illustrated the influences on
the buying centre:

Input factors

Organziational
factors

Output factors

Py + Buying Center efficacy

and efficiency
» Other variables

Inside factors

* Social factors

«+ Individual factors

« Decission making
process

Figure 5: Influences on the business buying center
(based on Herbst/Kemmerling 2015, p. 38)

In this model, the focus lies on inside as well as input and output factors. The social

and individual factors as well as the decision-making process counts to the inside
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factors, because they represent internal factors to the buying centre. The
organisational and environmental factors are external determinants of the buying
centres and are assigned as input factors. The buying centre influence on other
variables, like the influence on the new product technology adoption process or the
influence on diffusion of innovations, are called output factors (cf.

Herbst/Kemmerling 2015, p. 38 - 40). Following they are described in detail.

4.2.1 Environmental factors

The participants of the buying centre are affected by their changing environment,
which means by economic, physical, political, technological (including new media),
legal and cultural factors (cf. Webster/Keller 2004, p. 393 - 395). In general, these
environmental factors are profound, pervasive, complex and difficult to identify and
measure. They influence the buying centre as well as buying process through
providing information and opportunities for example through new media or rather a
variety of institutions like suppliers, competitors, governments, trade associations
professional groups and other influencers. These factors vary from country to
country. Marketers have to be aware of those environmental factors, when they
develop or adapt their international marketing strategy (cf. Webster/Wind 1972, p.
53 - 55).

4.2.2 Organisational factors

The context of organisations like objectives, resources, strategy, tasks and structure
guides constraints the actions of the individuals (cf. Webster/Keller 2004, p. 393 -
395). Organisational buying behaviour is motivated and directed by the
organisational goals and tasks and the organisational framework, which means
technology (including new media), structure and actors. These factors are
interacting among and are dependent on each other. They define the information
system, expectation, goals, attitudes and assumptions for each participant involved
in the process (cf. Webster/Wind 1972, p. 53 - 55). Furthermore the decision
influences by the organisational climate of the own company and the expectations
about the supplier. In addition, the decision is also affected by customer loyalty and

the long term relationship to a company (cf. Solomon 2013, p. 394 - 396).

4.2.3 Social factors

The participants of the buying centre make decisions in interaction with other
participants. They are affected by many social and interpersonal influences within
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the buying centre at multiple levels. As an example: they have to consider the
requirements of their department, when they try to find a solution, but in contrast
need to find a consensus in the buying centre with other participants. Each
participant has different priorities about the decision criteria and perceive the
involved risks in a different way (cf. Webster/Keller 2004, p. 394f.). Marketers have
to focus on the identification of the various roles with their expectations and
behaviour in the buying centre, the interactions between the members and from
outside and the group dynamics. This can be very complex for marketers to unravel
due to the possibility of multiple roles, a lack of information and the dynamic of the
system and can only be done in long term relationships (cf. Webster/Wind 1972, p.
53 - 56).

4.2.4 Individual factors

Business buying is a combination of individual and organisational decision-making
processes. Essentially, it can be said that individuals and not organisations make
decisions. The individual is influenced by a complex combination of personal and
organisational objectives. They find their motivation in their own requirements and
perceptions as they do their work in an attempt to maximise the rewards offered by
the organisation. This can be realised by finding a solution to the organisations
economic and strategic problem. In this sense, the business buying decisions are
both rational and emotional, as they serve both the company’s and the individual’s
requirements (cf. Webster/Keller 2004, p. 393 - 395).

The individuals are influenced by cultural, social and organisational factors and are
reflected in the experience, awareness of, attitude and preference toward specific
suppliers (cf. Webster/Wind 1972, p. 56f.). The self-perception and fall backs on
experiences play an important role (cf. Solomon 2013, p.394 - 396). All these factors
are depending on further external factors and people and their interaction with them
(cf. Webster/Wind 1972, p. 56f.).

The individuals of the buying centre are also influenced personally by their
motivations, perceptions, cognition, learning and preferences. These are depending
on their age, income, education, job position, personality, attitudes toward risk and
culture (cf. Kotler/Keller 2012, p.189 - 191). The participants of the buying centre

are also affected by achievement motives, which are related to personal
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advancement and risk reduction motives, which are related to uncertainty
avoidance.

Three types of uncertainty can be distinguished: uncertainty about available
alternatives, uncertainty about the outcomes related to alternatives and uncertainty
about the way relevant other persons will react to various outcomes. This
uncertainty can be reduced by information gathering. (cf. Webster/Wind 1972, p.
56f.).

4.3 Information seeking process

Customers need information throughout the business buying process to make
reasonable decisions. They are primarily seeking for information to reduce risk and
search for alternative products and suppliers (cf. Baker 2003, p. 150). New media
has changed the way people look for information and enables this information
search to be quicker, easier and produces relevant, timely information for purchase
decisions (cf. Harrison-Walker/Neeley 2004, p. 21; Laroche et al. 2015, p. 431).

Individuals can gain information through an internal or an external search like pre-

purchase or ongoing search (cf. Solomon 2006, p. 265f.).

First, the customer begins with an internal search in the memory of the own brain to
assemble information about different product alternatives. The memory can consist
of information, the customer has already been looking for directly in the past or by
incident in a more passive manner, where they can remember things they received
by incident (cf. Solomon 2006, p. 265 - 267). Therefore, the process of winning a

contract can start far before the selection of a supplier (cf. Piszczalski, 2000, p. 21f.).

Second, there is the need to supplement this knowledge with an external search.
The external pre-purchase search means that a customer recognizes a problem and
starts to seek the environment for specific information and data to make a
reasonable decision. The customer asks colleagues, leafs through catalogues
and/or browses new media channels to get the appropriate information (cf. Solomon
2006, p. 265 - 267).

Another form of information seeking is the ongoing search for information. Here the
customer is not looking for a specific information but browses just for fun to stay up

to date. The customer focus on building a bank of information for future use and will
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gain an increased knowledge about the market, buying efficiencies (cf. Solomon
2006, p. 265 - 267).

In both cases of an external search, customers are a perfect target for advertisers
when they declare their desire and interest to make a purchase and search online
for information. Therefore, search engines are paid by companies to show the name
of the brand. Also social media channels can influence the information seeking
process of customers. After looking for an information via a search engine,
customers continue their quest on social media channels like blogs or networking
platforms to get people’s opinions about the product category or company.
Furthermore, customers are willing to like and follow the social media channel of a

company after their purchase (cf. Solomon 2013, p. 327f.).

The more complex, new and risky the purchase is, the more effort will be put into
the information seeking process as well as the evaluation of alternatives (cf.
Solomon 2013, p. 394 - 396). The economics of information approach says that
customers collect as much information as needed to make a decision (cf. Solomon
2006, p. 267f.). Limited research can be relegated to the cost of information
gathering (cf. Baker 2003, p. 150). The most valuable information will be gathered
first, afterwards the search will be continued as long as the process of gathering is
not too oppressive or time consuming (cf. Solomon 2006, p. 267f.). Therefore, there
are customers, who will try to seek for the best possible result in contrast to
customers, who have to decide for the solution which is adequate or good enough,
when they do not have the recourses to weight every possible factor in a decision
(cf. Solomon 2013, p. 328f.).

In contrast, customers can also suffer from too much information, a so called
information overflow: Typing “powertrain engine” into a search engine delivers
enormous amounts of product and retailer information within seconds (cf. Solomon
2013, p. 344 - 346). Therefore, customers tend to ease the information seeking
process and reduce choices by engaging in an ongoing relationship with a company.
Following customers are willing to repurchase instead of looking for a new supplier,

because of information seeking and switching costs (cf. Marshall 2010, p. 67).
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The major challenge for marketers is to stand out and get the attention of the
customer in their information seeking process (cf. Piszczalski 2000, p. 22). This can
be done through branding.

4.4 Relevance of branding

A brand can be a name, sign, symbol or logo that connects a good or service to a
company, differentiates it from others and gives an individual meaning for the
customers. A brand is much more than just a name, it is a valuable intangible asset
and has to be managed so that its meaning is preserved and increased and so that
customers form strong ties as a result. Branding can influence not only customers
in B2C, but also in the B2B markets (cf. Baumgarth 2010, p. 40 - 42). In the case,
that two or more suppliers offer nearly the same product, the buyer might make the
decision out of personal preferences or special favour (cf. Webster/Wind 1972, p.
56f.). In this context, the brand can have a great influence on the individual. From a
psychological view the brand awareness and brand image are important. Therefore
products and services have to be associated with a brand and attributes, benefits
and the distinctiveness of the brand has to be transmitted. Strong brand awareness
and preferred attitudes among the different participants of the buying centre can
have an influence throughout the process, when it comes to the authority decision
makers, who decide on behalf of the company. It also has an impact, if one of the
members have a veto power or to overturn the decision (cf. Webster/Keller 2004, p.
388 - 397).

However, new media can be used to build up a brand or to strengthen the brand of
a company through specific content and the distribution of it via new media channels
(cf. Kotler/Keller 2012, p. 186).

4.5 Buying situations

Decisions of the buying centre are depending on the complexity,
newness/experience, number of people involved and the time required (cf. Baker
2003, p. 149). According to Robinson et al. (1967), three different types of a buying

situation, so called buying classes, can be identified:
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Types of buying | Explanation
situation

Products and services are reorders on a routine basis and the
decision for the supplier is made from an approved list. In
contrast, the supplier endeavours to provide the products and
services with the required quality and often offers an
automatic reordering system to save time. For new suppliers
it is very difficult to break into such a relation and strong
reasons are necessary to the buying organisation to justify
the effort of changing supplier and increased risk.

The company already has experience with a product or
service, but requires to change product specifications, prices,
delivery channels or other terms. The existing supplier tries
to meet the new requirements to maintain the customer.

The company purchases a product or service for the first time
and has no previous experience. The higher the cost and risk,
New buy the larger the buying committee, the more effort is spent for
the information seeking process and the longer the decision
making process will take.

Straight rebuy

Modified rebuy

Table 2: Types of buying situation
(based on Robinson et al. 1967, quoted from Webster/Keller 2004, p. 393)

These buying classes influence both the composition of the buying centre and the
buying process itself. Over time, the new tasks become modified rebuys or straight
rebuys. The new task buying is the most challenging one. The professional buyer
has to define the requirements of the purchase and has to find the information he
needs (cf. Kotler/Keller 2012, p. 186 - 188).

According to the different types of the buying situation, branding also plays an
important role. In the straight rebuy situation, the brand can be a driver for customer
loyalty. In new-buy situations, the brand name is important for recognition and brand
promise can build up trust. However, the brand image must have value and
relevance to the member of the buying centre and have meaning, that can be shared
among them. Therefore, the focus of branding lies on building relationships, not
individual transaction. (cf. Webster/Keller 2004, p. 388 - 397).

4.6 Business buying process

The business buying process describes the journey the customer goes through
when buying a product. It includes pre-purchase, purchase and post purchase
stages and is characterised by the establishment of the need for products and
services and identify, evaluate and choose among alternative products and
suppliers (cf. Kotler/Keller 2012, p. 183). The overall aim of moving a customer
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through these three stages is customer satisfaction and retention over the long term
(cf. Harrison-Walker/Neeley 2004, p. 22).

In the literature, several models of business buyer processes can be found. Ozanne
and Churchill (1971, p. 323f.) defines 5 processes stages: awareness, interest,
evaluation, trial and adoption. Kotler/Keller (2012, p. 166 - 168) focus on the
individual decision process and defines 5 stages of the buying decision process:
problem recognition, information search, evaluation of alternatives, purchase
decision and postpurchase behavior. These models adopt only a partial approach.
In crontrast, the buygrid model developed by Robinson et al. (1967) is more
comprehensive and consists of eight stages (cf. Kotler/Keller 2012, p. 186 and cf.
Baker 2003, p. 150f.). Depending on the different buying situations, phases can be
skipped or compressed. Because B2B purchases are often high in volume and
technical knowledge, customers have high involvement and go through all the
stages. New media marketing can be useful in all stages to provide information or
build up a brand name and establish trust (cf. Kotler/Keller 2012, p. 186).

Table 3 gives an overview:

Buying situation
Phases New Task Modified Straight
Rebuy Rebuy
1. Problem recognition Yes Maybe No
2. General need description Yes Maybe No
3.  Product specification Yes Yes Yes
4.  Supplier search Yes Maybe No
5. Proposal solicitation Yes Maybe No
6. Supplier selection Yes Maybe No
7.  Order routine specification Yes Maybe No
8. Performance review Yes Yes Yes

Table 3: Eight stages model combined with the buying situation
(based on Kotler/Keller 2012, p. 195)
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“Yes” in table 3 means that the application of this phase is useful in this buying
situation. “Maybe” means, that it can be applied and “No” implicates that the phase
IS not useful in this buying situation.

Phases 1-5 are counting to the pre-purchase phase. Phases 6-7 are describing the
purchase phase and the phase 8 stands for the post-purchase phase (cf. Harrison-
Walker/Neeley 2004, p. 23).

In following, these phases are described:

4.6.1 Pre-purchase phase

The pre-purchase phase is determined by the problem recognition, the general need
description, the product specification, the supplier search and the proposal

solicitation.

Problem recognition

The buying process starts with the recognition of a problem, which can be solved
by the development or purchase of a good or service. The identification can be
triggered from inside the company e.g. by a product innovation or machine defect
or from an external stimuli e.g. when the person is seeing something new at a trade
show, sees an advertisement online, etc. (cf. Kotler/Keller 2012, p. 195 - 197). In
this stage, new media can help to trigger the recognition through specific information
about innovations and offered services transmitted through new media channels (cf.
Kotler/Keller 2012, p. 195 - 197). In addition, the sales person can have an impact,

when he/she calls at the right moment (cf. Ozanne/Churchill 1971, p. 323).

General need description and product specification

After the problem recognition, the required product has to be defined. This is easier
for standard products than for complex items. The complexity of the needed
products or services often requires a lot of knowledge about the product category
and companies often assigns engineering teams to get the technical specifications
(cf. Solomon 2013, p. 394 — 396, Kotler/Keller 2012, p. 195f.). In these phase it is
important to assist the customer by providing technical information and describing
how they meet the customer’s needs (cf. Kotler/Keller 2012, p.195 - 197,
Ozanne/Churchill 1971, p. 323f.). This can be realised through electronic
catalogues, frequently asked questions area on the website, online product
demonstrations or new product announcements. It is common that this information

is non-targeted, which means that every potential customer gets the same
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information (cf. Harrison-Walker/Neeley 2004, p. 23). In contrast, the company can
also provide tailor made information and enter into a dialogue with the customer, for
example trough customer protected discussion groups or chatrooms (cf. Harrison-
Walker/Neeley 2004, p. 24).

The supplier can recognize the urge and take an active part in the specification
process or add additional value. New Ideas, reduced procurement and management
costs are some of the advantages for the customer. In addition, the seller profits
through lower operating costs and reduced paperwork by long term contracts and
additional purchasing (cf. Kotler/Keller 2012, p. 187 - 189). If a supplier is able to
assist in this phase, the relation to the customer can be deepened, the solution will
be demand oriented and can lead to an innovation for the remaining market. If the
supplier is focusing on radical innovations, the method is called lead user method.
Lead users are customers, which require products and services month or years
before others. They help to identify new trends and requirements and deliver new
ideas for new products. In this case, new media can help to identify them and

provide various ways of real time communication (cf. Pétter 2009, p. 35 - 37).

Supplier search
After the required product is specified, the buyer needs to find the most appropriate
suppliers. A high reputation for delivery, reliability and service can be very helpful
for the consideration of the buyer (cf. Baker 2003, p. 150f.).
In this phase, mass media communication can be very effective, when it comes to
the recognition and memory of a certain supplier (cf. Ozanne/Churchill 1971, p.
323f.). In addition, the trade directory will be combed through, contacts will be asked,
advertisements will be seen and the internet will be consulted (cf. Kotler/Keller 2012,
p.196 - 198).
The research through the internet is also popular and has an impact on the shape
of purchasing (cf. Kotler/Keller 2012, p. 196 - 198). Therefore, online marketplaces
are used in several forms:
e Catalogue sites: business buyers can purchase items through electronic
catalogues
e Vertical markets: business buyers can consult specialized websites like
plastics.com, where best price searches among thousands of plastic sellers
are made
e “Pure Play” auction sites: business buyers can buy through online auctions

to get better prices
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e Spot or exchange markets: on spot electronic markets the prices changes by
the minute

e Private exchanges: IBM, Walmart and other companies invite groups of
suppliers to private exchanges via link over the web

e Buying alliances: several companies buying the same goods are building
purchasing consortia to gain discounts by higher volume. Several automotive
companies like GM, Ford and others formed Covisint, which is a leading
provider of services that can integrate crucial business information and
processes between partners, customers and suppliers.

e Extranet links to major supplier: set up of a direct e-procurement account,
where employees can make their purchases this way

e Company buying sites: these are websites, where requests for proposals,

negotiates terms etc. are posted

The internet and accompanying online possibilities provide following advantages:
reduced transaction costs, time savings in order and delivery processes and foster

the relationship between partners and buyers (cf. Kotler/Keller 2012, p. 196 - 198).

In this phase, it is necessary for the supplier to recognize, when customers are
searching for suppliers and to identify good leads and converting them into sales.
The right message has to be transmitted through multichannel by sales calls, trade
shows, online activities, PR, direct mail and more.

At the end of the phase, the buyer will evaluate and have a short list of qualified
suppliers (cf. Kotler/Keller 2012, p. 196 - 198).

Proposal solicitation

In this phase, the buyer asks the selected suppliers to create proposals and evaluate
them afterwards. The proposals are often written and a presentation can be
required. Therefore, marketers have to know, how to write and present the proposal
with required state of the art technology and how to highlight the value and benefits
to the customer (cf. Kotler/Keller 2012, p. 198f.).

4.6.2 Purchase phase

The purchase phase illustrates the time of supplier selection and purchase and the

order routine specification.
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Supplier selection

After the proposal solicitation the buyer will specify and rank desired supplier
attributes, often in a supplier evaluation model. In this model, hard facts like price
as well as soft facts like reliability and flexibility are considered. The choice of
attributes and their relative importance differ between the participants of the buying
center. Negotiations with some suppliers can be done before the final selection (cf.
Kotler/Keller 2012, p. 199f.).

In general, business buyers decide for that company or product, which delivers the
highest benefit in economic, technical, service and social sense in relation to the
costs. Therefore, marketers must ensure, that the customer is receiving how their
products are different and better and ensure a superior customer value. This can be
arranged through framing, where a customer is given a certain perspective and view
of the company. It requires understanding, what customers are thinking about
products and services and then determining, how they should ideally think and
choose (cf. Kotler/Keller 2012, p. 193 - 195). Therefore, the supplier can give
recommendations to the buyer to assist him and close the sale (cf. Harrison-
Walker/Neeley 2004, p. 26).

Order routine specification

After the selection of the supplier, the buyer negotiates the final order in terms of
technical requirements, quantity, delivery date, return policies, warranties, and so
on. Different forms of contracts like stockless purchase plan or a lease contract can
be drawn up. In straight rebuys the supplier often offers an automatic reordering
system to save time, make the purchase comfortable and to retain the customer (cf.
Kotler/Keller 2012, p. 200f.). In addition, a real time vendor managed inventory
system can be implemented to ease the process (cf. Harrison-Walker/Neeley 2004,
p. 24).

4.6.3 Post-purchase phase

The post purchase phase is illustrating the time after a purchase and is determined

by the performance review.

Performance Review

This post purchase phase includes the fulfilment of the purchase (delivery) as well
as the periodically examination of the performance of the selected supplier by the
buyer. The result my lead the buyer to continue, modify or end a supplier

relationship.
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From the supplier view customer service is essential in this phase and is important
for building customer satisfaction (cf. Kotler/Keller 2012, p. 201 - 203). Customer
service can be realized through new media for example by order tracking on the
website, sending status reports via email, product return assistance as well as
discussion groups and forums, web-based customer training seminars and

customer feedback surveys through for example virtual meetings or webinars.

Marketers have to focus on the elimination of any doubt of the customer regarding
his purchase decision and has to assess the degree to which the product met or
exceeded the expectation of the customer. The customer should be involved
continuously, following the initial sale for example through soliciting customer

cooperation in product planning (cf. Harrison-Walker/Neeley 2004, p. 22 - 27).

5 Development of a new media concept

B2B companies are challenged to develop a comprehensive new media concept
and to identify tools appropriate to their marketing mix because of various available

new media channels (cf. Jarvinen et al. 2012, p. 104).

However, a comprehensive new media concept can help to meet the requirements
of the customers and can result in an improvement in communication and a positive
directed behaviour of the customer. Therefore customer satisfaction can be
increased, which can evolve from a long lasting relationship between a customer
and a company. It occurs by a complex information processing where the evaluation
of the purchase exceeds the expectations. (cf. Foscht et. al. 2011, p. 238).
Furthermore, this can strengthen customer loyalty and can lead to repurchases,

recommendation and further actions (cf. Douven 2009, p. 1).

For the development of a new media concept the SOSTAC model developed by
Paul Smith is often applied in practice (cf. Kreutzer et.al. 2015, p. 21). It is a logical,
flexible and structured approach and clarifies and simplifies the planning process of
the digital marketing plan (cf. Smith 2016, p. 11 - 15).

The elements of the SOSTAC model are illustrated in the following figure:
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5.4 Tactics

Figure 6: SOSTAC model for developing a new media concept
(based on Smith 2016, p. 16)

Following these elements are described in detail.

5.1 Situation analysis

The new media concept starts with the situation analysis. The more comprehensive
the analysis is, the easier the decisions will be later on. In this phase, the status quo
of the company activities has to be surveyed. Following external elements should
be analysed in detail: customers, competitors, partners and market trends. In
addition, the internal elements competencies, resources, performance and results
have to be identified. A SWOT analyses accomplish this phase of the SOSTAC
model. (cf. Smith 2016, p. 20 - 30).

5.1.1 Customer analysis

There are two reasons to start with the customer analysis: first marketers need to
know, where their audience congregates. Second marketers need to understand
what their audience requires to be able to communicate with them (cf. Procopio
2012, p. 16).

Customers have to be characterised through customer’s insights. Demographic
(job, age, gender etc.), psychographic (interests, attitudes etc.) as well as

technographic (technical, know how about new media application, click behaviour
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etc.) attributes can help defining the ideal customer. In addition, in the B2B industry,
job type, size of the company, location, centralised or decentralized, benefits sought
and attitude to risk are added (cf. Bogner 2006, p. 60f.).

Once the ideal customer is clearly defined, it becomes easier to find similar ideal
customers. Customer profiling helps prospecting, winning and retaining profitable
customers (cf. Smith 2016, p. 24 - 48).

5.1.2 Competitor analysis

Companies need to know, who their competitors are and what their competitive
advantage is compared to them (cf. Bogner 2006, p. 69f.). Due to the borderless,
global aspect, new and sometimes indirect competitors can enter the market.
Therefore, the competitor new media activities should be analysed. There are
service providers like similarweb.com, which are analysing the competitors’ new
media activities down to profiling the visits on the competitor website, its
performance and what is driving the success of the competitor related to their new
media measures. spyfu.com helps to identify the most successful keywords of your
competitor. (cf. Smith 2016, p. 80 - 97).

5.1.3 Partners

The external analyses should also include company’s partners and in particular new
media partners. They need resources and good working relationships. Partners are
for example affiliates, who promote your product, influencers, who can be bloggers,
tweeters, strategic alliances, whose brands add value, link partners, who help to
increase SEO, syndication partners, who will share your content online and
advertising partners, who are providing long term ad space (cf. Smith 2016, p. 97 -
99).

5.1.4 Market trends

Marketers have to be aware of market trends. Current there is a trend in the
customer information process: the attention spans are getting shorter, the content
IS getting more visual, increase in multi-tasking as well as there is an increase in the
use of mobile devices. Other recent digital trends are: huge masses of customer
data are generated every second, data storage costs keep falling, the internet of
things (the connection between devices), cloud wars (marketers use software to

automate and integrate, analyse and process customer data etc.), content wars (the
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creation of successful content compared to unsuccessful) (cf. Weghausel 2015;
Slade 2016, p. 38 — 40).

With this information, marketing plans can be adapted to the requirements of the
customers (cf. Smith 2016, p. 104 - 112.).

5.1.5 Competencies analysis related to new media

If a company has already initiated online marketing activities, marketers have to
unravel their performance and results, before spending further budget. Following
capability assessment from Smart Insights helps to identify the company
performance due to 7 aspects of digital marketing competencies, using a score from
1-5 (cf. Chaffey 2015):

e Strategic approach

e Evaluation and performance improvement process

¢ Management buy in to investment in digital marketing

e Resourcing and structure for digital including integration

e Data and infrastructure or platforms

e Integrated customers communications across paid-owned-earned media

e Integrated customers experiences across desktop and mobile devices

Figure 7 summarizes and ease the classification:

FOUR. Quantified
THREE. Defined
Digital . "
efined vision an
Prioritised marketing strategy stratagy and roadmap
A. Strategic No strategy activities
Approach
= Pertormancs i Volume-based Quality-based KPIs Value-based KPIs iimevaie i
mprovemeny KPIs ‘Last click’ attribution Weighted attribution
Process
C. Management " Verbal support, but Sponsorship and Active championing and Integral part of
s Limited ¢ i ’ :
Buy-in inadequate resourcing increased investment approriate investment strategy development
D Resoursing : Core skills centralised or Centralised hub and spoke Decentralisation and Balanced blend of
and No specific skills g % 74
Structure agencies Dedicated resources reskilling marketing skills
E. D:ta Limited / no Separate data, tools Partially integrated Integrated systems Flexible approach to
an customer database and IT services systems and data and 360° data sources optimize resources
Infrastructure
F. Integrated - Z Integrated, Personalised, . o
Cistomer Not integrated Core push aptlvnses Integrated inbound Paid-Owned-Earned Media opuml_ze_d for ROI
S oy synchronised approach and to maximize CLV
Communications media
G. Integrated Bosidip andimobie Partially personalized Integrated, Personalized Full contexual personalized
Customer Website not integrated Suppost (E)l raonalbed desktop and mobile web, mobile, email and experiences and
Experience PPOLt, Pe experience social media recommendations

(Chaffey 2015)

“Laggard”

“Competent average “Above-sector average “Market leading
capability” capability” ~capability”

Figure 7: Aiming for digital marketing excellence



A company, which is in the optimized area has a competitive advantage compared
to companies in other stages. With this model, companies have an orientation of
their performance, are faced with the reality and see if there is need for action and
where (cf. Chaffey 2015).

5.1.6 Performance and results analysis

The results of the new media measures are summarized by the key performance
indicators (KPIs). These numbers have to be seen in relation to previous periods
and competitors to have information value (cf. Smith 2016, p. 99 - 104). For a
description of KPIs, please see chapter 3.5 Controlling.

5.1.7 SWOT analysis

SWOT Analysis is a useful technique for understanding strengths and weaknesses,
and for identifying both the opportunities open to the company and the threats a
company faces (cf. Bertelsen 2012, p. 5). This model allows companies to identify
both, its internal factors linked to internal functioning and external factors that
depend on the environment in which it is processing. The SWOT analysis is used
as a decision-making tool and to facilitate the development of strategic plans (cf.
Speth/Probert 2015, p. 2).

The SWOT analyses accomplish this phase of the SOSTAC model, where the
results of the situation analyses are revived and those strengths, weaknesses,
opportunities and threats of the internal and external results are opposed (cf. Smith
2016, p. 20 - 112).

5.2 New media objectives

In general, the new media objectives have to be quantifiable and time bound as well
as have to correlate with the overall company goals (cf. Smith 2016, p. 112 - 120;
Procopio 2012, p. 17). The decision on the new media objective is very individual
and depends on the company. Nevertheless, new media has different objectives
such as an increase in revenue, margin, contact to their customers, brand value or
a decrease in costs by increasing efficiency of exchanges in terms of
communications and transactions (cf. Bogner 2006, p. 47 - 49) . New media can
also contribute to cultivating, deepening and strengthening customer relationships
and enhance customer loyalty. Listening to customers concerns and responding to
them will certainly intensify the customer dialogue (cf. Jarvinen et al. 2012, p. 105 -

107; Huotari et al. 2015, p. 761f.). Furthermore, companies use new media to attract
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new customers or to communicate directly and active to their existing customers.
New media can thereby help to build a certain image. The main digital marketing
objectives prosecuted by B2B companies relate more to the “soft” side like to
enhancing brand image and creating awareness than to drive direct sales (cf.
Jarvinen et al. 2012, p. 104 - 108).

5.3 Strategy

The strategy defines the way to reach the objectives (cf. Procopio 2012, p. 17). The
digital, new media strategy has to correlate with the overall marketing strategy and
determines the followed phase of tactics (cf. Smith 2016, p. 128 - 138,
Grabs/Bannour, p. 85f.).

At the heart of the strategy stands the customer. It includes the actual experience
the brand delivers to the customer across all contact points (cf. Smith 2016, p.
143f.). Therefore, from a strategic perspective the main focus of marketing activity
is to create superior value for customers in a more effective way than the
competitors (cf. Popa 2015, p. 1271f.).

Mehring (2009, p. 83 - 85) developed three strategy approaches, which can be
applied to new media: the proactive approach, the reactive approach and the
passive approach. The proactive approach represents a voluntary initiative towards
new media activities from the company. The reactive approach illustrates the wait-
and-see phase, followed by a reaction to avoid negative consequences. The
passive approach is characterized through a observer’s position to control the
communication, if anything is happening. Following the reactive or proactive

approach can be applied.
In addition, Smith (2015, p. 138-145) describes 9 components of a digital marketing

strategy to consider, but they do not have to be in the same order or be included

comprehensively:
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Components

Explanation

Target markets

Break downs of the market into specific segments, have to
be defined clearly

Objectives Summary of the objectives of the concept

Positioning Perception in the minds of their customers

Processes Description of new processes and new approaches
Partnership Focus on possible strategic alliances or marketing partners
Sequence The logical and chronological order of objectives and

measures. It also defines, whether the company focus on
customer acquisition or customer retention

Integration of
data

Integration of online and offline data like click behaviour data,
registration data etc.

Tactical tools
or channels

The major tools and channels you want to work with should
be decided. These are depending mainly on the target group.

Engagement

The level of engagement of the customer the company wants,

from ratings and reviews to collaborative co-creation

Table 4: Nine components of a digital marketing strategy
(based on Smith 2015, p. 138 - 145)

In the sequence, the focus of whether customer acquisition and customer retention
has to be defined and is reflected also in the tactics. In general, customer retention
is six times more profitable on average than customer acquisition. By the proactively
engagement of customers through communication, companies can evolve more
profitable long term behaviours of customers and increase customer relationship.
This relationship consists of giving and taking. A customer spends money, provides
data and might become a potential advocate of the company. The company instead
gives the customer recognition, uses information to understand their customers’
needs and may reward them for their loyalty (cf. Burnett 2015). Following, if the
decision is on customer retention, the customer gets into the centre and tactics and

measures are focusing on the repeat buying cycle (cf. Smith 2016, p.165 - 172).

5.4 Tactics

Tactics are representing the details of the strategy and are describing, what is
necessary to meet the objective. The situation analysis, the objectives and the
strategy are building the basis for the development of the tactics (cf. Smith 2016, p.
172 - 186).

5.4.1 Tactical tools - decision of channels

In this section the specific new media channels, which are described in chapter 3.4
new media channels and multi-channel-marketing and will be used to execute the

strategy, are defined (cf. Procopio 2012, p. 17). In general, companies have to go,
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where their customers are. Therefore the decision, which channels a company
should deal with, depend mainly on their target group. The tactics also depend on
the form of media — if it is owned, earned and paid media (cf. Smith 2016, p. 172 -
186).

The evaluation of channel alternatives is carried out by a value-benefit analysis. The
value-benefit analysis is applied to simplify the decision between difficult assessable
alternatives. By converting intangible benefits in quantitative dimensions, this
method also enables the comparison between qualitative factors (cf. Money et al.
1988, p. 223 - 225).

For the evaluation and selection of new media channel, the scoring model consists
of the following stages:

First step: Definition of criteria

Identification of decision-relevant factors

Second step: Weighting of criteria

Identification of weights, which reflect the relative importance of the elements.
Third step: Definition of measurement scale

Development of a scale for the comparison of the criteria. For example, a five-point-
scale can be used, where “5” means that the criterion is met at the maximum, while
“1” illustrates a criterion, which is not fulfilled.

Fourth step: Investigation of fulfilment level

Evaluation of each criteria for each alternative. This means that each criterion is
assessed by its degree of fulfilment based on the previous-defined measurement
scale.

Fifth step: Calculation of (weighted) net value subtotals

Multiplication of the criterion’s fulfilment level with the criterion’s weight.

Sixth step: Calculation of total benefit and selection of alternative

The total benefit results from the summation of the weighted net value subtotals.
Depending on the determined scale, the alternative with the highest (or lowest)

overall score is selected (cf. Kilhnapfel 2014, p. 5 - 20; Money et.al, p. 223 - 225).

The results of the survey will illustrate which channels the target audience is using

and which should be taken into consideration in the new media concept.
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55 Actions

Actions represent the details and realisation of tactics and ensures a high quality
execution, which can therefore lead to a competitive advantage. The action phase
of the SOSTAC model includes content marketing, mini action plans related to the
specific tactics, guidelines and internal marketing (cf. Smith 2016, p. 196 - 202).

5.5.1 Content marketing

New media lives through content. There are different factors a marketer has to
decide: the type of content, the time of the posting and the frequency of the posting.

Here, the elements of chapter 3.3 New media content are applicable.

5.5.2 Mini action plans

Every tactics should have their own objectives, responsibilities and budget. The
tactics can be cascade down to a description of tactics, objective, action,
responsibility, time horizon and budget (cf. Smith 2016, p. 202 - 205).

5.5.3 Guidelines

Marketers need to set up guidelines to ensure consistency of the new media
activities. The guidelines should highlight the online etiquette and be compulsory for
every employee. They are depending on the specific culture of a company (cf. Smith
2016, p. 216 - 219).

5.5.4 Internal marketing

Marketers have to promote their own plans to the internal teams. They have to
ensure that people are understanding the measures and have a positive attitude
among the new media marketing plan (cf. Smith 2016, p. 225 - 227).

Marketers should also create a climate, where everyone is encouraged to improve.
The advantage of new media is, that changes can be seen immediate. Small
changes can lead to big results (cf. Smith 2016, p. 222 - 225).

5.6 Controlling

A marketing concept needs to include control systems to proof and evaluate, if
objectives are reached or if adaptions are necessary. Even on the way to reach the
objective, an early warning system should be integrated. A 90-day plan can break

down an annual plan and makes control easier (cf. Smith 2016, p. 230 - 253).
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The control section lists the KPIs and the results of the current period (cf. Smith
2016, p. 230 - 253). The KPIs, explained in chapter 3.5 Controlling are applicable
depending on the objectives of the new media concept.

6  Graphical summary of the theoretical part

Figure 8 illustrates a new media concept for AVL List based on the comprehensive
literature review. The theory of B2B automotive industry, new media and the
business buying process represents the basis for the development of the theoretical
new media concept. The new media concept itself is starting with the internal and
external situation analysis of AVL List and the merger into a SWOT. Following, the
objectives of the new media concept are formulated. The strategy phase defines the
way to reach the objectives. Furthermore, the tactics represent the details of the
strategy and the decision of channels. In the action phase, the tactics are narrowed
down to the specific content, the mini action plans for every tactic, guidelines and
internal marketing. The controlling phase with specific KPIs and continuous
monitoring complement the concept loop and show room for improvements and

adaptation in the objectives, strategy and tactics phase.
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Graphical summary of the theoretical part

B2B AUTOMOTIVE INDUSTRY
NEW MEDIA
BUSINESS BUYING PROCESS

THEORETICAL NEW MEDIA CONCEPT

SITUATION ANALYSIS

Customers

Competitors

Partners

New media trends

New media competencies
New media Performance

Ongoing evaluation of new media measures
KPIs

OBJECTIVES

ACTIONS

Definition of way to reach Details of the
objectives; include target strategy; contain
markets, objectives, tactical tools -
positioning, processes, decision of new
partners, sequence, media channels
integration of data, tactical through a value
tools, engagemement benefit analysis

Formulation of new
media objectives in
correlation to
overall company
goals

Specification of
tactics:

content marketing,
mini action plans,
guidelines,

internal marketing

Figure 8: Graphical summary of theoretical part

(own presentation)
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7  AVL List

“AVL List is the world's largest independent company for development, simulation
and testing technologies of powertrains (hybrid, combustion engines, transmissions,
electric drive, batteries and software) for passenger cars, trucks and marine
engines.” (AVL List, 2016) With their headquarter located in Graz and an export
quota of 96 %, AVL List operates in the automotive and mobility B2B sector with

customers situated all around the world. (cf. AVL List, 2016)

7.1 History of AVL List

The success story of AVL List commenced in 1946, when Prof.Dr. Hans List started
as an independent engineer. Two years later he founded the “Ingenieurblro List”
company with some other experts of engine constructions. They invented their first
Diesel engine and were so successful within the next two years that they went into
mass-production and changed their name to AVL - “Anstalt fir
Verbrennungskraftmaschinenen” which stands for Institute for internal combustion
engines. In 1952 Prof. Dr. Hans List and his colleagues established a research
premises in Kleiststral3e, where it still can be found, followed by inventions of diesel
engines especially for the truck industry. In 1960 they got engaged with engine
instrumentation and its manufacturing, which became the second division of the
company. AVL List soon had to produce their measuring instruments in high
guantities, because of the increasing demand.

In 1969 technological progress enabled the first fully automatic digital test bed with
a computer as the heart of it. One year later AVL List developed an encapsulation
technology for silencing engines. This was the start for the international
breakthrough and therefore for the establishment of subsidiaries around the world.
In 1972 the advent of the computer controlled indicating on the test bed improved
the evaluation accuracy and speed.

In 1976 they broadened their range of products to reach the automobile industry
and developed a diesel engine for passenger cars. Three years later Helmut List
became the head of the entire company. The subsequent years were characterized
by inventions of engines and new testing and diagnostic facilities.

In 1985 the progress in computer technologies permitted AVL List to visualise a real
engine in a virtual vehicle including driver simulation, which was another
breakthrough.
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In 1993, AVL List was the only supplier for load assemblies for the dynamic testing
of racing engines which enabled the simulation of every possible racing condition.
In 1997 the simulation were expanded to handling, oil consumption and emissions.
One year later, AVL List focused and combined the simulation, test and
measurement tools and improved them to maximize productivity.

In 2000, they introduced a new software for combustion analysis. Through the next
years, strategic acquisitions were transacted. In 2004, they introduced an intelligent
emission reduction approach for clean Diesel engines, at the same time an
innovative and practicable solution to the market. AVL List also realized a testing
and test bed centre on behalf of Daimler Chrysler AG in Germany followed by own
investments in their headquarter in Graz. In 2008 AVL List focused on the new
image of their uniqgue business and a new logo for a strong global brand image.
They also assert themselves as one of the most innovative companies in the
country. Therefore taking part in powertrain electrification development is a must, to
go in line with the trend and to broaden the range of extender technology for
automobile markets. (cf. AVL List 2016)

7.2 Key facts about the company

AVL List operates in the B2B automotive industry and can be divided into three
business divisions: the development of power systems, which also includes the
simulations methods, which are necessary for the development work; the engine
instrumentation and test systems and the advanced simulation technology, which is
designing and improving powertrain systems and covers all phases of the
development process. The company has grown from a small engineering office to
an international company with more than 8.050 employees worldwide.

AVL List has built their headquarter in Graz and consists of 45 subsidiaries and has
an export quota of 96%. The turnover in 2015 was 1.27 billion euro.

To maintain global leadership AVL List attach high value to research cooperations
with industry and universities. They emphasise on a worldwide network of engineers
and scientific experts. In addition, they offer a fond to encourage students and
graduates.

The overall quality management system is certified according to 1ISO 9001 to

guarantee high quality standards.
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7.3 Values

AVL List follows and lives certain values to remain and strengthen their leadership
position. First value is to focus on customer orientation. It is essential to truly
understand and know the customer’s needs. Accompanied with experience and a
global view, AVL List is able to create innovative solutions. Only those, who know
their customers can offer the required solutions.

Furthermore, there is the value of pioneer spirit. The challenges is to turn future
visions into reality. Therefore, AVL List encourage people to look beyond the
horizon.

A problem solving competence plays also an important role for AVL List. Being able
to work in multi-disciplinary teams with various expertise, creativity and innovative
individuals supports professional solutions. All these tasks and provisions have to
be fulfilled with the awareness of responsibility for society, mankind and the world’s
achievements. Independence is another important value for AVL List. It is the world
largest independent company in their area of business and this is not only reflected

through Helmut List, but also throughout various personalities.

8 Market Research

Research is a process to get deeper insight into any topic. Market research is
defined as the systematic collection, preparation, analysis and interpretation of
relevant information about the market and influencing factors in order to take
appropriate marketing decisions. (cf. Awasthy/ Gupta 2015, p. 5f.; Carson 2001, p.
1f.). The market research chapter covers the situation analysis, obtained through a
secondary market research as well as the primary market research to eliminate the
information deficit and gain more knowledge about the customer. The secondary
research of this thesis serves as a preparation and complement to the primary

market research. In the end, both are merged in a SWOT analysis.

8.1 Situation Analysis

For the development of the new media concept, the situation analysis is essential.
This chapter will focus on the external analysis of customers, competitors, partners

and market trends and AVL List analysis internally.
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8.1.1 Customer analysis

AVL List operates in the automotive industry. They are experts in the areas
engineering, testing and simulation. Therefore, also there customers are operating
in those areas.
Due to a customer analyses, the following attributes are identified for the target
group of AVL List:
e Demographic attributes: The majority of their customers are male, in the
age of 25-50 and educated in a technical area.
e Psychographic attributes: multi-cultural, interested in working/living in
other countries, multi-lingual, high intelligent, ambitious and innovative
e Typical job types: Engineers; Technical Management; Business
Development; Research Engineers
They are typically having one of the following roles:
e Users — uses the product or service
e Deciders — decides on product requirements or suppliers
e Buyers — have formal authority to select the supplier, can do commercial
transactions on behalf of their company and set the purchasing terms
The customers are normally working in global companies with a size from 1.000 up
to many thousands employees. Most of them are located in America, Europe or Asia
(cf. Jorer 21.03.2017).

8.1.2 Competitor analysis

The following competitor analysis provides an overview of the new media activities
of the main competitors as well as AVL List.

For the comparison, FEV Europe GmbH, Ricardo plc., IAV GmbH and Kistler GmbH
have been chosen, due to their similar field of operation, size and influencing
variables. In this chapter a short overview about the competitors is provided. A
detailed competitor analyses about their new media appearance is attached in the
appendix. As the B2B automotive industry is a very closed branch, the data of the
analysis was gathered through public available information and shared by the

specific company over new media.

Main competitors
Fev Europe GmbH is one of the main competitors of AVL List. They are offering
enineering services, software and testing solutions and consulting for the

automotive industry. Fev Europe GmbH has more than 35 subsidiaries on four
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continents and more than 4.200 employess worldwide. Their headquarter is in
Aachen, Germany. Their Website is located under www.fev.com. They are offering
customer newsletters, technical publications, engineering and product information
and service area brochures on their own website. They are participating on Xing
(1.519 follower, 583 employees), facebook (999 likes. 240 “were there”), youtube
(321 subscriber, 129.763 calls) and linkedIn (1.132 followers, 179 employees) (cf.
Fev Europe GmbH 2017; Xing 2017 ; Facebook 2017; Youtube 2017; LinkedIn
2017).

Ricardo plc. is also one of the main competitors of AVL List. It is a global engineering
and strategic, technical and environmental consultancy company. The company is
offering solutions in the areas of engines, vehicle engineering, driveline and
transmission systems, hybrid and electrical systems, niche manufacturing and
software. Founded in 1915 and with their headquarter located in the UK, Ricardo
now employs more than 2.700 engineers, scientists and consultants around the
world. Their corporate website is www.ricardo.com. They offer a customer protected
area, an e-shop and white papers for download. Ricardo is also participating on
LinkedIn (25.809 follower, 1.660 employees), Twitter (917 tweets, 124 following,
355 followers, 152 likes) and Youtube (578 subscribers, 16.4778 calls). (cf. Ricardo
plc. 2017; Linkedin 2017; Twitter 2017; Youtube 2017)

IAV GmbH Ingenieurgesellschaft Auto und Verkehr is also operating in the
automotive industry. It offers production-ready solutions in the areas of powertrain,
electronics and vehicle development. In specific, they are providing solutions in light
vehicles, commercial vehicles and work machines, energy supply, product solutions
and methods and test facilities. IAV has 6.500 employees in 32 subsidiaries in 13
countries. The company is participating on Twitter (131 tweets, 90 following, 250
followers, 53 likes) , Facebook (2.754 Likes), Xing (4.466 follower, 2.089
employees), LinkedIin (7.644 followers, 1.255 employees) and Youtube (237
subscribers, 24.198 calls). (cf. IAV GmbH 2017; Linkedin 2017; Facebook 2017,
Xing 2017, Twitter 2017; Youtube 2017)

Kistler GmbH is another main competitor of AVL List. The company is operating in
the dynamic pressure, force, torque and acceleration measurement. It is operating

in the lightweight construction, vehicle safety, emission reduction and industry 4.0.
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The Kistler Group is an independent, owner-managed Swiss corporation. They have
more than 1.600 employees at 58 facilities worldwide. They are actively participating
on LinkedIn (4.200 followers and 593 employees) and YouTube (no current
numbers are available on YouTube for this channel). The company also offers
newsletters and webinars on their website. (cf. Kistler GmbH 2017; Linkedin 2017,
Youtube 2017)

Summary of competitor analysis

To summarize, the main finding of the competitor analysis is, that AVL List is the
leading company in nearly all new media measures compared to their main
competitors so far. From the audience to the channels, from the geographical traffic
share to the organic search engine visits, the effort of new media activities
introduced by AVL List is apparent. The company value of the pioneer spirit is also
applied in this area. Nevertheless, the analysis also unravelled, that the competitors
are not sleeping and in contrast are improving their new media activities
continuously.

Further information about the detailed competitor analysis can be found in the

appendix A-2 of this master thesis.

8.1.3 Partners

AVL List is operating in the B2B automotive industry. Due to the fact, that there are
not many businesses operating in this area, the direct communication and contact
to these customers is preferred and the business buying process can take up to
years, no new media online partners were taken into consideration from AVL List
yet (cf. Jorer, 21.3.2017).

8.1.4 Market trends

Market trends deliver insights into future perspectives and can give directions for
further developments and improvements. Following general trends and specific
trends for North America are discussed briefly.

Customer focused techniques with an understanding of what the customer values
most will be one of the success factors of B2B marketing in the next years.
Understanding and anticipating individual needs will help to deliver personalized
experience. (cf. Olenski 2017) Therefore, B2B companies try to reach and engage
customers directly to better understand their needs, preferences and behaviours (cf.
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Woods/Van der Meulen 2015). In general, the web personalisation is very popular

and increasing (cf. Allen 2017).

Another trend has to be considered, when it comes to the branding of a company.
There was a shift from command and control branding to personal branding —
individuals as buyers and voices of the companies. This is called executive
branding. Customers want to know why and trust the leaders behind the companies
and suppliers (cf. Olenski 2017).

According to the Absolit B2B Online trend report, which was developed by a survey
of 172 B2B marketing specialists about online trends in their businesses, also data-
driven-marketing was evaluated as important, which means that collected data is
analysed and evaluated. It was rated to increase in 44% businesses of the
respondents (cf. Waghausel 2015, p. 10 - 15). Also the importance of artificial
intelligence will increase due to their powerful insights, they can gain (cf. Olenski
2017). In addition, the survey of Absolit found out, that the system integration were

evaluated by 70 % of the respondents to be important.

Furthermore, marketing automation is predicted to increase in common years. The
marketing automation tools will help to generate leads, manage cross channel
campaigns and account based marketing (cf. Olenski 2017). Marketing automation
provides an automated way of scoring and nurturing leads with relevant content (cf.
Allen 2017). The trend leads to a combination of marketing automation with account
based marketing (cf. Allen 2017).

Content marketing was rated in 80 % as important topic for the next year in the
international survey (cf. Waghéusel 2015, p. 12). “Content marketing is a strategic
marketing approach focused on creating and distributing valuable, relevant, and
consistent content to attract and retain a clearly-defined audience — and, ultimately,
to drive profitable customer action.” (UBM LLC, 2017). It is about creating the right
guantity, frequency and quality of content (cf. Allen 2017). In addition, the Content
Marketing Institute (2016) published a B2B content marketing study about North
America, where the increase in content creation and production in 2016 compared
to 2015. 76% of B2B marketers plan to produce more content (cf. Content Marketing
Institute 2017). This content should be distributed and integrated in different
channels (cf. Allen 2017). Figure 9 illustrates the content marketing tactics, which

organisations are using, as an example for North America:
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B2B Content Marketing Tactic Usage

Social Media Content — other than blogs

In-person Events

Infographics Average

Number
66% Used
65% 13

Figure 9: B2B content marketing tactic usage, North America
(Content Marketing Institute, 2017)

According to the Absolit survey, the most important online channels in B2B
companies are e-mail marketing and search engine marketing. 96% are applying e-
mail marketing and 46 % want to increase their marketing budget regarding this
channel. The search engines marketing is used by 96% and their investments on

this channel will increase in 46% of the respondents (cf. Waghausel 2015, p. 8 - 10).

In contrast, virtual reality and programmatic advertising, which means automatic
advertisements, were assessed as not very important (cf. Waghéausel 2015, p. 10 -
15).

However, videos and moving images were assessed to be of high interest, with 67%
(cf. Waghausel 2015, p. 10 - 15). Primary driver for the focus on visual content is to
engage, compel and make the content shareable compared to the written word (cf.
Olenski 2017).

Ad blockers have an increase in popularity and have to be considered especially
when it comes to web advertising (cf. Kreutzer et al. 2015, p. 119 - 132).

In the B2B area, the focus lies also on social media channels like LinkedIn, Twitter
and YouTube (cf. Olenski 2017; Allen 2017). To reinforce this statement, the
Content Marketing Institute study (2016) executed an effectiveness rating for B2B

social media platforms, which is illustrated in figure 10:
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Effectiveness Ratings for
B2B Social Media Platforms

66%
55%
51%

SlideShare
Facebook

Figure 10: Effectiveness rating for B2B social media platforms, North America
(Content Marketing Institute, 27.03.2017)

LinkedIn was rated with 66%, followed by Twitter and YouTube. Slideshare is owned
by LinkedIn and is a Web 2.0 based slide-hosting service. Although it is easy to set
up an account and participate on a social media platform, it requires a lot of work to
deliver value for the user. Therefore focusing only on the most effective ones will be
the best tactic (cf. Content Marketing Institute 2016).

According to Olenski and Allen (2017), 50% of all B2B companies have
implemented responsive design of their websites in the fourth quarter of 2016 (cf.
Olenski 2017, Allen 2017). Mobile marketing and therefore responsive design was
rated as very important by 87% of the respondents of the Abosolit survey, followed
by the responsive design of e-mails (cf. Wagh&usel 2015, p. 10 - 15). This trend is
about to continue due to the necessity of mobile friendly sites and increase in usage
of mobile devices (cf. Olenski 2017). Half of the web traffic is done nowadays
through mobile devices, so B2B marketers have to be sure that their content is

mobile optimised for a smooth process for the user (cf. Allen 2017).

Mobile marketing even gets a boost, since google has announced to divide its index
by creating a separate mobile index. Therefore, it is an imperative to have a

responsive design and optimized mobile appearance for companies (cf. Allen 2016).

Furthermore, 51% answered that their marketing budget remains the same in the

next year. 34 % said, that it will increase.
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8.1.5 Competencies analysis related to new media

AVL List has already initiated online marketing activities to go in line with the trend
of new media. Accordingly, the performance and results of these online marketing
activities have to be unrevealed. The measures have to be evaluated to see, if there
is room for improvements and face reality. The AVL List marketing department,
consisting of 3 employees, has identified their performance due to the 7 aspects of
digital marketing competencies (cf. Jérer 21.3.2017).

The company evaluates itself between the stages two:managed and three:defined.

Figure 11 shows the assessment:

FIVE. Optimized

FOUR. Quantified
THREE. Defined
Digital e
al ile strategic
Capability ONE. Initial ) Business-aligned Agapproa;?
B . Defined vision and strategy and roadmap
A Strakodds normseq marketing strategy
. g No strategy activities
Approach
BPuriondence s e Volume-based Quality-based KPIs Value-based KPis kT
F':rocass KPIs ‘Last click’ attribution Weighted attribution
C. Management Limited Verbal support, but Sponsorship and Active championing and Integral part of
Buy-in inadequate resourcing increased investment approriate investment strategy development
D. Resourci .
an: ing No specific skills Core skills centralised or Centralised hub and spoke Decentralisation and Balanced biend of
Structure P agencies Dedicated resources reskilling marketing skills
E. ng Limited / no Separate data, tools Partially integrated Integrated systems Flexible approach to
In "a::r‘ucmm customer database and [T services systems and data and 360° data sources optimize resources
F:Integrated Core push activities Integrated inbound Integ}rated, Personakeed, Media optimized for ROI
Customes hotimpgrated synchronised roach Faic-Odnac-Eamed and to maximize CLV
Communications Y 7 o media
G. Integrated Desktop and moblie Partially personalized Integrated, Personalized Full contexual personalized
Customer Website not integrated P desktop and mobile web, mobile, email and experiences and
= support, not personalized
Experience experience social media recommendations
5 “Developing ‘Competent average “Market leading
Laggard m : 2 capability

Figure 11: Aiming for digital marketing excellence — assessed by AVL
(based on Chaffey 2015; Jorer 21.3.2017)

The evaluation results between “developing capability and “competent average
capability”. Due to this internal evaluation, it is evident, that there is room for
improvement. Step by step the new media measures can be optimized. At the
moment, AVL List is about to formulate their new media strategy. Also the whole
integration and analysis of new media tools is revised and optimized. Furthermore,
new media is getting more attention from the management side (cf. Jorer
21.3.2017).
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8.1.6 Performance and results analysis

The performance and results analysis refers to the new media appearance and
influence. Therefore, the particular channels are analysed due to their performance.

Following chapters will give an overview.

8.1.6.1 Website analyses

There are several ways to analyse a website. On the one hand, tools like Piwik or
Google Analytics can be implemented in the own website. They provide data in
various forms, which is used internally. The main results of this analysis are
(cf.Jérer, 03.04.2017):

¢ the total visits to the website were about 326.000 in the first quarter of 2017
e 0N average, the users engaged in 3,4 actions (page views, downloads etc.)
e there were 9.763 total searches on the website for 500 unigue keywords

An internal analysis of AVL List of the website showed the referring clicks from social
media platforms to the website. Table 5 gives a list of social networks and an
overview about March 2017 (cf. Jorer 21.3.2017):

Social Network Visits
Facebook 1.228
LinkedIn 831
Xing 90
Youtube 15
Twitter 8

Table 5:Referring clicks from social media platforms March 2017
(cf. Jorer 21.3.2017)

In comparison, following results are from February 2017:

Social Network Visits
LinkedIn 1.439
Facebook 764
Xing 71
Twitter 56
Youtube 20

Table 6: Referring clicks from social media platforms February 2017
(cf. Jorer 21.3.2017)
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As seen in the two tables above, the referring clicks are mainly coming from five

sources, but are changing from month to month.

In addition an analysis through external public website tools has been executed.
There are several tools online available to analyse a website, like Nibbler; the
Escape Design Co.Ltd, 1anl Internet or Similarweb (cf. Smith 2016, p. 85 - 103).
The main findings result in an rating above average of the website avl.com.
Nevertheless, there is still room for improvements in the areas of validation errors,
headings, meta descriptions, keywords, Facebook back linking, creation of touch
icons and optimisation of printing. Further information and the detailed analysis can

be found in the appendix of the master thesis.

8.1.6.2 Restricted customer area of the website

Every person, who is interested in AVL List can register to the avl.com customer
area, the cockpit. According to AVL List, there are 11.200 registered users so far.
They can be splitted into 7.600 new contacts and 3.600 existing customers. They
mainly come from Germany, India, UK, Japan, China, Italy and the USA. Per month,
there are on average 500 new registries on the customer protected area of the
website (cf. Jorer 21.3.2017).

In this area, the user can subscribe to newsletters, register to webinars, gets
information for upcoming events and access to the service world with an integrated

e-shop and a specific user journey (cf. Jorer 21.3.2017).

After the registration for the restricted area on the website, the user sees an
overview of his data. The tab “my news” offers the user the possibility to choose a
specific newsletters in the areas of solutions like f.e. engineering solutions or

manufacturing and elements like f.e. battery or E-drive.

The selection of products and solutions provides access to the service world and is

illustrated in the following figure.
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Indicating Devices & Software {IndiCom)

Model.CONNECT

Powertrain Calibration Tools (CRETA)
Sensors & Calibration Tools

signal Conditioning - Amplifiers

Test Bed Automation

Test Information Management

Figure 12: AVL customer restricted area — selection of products and solutions
(AVL 2017)

By clicking on the request checkboxes, the user can request for a specific product

or solution. The choice will be approved from AVL List.

The next tab is my mail watches, where no further explanation can be found. Without
the knowledge of where to click next, the user is somehow stuck onto this four tabs.
Here the room is open for improvements in the usability of the customer protected

area.

The “my cockpit” button is hidden on the right on top — which gives an access to the

following site:
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Figure 13: AVL customer restricted area — my cockpit
(AVL 2017)

Here the user sees his viewed content, the recommended user journeys, his
account, upcoming webinars, upcoming events, my applications, my bookmarked

webinars and events and my user journeys.

The user sees also the offered webinars. If the users register for one, he receives

an information mail immediately.

However, the protected customer area is providing a lot of tools and gadgets, which
can be used by the customers and help to strengthen customer relationship (cf.
Jorer 03.04.2017).

8.1.6.3 Search engine marketing

The SEO analysis of the last 6 month (from September 2016 til February 2017)
through Spyfu.Inc (2017) is illustrated in figure 14 and unrevealed, that avl.com has
a total number of 480 unique organic keywords. The estimated number of clicks the
domain computed from all of its organic keywords, calculated off its average rank
for each individual keyword for that month is 7,1K. The estimated monthly SEO
value of the keywords — calculated through adwords budget is 7,2K Euros (7,7K
Dollar). 66 keywords are ranking in the top ten ranks, on the first page of any Google
search and are linked to the content. These are for example AVL List and part
management. 51 keywords are closest to breaking into the top ten and first page of

Google’s keyword searches. These are for example simulation tool, simultaneous

68



engineering and vehicle simulator. The overall performance of organic keywords
stayed relatively stable over the last six month (Spyfu 2017). Following figure
illustrated the keyword analysis:

SEO Overview - @ avl.com

ORGANIC KEYWORDS SUM OF RANK CHANGE EST MONTHLY SEO CLICKS EST MO SEO CLICK VALUE N . ~
PAGE 1 KEYWORDS: 66

480 3 mos: +52 1 mo: -781 7.1k $7.7K
JUST MADE IT
17
JUST FELL OFF
Zoom 6m 1y 2y Sy All I 13
% 500
g ALMOST THERE: 51
3
‘g 250 (Ranks 11-18)
0 PAGES 2T0 5: 414
Sep'16 L Oct'16 Nov '16 Dec’16 Jan"17 /L Feb'17 (Ranks 11-50)

Figure 14: SEO overview
(SpyFu 2017)

In contrast to the SEO, search engine advertising is only used on Google AdWords
related to specific campaigns. No general advertising is done through search
engines so far (cf. Jorer 21.03.2017).

8.1.6.4 Webinars / webcast

As mentioned in the chapter “restricted customer area of the website”, different
webinars are offered in the customer restricted area. The offer is depending on the
available content, but is continuously increasing. Since March 2017 new webinars
are offered once or twice a month. The registered users are depending mainly on
the topic of the webinar. Since that time, only one webinar was offered and there
were 68 registered users. Because of system complications, only 12 users were
able to join. Due to the urgency of the problem, working on the repair improvements
is in full progress. The next offered webinar will be at the end of April and has so far
238 registered users. (cf. Jorer 03.04.2017).

8.1.6.5 White papers

White papers are offered for downloading in the specific thematic areas on the

website, for example:
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Figure 15: White paper download on avl.com
(AVL 2017)

As seen in the figure above, the user can click on the button and is directed
immediately to another site, where the user is asked to provide personal data to get
the specific white papers via email. Afterwards the white paper is sent to the
recipient. This specific white paper was downloaded 103 time so far (cf. Jorer
03.04.2017).

8.1.6.6 Forum and Blogs

There is no general company forum or blog created and supported by the company
itself. If there are articles in foreign forums or blogs, they are organized
decentralized and managed through the specific departments (cf. Jorer

03.04.2017).

8.1.6.7 Electronic catalogue

Within the restricted customer area, there is also an E-shop, which is called AVL
eSpares plus. E-Shop registered and approved users can order AVL’s standard
spare parts online within this shop. Ordered parts are typically shipped within 24

hours. So far, there are 12.147 registered users to e eSpares webshop. The number
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results from 10.062 internal users (orders of subsidiaries are also realised through
this webshop) and 2.085 external users (cf. Jorer 03.04.2017).

8.1.6.8 Newsletters

AVL List offers specific newsletters in the areas of solutions and elements with
further subordinated topics within the customer protected area of the website. Per
month, there are about 800 new subscribers to AVL List newsletters (cf. Jorer
03.04.2017). In total, there are 7.300 subscribed contacts in the databases of AVL
List. This number results from 4.300 new contacts and 3.000 existing customers.
The majority of them is coming from Germany, Austria, India, USA, UK, China and
Sweden (cf. Jorer 21.3.2017).

There is also a global corporate newsletter, which is send once a month to the
recipients, which have registered themselves for it. In March, it was sent to 4.841
subscribers with an opening rate of 28,6% and a click rate of 4,3%. In comparison,
in April it was sent to 5.106 subscribers with an opening rate of 22% and a click rate
of 5%.

Some affiliates are adapting their newsletter to the local language and topics. In
addition, there are thematic related newsletters from the strategic business units,
which are send within the scope of specific campaign to a selected target group (cf.
Jorer 21.3.2017).

8.1.6.9 Social media channels analysis

AVL List is engaging and managing various new media channels. Here is an

analysis of the social media channels:
LinkedIn:

AVL List is registered on Linkedin and has 27.138 Follower, 4.074 employees,
corporate profile, 12 job profiles online (cf. Linkedin 2017).

XING

AVL List also participates on Xing and has 2.572 Followers, 1.151 of their
employees are registered. AVL List is present with a company profile and using it
mainly for employer branding and recruiting (cf. Xing 2017).
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Twitter

Twitter is a microblogging platform. AVL List has an account with 440 tweets, 1160
Follower, 182 following, 10 likes (cf. Twitter 2017)

Facebook
AVL List is also present on Facebook. AVL List has (cf. Facebook 2017) :
e 192,581 likes, 477 photos posted
e 209 persons are talking about the site
e 604 persons who “were there”
e 192.582 persons liked the site
e 91 “new” likes within one month
e Oportunity to download the Powertrain World APP
e 3Videos

e Evaluation of users: 4,4 from 5

YouTube

On YouTube, AVL List has 539 subscribers, 117.513 views and is member since
14.3.2012.

Further social media channels

Following the remaining channels are analysed:

Channel Status

36 Follower

Google+ AVL List has a profile on Google+, but is not using this channel
actively (cf. Google+ 2017)

Instagram | AVL List has so far no account on Instagram (cf. Instagram 2017).

Pinterest | AVL Listis so far not using Pinterest (cf. Pinterest 2017).

Table 7: Further social media channels analysis
(own presentation)

8.1.7 Summary of the situation analysis

The situation analysis unravelled, that AVL List is the leading company in the

majority of new media channels compared to their main competitors. In some parts,
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there is room for improvements as for example for the website or the introduction of
SEA. In general, AVL List is claiming a cutting-edge role, but for the increase of
efficiency, it would be preferable to focus more on the channels, used by their
customers. Also trends and future perspectives have to be monitored and taken into
account. In addition, the competition gears up and increases their new media
activities. Therefore, regularly monitoring, analysis, derived improvements and

optimisation are essential.

8.2 Primary market research

This chapter discusses the research design and the chosen methods for the
research methodology. The execution of the research and their results in
combination with the external and internal analyses will then provide the basis for

the development of the B2B new media concept for AVL List.

8.2.1 Survey objective

The previous theoretical part of this master thesis constitutes the relevant
foundation for B2B automotive industry, new media and the business buying
process. The main objective of the master thesis is the development of a B2B new
media concept for AVL List to enhance the contact frequency to their customers.
The illustrated theory showed, that there are several possible ways to achieve this
objective. When marketers know, which new media their audience is using, they can
develop a new media concept. Due to the fact, that there is hardly any specific
research especially in the B2B and automotive sector and special literature and case

studies about this topic are also insufficient, there is an information deficit.

Consequently, the survey objective is to remove the information deficit of customer
behaviour related to new media. This can be achieved by unravelling the
determining factors for the behaviour and attitudes of the customers of AVL List. In
particular, the platforms they use, the intensity of usage, the level of acceptance and
adoption towards new media, the technology, apps and devices they use and what
they would expect and wish about a supplier are of high interest. Furthermore, which
new media channels gain importance and are used to look for information according
to the different phases of the buying process, for example the way how customers
are looking for and consuming information about innovations or for supplier search

is taken into account.
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In combination with the findings of the situation analyses, the results of the research

will build the basis for the development of the new media concept.

8.2.2 Survey method

High quality information is building the basis for the survey method and helps to
remove the information defizit (cf. Berekoven et.al. 2009, p. 19 - 22).

A primary research is selected, due to an lack of literature in the specific case of
automotive B2B customers related to new media and the requirement for specific
information of these customers for the development of the new media concept.
Primary research denotes specific tailored information gathering from the source for
a special topic. It is characterized by a higher effort than the secondary research,
but has the advantages of more current data and a higher accuracy of the
information. Therefore the higher and more specific the requirement for information
is, the higher the need for primary research is (cf. Berekoven et al. 2009, p. 39 - 42;
Raab et al. 2009, p. 32f.; Oberzaucher 2011, p. 6ff). Due to the target group of
customers and the required information, a survey is selected (cf. Berekoven et al.
2009, p. 43).

Furthermore, the qualitative research is selected. Qualitative research is primarily
exploratory research. It is applied to unravel reasons for behaviour, opinions,
motivations and motives, to determine relevant influencing factors and rough
selection of alternatives (cf. Barnham 2015, p. 837f.; Park/Park 2016, p. 1.;
Oberzaucher 2011, p. 24f.; Kuss 2012, p. 134). In addition, trends can be uncovered
and they are used to dive deeper into the problem. The sample size is normally
small and respondents are selected (cf. Naderer/Balzer 2011, p. 33 - 35.; Bailey
2014, p. 167f.) .

Within the scope of qualitative research and due to the required information, the
qualitative method of individual interviews is selected (cf. Kuss 2012, p. 58). The
individual interview is characterised through an open dialogue management. The
basis is build by an interview guideline with primarily open questions. The focus lies
on detailed answers of the respondent. (cf. Oberzaucher 2011, p. 25f.).

The adaptation of the interviewer to the individuality of the respondent is meaningful
to build trust. Consequently the respondent is more willing to reply and to give varied

insights into his mind and feelings (cf. Berekoven et.al. 2009, p.89f.).
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Following advantages and disadvantages of an interview can appeatr:

Advantages of an interview Disadvantages of an interview

No systematic collection of unconscious
topics

Insights of the respondent

The interviewer can decide precisely, who
he is interviewing.

The interviewer can react to the answers by
asking specific questions.

Possible communication weaknesses

High expenditure of time

The order of questioning can be
determined. Therefore reworded questions
can be asked and the given answers can be
controlled.

Relatively high costs

Answers can be forced to be spontaneous

Table 8: Advantages and disadvantages of interviews
(cf. Oberzaucher 2011, p. 24-26.; Raab et al. 2009, p. 111 - 113)

With this method, the influence and effect of the interviewer has to be noticed.
Therefore interviewers have to be aware and educated for the examination of
surveys (cf. Raab et al. 2009, p. 112f.).

Due to the global presence of the different customers of AVL List the telephone
interview is selected. In addition to the geographical aspect, the telephone interview
is deemed to be more anonymous and less intrusive than the personal interview.
Further advantages are a fast and relativly cheap realisation, the respondents can
be definied and a relativly controlled procedure (cf. Raab et al. 2009, p. 112f,;
Oberzaucher 2011, p. 16f.).

8.2.3 Target group

In general, the target group of the research gives the answers to the survey and is
essential for the results. The population illustrates all respondents (cf. Berekoven
et.al. 2009, p. 43).

First the source direction of information has to be decided (cf. Raab et al. 2009, p.
31 - 33.; Oberzaucher 2011, p. 6 - 8). Due to the specific information deficit, the
information has to be from external sources — in specific the costumers are of high
interest, because the behaviour of them should be unravelled to consequently be

able to develop a new media concept.
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Next the volume of the population has to be determined. Following figure illustrates
the determination and relation of the survey units for the present master thesis
related to AVL List customers:

Customer Company
Contacts (Individuals)

* about 6.385 e about 82.000

Figure 16: Determination and relation of survey units
(own presentation)

In detail, for AVL List this means:

Companies and their national subsidiaries (master accounts): about 6.385 in total
Contacts (individuals): about 82.000 active contacts

In general, the survey can be done through the complete population, a partial
census or a sample (cf. Berekoven et.al. 2009, p. 43 - 45).

In the qualitative research, the non-probability method is applicable. The focus lies
on the content-related representativeness together with deeper analyses (cf.
Oberzaucher 2011, p. 39f.). Within the probability method, the conscious selection
and not the quota method is taken, because not every customer was suitable to

participate in the survey.

In order to get valuable information that can be efficiently used for the development
of the new media concept, the participants of the research are chosen according to
following criteria:
* The interviewee must be a current customer of the areas engineering,
testing and simulation of AVL List.
* The interviewee must have one of the following roles of the buying
center: user, buyer or decision maker
* The interviewee must have at least three years of experience in one
of the application fields as listed above
For the compilation of customers with this specific characteristics, the sales team of
AVL List was consulted. With their unique knowledge and support, the interviewees
for the survey were selected. The overall aim for the survey was to interview at least
15 customers of AVL List.
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8.2.4 Interview guideline and data collection

After defining the research objective and method, the interview guideline was
developed. Therefore, the literature part of the thesis was used as the basis for the
guideline. In a brainstorming, the topics and points of interest were brought together.
In a second step, the main findings were analysed and emphasized. According to
the literature of questioning techniques, the specific questions were formulated and

composed into the interview guideline.

This interview guideline was then coordinated with the coach of the thesis and
revised due to his comments. Furthermore, the interview guideline was discussed

with the company mentor and checked with the marketing department of AVL List.

Before starting with the selected interviewees out of the target group, a trial interview
was made with a technical employee, to see if every question was easy to
understand or need further explanation. After the further optimization of the
interview guideline, the respondents of the survey were taken into account.

The survey was executed with 16 participants.

8.2.5 Evaluation of qualitative interviews

After the effective conduct of the survey, the interviews were transcript and
afterwards analysed through MAXQDA, a world leading software for qualitative
analysis (cf. MAXQDA, 2017).

Following chapters will summarize the key findings about the use of new media in

the B2B automotive industry.

8.2.5.1 Evaluation of the participants

All of the participants of the survey were current customer of the areas engineering,
testing and simulation of AVL List.

Within the distribution of roles in the buying centre of the participants, multiple choice
of roles was possible. All in all, three participants categorized themselves with three
roles, eight interviewees countered themselves to two roles at a time and five
participants classified themselves into one role. Therefore, 12 defined themselves
to be users, 12 characterized themselves as decision makers and another 6 said
they are taking the role of a buyer. No specific correlation or differences were found

within the answers of the different groups.
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Following figure shows the age distribution of the participants of the survey:

Age distribution of participants

50-59
38%

30-39
37%

40-49
25%
= 30-39 = 40-49 = 50-59

Figure 17: Age distribution of participants.
(Own presentation)

As illustrated in Figure 17, 38% of the participants were between 50 and 59 years
old, 25% indicated to be between 40 and 49 years old and the other 37% were
between 30 and 39 years old.

In relation to the age distribution of the participants, the years of working experience
in the automotive industry were another criteria. They reach from 4 to 30 years of
experience. Figure 18 illustrates the different participants of the survey from “P1” til

“P16” with their individual amount of years of working experience.
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Experience in the automotive industry

35
30

25

20
15
10 I I

P10 P11 P12 P13 P14 P15 Pl6

Years of experience

Participants

Figure 18: Experience in the automotive industry (in years)
(Own presentation)

8.2.5.2 Evaluation of new media in general

In the evaluation of new media in general, several questions about the general use

of new media were asked and are presented in the following section:

General use of new media / intensity of new media usage

The survey of the customers of AVL List revealed, that in general all of the
interviewees are using new media in their professional working environment.

New media even goes as far as all of the participants are applying new media on
an hourly basis, when it comes to e-mails. In addition, the internet itself and
therefore browsing or information search is used on a daily basis by 31,25% (5 out
of 16) of the respondents. Only one has indicated, that he uses the internet on a

weekly basis.

Devices for consuming new media

The survey showed a clear specification about the devices, which are used to
consume new media. All of the interviewees are using a Laptop to go online. Second
most frequently used source is the smartphone, which is used by 15 of 16
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respondents. The computer was named 4 times in addition to the laptop, where else
the tablet is used only from 2 interviewees. Following figure shows the devices for

consuming new media (multiple choice was possible):

Named devices for consuming new media

16

" 15
3
.; 1
Q
o 4
|
N
0 2 4 6 8 10 12 14 16 18

Participants

Laptop Smartphone ® Computer M Tablet

Figure 19: Named devices for consuming new media
(Own presentation)

Information seeking — use of channels

In general, all of the interviewees are looking for work related information online. In
addition, the majority declared, that they are consulting both, online and offline
information channels. Offline, journals and magazines were used by 75%.
Documents from technical conferences, directly asking suppliers or companies and
going to an expo each were named by one person.

With regard to the online area, which is used by every single respondent of the
survey, information search through search engines was dominating. 87,5% declared
they use search engines for information seeking. Here, the search engine Google
was named directly from 85,7%. In contrast, Bing was named only by one
respondent.

Other online sources are online journals and magazines (37,5%) like ATZ and MTZ
(12,5%), specific literature sites (25%) like science direct (12,5%) or Springer
(12,5%), websites of companies and suppliers (18,75%), Wikipedia(12,5%),
websites of conferences (6,25%), online newspapers like financial times, bbc and
forbes (6,25%) and newsletters in general (6,25%). The intranet and therefore

internal information was stated from 25% of the respondents, as a platform for
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referring links to papers, internal dictionaries or access to literature sites. Following

figure shows the online information seeking behaviour of the participants:

Online information seeking behaviour

New media channels
=

0 2 4 6 8 10 12 14 16

Participants

M Search engines H Online journals and magazines

B Specific literature sites B Websites of companies and suppliers
B Wikipedia Newsletters in general

H Online newspapers B Websites of conferences

B Online information seeking behaviour

Figure 20: Online information seeking behaviour
(Own presentation)

Type of content

In general, texts were preferred by 81,25 % of the respondents compared to other
types of content. Second most important type of content are photos and pictures
named by 56,25%, followed by diagrams with 43,75%. Data and numbers were also
named to be helpful for 12,5%.

When it comes to videos as content, the opinions are diverse. 18,75% are preferring
videos before texts, 31,25% are saying, they are watching videos, if they are
available, but generally prefer something else and 31,25% say they are rarely
watching videos or just watch them for private reasons.

Two interesting statements were given in addition:

Texts have to be short and get to the heart of the topic to be effective and preferred.

Videos are often not available, this is the reason, why texts are preferred.
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Intensity of information seeking

The time, which is used for information seeking, the so called intensity, is diverse
and reaches from 0,5 hours to 7,5 hours per week. On average, the interviewees
are spending about 2 hours and 45 minutes per week on information seeking.

Following figure shows the intensity in detail:

Intensity of information seeking per week

(in hours)
7,5
—
.
. EE
.k
- [ 2.5
= I 5
g
B
| 1
1
L
L os
0 1 2 3 4 5 6 7 8

Hours per week

Figure 21: Intensity of information seeking per week
(Own presentation)

Time of information seeking

The time for information seeking represents the specific time when customers are
looking for information. 93,75% of the respondents said, that they are looking during
the week for work related information. The remaining one said, that there is no
certain time frame for his information seeking.

In specific, out of this 15, 33,3% are looking for information during the day. 26,7%
are searching for information in the morning and 20% are doing this in the evenings.
20% said that there is no specific time during the week.

Therefore, advertisements from suppliers might be more efficient during the week

than on weekends.

82



Forums and Blogs

Forums and blogs were highlighted, because up to March 2017, there was no further
experience and pursuance from AVL List marketing department to develop and
organise a corporate forum or blog from their side. The survey unravelled, that 75%
of the respondents are not participating regularly in forums or blogs. Reasons from
the non-readers were, that they prefer offline reading, they had no time and just read
them in their private life. Furthermore, some of the respondents said, that it is difficult
to find the right ones and that the information content and quality of forums and
blogs is fewer than expected. The advertisements around the postings were also
mentioned as negative.

25% of the respondents are reading forums and blogs regularly. Following forums
and blogs are mentioned: Mercedes Benz, Daimler, AMG, Motorsport,
Automobilweek, FIE, different industry journals in the US, trucking today, CCJ, SAE
— society of automotive engineers and IEEE. Forums and blogs are mainly
consulted, when the readers are looking for specific technical solutions (75%),
general market developments (25%), opinions in the branche (25%), business
leaderships (25%) and future trends (75%). In specific, the topics of autonomous
driving, connectivity, powertrain technologies and racing were mentioned.

75% of the readers are spending about one hour a week on forums and blogs. 25%

are reading about one hour a month in their free time on forums and blogs.

Webinar

The offering of webinar is new to AVL List, but seen as very important and increasing
and therefore addressed in a separate question.

75 % of the respondents of the survey have been participating in a webinar.

From this group, 41,67% have passed an internal webinar, 41,67% have taken an
external course and 16,67% have participated in both, internal and external

webinars. Following figure illustrates this relation:
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Participation in webinars

5;31%

M internal webinar & internal and external webinar M external webinar M no participation

Figure 22: Participation in webinars
(Own presentation)

From the participants of an external webinar, nearly half of them mentioned, that
they had the chance to participate in a webinar offered by a supplier.
In contrast, three of the respondents answered, that they never got the chance to

join one from a supplier.

8.2.5.3 Prepurchase phase evaluation

The prepurchase phase can be divided into the four phases of the buying process.

Following there were different questions according to the phases.

First and second phase of buying process

When customers are looking for a technical solution, a consulting or product, they
are looking for this offline and online.

93,75% of all respondents are looking offline for their information in this buying
process phase. The survey has unravelled, that the personal contacts and networks
continue to be very important. 86,67 % of this respondents have stated, that they
are asking personal contacts like colleagues and experts. Out of this group, 23,07%
mentioned, that this is the first step towards information about a technical solution,
consulting or product. They are asking their contacts mainly about their knowledge

and experience and ask for consultancy.
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33,33% of the participants said, that they ask suppliers directly to get information
and meet their requirements. 40% of them are stating, that they contact the supplier
first, before asking someone else or take other media into account.

6,67% have to go to the internal innovation or product management first, if they
require a new technical solution, consulting or product and have to follow formal

guidelines, before they contact or do something else.

81,25% of the respondents are taking online channels into consideration to inform
themselves about a new technical solution, product or consulting. Therefore, search
engines are used by 69,23% of these respondents. Out of this specific group,
66,66% mentioned that this is the first step to inform themselves in the prepurchase
phase.

Other online channels stated by the online group are: the website of a supplier
(23,08%), the Rhein Report for North America (7,69%), attending webinars and
symposiums online (7,69%), online journals (7,69%), reading publications and
essays online (7,69%), subscribed benchmarking sites with benchmarking database
(7,69%), literature websites (7,69%), electronic catalogue (7,69%), webinar (7,69%)
and the Intranet (7,69%).

Each of the following online journals were named once: Engine technical journals
(MTZ), Motor Engineering, measuring technical journals, journals of the Austrian
association for automotive technology,
papers from the society of automotive engineering - SAE,
ATZ — an automotive technical journal.

The following figure illustrates the new media channel use in the prepurchase

phase.
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New media channels - first and second phase of the
buying process
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Figure 23: New media channels - prepurchase phase
(Own presentation)

Third phase of the buying process

The third phase of the buying process is characterised through searching and
finding potential suppliers for a new technical solution, consulting or product. The
evaluation of this phase unravels, that the majority of customers have to follow the
internal formal guidelines. Therefore in 87,5 % of the companies, there is a specified
pool of approved suppliers. The remaining 12,5 % of respondents didn’t mentioned,
if they have one or not, but said, that, no matter what, they will ask the right supplier

directly.

Out of the group of 14 interviewees, which have to follow formal guidelines, half of
them said additionally, that it's hard to become a certified supplier of a company.
First they have to pass various tests and checks, before they get a supplier number
to ensure that the supplier is capable, environmentally friendly, financial stable etc..
Another 35,71% of the respondents, which have to follow formal guidelines said,
that in the next step they would ask their personal contacts. In contrast, 21,42%
mentioned, that they would use search engines as the next step after following the

formal guidelines towards supplier search. Another 21,42% would take search
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engines as a third step after the formal guidelines and the personal contacts into

consideration.

8.2.5.4 Purchase phase evaluation

The purchase phase, also called fifth phase of the buying process, is characterised
through the decision finding process. Therefore, in some cases, additional
information might help to support the purchase decision. 87,5 % of the respondents
find, that additional information like case studies or references can help in the
decision finding process. The remaining 12,5% think that price and delivery and the

own experience with the supplier is more important than additional information.

Supporting reasons of valuable additional information are, that they guide as proof
if a supplier is able to solve a problem or has the capability to deliver a service or
product (35,71%) as well as to make more information about itself available and
generate some background (14,28%). 7,14% of the recipients are thinking that
price, quality, experience, the resume as well as references are the most important

things when it comes to the purchase decision.

Branding

A brand is more than just a name, it is a valuable intangible asset. Therefore
branding might help in the decision finding process as well. 93,75% of the
respondents agree, that a strong brand can have a positive influence on the
purchase decision. 3 participants out of these 15 annotated in addition, that although
a brand can help, additional factors like successful realised projects, good solutions

and good quality have to be taken into consideration as well.

8.2.5.5 Postpurchase phase evaluation

The postpurchase phase, the 7t" phase of the buying process, is hallmarked through
customer service and support. In this phase, the personal contacts are rated as one
of the most important factors. 81,25% of the respondents named the personal
contact from a supplier to a customer, whether offline or online, as one of the most
important service and support measures after a purchase to increase their
satisfaction. 61,54% out of this group said, that they will contact the sales person
of the supplier directly, if there is any problem. This personal contact was mentioned

to be preferred compared to the information search via new media, because the
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answer is quicker to receive and more specific instead of looking for hours online,
finding nothing.

However, the contact persons of the supplier should be easy to reach and if there
is any problem, they should show effort to solve it. In this situation, the response
time is required to be immediate (61,54% out of the group of preferred personal
contacts).

In addition, 46,15% said, that they would like to be called by a sales person after
the purchase and asked, if there are any problems or feedback. They want to
receive a feeling, that the sales person is caring about the customers. To not go
beyond the objective, one mentioned, that a call every day would be too much.
Also the organisation and invitation of events like a symposium, where new
technologies are presented and personal meetings are arranged, was named as a

service after purchase to increase satisfaction (7,69%) .

In total, online service and support measures can in general be very useful
mentioned 87,5 % (14 out of 16 participants) of all respondents. Furthermore,
68,75% of all respondents said, that they require online measures in addition to the

personal contact.
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Online service requirements

Channels
=

N

0 1 2 3 4 5 6 7
Participants
B Webbased trainings and webinar B Providing technical product data sheets
B Oder tracking on a website B Newsletters
Immediate responde B Videoconferences
Finding contact information B Getting informed about news
H Online reports of projects M Exchange of big data

Figure 24: Online service opportunities
(Own presentation)

Figure 24 illustrates the online service requirements and shows, that web based
trainings and webinars can be efficient, because of the knowledge and the feasibility
in different locations at the same time (42,85% out of the 87,5% group). In addition
two said, that there are not many offers regarding technical webinars and more
opportunities to join one, would be nice to have.

Out of the 14 patrticipants, the respondents specified, that they wish a good online
support with an immediate response (28,57%), finding the contact information
immediately (14,29%) and the offer of videoconferences through WebEx or Skype
meetings (14,29%). Furthermore, order tracking on a website (35,71%), providing
technical product data sheets (35,71%), sending online reports about delivery dates
(21,42%), exchange of big data (7,14%) monthly reports of successful projects
(7,14%) and be informed, if there are any news (7,14%) were rated to be important

in the online area of service and support, after a purchase.

In general, there were different views about newsletters. On the one hand, they were
rated to be helpful, if they are focused and contain new and interesting topics
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(28,57%). But on the other hand, they were not seen as a good investment in the
area of service and support, because of too general information, the often non-
existent focusing of the content and therefore information overflow (28,57%).

8.2.5.6 Points of contact evaluation

The two most important and preferred ways to get in contact with or be contacted
by a supplier are telephone and e-mail. E-Mail war ranked as the favourite
communication channel from 93,75% of the respondents, followed by telephone
with 87,5 % of the respondents. In addition, 43,75 % of all respondents mentioned,
that the contact in person, whether at personal meeting or at an event like a
symposium is preferred. Also online meetings via Skype or WebEx were named by
31,25% of all the respondents.

Most of the time it's a combination of telephone, meeting in person and e-mail, said
25%.

Preferred points of contact

E-Mail
16
14
12
19

O N B O S

Online meetings Telephone

Personal contact

Figure 25: Preferred points of contact
(Own presentation)

The figure above shows the preferred points of contact from the respondents.

When a supplier contacts a customer, the specific reason was named to be
important. Furthermore, the content should be individualized and interesting — not
irrelevant. Therefore, if they are in a business relation and there is a project between
them, it is defined to be more often, because of the project. On the other hand, if
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there is no active project, they should have a reason and not call out of the blue
(31,25% of all respondents).

Within this context, 18,75 % of all respondents said, that they want to be contacted
whenever there is an interesting information available — with no specific frequency.
Furthermore, the frequency of targeted contacting was also an important topic. If
there is no recent project, the range went from once a month from important contacts
(18,75% of all respondents) to quarterly (18,75% of all respondents) til most

common twice a year (43,75 % of all respondents).

Regarding newsletters, they were named to be an interesting contact point, if they
are not send too often or without relevant topics, otherwise they land most of the

time unread in the wastepaper basket (25% of all respondents).

Social Media

Regarding social media, the focus was on the use of social media channels for the
interaction to a company and the following of companies through social media.

All of the respondents were on the same page, that they would not consider social
media to interact with a company. Indicated reasons therefore were, that they are
not participating actively (1 participant), social media is not secure and professional
enough when it comes to company data (1 participant) as well as the websites are

restricted by the company, so there is no access (1 participant).

In reply to the question, if they follow any company online via social media channels,
the answers were quite definite. Only 1 participant follows a company online. The
respondent said, that he is following some on LinkedIn, but not actively reading their
posts.

In contrast, 93,75% of the interviewees mentioned, that they don'’t follow any
supplier or company online. Reasons therefore are, that there is a narrow boundary
what signals is sent by following a company. When other suppliers or companies
can see, whom they are following, a supplier or company can give a bad image to
the person and to the employer company. “Following” is somehow a commitment to
another company (13,33%).

13,33% of the respondents use LinkedIn to connect themselves with their

colleagues and experts, but not companies.
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6,67 % of that group said, that there is no benefit from following companies or

suppliers or they don’t have time to follow any one of them (6,67%).

8.2.5.7 Restricted customer area of the website evaluation

Regarding the company website and in specific the customer area of a website,
50% of all respondents said, that they do not use the customer area of a website.
Reasons therefore were named to be a missing offer and opportunity to register for
this area (50% out of this group) as well as no need and no time to use such a side
(each 25% out of this group)

In contrast, 50% of all respondents revealed, that they have access and login
themselves to this area.

The requirements and wishes about the customer area were queried to all
respondents. The majority of respondents said, that an easy navigation and
overview (62,5%) as well as a logic and intuitive usability (43,75%) are the most
important things in the protected customer area of a website. Features like a search
function (31,25%) and a quick download (31,25%) would be a good offer in such an
area. The provision of valuable and detailed information (37,5%), product
information (18,75%), handbooks, customer information, and specific solutions as
well as data sheets (31,25%) and relevant content (12,5%) and insight of companies
capabilities, how they solve problems and examples and knowledge sharing
(6,25%) were also named from the respondents. Other content and channels like
an offer of white papers (25%), webinars (18,75%), a company blog or forum
(12,5%), contact information (12,5%), a chat function (12,5%), an available chronic
(6,25%) and an easy access (6,25%) are required as well as a calendar with
upcoming events (6,25%). Also software requirements and licenses would add
value (6,25%). Secureness and safety within this area, was also a topic and
mentioned by one person.

Following figure shows the requirements about protected customer area of the

website named by the participants:
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Figure 26: Requirements about protected customer area of the website
(Own presentation)

In general, the customer protected area should not be used only once, but more
often. Therefore, the necessary reasons for a customer to come back were raised.
The sending of an e-mail, if anything new is happening in the protected customer
area for example new white papers, webinars etc. was named by 25% of all
respondents. If the last experience in this area was fine and everything was found,
12,5% would return to that area. A good online support, which is answering the

guestions immediate was also named by 6,25%.

8.2.5.8 Channels evaluation

Regarding the various new media channels, the usage within the last month of every
specific one was revealed to get an overview about the relevance and frequency of
usage. Following figure shows, how many of the respondents were on the certain
channel:
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Figure 27: Relevance of new media channels

(Own presentation)

As the figure shows, all of the respondents have used search engines and received

newsletters. 81,25 % of the interviewees have been to a website of a supplier,

followed by Youtube with 62,5%. White papers, webinars, the social media platform

LinkedIn and electronic catalogues were also mentioned. In contrast, the social

media platforms Twitter, Facebook, Google+, Instagram and Pinterest were not

used from any of the respondents.
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Frequency of contact to a new media channel
(on average per respondent and month)
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Figure 28: Frequency of contact to a new media channel

(Own presentation)
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The figure above shows the frequency of contact to a new media channel on

average per respondent and month. As illustrated in the figure, the E-Mailing and

Newsletters have the most frequency of contacts, followed by search engines and

Xing.

In addition to frequency of contact, the respondents also brought up, that although

they receive so many newsletters, they are not reading most of them. The major

part lands unread in the wastepaper basket. Therefore, 25% said, that they don’t

read them at all. 37,5% are reading some of them, where an interesting heading

and a current topic are crucial. This result has to be taken into consideration, at the

decision of channels.
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8.2.5.9 Summary of the evaluation

The survey unravelled the importance and relevance of new media in the everyday
working life. Although they are used nearly hourly, the survey discovered, that in
nearly every phase of the business buying process, personal contacts are still one
of the most important factors in B2B companies. The most common ways to get in
contact or being contacted by a company is in person, per mail or via telephone.
Furthermore, it can be said, that the majority of respondents in B2B companies have
to follow formal guidelines in their business buying process. In most of cases it’s not
allowed to just take any supplier, but to choose one out of a pool of specified ones.
If there is a new supplier, this company must pass various checks before getting a
supplier number and being allowed to offer and deliver solutions. Therefore,
retaining customers is very attractive to suppliers.

In the online area, the most popular channels are search engines and newsletters.
Search engines and here especially Google are used in the pre-purchase as well
as purchase phase and in general for online information seeking.

The website of a company can be seen as the core base for any further action and
provides not only information for the public, but also a customer protected area with
specific offers. Here an easy navigation and logic usability are highly important. The
provision of valuable data was also named to be a requirement about this area. In
this context, webinars are also enjoying great popularity and are demonstrating a
platform to share knowledge and deepen customer relationship. Further relevant
new media channels mentioned were case studies and references, white papers
and product data sheets.

In contrast and due to the survey, blogs and forums are rarely used by customers.
The trend of mobile marketing could also be seen in the survey.

Although social media channels were not evaluated to be taken for interaction to a
supplier and to for following a supplier online, they were used in the working life and

therefore advertisements can bring an increase in the contact frequency.
Regardless to the chosen media, the content war and information overflow has to

be considered in every new media measure. Therefore, a comprehensive

knowledge about the customer and what he requires is very important.
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8.3 Merging of analysis results - SWOT

The SWOT analysis for AVL List merges the external and internal analysis by linking
environmental developments to the capabilities of AVL List in order to identify
potential threats or opportunities. Figure 29 and 30 are illustrating the SWOT
analysis related to new media. The results of the SWOT are ranked according to
their level of impact. The results will be summarized in the following chapter 9.1.

Situation analysis of the new media concept.
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Market and environment
development...

...meets a strength or weakness in the system...

...which leads to an opportunity or risk...

...and implies following challenge/action

Strength/
weakness

Reason

Opportunities/
threats

+

Challenge

Increase in various available
new media channels

Existing awareness about new
media, but no specific know-
how about changes in behaviour
of customers; initiated new
media without a comprehensive
concept

Changes in the behaviour of
customers related to new media;
no studies and research about
B2B automotive industry

Inefficiencies and negative impact of missing
know how like missing contact opportunities,

wasting time and money on wrong places and
too many channels and too few resources for

providing superior support

Unravel, where customers are and what they
require, decide and focus on specific new
media channels and deliver required content

Short response time to
customers required

Long response time due to
processes

External and internal processes,
missing resources

Decrease inimage of the company and
customer satisfaction due to long response
times and because of bad reviews and
opinions

Optimize the reaction and response time, adapt
processes and install an employee responsible
for new media to shorten the response time
recommended

Popularity of search engine
utilisation

SEO measures are done
continously, but there is room for
improvements, in addition no
regularly SEA participation

SEA is only applied campaign
related

Missing contact opportunities to the
customers and to become leader in this new
media channel compared to competitors
without improvements and regularly
participation in SEM

Optimize SEO, find specific keywords and
create attractive advertisments for SEA

Increasing requirement for
data integration

First steps are implemented to
integrate offline with online data

Need for a comprehensive
analysis of customers

Increase in customer satisfaction because of
2 |anincrease in knowledge about customers
and deducted support opportunities

Provide resources for the integration, take the
sales team on board

Trend towards mobile
marketing

Relaunch of the new responsive
website

Implemented responsive design
of the website for mobile

Increase in contact frequency and customer
satisfaction by meeting the requirements of
the customers due to implemented responsive
design

Create engaging content for mobile
applications, promote mobile availability

Trend towards content
marketing

Current creation of owned
content for the distribution on
various channels

Going in line with the trend and
meet the requirements for
information and content in various
forms from customers

Increase in contact frequency and customer
satisfaction due to further creation of content
and focusing on customers and their
reguirements

Creation of interesting tailor made content in
different types; find optimal channels for
distribution like popular white papers and
webinars

Legend:

+ Strength / Opportunity

- Weakness / Threats

Scale: 1 - low, 2 - middle, 3 - strong

Figure 29: SWOT analysis AVL List part 1

(own presentation)
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Market and environment
development...

... meets a strength or weakness in the system...

... which leads to an opportunity or risk...

... and implies following challenge/action

Strength/
weakness

Reason

Opportunities/
Threats

+

Challenge

A strong brand supports
buying process

AVL is already a well known
company in their area of
operation

History of company, B2B specific
market characteristics, existing
online and offline marketing
measures

Increase in positive image, strengthening of
3 |brand by the additional use of new media
measures, support of buying process

Expand the intangible asset and apply personal
branding instead of command and control
branding

Personal and new media
contact

Personal service all around the
world for the customer, new
media introduced to reach
customers

Sales representatives worldwide,
noticible changes in behaviour of
customers

Increase in knowledge, advanced meeting of
customer's requirements, increase in contact
2 |frequency and customer satisfaction due to
improvements of existing customer services
and relations

Combination and coordination of offline and
online measures - data integration

Website as basis for new
media marketing activities

New, media enriched website
with a customer area

Due to internal and external
requirements

Increase in contact frequency and customer
3 |satisfaction due to focusing further on the
website as the core of all new media activities

Meeting the requirements of the customers,
improvements of usability of the website

Trend towards newsletter and
e-mail marketing

Existing offer of different topic
related newsletters

Different Newsletters according to
specific interests required and
available

Increase in click rate to website and customer
protected area and therefore increase in
contact frequency due to already available
different kind of newsletters

Concentrate on interesting headlines and
tailormade information, refer to website,
promote company news and activities, be
aware of information overflow

Social media platforms and
networks for professional use

Participation in various social
media channels

Noticable of change in behaviour
of customers, try to meet the new
requirements

Increase in customer contact frequency and
3 |satisfaction due to the provision of high quality
content and focusing on specific channels

Bundle resrouces and focus on specific
channels, like LinkedIn, Xing and Youtube;
provide required information and content on this
platforms due to their specifications

Increasing new media
measures from competitors

Successful introduction of new
meda measures, so far pioneer
role

At the moment leader in most of
the new media channels

Decrease in contact frequency and customer
satisfaction without further improvements in
new media, due to optimized new media
measures from competitors

Implementatin of new media conept, continous
improvements and market monitoring

Legend:

+ Strength / Opportunity

- Weakness / Threats

Scale: 1 - low, 2 - middle, 3 - strong

Figure 30: SWOT analysis AVL List part 2

(own presentation)
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9 New media concept for AVL List

The following chapter represents the new media concept for AVL List GmbH.

9.1 Situation analysis

The SWOT illustrates the most important results of the analysis phase, where
internal and external analysis results were merged. In addition, the primary research
insights were implemented in the SWOT for the development of the comprehensive
new media concept. To summarize the findings of chapter 8.3 Merging of analysis
results - SWOT, the main aspects to consider are
e various available new media channels, but a lack of knowledge about
customer behaviour,
e required short response times, but due to processes current long reaction
times,
e increase in search engine use, but no improvements in SEO and no regular
participation in SEA and
e increasing activities of competitors in new media.
Due to these environment developments, which are meeting a weakness in the
company and are leading to a risk, following negative impacts can appear and have
to be taken into account: missing contact opportunities, inefficiencies and decrease
in customer satisfaction and in image.
In contrast, enhancement in data integration and further focusing on content,
website, mobile marketing, newsletters and social media as well as branding will
offer opportunities to AVL List to gain efficiencies in new media activities, to increase
the contact frequency to the customers and customer satisfaction, strengthening the
brand and image as well as lead new media activities. Therefore, continuous
improvements and optimisation are essential to pave the way to new media

excellence.

9.2 New media objectives

With reference to the chapter 1.3. Objectives and accompanied with the overall
objectives and values of the company to focus on customer orientation, also the
new media marketing objective is putting the customer into the centre of all new

media measures. By the increase of contact frequency and the following proactively
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engagement of customers through communication, AVL List can evolve more
profitable long-term behaviours of customers and increase customer relationship.
Therefore, the new media marketing objective is to enhance the contact frequency

to the AVL List customers.

By the implementation and use of the concept, AVL List aims to enhance the number
of contacts per month to their existing customers by 25% until the end of 2019,
compared to 2016.

Second objective is to increase the visits to the protected customer area on their
website trough sources of new media activities by 10% until the end of 2019,

compared to 2016.

9.3 Strategy

The strategy defines the way to reach the objectives. The digital, new media strategy
has to be part of the overall marketing strategy and determines the following phase
of tactics.

In detail, the considered components of a digital marketing strategy will be covered

in the following sections.

Target markets

AVL List concentrates on the B2B automotive industry. Their customers/companies
are operating in the areas engineering, testing and simulation. Most of them are
located in America, Europe or Asia. The global companies have normally sizes from
1.000 up to many thousands employees.

Breaking down the target group to customer contact level, the majority of their
customers are male, in the age of 25-50 and educated in a technical area. They are
multi-cultural, interested in working/living in other countries, multi-lingual, high
intelligent, innovators and ambitious. Their typical job types are Engineers;
Technical Management; Business Development; Research Engineers and they are
typically having one of the following roles: users, deciders, buyers.

Objectives

The new media marketing objective is to focus on the customer and his

requirements to enhance the contact frequency to the AVL List customers.

Positioning Statement
AVL is an expert partner to the global automotive and mobility industry for the

development of innovative powertrain systems - from diesel engines to electric
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drives, from alternative fuels to control software, from transmissions to batteries.
One of the AVL strengths is the active partnership with companies all over the world
for 70 years. Unique synergies between the AVL Power Systems, AVL
Instrumentation and Test Systems and AVL Advanced Simulation Technologies
enable the development of highly creative, mature and application-specific solutions
for global customers in order that they meet their future market challenges.

AVL is truly "living" customer orientation and responsibility for the society, for
mankind and for the world's achievements. With this attitude, AVL is committed to

turning pioneer achievements into world class products and processes.

Sequence

At the heart of the strategy stands the customer. Due to the fact, that in the B2B
area there are fewer customers and in the majority of companies formal guidelines
have to be followed, where suppliers have to pass various checks before they are
approved as well as customer retention is six times more profitable on average than
customer acquisition, the decision is on customer retention.

Building stable and deep customer relationships helps to evolve a profitable long-
term relationship. In this context, the communication has to be optimized, where the

content has to be of high quality and the contact frequency has to be increased.

Integration of data

Data collection, integration and analysis increases the comprehensive
understanding of the customer. Furthermore it builds the basis for a subsequent
marketing automation. Therefore, available offline and online data should be
integrated in the current used Sales Force, a customer relationship management
tool. Further integration tools and software is depending on the present compatibility

and resource availability in the company.

Tactical tools

Along with the high quality positioning of AVL List, also the content marketing has
to be of high quality. Therefore, it is the lead component of the digital marketing
strategy. Again, the focus lies on the customer and his requirements and needs. It
is essential to truly understand and know the customers. The better they can be

satisfied, the more successful the content marketing strategy will work.

Subsequently, the distribution of the content has to be arranged to a specific

selection of channels. The decision of new media channels have to consider
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external as well as internal factors and will be conducted in detail in the next chapter

9.4. tactics.
Engagement

The new media objectives focus on the increase of contact frequency as well as an
increase of the visits to the protected customer area on the AVL List website trough

sources of new media activities.
Summary

By delivering required and interesting high quality content and concentrating on the
channels, where the customers are, the new media strategy aims to enhance the
contact frequency to the customers. Furthermore, the focus lies on bringing 10%
more customers to the protected customer area of the website through specific new
media activities. Due to the objectives, the pro-active strategy approach is selected,

where AVL List is actively endeavour to approach the customer directly.

9.4 Tactics

Tactics are based on the strategies and are representing the details of the strategy.
In specific, tactical marketing tools are the activities used to execute the new media

plan to meet the objectives.

9.4.1 Tactical tools - decision of channels

The tactical tools are illustrating the applied means to reach the goal. A
comprehensive situation analyses and a clear new media strategy guides the
detailed tactical decisions. Therefore, the evaluation of channel alternatives is
carried out by a value-benefit analysis. The key findings of the theory, the results
from the situation analysis as well as primary research are integrated into the criteria
evaluation. The Score is abbreviated as “s” in figure 31. The different new media
channels were evaluated due to their reach, targeting, personalisation, time to
create, costs and control. In this context, the reach means the general reach of the
specific new media channel. Targeting stands for the possibility to reach the
determined target group and personalisation represents, how good a content of a
new media channel can be personalized. Furthermore, the time to create/update of
the channel means, the time for the creation as well as keeping the channel relevant.
In addition, costs means the costs per additional users, like costs per 1,000 clicks.

Control stands for the controllability of a new media channel.
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The weighting of the criteria was conducted by the marketing department of AVL
List and was done through a discussion of three marketing employees. The reach,
targeting and personalisation were rated with 25% each, time to create/update with
5%, costs 5% and control with 15% (cf. Jorer 21.3.2017). Figure 31 shows the value-
benefit-analysis regarding new media channels:
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New media channels

Figure 31: Value-benefit-analysis
(own presentation)

o
2 Customer |[Search . . . .
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5 . Forums |paper catalogue [Newsletter |marketing [reality
2 (w) =100 website adv.
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Summarized, the results of the value benefit analysis were brought into the correct

order of magnitude and illustrated in following figure:

Results of the value benefit analysis
Search engine . RN O, 05 %
Customer Area on website GGG 8,70%
Website S 8,08%
Mobile marketing R 7,77%
E-Mail/ Newsletter - GGG 7,77%
Webinar — S 6,94%
White paper GGG 6,53%
Electronic catalogue ~ GGG ,22%
Youtube - M 5,80%
Linkedin ~ E——————— 5,28%
Xing  E— ,77%
Augmented reality e 3,94%
Facebook  INEEEEEGEEE—— 3,73%
Pinterest IENEENINIRRIIEN 3,21%
Instagram  EEEEEEREREREEES 3,21%
Twitter ENEREREREEEEEE 3,21%
Blogs/ Forums - EEEGEGEG— 3,21%
Google+ IEEEIEEN 1,66%

0,00% 1,00% 2,00% 3,00% 4,00% 5,00% 6,006 7,006 8,00% 9,00% 10,00%

Figure 32: Summary of the value benefit analysis
(own presentation)

The figure above illustrates the rated new media channels due to the theory,
situation analyses and the primary research from its peak value to the lowest value.
Therefore, the search engine marketing, the customer area of a website and the
mobile marketing as well as e-mail and newsletters have the highest value. The
offer of new media channels like webinar, white paper and electronic catalogues are
also seen as new media channels with high potential. Within the social media
channels, YouTube, LinkedIn and Xing were rated to be the ones with the highest
value-benefit. Augmented reality, blogs and forum as well as the remaining social

media channels did not yield to be very successful.

9.5 Actions

Within the actions, the tactics are specified. Starting with the content marketing, the
tactics are itemized in their own objectives, budget and responsibilities.
Furthermore, the tactics are cascade down to a description of tactics, objective,
action, responsibility, time horizon and budget. Due to the decision of the tactical
tools in the previous chapter, the focus lies on the mini action plans for search

engine marketing, website with the customer area, webinars, white papers and
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electronic catalogues, mobile marketing, e-mail and newsletters marketing and the

social media channels YouTube, LinkedIn and Xing.

9.5.1 Content marketing

Content marketing is focused on creating and distributing valuable, relevant and
consistent content to attract the specific target group. As derived from the overall
objectives and values as well as from the strategy, the provision of high quality
content is essential. Furthermore, useful and valuable information can be used to
transport knowledge and expertise, radiate though leadership and contribute to the
positive branding and image of AVL List. Nevertheless, the content should deliver a
consistent image of the company regardless to the media. Particularly valuable for
customers are technical product and data sheets, handbooks, customer information

and specific solutions.

After the development and creation of high quality content, the content is spread
over specific new media channels like references and case studies, white papers,
webinars, electronic catalogues, newsletters etc. Therefore, the contact frequency
can be increased in general as well as for the customer protected area and the new
media objectives can be reached.

Regarding the type of content, texts are preferred. In the digital age of content war
and information overflow, texts have to have an interesting heading, be compressed
and get to the heart of the topic. Enriched with photos, pictures and diagrams, they
illustrate an attractive mixture. Content in form of videos is getting more popular and

can be seen as an interesting supplement, where it is suitable.

9.5.2 Mini action plans

The tactics can be cascade down to the description of specific tactics with their
objectives, actions, responsibilities, time horizon and budget. All categories and
recommendations were obtained from the theory and practical part of the thesis and
are targeted to reach the overall objective.

The specific tactics derive from the value benefit analysis from the previous chapter
tactics. The objectives of the tactics include a range of feasible aims in addition and
correlation to the overall aim of increasing the contact frequency. The recommended
actions summarize the advised activities for the realisation. The time horizon

implicates, how long and often a tactics should be executed. The responsibility and
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HR represents the authority and calculated number of persons. The time was

determined in hours for specific internal activities.

For the calculation of the budget, the costs were quoted per hour, per month and/or
per creation depending on the applicable tactics. The human resources and
required time was taken into account. To figure out the cost per human per hour,
the average salary of an online marketing expert was used from the Austrian AMS
salary compass (cf. AMS 2017). Additional employer charges were added and
resulted in an hourly salary of € 33,--. This amount function as a benchmark and
was double checked with the marketing department of AVL. The exact amount
depends on the education, experience, collective agreement, the height of employer
contribution and further influencing factors. Moreover, the stated external costs for
specific measures and channels were taken through a recherché of average costs
for the respective tactics.

However, the budgeting includes all costs for the implementation of the concept and
improvements of the existing activities. Furthermore, the majority of costs will arise
due to the operating costs. The creation cost for a video, a webinar and white paper
are recommended and calculated for four creations each per year. Further costs for
additional videos, webinars or white papers are depending on the available content

and desire to transfer knowledge. Figure 33 illustrates the mini action plans:
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Time

Tactics Objectives Recommended actions Time horizon R_e_sonS| HR |(h/m Coeg) Cose) Vei] Coess
bility h month per year
onth)
SEO
SEO of the existing website through an external [continously, external
company (cf. DeMers 2013; Chris 2017) long term 500,00 6.000,00
Raise of ranking in the organic SEA - app. cost per click for B2B on Google
i search of a search engine, Adwords (cf. Inine 2017) for search € 1,64 * 500 external
Search engine |[.
marketing increased contact frequency and | cjicks + for display € 0,37 x 2000 clicks 1.560,00 18.720,00
traffic, increased brand awareness, ) . . .
. SEA/SEQ internal creation costs with keywords |SEA continously
lead generation . .
and creation of target related advertisements .
. . . internal
according to the specific keywords, controlling
of measures, briefing of external company 1P 25 33,00 825,00/ 9.900,00
Increase brand awareness, build |Maintenance of the website and customer Continuously as |
Gy credibility, improve search protected area (cf. Weyer 2015) . Websitey externa 600,00|  7.200,00
website with a rankings, raise cpntact frequency Optimization of e_X|st|ng conter_ﬁ and placement represents the
protected to customers, drive traffic, engage |of fresh content, improve usability, promote core for all
customer area prospects,_ ggnerate leads and protected customgr area}, integration qf different online marketing internal
engage existing customers, types of content like whitepapers, webinars, activities
deepen customer relationship references and case studies 1P 40 33,00f 1.320,00| 15.840,00
Increasebrand awareness, improve
Mobile search rankings, raise cont_act Adaptation and creation of mobile specific Contlngously
. frequency to customers, drive due to increase |external
marketing content . .
traffic, deepen customer in mobile use
relationship 100,00| 1.200,00
Creation of newsletter: provide subscription
CoTITEEE 8 (7 CUSiETED form, offer newsletters regarding different topics, Tailormade
. . . create newsletters due to customer
build credibility, drive traffic, . . . newsletters .
. . requirements - tailormade for different target internal
E-mail and increase contact frequency to the o o . send regularly to
. groups, distribute news over additional e-mails, | .
newsletters customer, increase engagement, . S o . different target
strive to build stronger customer contain referring links, distribution 12 times a rouns. 12 times
) . 9 year recommended groups, 1P 30 33,00 990,00 11.880,00
relationship - - a year
Newsletter tool, price per subscriber plan per external
month (cf. ORourke 2016) 350,00/ 4.200,00
SubTotal 74.940,00
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Time

Tactics Objectives Recommended actions Time horizon R_e_son5| HR [(h/m Cosky Costs) Tz EEeE
bility h month per year
onth)
Subtotal from previous page 74.940,00
Maintenance of the existing ecommerce (cf. external
Build credibility, drive traffic, Jordan 2017) 300,00/ 3.600,00
Electronic increase contact frequency to the [Review existing catalogue, review old and add |Continuous
customer, increase engagement, |new products, provide required products, add maintenance
catalogues . . . . . .
strive to build stronger customer reffering links to references and case studies, and updating internal
relationship collect data, give feedback to relevant sales
persons 1P 15 33,00 495,00 5.940,00
T A 9 (7S EUSIETED, Updatlhg of YouTube.che.lnneI, d§S|gn adaptation .
. - . according AVL website, integration of all Continuous
build credibility, provide thought : .
. ; . departments into one channel to show postings and .
leadership, drive traffic, increase . . . . internal
magnitude, create new \ideo content regarding |promotion of
Youtube contact frequency to the customer, .
increase engagement. strive to customers requirements, promote YouTube channel
. 2T, channel, create Youtube ads 1P | 20[€ | 33,00]  660,00] 7.920,00
build stronger customer — - - -
relationship. qenerate leads Youtube adwertising 0,20 per video view - Continuous external
e calculated for 2.500 views (cf. McLeod 2017) promotion 500,00/ 6.000,00
Communicate to the customer,
build credibility, provide thought
leadership, drive traffic, increase . ) . Continuous
contact frequency to the customer Updating company profile, creating new posts, ostings and
LinkedIn . q y . ' [distribution of available content, feedback, react P 9 internal
increase engagement, strive to . promotion of
. on comments, create own community
build stronger customer channel
relationship, generate leads,
recruiting 1P 15 33,00 495,00 5.940,00
Communicate to the customer,
build credibility, provide thought
leadership, drive traffic, increase . ) Continuous
Updating company profile, creating new posts, .
. contact frequency to the customer,| " " © ; postings and .
Xing . . distribution of available content, feedback, react . internal
increase engagement, strive to . promotion of
. on comments, create own community
build stronger customer channel
relationship, generate leads,
recruiting 1P 15 33,00 495,00| 5.940,00
Subtotal 110.280,00
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. L . . . Resonsi Time Costs/|Cost / Total costs
Tactics Objectives Recommended actions Time horizon . HR .
bility (h) h creation |per year
Subtotal from previous page 110.280,00
Communicate to the customer, Create webinar as part of the content strategy,
build credibility, provide thought coordinate technical expert to deliver content Planning of a
leadership, transfer knowledge, and be available for webcasts, time for technical [webinar weeks
Webinar/ drive traffic, increase contact expert, arrange editors to create the training, before, .
. . L . . ... |internal 110
webcast frequency to the customer, organise and provide the training online, promote [execution/distrib
increase engagement, strive to webinar, ask for feedback afterwards etc. (cf. ution at least 4
build stronger customer Molay 2017), at least 4 times a year times a year
relationship, generate leads recommended 33,00f 3.630,00] 14.520,00
Communicate to the customer,
build credibility, provide thought Create a white paper as part of the content Planning of a
leadership, transfer knowledge, strategy, optimize the reuse of the content, white paper
White paper drive traffic, increase contact promote white paper, provide white paper, weeks 'befor.e, ~linternal 130
frequency to the customer, collect data, ask for feedback etc. - for the execution/distrib
increase engagement, strive to creation of one white paper (cf. Demodia 2017), [ution 4 times a
build stronger customer at least 4 times a year recommended year
relationship, generate leads 33,00 4.290,00| 17.160,00
Communicate to the customer, Planning of a
build credibility, provide thought . . .
. y P . 9 App. cost for a video production (cf. video weeks
leadership, drive traffic, increase . .
. Costhelper.Inc 2017), creation at least 4 times a |before,
Videos contact frequency to the customer, o . . .. |external
. . year recommended, distribute videos over execution/distrib
increase engagement, strive to . .
. YouTube and other channels ution 4 times a
build stronger customer car
relationship, generate leads y 2.800,00( 11.200,00
Total 153.160,00

Figure 33: Mini actions plans
(own presentation)
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9.6 Controlling

Controlling is a process of monitoring performance and taking action to reach the

desired results. It illustrates, if objectives are reached or if adaptions are necessary.

The following KPIs for the specific tactics are determined for the new media concept
and shown in the table 9 (status 03.04.2017):

Tactics

KPlIs

Status 03.04.2017

Search engine marketing

Number of branded keywords

Cost per click search (cf. Irvine 2017)

Cost per click display (cf. Irvine
2017)

Traffic referral volume

€ 1,64 on average click
€ 0,37 on average click

148.000 SEO clicks per year

Company Website with a
protected customer area

Site visits
Subscribed users to customer area

1.304.036 total visits per year
11.200 registered users

Mobile marketing

Number of mobile users

22,81% of all visits are from
mobile devices

E-mail and newsletters

Subscribers in total

Subscribers for corporate newsletter
Opening rate (corp. newsletter)
Click rate (corp. newsletter)

7.300 subscribers

5.106 subscribers

22% (newsletter April 2017)
5% (newsletter April 2017)

Webinar

Number of registrations
Number of participants

68 per first webinar
12 per first webinar

White paper

Number of downloads

103 for one white paper

Electronic catalogues

Number of users

10.062 internal
2.085 external

platforms

Number of followers 539 Follower

Youtube Referring clicks from social media
210 per year

platforms

Number of followers 27.138 Follower
LinkedIn i i i i

Referring clicks from social media 13.620 per year

platforms

Number of followers 2572 Follower
Xing Referring clicks from social media

966 per year

Table 9: KPlIs for specific tactics

(own presentation)

A continuously monitoring of the current period and the new media measures is

essential for the comparison of the following periods and will help to gain more KPI

data. This comparison of the current period with the period after the implementation

112




will draw the success of the concept or in contrast will demonstrate room for

improvements.

Even on the way to reach the objective, the integration of an early warning system
is recommended. A 90-day plan can break down an annual plan and makes control

easier.

The digital marketing concept will need updating at least once a year. As fast as
new ideas come in, old ones become outdated. Following the actions, tactics and

strategy will ensure a top position in the digital marketing game.

10 Final graphical summary

Figure 34 illustrates the most important aspects of the new media concept for AVL
List. The SWOT Analysis points out, that there is high potential due to the external
and internal developments to improve processes, meeting requirements and
increase the contact frequency. Furthermore, in the area of B2B automotive
markets, the positioning of AVL List is defined with high quality, the focus lies on
customer retention and with the integration of offline and online data, efficiencies
can be used and the objectives of an increase in the contact frequency to the
customers can be reached. In detail, the focus lies on search engine marketing,
website and protected customer area on website, mobile marketing, E-
mail/newsletter, webinar, white paper, electronic catalogue and the social media
channels YouTube, Linkedin and Xing. Following, these specific channels are
described in detail and recommendations are given. The concept is complemented
by the controlling section, where concrete KPIs like number (#) of registrations or
cost per click are given. The results of the controlling section points out deviations
from the new media concept and demonstrate, if adaptations and improvements of
the other phases are necessary in the next step. Thus, the circle is closing and

starting again.
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NEW MEDIA CONCEPT FOR AVL LIST

SITUATION ANALYSIS

Threats
Missing contact
opportunities

External
* Various new .
media channels

+ SEM, SM, Website « Inefficiencies S
* Content and + Decreasein w

mobile marketing customer (0]
* Branding satisfaction and T

* Competitors positive image

Internal

* Response times .

* Dataintegration

* Personal and new
media contact

Opportunities
Increase in
customer contact
frequency and
satisfaction
+ Lead new media

activities
+ Strengthening of
brand and image

OBJECTIVES

ACTIONS

Increase of contact
frequency to the AVL List
customers; enhance the
number of contacts per month
to their existing customers by
25%; increase the visits to the
protected customer area on
their website trough sources
of new media activities
by 10%

Target markets: automotive B2

Positioning: high quality

online data

channels
Engagement: increasein
contact frequency

Sequence: customer retention
Integration of data: offline and

Tactical tools: high quality
content, distribution on specific

Channels:

Search engine m.
Website and protected
customer area on website
Mobile marketing
E-Mail/newsletter
YouTube;LinkedIn;Xing
Electronic catalogue
White paper
Webinar

creation and provision of
high quality content in

horizon and budget of

Content marketing:

various forms

Mini action plans:
each specific tactics
detailed with their
objectives, actions,
responsibilities, time

total € 153.160,--

Number (#) of branded .
keywords .

Cost per click

Traffic referral volume .

Site visits .
Subscribed users to .
customer area

Referring clicks from .

social media platforms .

Subscribers in total
Subscribers for
corporate newsletter
Opening rate

Click rate

*  # of mobile users
= #of registrations
+ #of downloads

* #ofusers

* # of followers

Figure 34: Final graphical summary
(own presentation)

114



11 Conclusion and recommendations

The present master thesis with the theoretical as well as practical part and
developed concept shows the potential of new media marketing participation and

optimisation.

The present evolved new media concept will help AVL List to bundle their resources
and focus on the requirements of their customers. In addition, it confirmed the
relevance of new media. The specific tactics and actions of the concept are aimed
to reach the objective to increase the contact frequency to their customers.
Furthermore, customer satisfaction can be raised and customer relationship can be

strengthen.

Based on the theory, the practical part and the developed concept, the master thesis
provides AVL List a comprehensive new media concept to increase the contact
frequency to their customers. The following recommended actions are representing
a guideline for the introduction of the new media concept. The further

implementation into the company is incumbent upon the responsibility of AVL List.

Therefore, the following steps are recommended after the overhanding of the
concept to company and in specific to the marketing department of AVL List:

Implementation of the new media concept

In order to reach the defined objectives, AVL List has to prepare the implementation
of the concept immediate. First of all, the specific budget has to be approved from
the managing board. Furthermore, the responsible persons for the implementation
as well as execution have to be specified and informed. Therefore, the installation
of a project team is suggested. Due to the calculation of required time in the actions
chapter and the needed specific knowledge about new media, the hiring of a new

media expert is recommended.

In the present master thesis, the weighting of the value-benefit-analysis was done
through 3 employees of the marketing department of AVL List. To get a more
objective view, the weighting should also consider the opinion of experts, so a

double check is recommended before implementing the new media concept.

The immediate monitoring of new media activities is recommended and essential

and necessary for improvements of the following periods.
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Development of further new media guidelines

Due to the internal and unique corporate culture, new media guidelines have to be
developed and integrated into the everyday working life at AVL List. Guidelines set
the general roles how to deal with new media. In general the tone of voice should

be sensitive to the expectations of existing users/customers.
Involvement and excitement — internal marketing

All roads lead to Rome, but it is more efficient to go there in one boat. The new
media plan has to be communicated to internal teams to inspired them and get them
behind the plans. So marketers have to ensure that everyone is on board. A great
execution depends on the motivation and the commitment of people involved.
Starting with the marketing team is the first step, but not the end. The management
board and leaders of AVL List have to be informed as well. After the implementation,
further provision of information to all employees have to be realized to ensure
everyone is going into the right direction. The marketer has to keep in mind, that a
lot of people have a resistance to new ideas and projects and promote the new
media plan through various parts of the company. Especially the sales team as well
as after-sales team have to see the advantages of new media support in their

occupational routine.
Future trends and developments

Like the term new media is referring to “newness” and “media” and is ambiguous
and changing, also the future developments are more or less uncertain. As things
go faster and faster in the world due to new technology, these trends have to be
monitored to not sleep through it. Especially in regard to cultural aspects, more
research on specific areas and countries like Asia with their particular new media
channels and individual restrictions, are recommended. As seen in the past, new
media channels can pop up within minutes and enjoy great popularity within a short
period of time but in contrast can also be closed down quickly. Therefore, the trends
have to be observed continuously and documented in the monitoring process and
in the reports and necessary adaptions of the concept have to be taken into

consideration.
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1. Main competitor new media analysis

The competitor website analysis was executed through similarweb.com and
spyfu.com. They are offering a website analysis of the own company and in addition
also competitors websites. Following figures shows a comparison of AVL and its

competitors of 3 month — December 2016 until February 2017 (cf. similarweb 2017).

Audience Overview = _E At
. + . +
&2 Total Visits @ Global Rank A Traffic Share
Dec 2016 - Feb 2017. @ Worldwide Dec 2016 - Feb 2017. @ Worldwide
Dec 2016 - Feb 2017, & Worldwide
Domain o, 4 Domain Desktop Mobile
avl.com - 507.8K avl.com #136,717 B avl.com 77.19% GEEED 22.81%
rav fev.com 142.2K v fev.com #512,840 rv fev.com  62.25% @EEEED 37.75%
"= ricardo.com 250K "= ricardo.com #335,082 "= icardo.. 70.96% @D 29.04%
. jav.com { 133.8K . av.com #368,859 . iav.com 72.68% GEEED 27.32%
¥ kistler.com 145.7K ¥ kistler.com #334,364 ¥ kistler.c..  73.99% D 26.01%

Figure 1: Audience overview
(Similarweb 1.3.2017)

The figure above shows an overview of the audience of the websites. The total visits
illustrates the sum of all visits (non unique) per time period. In comparison of their
competitors, AVL List leads with 507,8K which demonstrates 43% of all total visits,
followed by ricardo.com with 21 % and kistler.com with 12%. Also in the global rank,
AVL List leads on place number 137 followed by kistler.com and ricardo.com.
77,19% of the visits of AVL List company website are made trough desktop. Here

fev.com is leading the mobile traffic share with 37,75%.

Engagement

Dec 2016 - Feb 2017, O Worldwide

Domain L Monthly Visits (3 Avg. Visit Duration = pages/Visit ~> Bounce Rate
avl.com 169,256 00:05:58 5.91 31.13%

rev fev.com 47,395 00:03:15 347 40.19%

®® ricardo.com 83,322 00:01:48 363 42.68%

B izv.com 44,595 00:02:55 4.26 35.89%

¥ kistler.com 48,551 00:03:33 5.67 30.85%

Figure 2: Engagement overview
(Similarweb 1.3.2017)

The figure above shows the engagement metrics for the different websites. Again

avl.com is in a leading position. They had more than 169.000 visits per month. The

A-2



average visit duration was nearly 6 minutes and the average of pages per visit was

5,91. Only the bounce rate was lower at Kistler.com compared to avl.com.

Marketing Mix =

Dec 2016 - Feb 2017 | O Desktop

Channels Overview

E‘. avl.com ry, fev.com == ricardo.com '.iav‘ccm ¥~ kistler.com % ¥ S

Direct Mail Referrals Social Organic Search Paid Search Display Ads

Figure 3: Channels Overview
(Similarweb.com 1.3.2017)

The figure above shows, that the percentage of incoming traffic from each
marketing channel was most of the time from direct, organic search and referrals.

Here, avl.com was leading in all three of them.

The traffic share illustrates the percentage of traffic sent to the website by each
country. Most traffic comes from germany, where iav.com is the leader with 42,29%
followed by avl.com. In Austria, avl.com is the leader with 98,15%. The United
kingdom is dominated by ricardo.com with 68,88%. In the United States, avl.com
reaches 46,98% compared to the others. Also in Japan, avl.com is leading with

31,92%. Following figure illustrates the geographically distribution:
Geography «

Traffic share by country

On Desktop
0, 0, 0 0 0
19.15% 16.92% 11.87% 10% 3.86%

MGermany =Austria Elfunited Kingdom BEunited States ® Japan
avl.com 23.92% avl.com 98.15% avl.com 24.11% avl.com 46.98% avl.com 31.92%
#=% fev.com 18.83% ¥ fev.com 0.08% #e fev.com 1.82% e fev.com 12.24% #¥ feyv.com 6.78%
*® ricardo.com 1.80% ™ ricardo.com 0.23%  ™® ricardo.com 60.88%  *® ricardo.com 19.58% ™ ricardo.com 29.18%
M izv.com 42.29% M zv.com 0.19% M izv.com 2.30% M izv.com 8.85% M izv.com 11.43%
# kistler.com 13.07% & kistler.com 1.35% K kistler.com 1.89% ¥ kistler.com 12.36% ¥ kistler.com 20.69%

Figure 4: Traffic share by country
(Similarweb 1.3.2017)
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Sea r-(:h & & Desktop 0 Mobile Web
Traffic Share (desktop visits) @ Organic Search Visits from Dec, 2016 to Feb, 2017 (=)
On Desktop
-®- avl.com fev.com ricardo.com  ~®- jav.com kistler.com
. Y |
I/
® avlcom 90,000 (26.80%) //.
fev.com 45,000 (13.40%) ] e
ricardo.com 85,000 (25.72%)
® iav.com 50,000 (14.66%)
kistler.com 65,000 (19.42%) ! e

Figure 5: Search traffic share and organic search visits
(similarweb 1.3.2017)

The figure above illustrates the organic search engine visits. Avl.com is leading with
26,80 % followed by ricardo.com with 25,72%. In general the organic search visits

were growing from December until February.

An additional analysis about the organic search engine competitors was executed
through Spyfu.Inc. (cf. Spyfu 2017)

Top Organic Competitors EWFPCCOMPETITORS | & EXPORT

avl.com Zoom 6mM 1y 2y Sy Al

SEO Keywords: 480

1000
fev.com
SEQ Keywords: 308
2 750
kistler.com g
S
SEO Keywords: 324 2
eywords: 32 8 500
@

ricardo.com
250

SEO Keywords: 1.12k

. Penguin 4.0 Phase 2

iav.com 8

SEO Keywords: 154 Nov 16 Dec 16 Jan 17 (L Feb'17 Mar 17 Apri7
Q)

Figure 6: Organic search engine competitors
(Spyfu 2017)

The figure above illustrates AVL List and the four competitors and their SEO
keywords within the last 6 months. Ricardo.com is the leader in this category with
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1.12K Keywords, followed by avl.com and kistler.com. The comparison of these

three main organic competitors showed following result:

Shared Organic Keyword (Kombat)

avl.com ve ricardo.com

kistler.com

ricardo.com

Figure 7: Shared organic keywords
(Spyfu 2017)

VIEW PAID KOMBAT > & EXPORT

vs kistler.com FIGHT

Overall Market Research

@ KEYWORD UNIVERSE (1,862)

Keywords any domain ranks for

CORE STARTING KEYWORDS (0)

Keywords all three rank for
Recommendations for avl.com

WEAKNESS (2)

Keywords both competitors rank for, but not avl.com

EXCLUSIVE KEYWORDS (411)

Competitors don't yet rank. but avl.com does

The comparison of the three websites yield in a keyword universe of 1.862 keywords

all together. There are two keywords, Ricardo and Kistler are using, but not the AVL

website yet, which are industrial testing and engine brochure. In contrast, AVL is

using 411 keywords, the other two companies are not using. These are for example

automation and control, simultaneous engineering, emission analyser and battery

design.

Due to an analysis of Similarweb and Spyfu (2017) none of the competitors is using

Google Adwords constantly so far.
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Social «

Traffic Share (desktop visits) [l

4

8,000 (39.62%)
2,000 (11.68%)
7,000 (35.03%)

2,000 (9.47%)

1,000 (4.20%)

Social Visits from Dec, 2016 to Feb, 2017 (]
On Desktop
~®- avl.com fev.com ricardo.com - ®- jav.com kistler.com
‘\——\*‘-
[ ]
.f___-_—___pf_;_______’o

Figure 8: Social traffic share and social visits

(similarweb 1.3.2017)

Regarding their social appearance, the figure above illustrates the social traffic

share, where avl.com leads with 39,62%, followed by ricardo.com with 35,03%. As

illustrated in the figure on the right, ricardo.com made a huge increase from January

to February 2017.

Referring Social Pages

20,000 Referring Social Visits

SOCIAL TRAFFIC SHARE

avl.com P
ev fev.com

== ricardo.com

W av.com a

¥+ kistler.com

39.62%
11.68%
35.03%

9.47%

4.20%

Figure 9: Referring social pages

(similarweb 1.3.2017)

100.00% of Total Social Visits 118 Referring Social Pages

SOCIAL NETWORKS

E& avl.com rev fev.com == ricardo.com [lliav.com K kistler.com
Linkedin 38.67% @ 92.68% 17.33% 16.68% @ 8.58%
Youtube 15.87% ¢ 0.00% 49.33% 6.53% ( 21.02%
Facebook 8.50% ( 3.75% 10.68% 64.49% N 50.20%

Within the figure above, the referring social pages are listed. Therefore the referring

pages and not the users or followers are counted. LinkedIn, which is often used in

the professional area, is dominated by fev.com, followed by avl.com. In comparison

ricardo.com is leader on Youtube. lav.com is working a lot with Facebook.
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2. Website analysis avl.com

An analyse through external public website tools has been executed. There are
several tools online to analyse a website, like Nibbler; the Escape Design Co.Ltd,
lanl Internet or Similarweb (cf. Smith 2016, p. 85 - 103).

Following, the, starting with Nibbler and references to the other analysing websites.

W ni bbler Home About Pro version Blog

Report for www.avl.com

Overview
Facebook page

Overall B e Code quality
The overall score for this website. e ———
Mo COmmrcial Meta tags
pawertrain industry
Headings

Accessibility gi— Printability

How accessible the website is to

mobile and disabled users. Amount of content
see contributing tests * Analytics
Page titles
Experience Z, s Mabile
How satisfying the website is likely )
to be for users. Popularity

See contributing tests ¥ Server behavior

2

M B
S8EeE8B8B8B88E86B888

Social interest
Marketing Twitter
How well marketed and popular the

website Is.

Nibbler tested a sample of 5 pages from
this website at 4:58 PM on Mar 24, 2017

Internal links

See contributing tests ~ (CET). Images

& Retest URL format

Techneology Domain age
How well designed and built the
Incoming links

webDsite Is.

See contributing tests ~ Freshness

More features

5 pages tested

Terms Privacy Recently tested English (US) « Silktide

Figure 10: Website check through Nibbler
(Nibbler 26.3.2017)

The figure above shows the analyses through the website nibbler.silktide.com about
the avl.com website. Nibbler evaluate the website and rank every characteristic

through a scala of 1 to 10, where 10 represents the best score.
The avl.com website was evaluated with an overall score of 6,7.

On the right site of the figure, there is a table of the specific evaluated criteria with
their results.

The accessibility of the website for mobile and disabled users was rated with 6,3.

The experience, how satisfying the website is likely to be for users, was rated with

7,5. The marketing criteria was rated with 7,1 — in general. It represents how well
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market and how popular the website is. The technology was rated with 6 and

represents, how well design and built the website is (cf. Nibbler 2017).

With this evaluation of the overall performance and subordinated topics, top

priorities for the website improvement are given within this analysis:

“Resolve the validation errors that are listed in the table below. These errors are

preventing this website from being fully W3C compliant.” (Nibbler 2017)

A total of 402 errors and 16 warnings were found on the 5 pages tested.

No pages are W3C compliant. Because there are errors in the code, some web
browsers may not be able to read this website correctly and it may not always display
correctly.

One page of this website was found to use presentational HTML elements and/or
attributes. It is widely regarded that use of presentational HTML like <font> and <p
bgcolor="#FF0000"> should be avoided.

1 of the 5 tested pages of this site appear to use tables to lay out content. This is very
bad, as using tables for layout is not necessary and they should only contain tabular
data.

Table 10: Validation errors of avl.com
(based on Nibbler 2017)

The World Wide Web Consortium (W3C) is an international community where
member organizations, a full-time staff and the public work together to develop Web
standards. (W3C,2017)

“Define meaningful headings for all webpages. This is likely to help this website's

search engine placement and assist visitors in navigating content.” (Nibbler 2017)
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Headings Help @

center
deutschland
engineering engines france
gmbh headquarters iberica
india limited list
office
powertrain private qpunkt
simulation
solution solutions systems
technique test

Figure 11: Headings of avl.com
(Nibbler 26.3.2017)

The evaluation of avl.com figured out, that about 40%, do not use defined headings.

Some headings were found to be empty or incorrectly defined (cf. Nibbler 2017).

Also the SEO web page analyses by landl Internet Inc. (2017) and The Escape
Design Co.Ltd (2017) detected errors in the heading structure and recommended

an enhance of the page title and headings.

Therefore, users, assistive technologies as screen readers and search engines may
find it harder to determine the content of the website's pages, if there are no heading
tags. Correctly defined headings accessibility and are particularly important for

search engine optimization (cf. The Escape Design Co. Ltd 2017).

“Make sure that all the pages of this website include a meta description. If you don't
include one, Google will choose a sample of text from the page to appear in the
search engine result. By including a meta description, you can control how your

search engine result will appear.” (Nibbler 2017)
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Here the evaluation figured out, that only 20% of the pages have a description meta
tag. This is important to be found and displayed correctly on search engines like
Google (cf. Nibbler 2017). Also landl Internet Inc. (2017) and the web page
analyses of The Escape Design Co.Ltd (2017) recommended that the title and the
meta description tags in the HTML of the website should give a brief overview of the

page’s content. Following there is an example of a meta title and description.

Title Home - avl.com (14 characters)

AVL, development, powertrain systems, internal combustion engines,

Keywords i strumentation, test systems (6 phrases, 96 characters)

AVL is the world’s largest privately owned and independent company
Description | for the development of powertrain systems with internal combustion
engines as well as instrumentation and test systems. (187 characters)

Table 11: Example of a meta title and description
(based on The Escape Design Co.Ltd, 2017)

The content analysis of the website avl.com from The Escape Design Co. Ltd
suggests following possible words, analysed through scans in the content text of the
website, that could be used in the meta keywords tags (cf. The Escape Design
Co.Ltd 2017):

Keyword Frequency (% of word total)

Solutions b3 (2.9)%
AVL ™ 51 (2.8)%
maore 26 (1.4)%
Simulation 24 (1.3)%
Engineering 22 (1.2)%
Testing 149 {1.1)%
Vehicle 17 I (0.9)%
powertrain 14 N (05)%
systems 12 B 07)%
nbsp 12 B 07)%
Powertrain 12 B 07)%
Engines 11 B 06)%
development 10 B 06)%

The 10 B 06)%
Controls 10 B 06)%
industry g Bl (050
Electrification g [ (0.5)%
solutions g Bl (051

Drive g Bl (051
Commercial 8 Il (0.4)%

Figure 12: Content analysis for meta keyword tags of avl.com
(cf. The Escape Design Co.Ltd 2017)

The Facebook page did not appear to be associated with the website. Therefore, it
was rated with 0. Also in the web analysis of landl Internet Inc. (2017) the
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Facebook business page did not appear to be connected to the website. Here a link

back to the website from the Facebook page is recommended (cf. Nibbler 2017).

Other major findings of the website evaluation were:

The website is optimized for mobile devices. The creation of touch icons, which will
leave a good impression as a bookmark on mobile devices was set as a
recommendation (cf. 1andl Internet Inc. 2017).

The optimization for printing was rated with 60%.
The amount of content was assessed to be on average of 2.180 words per page.

The mobile application was evaluated as good, because visitors on a mobile device will
be able to access the website easily.

170.493 pages and 2692 domains link to the website AVL.com.
The website was rated to be the 151.641 most popular website in the world.
The domain was registered 16. June 1997 (cf. Nibbler 2017).

Table 12: Further finding of the website evaluation
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3. Interviewpartners

Pampus GmbH

Name Company Nation

Cook Andrew AC Propulsion Inc. USA

Closed Closed UK

Closed Closed USA

DI Draht Jochen AUDI Neckarsulm Germany

Fleischhauer Thomas BMW Br!lllance China
Automotive Ltd.

DI Haese Gerhard BMW AG Germany

Dr. Kendlbacher BOSCH Diesel Systems | Austria

Christoph

Kumar Krishna Dana Ho]dlng USA
Corporation

Kurz Steffen BMW Motorrad Germany

Lamb William Cummins Engine UK
Company Ltd.

Dr. Pearson Richard BP International Ltd UK

Dr. Schlapfer Benjamin BMW Group Germany

Schmitz Kelly Cummins Inc. USA

Schmitz Thomas Daimler AG Germany

Dr. Schopp Gerhard g%nglﬂental Automotive Germany
Saint-Gobain

Wolking Sebastian Performance Plastics Germany

Table 13: Interviewpartners
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4. Interviewguideline

Introduction
e Personal welcome and introduction to the
interview

e Explanation of digital new media
e Overview of temporal sequence
e Introduction of the interviewee

Icebreaker

1.a. A lot of people use new media every day also
for business purpose. What about you?

1.b How often do you use the internet and
therefore digital new media in general?

1.c. Which devices are you using to go online?

General use of new media
Intensity of new media
usage

Devices

2.a Where and how are you looking for
work related information in general?
2.b. Which online channels do you use for this?

2.c. Which type of content do you prefer?

2.d.How much time do you spend in average on
information seeking?

2.d. When do you seek for business-related
information?

3.a. Are you regularly reading articles in internet
blogs or forums?

(if yes, go on)

3.b. If so, can you name some?

3.c. What do you use them for?
3.d. How much time do you spend on average on

blogs and forums?

4.a. Have you ever participated in a webinar?
(if yes, go on)
4.b. Were they internal or external ones?

Information seeking -
use of channels

Type of content
Intensity of information

seeking

Time of information
seeking

Forums & blogs

Use of blog or forum

Duration time on blogs or
forums

Participation in a webinar

5.a. If you need a technical solution, a consulting
or product, how and where do you find information
about it?

PREPURCHASE PHASE
First and second phase of
buying process
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5.b. Which online channels are important?

6.a After defining this product, you begin to look for
potential suppliers. Where and how would you start
to look for them?

6.b.Would you consult digital channels and if so
which ones?

7.a. In your decision finding process: Which kind of
additional information would support your purchase
decision?

7.b.Is general marketing information like
references or case studies helpful in addition to
detailed technical knowledge?

7.c. Can a strong brand influence your decision?

8.a. What can a supplier do via digital new media
to increase your satisfaction after buying?

8.b. What information or online support do you
require from a company via new media that you
buy again?

8.c. How does an optimal online support look like
for you?

PREPURCHASE PHASE
Third phase of the buying
process

PURCHASE PHASE
Fifth phase of the buying
process

content

Branding

POSTPURCHASE PHASE
7t phase of the buying
process

POSTPURCHASE PHASE
Requirements and wishes
Points of contact

9.a. What is your preferred contact point/touchpoint
to a supplier?

9.b. How do you get in touch with a supplier?

9.c. Would you consider using social media to
interact with a company? If yes, which ones?

9.d. Do you also follow companies or suppliers
online?

10.a. How should a supplier get in touch with you?

10.b. Which information could a supplier offer you,
that would be interesting for you?

10.c. How often do you want to be contacted by a
company?

Points of contact
Social Media for
interaction

Following companies
Contacting by supplier

Interesting type of content

Frequency of contact

11.a Do you use restricted customer areas on
websites of suppliers, which are not project
related?

11.b. If so, why? If not, why not?

Customer area of the
website
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12.a. What is important regarding this customer
area?

12.b. When would the usage represent an added
value for you?

12.c. Which information would you like to find there
and in which form?

12.d. What is necessary that you return to the
customer area?

13. Which of the following new media channels
have you used within the last month and how
often?

Channels

Website of a supplier
Customer protected area
Search engines to look for a product or
service
Webcast/webinar

Blogs

White papers

Electronic cat.
E-Mailing/newsl.

Online Forums

Xing

LinkedIn

Twitter

Facebook

Google+

Youtube

Instagram

Pinterest

Virtual/ augm. reality

App

Requirements and wishes

Type of content customer
area

Trigger to return to
customer area

Recent use of channels

Do you wish to add something, which was not
mentioned before?

Do you want to give feedback on the survey?

Closing
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Personal questions
Are you a customer of one of the areas Powertrain
engineering, testing or simulation of AVL?

What is your role in the buying process?

For how many years are you working in the
automotive industry?

To which age group do you belong?
20-29
30-39
40-49
50-59

Table 14: Interviewguideline
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5. Project Plan

MT-Project-Plan
2016 2017

Nr PSP Proceeding Start End Who 35 36 37 38 39 40 41 42 43 44 45 46 4748 49505152 1 2 3 456 7 8 910 11 12 13 14 15 16 17 18 19 20 21 22 23 24 25 26 27 28 29 30

BB Realisation of the Master Thesis 29.08.2016 30.06.2017 §
271.1.1 Execution of Literature Research 29.08.2016 28.01.2017 S

I W] MT Application Process 11.12.2015 09.09.2016
471.2.1 Introduction to MT Topic 11.12.2015 11.12.2015 U
5121 Company selection 12.12.2015 31.03.2016 S
61.2.1 Preparation of Application Dc 01.04.2016 21.04.2016 S
771.2.2 Submission of Application Documents 22.04.2016 22.04.2016 S
871.2.3 Approval of MT Topic 02.05.2016  02.05.2016 U
9'1.2.4 ication Di finally i 20.06.2016 20.06.2016 S
10"1.2.5 Allocation of MT Coach 09.09.2016 09.09.2016 U
p N Preparation Phase
1271.3.1 Inclusion of Initial Literature Research into Basic MT Concept 29.08.2016 02.11.2016 S
13"1.3.2 Preparation of Basic MT Concept for 1st Coach Meeting 29.08.2016 11.09.2016 S
1471.3.2 Creation of planned Table of Contents 29.08.2016 11.09.2016 S
15"1.3.2 Get in touch with MT Coach 12.09.2016 12.09.2016 S
16"1.3.2 Arrangement of Kick-off-Meeting 22.09.2016 22.09.2016 S,C, E|
1771.3.2 Transmission of Documents for 1st Coach Meeting 22.09.2016 22.09.2016 S
18"1.32 Preparation for 1st Coach Meeting 12.09.2016 28.09.2016 S
19"1.3.2 Transmission of Agenda for 1st Coach Meeting 21.09.2016 21.09.2016 S
2071.3.3 1st Coach Meeting 28.09.2016 28.09.2016 S,C A
21"1.3.3 Rework Basic MT Concept according to Coach Feedback 29.09.2016 04.10.2016 S
2271.3.5 Creation of Project Plan, WBS and Milestone Plan 02.10.2016 04.10.2016 S
2371.33 Preparation for Kick-off-Meeting 03.10.2016 09.10.2016 S
241.3.3 Transmission of Documents for Kick-off-Meeting 10.10.2016 10.10.2016 S
2571.3.3 Transmission of Agenda for Kick-off-Meeting 10.10.2016 10.10.2016 S
26"1.3.3 Kick-off-Meeting 17.10.2016 17.10.2016 S.C.E ‘
2771.3.3 Rework Basic MT Concept according to Coach and Company Feedt 10.10.2016 12.10.2016 S
28 Preparation Master Seminar 1
29135 Writing of Initial Situation 01.09.2016 08.09.2016 S
3071.3.5 Definition of Challenge and Objectives (Company and MT Objectives 01.09.2016 08.09.2016 S
31135 Development of Table of Contents and Frame of Reference 09.09.2016 11.09.2016 S
3271.3.6 Creation of preliminary Bibliography 23.09.2016 15.10.2016 S
3371.3.6 Creation of preliminary Project Plan, Milestones and WBS 03.10.2016 05.10.2016 S
3471.3.6 Writing of Company Introduction 05.10.2016 09.10.2016 S
3571.3.6 Transmission of Documents for MS1 12.10.2016 12.10.2016 S
361.3.6 Rework of Documents for MS1 according to Coach Feedback 16.10.2016 19.10.2016 S
3771.3.6 Documents for MS1 submitted 21.10.2016 21.10.2016 S A
3871.3.7 Master Seminar 1 29.10.2016 29.10.2016 S A
39"1.3.7 Coach Meeting 29.10.2016 29.10.2016 S,C
401.3.7 Rework of Basic MT Concept according to MS1 Feedback 29.10.2016 10.11.2016 S
41"1.3.7 Documents for MS1, 2nd attempt submitted 11.11.2016 11.11.2016 S A
42"1.3.8 Master Seminar 1, 2nd attempt 16.11.2016 16.11.2016 S ‘
43"1.3.8 Rework of Basic MT Concept according to MS1 Feedback 16.11.2016 25.11.2016 S r
4471.3.9 Transmission and Signing of MT Conctract 16.11.2016 18.11.2016 S,C,E
4571.3.9 MT Contract submitted 18.11.2016 18.11.2016 S
EOER cxccution TheoreticalPart |
47 1.4.1 Writing of Chapter 2 - B2B Automotive Industry 07.11.2016 09.11.2016 S
48 1.4.1 Writing of Chapter 3 - New Media 10.11.2016 18.11.2016 S
49 1.4.1 Transmission of Contents created to date 18.11.2016 18.11.2016 S
50 1.4.1 Rework of Chapter 2 and 3 according to Coach Feedback 22.11.2016 24.11.2016 S
51 1.4.1 Writing of Chapter 4 - Business buying process 21.11.2016 27.11.2016 S
52 1.4.1 Writing of Chapter 5 - Business customer journey 28.11.2016 08.12.2016 S
53 1.4.1 Writing of Chapter 6 - Development of a new media concept 28.11.2016 08.12.2016 S
54 1.4.3 Transmission of Contents created to date 08.12.2016 08.12.2016 S
55 1.4.3 Arrangement of Coach Meeting 08.12.2016 11.12.2016 S,C
56 1.4.2 Development of Research Design 09.12.2016 11.12.2016 S
57 1.4.3 Transmission of Agenda and Documents for Coach Meeting 11.12.2016 11.12.2016 S
58 1.4.3 Coach Meeting CW 50/51 CW 50/51 S,C
59 1.4.3 Rework of Theory and Research Design according to Coach Feedbe 27.12.2016 06.01.2017 S .
60 1.4.4 Theoretical Part completed 06.01.2017 06.01.2017 S A
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Nr PSP Proceeding Start End Who
61 Preparation Master Seminar 2
62 1.4.5 Preparation of Documents for MS2 30.12.2016 08.01.2017 S
63 1.4.5 Transmission of Documents for MS2 08.01.2017 08.01.2017 S
64 1.4.5 Rework of Theory according to Coach Feedback 13.01.2017 15.01.2017 S
65 1.4.5 Documents for MS2 submitted 20.01.2017 20.01.2017 S
66 1.4.6 Master Seminar 2 25.01.2017 25.01.2017 S
67 1.4.6 Rework of Theory and Research Design according to MS2 Feedbacl 29.01.2017 06.02.2017 S
68 1.4.7 Company Interim Presentation CW 06 CW 06 S
[l R Analysis Phase
7015.1 Development of Research Design 09.12.2016 06.01.2017 S
71151 Development of Interview Guide 18.01.2017 27.01.2017 S
7271.5.1 Selection of Interviewees 30.01.2017 03.02.2017 S
73151 Arrangement of Interview Appointments 30.01.2017 10.02.2017 S
7471.,5.1 Transmission of Interview Guide 28.01.2017 28.01.2017 S
7571.5.1 Rework of Interview Guide according to Coach Feedback 28.01.2017 05.02.2017 S
761.5.2 Execution of Qualitative Interviews 08.02.2017 11.03.2017 S
77715.3 Analysis of Results 20.02.2017 31.03.2017 S
78"1.5.4 Interpretation of Results 13.03.2017 07.04.2017 S
79"1.5.4 Market Research completed 07.04.2017 07.04.2017 S
0 1. T
811.6.1 Writing of Chapter 7 - Company Introduction AVL List GmbH 05.10.2016 13.10.2016 S
8271.6.1 Writing of Chapter 8 - Research Methodology 02.01.2017 28.01.2017 S
831.6.1 Transmission of contents created to date 28.01.2017 28.01.2017 S
841.6.1 Rework of Chapter 7 and 8 according to Coach Feedback 03.02.2017 08.02.2017 S
8571.6.1 Writing of Chapter 9 - New media concept 20.02.2017 03.04.2017 S
861.6.1 Transmission of Contents created to date 07.04.2017 07.04.2017 S
8771.6.1 Rework according to Coach Feedback 07.04.2017 14.04.2017 S
881.6.2 Rework of Practical Part according to Coach Feedback 08.04.2017 17.04.2019 S
89"1.6.3 Practical Part completed 17.04.2017 17.04.2017 S
90 Preparation Master Seminar 3
91"1.6.4 Preparation of Documents for MS3 13.04.2017 19.04.2017 S
92"1.6.4 Documents for MS3 submitted 19.04.2017 19.04.2017 S
93"1.6.5 Master Seminar 3 25.-29.04.2017 25.-29.04.2017 S
941.6.5 Rework of MT according to MS3 Feedback, Writing of Abstract 30.04.2017 02.05.2017 S
LI Conclusion Phase
961.7.1 Proofread by Editorial Office 03.05.2017 09.05.2017 EO, S
971.7.1 Rework of MT according to Proofread and own Checkup 10.05.2017 11.05.2017 S
98"1.7.2 Unbound MT submitted 12.05.2017 12.05.2017 S
991.7.3 Assessment of MT 12.05.2017 cw24Ccu
100"1.7.3 Rework and final Checkup of MT 18.06.2017 22.06.2017 S
1011.7.3 Arrangement of Appointment for Company Presentation 19.06.2017 23.06.2017 S,E
102"1.7.3 Printing and Binding of MT 23.06.2017 28.06.2017 S
1031.7.4 Bound MT submitted 30.06.2017 30.06.2017 S
1041.7.5 Preparation of Company Presentation 17.07.2017 23.07.2017 S
1051.7.5 Company Presentation CW 30 CW30S
1061.7.6 MT Project completed 23.07.2017 23.07.2017 S
- Phases S Student
I Working package [¢] Coach
A Milestone E Enterprise
Time buffer U University
Connections and dependencies EO Editorial Office

Figure 13: Project Plan

2016 2017
35 36 37 38 39 40 41 42 43 44 45 46 4748 4950 5152 1 2 3 4 5 6 7 8 910 11 12 13 14 15 16 17 18 19 20 21 22 23 24 25 26 27 28 29 30
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