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Abstract: The World Wide Web has become increasingly important in helping businesses stay competitive. 
Hence, in the current business environment, it is essential for large firms in established industries to take 
advantage of the Web and all it has to offer in order to stay competitive. Integrating the Web into business 
processes may enable companies to operate more effectively and efficiently while doing the same things that 
they have always done before. While the Web has transformed many industries, organizations need to make 
conscious and informed decisions on what aspects of the Web they believe will positively impact their 
organizations. Our goal is to provide a framework in addressing issues of how to use the Web as a platform to 
develop various strategies. This research will address various web strategies that can be used by large 
organizations to support various business functions.   
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1 Introduction 
Times are changing in the business world. The same 
things that made businesses competitive years ago 
may not work today because of the changing 
business environment that is geared towards 
technology and technological advances.  
     Large firms in established industries have 
additional challenges in staying competitive since 
players in the industry have most likely been 
competing for a long period of time, and know the 
industry well. These firms have a proven track 
record and have made smart moves in the past to 
allow them to stay established in the industry. One 
challenge for firms working in an established 
industry is technology with all of the choices which 
can be daunting for a business to determine how 
technology can be used to help it achieve its goals. 
While some new technologies are easy to 
incorporate into improving and enhancing business 
processes others may require more planning and 
training. One of the most important technological 
tools available to businesses today is the World 
Wide Web. 
     The World Wide Web has become increasingly 
important in helping businesses stay competitive. 
Hence, in the current business environment, it is 
essential for large firms in established industries to 
take advantage of the Web and all it has to offer in 
order to stay competitive. While the Web has 
transformed many industries, organizations need to 
make conscious and informed decisions on what 

aspects of the Web they believe will positively 
impact their organizations. Since businesses are 
tasked with trying to find the best web strategies to 
help them stand out in their industry and give them 
a competitive edge, it is important for those in an 
established industry to evaluate how the Web may 
positively and negatively affect and change their 
business.  
     Large firms in established industries should have 
their own set of web strategies that may best 
improve their organizations. They will often 
struggle with their web strategy due to 
organizational inertia and the hesitation that comes 
from changing any system or process. It could be 
argued that companies with the most organizational 
discipline will be most effective with leveraging the 
Web to improve and enhance business processes. In 
addition, the effective coordination of the strategy 
along with organizational goals may have a positive 
impact on the web strategy.  
     The purpose of this study is to identify various 
web strategies that can be employed by large 
organizations to support various business functions. 
This study argues that the proper use of web based 
strategies in business can streamline operations and 
help stay competitive. However, the industry itself 
is a major factor in the determination of a web 
strategy. For example, a company’s strategy will be 
drastically different if the company is a retail 
company, large manufacturing company, or a media 
company. Thus, the primary objective of this study 
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is to identify and describe a set of web strategies 
that may be employed by large-scale firms in an 
established industry. 
 
2 Background 
Within the last decade, the evolution of the Internet 
has fueled numerous changes in our society. 
Included in the changes are; how we communicate, 
socialize, and conduct business.   
     While many of the business that flourished 
during the dot.com boom no longer exist, many of 
the larger, more established businesses that existed 
before and survived after the bubble burst realized 
the potential use of the Internet. The fact that the 
larger business in more established industries were 
created through the use of more traditional methods, 
these firms needed to learn how to adapt their 
businesses to their new web strategies. 
     The Web, a tool available to most firms, is a 
source of endless possibilities. [15] suggests the 
World Wide Web is playing an increasingly 
important role in the global commerce of firms. 
Similarly, as suggested by [25], the Web technology 
will move the whole economy to be information-
based because of the greater efficiency it can help 
achieve.  
     Tapping into the Web and maximizing the value 
of one’s own website may be a key means for 
survival and improvement. For example, for large 
firms in an established industry, web strategies can 
be implemented to educate consumers, promote and 
sell products and services, improve products, 
connect to customers, and streamline the supply 
chain. 
    The capabilities of the Web are relevant to all 
firms. No organization can afford to ignore it. 
According to Ken Harris, senior VP and CIO at Gap 
Inc, “Internet technology has changed things 
forever…” [28]. Such a statement points to the fact 
that businesses including firms which have operated 
successfully for decades prior to the Web’s 
existence should evaluate how they can incorporate 
it into their strategic goals. As each industry and its 
customers have special needs, so will their use of 
the Web be special to their industry. While some 
businesses would not gain value by selling goods 
and services via the Web, there are numerous 
examples of those which would. However, the 
manner in which businesses integrate the Web into 
their traditional models is key. For example, prior to 
the Web, items could be purchased in a store, out of 
a catalog, or by calling a number listed on the 
television. By expanding these point-of-sale options 
to the Web, businesses have the opportunity to sell 

more at potentially lower costs. While the Web is a 
beneficial tool companies can use to support various 
business functions, they must remember they are 
not the only ones using the Web.   
     As stated by [18] “We are in the midst of a 
swiftly moving river of technology and business 
innovations that is transforming the global business 
landscape”. In this landscape, the Internet era has 
opened up many doors for the business world. Many 
organizations are now faced with this explosion of 
Internet based innovations and technologies and 
should decide which web-based strategy can be 
employed to make the best use of them as different 
solutions and strategies exist for each organization 
and business. What may work for some 
organizations may not be suited for others. 
Organizations need to analyze which web strategies 
will help them succeed. For example, [4] proposes 
the following ten web strategies for brick and 
mortar businesses. Large-scale firms can use most 
of these strategies, but not all are applicable for 
every type of business.   
• Create an electronic brochure that is integrated 

with your marketing efforts,     
• Streamline order processing,   
• Provide extra service in the form of on-line 

information,  
• Let consumers test drive the product first,  
• Offer a convenient way to buy a commodity 

type product,    
• Offer on-line technical support,  
• Offer comprehensive product selection,  
• Offer order tracking or account tracking,   
• Cut out the middleman to sell directly to 

consumers, and finally,    
• Offer more selection than a physical store 

possibly can.  
 

    Having a well-defined objective of the web 
strategy for the company and an alignment of the 
company goals with the objective is also essential. 
As pointed out by [14], a company’s web strategy 
will do nothing for the company if it is not 
consistent with the organization’s business plan. In 
other words, keeping the core competency of the 
business in mind when implementing a web strategy 
may be a safe way to success in the world of the 
Internet. [22] suggests a firm must understand that a 
web strategy has to do with knowing the website’s 
users, aligning the website with the business’ 
objectives, and understanding the technical 
limitations of the organization. Similarly, [23] 
points out managers must come up with a 
framework for strategic planning to develop 
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business opportunities in the new arena of the 
Internet.  
    Integrating the Web into critical business 
processes may enable companies to operate more 
effectively and efficiently while doing the same 
things that they have always done before, but faster 
and less costly. The implementation of web based 
strategies can be used to streamline business 
processes, increase growth of the organization, and 
serve customers better. For example, giving 
customers the option of accessing the information 
they need on their own and the ability to perform 
some tasks or function themselves has the added 
benefit of freeing up employees to interact with 
customers on higher-value activities [10].  
     [20] suggests it’s about building new 
connections to customers not just developing a 
superb website. Thus, managers must understand 
that a frustrating web experience may negatively 
impact customers’ overall opinion of a firm. For 
instance, according to a study done by [24], a 53% 
of consumers polled said they would be less likely 
to shop at the merchant’s physical store due to the 
negative web experience they had. Similarly, an 
online customer experience survey reveal that 55% 
of consumers say frustrating online experience 
negatively affects their opinion of a retailer. An 
overwhelming 82% of respondents said they would 
be less likely to return to a site where they had a 
frustrating shopping experience [5].  
 
 
3 Identifying Web Strategies for Large   

Firms 
The web strategy of a company can be as varied as 
the products and services they provide. This 
strategy; however, must be well thought out from 
development to implementation. This is especially 
true when a company is one of the more established 
members within its industry. Furthermore, when a 
company is also large in size, installing newer web 
technology within the current infrastructure may 
prove to be a challenge within itself. For the most 
part, the challenge stems from the need to integrate 
a new system with the vast amounts of data already 
collected by the older information systems. The 
secondary challenge, which is also true for most 
companies, comes from the possibility of having to 
retrain employees on the new web technology. This 
of course means additional capital for employee 
training programs. The final challenge may come 
from the need to ensure that the web strategy 

employed matches the core competency of the 
business.   
     Web strategies can aid organizations to make 
full use of all the advantages that the internet has to 
offer. There are a multitude of web strategies 
available to large firms. These Web strategies can 
range from simple systems that affect one 
department to complex international solutions 
involving many other organizations. Many can be 
implemented to help organization’s internal, 
business-to-business (B2B), and business-to-
consumer (B2C) operations. Hence, management 
must decide on what they want to achieve with a 
web strategy. For example, when Coke developed 
its website, they faced a few issues. The primary 
question they needed to answer was similar to what 
other firms faced; what did they want their website 
to accomplish? For Coke, they had the unique 
situation in the fact that the company is the brand. 
The initial strategy that helped Coke achieve pre-
Internet success was so effective that when 
developing the website, the marketers knew the 
focus should also be on strengthening the name 
brand. Therefore, the designers of cocacola.com 
geared the site towards entertaining users, while 
reinforcing the strength of the Coke name [13]. 
     Large firms in established industries are likely to 
utilize the Web for several key strategies. The use 
of the Web spans all industries and it can be used 
internal to the company or for external purposes. 
For example, internally, a company may want to use 
the Web mainly for the distribution of information 
to employees, as well as communications, business 
processes, and training. Since the Web allows for an 
organization’s knowledge and data to be sent to 
whoever needs it in real-time, externally, companies 
can use the Web for distribution of information 
including marketing, advertising, corporate 
information and communications, as well as 
customer service, e- commerce and direct sales. 
According to a study [21], the Web can even be 
used for manufacturing.  
     Senior management of a company must 
determine their intended web strategy. The decision 
may be based on the three essential areas: internal 
use, external use, and the industry focus (Figure 1). 
As a firm reviews each of these areas it must also be 
aware of the industry norms for web usage. It may 
be that the industry norms drive a primary web 
strategy, but the company may choose to offer 
specialized content or functionality which can 
provide a competitive advantage. 
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Fig. 1 Web strategies and their functionalities 

 
A significant portion of the operating inefficiencies 
in business today may be the result of difficulties in 
linking existing company goals with web strategies. 
These inefficiencies are increasingly concentrated in 
functions like procurement and sales channel 
management that have to frequently interact with a 
large number of business partners. By implementing 
web-based technology and strategy, companies can 
quickly deliver significant short term operating 
savings to the bottom line. The most substantial 
economic benefits and value may surface over the 
longer term as companies begin to realize the 
potential of the web-based technology and strategy 
as they support more accelerated savings and 
growth opportunities. The goal is to identify the 
business operations where significant inefficiencies 
occur and apply Web services that are ideally suited 
to improve on eliminating these inefficiencies [12].  
    As seen in figure 1, to successfully implement a 
web strategy, the organizations must first create a 
value in the site, and establish an alignment between 
the company goals and web strategies and their 
functionalities. One would suggest that this 
alignment may have a positive impact on the web 
strategy and the resulting return on investment. A 
final factor in the Web strategy decision for a 
company may be the budget that will be spent to 
execute the chosen strategy. The firm will need to 
determine if their strategy can be executed by an 
internal IT department, or it will require 
outsourcing. Major firms in established industries 
should have the finances available to establish any 
of the Web strategies as the budget and cash flow of 
the company may affect the timeline to execute the 
strategy.  
   According to [9], any successful web strategy 
implementation will share the following 
characteristics: an alignment of business strategy 

and technology strategy, a clear identification of 
business requirements, strong orientation towards 
responding to customer needs, an understanding of 
the effect the technical solution will have on current 
business processes, a rigorous Return on Investment 
(ROI) analysis to justify investment, and finally, a 
training program that improves system 
performance, increases customer satisfaction, and 
leads to less costly, more effective, implementations 
of future projects.  
    There may be some compelling reasons why the 
managers should consider incorporating the Web 
into business practices. Properly applied as a 
business tool, the Web based strategy/system has 
the capability to make employees more productive 
and effective by reducing the cost of conducting 
business, increase competitive advantage, improve 
communications within the company, improve 
communications with suppliers, and improve 
communications between the company and its 
customers. 
     In the following section, we articulate how 
various web strategies can be employed in three 
main areas.  
 
 
3.1 Internal Web Strategies 
The first method for any company to utilize the 
Web is internally to the company. This is the most 
rudimentary of all of the web functions that can be 
implemented by a particular company.  
     The internal use of web technology allows for 
increased communications and the sharing of 
information more easily across locations. For 
instance, web conferencing and online video 
distribution make the use of the web crucial for 
wide-spread companies in today’s global economy. 
Such functionality as e-conferencing may allow for 

Internal Strategies 
-Intranet 
-Portal 
-Online reporting 
-E-Conference 
-Collaboration 
-Communication 
-Workforce management 
-VPN 

External Strategies 
-Extranet 
-CRM 
-SCM 
-Marketing 
-E-Commerce 
-EDI 
-E-Payment 

Industry Specific 
Strategies 

 
Company 

Goals 
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internal employees across locations to video-
conference and share files while editing them in 
real-time. This function can be used to have several 
off-site employees provide input to critical design 
reviews and enable them to edit and view the 
information being discussed. 
     Another Web based strategy organizations can 
utilize is Virtual Private Networks (VPN), which is 
a private network that is configured for security 
purposes and passes through a public network. A 
company can use VPN technology to allow for the 
efficient communication with e-mail or any other 
network based system that can be accessed in the 
office. The speed and quality of the technology 
allows for effective communication when traveling 
or in locations where landline Internet access is not 
available.  
     Creating an employee access portal which 
contains employee information is another method of 
utilizing the web internally. A web site can easily 
and securely allow employees to access human 
resources information including benefits, job 
history, and other information that is common to all 
employees. In addition, the main function of a web 
site may be to provide employees with current 
information. For example, an effective company 
intranet acts as a central repository for all critical 
company or department information. Moreover, 
there might be linked web pages to other industry 
news and upcoming company sponsored events. 
The web site could help ensure that all employees 
across the company’s many global locations are 
receiving common communications.  A  Web based 
technology or service can also allow the use of the 
company web site for direct employee training, 
tutoring, and for off-site employee learning [17] 
[19]. For example, all employees may be required to 
take business classes each year which may be taught 
online through video and text based courses.   
    Some company’s entire collaboration toolset 
consists of passing documents back and forth by e-
mail. While this type of communication continues 
to be common, many organizations are using their 
intranet capable of sharing content with thousands 
of employees across the organization. A company 
intranet is a private and secure Website that enables 
document sharing, calendar sharing, and other 
collaboration within the company. An effective 
company intranet acts as a central repository for all 
critical company, department, or remote office 
information. Company intranets are often hosted 
and maintained on company servers and can only be 
accessed by internal employees. An internal web 
site provides employees with access to shared 
documents, company policies and procedures, 

employs applications and medical insurance 
information, network and systems access approval 
forms and a host of other knowledge based 
information. The website may feature detailed 
descriptions of the many company-sponsored health 
insurance programs, and voluntary benefit products 
available to employers. 
    Internal web sites can also be used for linking key 
business processes and providing standard 
information updates regarding company policies 
and operating procedures. By establishing these 
documents online, an employee can be sure that he 
is following the most recent version of a document, 
and all employees performing the same function can 
be sure that they are following the same procedure. 
     A Web based system implemented by some 
organizations is to bring about reductions in the cost 
of data. For example, a technology, also known as 
Central Workforce Management System 
technology, is a Web-based time and attendance, 
payroll, scheduling, and employee management 
system. When combined, central workforce 
management software helps firms to excel in all the 
functional areas of workforce management.  
    Another Web strategy is the use and management 
of company credit cards over the Internet. Some 
companies implement a product called ProCard 
which is a purchasing card used to procure small 
purchases that eliminates the need to maintain petty 
cash and also reduces the number of invoices and 
checks that need to be processed. This technology 
may also provide the ability to have total insight 
into company-wide spending habits more efficiently 
and effectively. The ProCard program provides 
spending limits and allows a company to move 
away from arduous paper checks where it can now 
settle transactions electronically.  
     Business process information at a company can 
be linked by type such as system level procedures, 
operating procedures, and standard work. These 
procedures may all be accessible by employees 
across the globe from the company web site. For 
instance, an engineering standard work site may 
ensure that any two different engineers can perform 
the same design tasks simply by opening the web 
site and selecting the proper task. This linkage helps 
ensure the elimination of design escapes and that 
the most recent lessons learned from previous 
design programs are incorporated into new designs. 
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3.2 External Web Strategies 
The second method for a company to utilize the 
Web is externally to the company. Externally a 
company may choose among several types of web 
usage ranging from informational to functional [2]. 
     Since significant amounts of information are 
typically available online [1], a company’s web 
strategy may be to only provide information to the 
public. This information usually includes product 
information, marketing information, and advertising 
information [3]. This information is typically used 
by consumers to make purchase decisions. Another 
form of information provided by some companies 
such as UPS, FedEx, and the USPS is customer 
tracking services for package deliveries. 
     A company can utilize the Web to ensure 
excellent customer service. This includes using the 
Web to quickly respond back to customers, having 
an easy to use site where information is readily 
available, using Customer Relationship 
Management systems to strengthen relationships 
between the firm and its customers, and using the 
Web to collect accurate and direct feedback from a 
firm’s customers, and acting on that feedback to 
improve overall service levels. For example, 
Charles Schwab “created Internet platforms to 
literally read the minds of consumers, seeking out 
insights that directly drive their new product 
strategies” [20].  To better understand the financial 
concerns of people, Schwab built private online 
communities.  These communities served as a place 
for people to discuss their financial attitudes.  By 
monitoring these discussions, Schwab learned “of 
people’s worries and desire to eliminate debt” [20].  
This forum is an example of how firms can use the 
Web to learn about their customers, connect to their 
needs, and develop a product people actually want.  
Instead of fearing or ignoring what people say on 
the Web about an industry or firm, this information 
can be better used to drive improvement and 
product development.  Monitoring the Web for 
customer feedback and addressing expressed 
concerns can drive businesses to perform better and 
connect to what their customers want and need. 
     With a web site, a company can quickly provide 
answers to consumer’s questions. Most product web 
sites have pages with Frequently Asked Questions 
(FAQ’s) and other links to contact the company like 
web chats or even customer service phone numbers 
and email addresses. A web site may also allow for 
quickly posting product issues like recall 
information which may affect consumer safety.    
     Moreover, companies cannot ignore the 
popularity of social networking sites as a means to 
spreading positive information about their goods 

and services. In November 2007, social networking 
site Facebook launched Facebook Pages, so 
members can give companies friend-like privileges 
to send them information [20].  This is another 
forum in which firms can connect with their 
customers and allow them to share their buying 
experiences or preferences. By soliciting a 
“friendship” businesses are creating new 
relationships and promoting themselves through the 
oldest form of salesmanship – word of mouth. 
     As pointed out earlier, a company’s web strategy 
may be to only provide information to its customers. 
Automobile makers, for example, use the Web to 
educate consumers and promote products and 
services.  When a consumer is interested in buying a 
car, he/she begins by researching. Automobile 
makers have made this process extremely easy for 
consumers. Their websites display vehicles and 
their features, options, specifications, prices, and 
accessories. One can request a quote, compare 
prices, locate a dealer, and explore financing 
options. While websites for automobile makers 
provide a wealth of information about their cars and 
trucks, they do not, in general, allow the consumer 
to purchase a vehicle via the Web.  The absence of 
this option is important to the needs of the 
automobile industry and their web strategy. 
     The Internet has spawned the growth of online 
sites which do not have any physical retail 
locations, known as “click and mortar” stores. The 
establishment of sites like Amazon.com has driven 
change within the major retail stores. Most of the 
originally physical retail stores now have web sites 
which allow customers to buy products online and 
have them delivered directly to their home, or even 
pick them up in their stores. Even retail giant Wal-
Mart now has a web site which offers online 
shopping. Thus, one critical web strategy is e-
commerce. Through the internet a product 
manufacturer or retailer may establish a location 
where a consumer can buy a product and have it 
shipped to them without ever stepping foot in a 
store [6]. The proliferation of online purchases has 
changed the way that many companies do business 
[26].  
     External web site functions may also include 
secure sites intended for information sharing and 
communications between companies. With the 
global economy and companies partnering to create 
efficiencies and cost savings, it has become a 
requirement for many companies to be able to 
provide information between companies that may 
otherwise be competitors. This may require a 
separate web site to be established where specific 
information can be uploaded for use on the 
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particular project, but other company private 
information is kept secure internally. For example, 
Pratt and Whitney (P&W) is working on a 
collaboration partnership with General Electric 
(GE) on the GP7000 engine. This engine is 
technically produced by the Engine Alliance (EA), 
which is a company established as a 50/50 
partnership of P&W and GE. Typically these two 
companies are fierce competitors in the aircraft 
engine industry, but for the good of both companies 
this partnership was created. The cost savings with a 
collaborative project of this nature allowed for both 
companies to work together to develop a new 
engine for the Airbus A380 aircraft when they 
would otherwise not be in a financial position to do 
so. As a requirement for this partnership, P&W and 
GE had to establish a secure site where both 
companies could exchange design information 
while maintaining security for other critical 
business information [11]. 
    Supply chain management and electronic data 
interchange (EDI) are two examples of Web based 
systems that large firms in established industries 
would utilize to streamline operations. In other 
words, external web sites can be used by companies 
for linking supply chain functions. Through secure 
web portals a company can establish a central 
location where suppliers can receive requirements, 
schedules, purchase orders, and even bid on 
prospective contracts. The Web can be applied to 
increase the efficiency of a firm’s supply chain, 
saving both time and money but the relationship 
between supply chain systems, organization 
performance, and decision-making must be 
carefully managed and effectively integrated into 
the business processes as this integration may 
impact the organizational structure, goals, work 
design, values, competition between groups, 
decision-making, and day-to-day behavior.  
     With its networking capabilities, the Web can 
easily connect suppliers, distributors, and retailers 
to facilitate organization, communication, and 
transactions. According to Panasonic’s USA Chief 
Information Officer (CIO) Bob Schwartz, “you have 
to be ready to transact in the marketplace. But it’s 
not just a matter of being able to do transactions; 
it’s whether your supply chain can respond quickly” 
[16]. Schwartz’s comment highlights the 
importance of a well oiled supply chain. It is not 
enough to be able to act.  A firm must be able to act 
quickly.   
    The Web can be used to integrate many activities 
along the supply chain. This means forecasting 
demand, scheduling factory production, and 
coordinating the shipment of goods.  At Panasonic, 

“Schwartz has piloted a website with one of 
Panasonic’s customers that allows the customer to 
enter sales forecasts and requirements for specific 
products” [16].  The information is used to forecast 
demand and schedule production. This process is 
estimated to “help Panasonic cut its typical lead 
time from 90 days to 45 and increase factory 
delivery frequency from monthly to weekly” [16]. 
Using the Web within the supply chain enables 
businesses to respond quickly to customers and 
buying trends. It helps move product so it is 
available when the customer wants it. This is a 
business practice which can translate across 
industry lines.  It is about using the Web to manage 
information and make intelligent decisions about 
production, inventory, and shipping. Although a 
supply chain can be quite complex for some firms, 
the Web can help sort through the information and 
align it with the economic principles of supply and 
demand. Cathy Hotka, VP of IT at the National 
Retail Federation precisely illustrated the 
importance of supply chain efficiency when she said 
“The worst thing that can happen . . . is tempting a 
customer into the store and not having what they 
want. You could lose that customer forever” [28].   
     These web-based systems such as supply chain 
management and electronic data interchange (EDI) 
systems can significantly enhance the efficiency and 
effectiveness of large firms resulting in improved 
profitability. These types of systems can be 
essential to lean operations and providing the most 
up to date information between the companies. Such 
systems are also a must in many industries. For 
example, some major suppliers and businesses are 
not allowed to do business with Wal-Mart or other 
large companies unless they participate in their 
digital technologies such as (EDI).  
    One of the most essential web strategies for large 
firms in an established industry would be a web 
strategy that may provide the firm cost savings. This 
strategy includes using the company website to save 
money, by doing things such as having a self-
service option on the Website. Self-service options 
on websites allow firms to save money by having 
the customer do the work that a company associate 
would usually perform. Examples of self-service 
options include online credit card payments, online 
banking, and online class registration for students. 
An excellent example of Web-based self-service is 
used by the company Netflix. Netflix, which 
specializes in DVD rental via Web self-service, is a 
large company in the entertainment industry. The 
entire customer experience with Netflix is based on 
self-service. Customers choose the DVDs they 
would like to rent and produce a personalized list of 
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these DVDs.  Netflix then delivers these DVDs to 
consumers via mail, and customers also return the 
DVDs via mail using prepaid envelopes provided by 
Netflix.  The system Netflix uses is a great example 
of Web self-service, because customers are able to 
choose the product, view the product and return the 
product without any interaction with a company 
associate. Self-service has allowed Netflix to 
become increasingly popular with consumers, and 
has grown over the last 5 years. Another example of 
this strategy would be the case of Delta Airlines. 
Perhaps one of the more significant features of 
Delta’s website is the ability for travelers to 
purchase tickets online.  For any airline, the ability 
to sell tickets online is attractive for the simple fact 
that it is the cheapest method. In the year 2000, 
selling tickets through travel agents cost Delta 
roughly $300 million a year. The cost, however, for 
each ticket sold through Delta’s website, is nearly 
zero.  By 2002, Delta experienced a 100% growth in 
online ticket sales and broke its revenue record from 
the previous year [7]. In 2005, Delta once again 
broke its record for online ticket sales and recorded 
almost $10 million in revenue during one day in 
January [8].   
     One final external web strategy is to provide 
corporate information for shareholders and financial 
purposes. This information is used by financial 
institutions to determine expectations for the future 
company operations and a company’s stock price. 
 
 
3.3 Industry Focus 
Another factor in determining a web strategy is the 
industry in which the company operates. For some 
companies, the use of the Web is a requirement to 
stay in business.  
     In 2007, companies in industries that are linked 
to tourism are basically required to have a web site 
to advertise and promote their company. For 
example, hotels must have a web site that describes 
their property at a minimum. A web site that allows 
the visitor to make reservations directly online can 
also increase business. Airlines also must have a 
web site that includes their routes to help 
prospective customers choose from among the 
many airline choices available. Restaurants may not 
need a web site to promote their establishment, but 
it can be a method to increase customers. This is 
especially true for restaurants where they depend on 
tourists for business. 
     Another industry with specific web usage is the 
entertainment and news industries. Due to the 
established companies in these industries, any other 
companies are expected to have web sites that 

contain information at a minimum. Entertainment 
companies need to have information regarding 
current and upcoming television shows, movies, and 
other media. The intent of this information is to 
draw public attention and customers to their 
product. Many network and cable channels have 
recently begun a practice where they replay their 
shows on their web sites, or make them available 
for purchase on such sites as iTunes.com. It is 
expected that these types of distribution networks 
will become more mainstream as content users look 
to watch what they want [27].   
     News companies must include news stories and 
other information on their external web sites. This 
information is intended to lead users to watch the 
companies’ other news programs or purchase their 
magazine or newspaper. Web sites such as 
CNN.com and ESPN.com provide news stories, 
videos, and links to other sites. Both of these 
examples are also primarily known for their cable 
distribution networks, but also provide web sites. 
These companies generate revenue from their web 
sites by selling advertising space and in some cases 
charging subscriber fees for user access. Even 
companies which are primarily known for their print 
media like The New York Times (nytimes.com) and 
Sports Illustrated (SI.com) have web sites to 
provide their users with immediate online 
information as well as promote their print media. 
 
 
4  Conclusions 
The implementation of web based strategies for 
large organizations has an important impact on the 
relationships between the organization and 
customers. The Web allows an organization to use 
web based technologies such as EDI, supply chain 
management, intranets and extranets, labor and 
payroll reporting, data warehouses, company credit 
card processing, and other services in an efficient 
and cost effective manner. These tools enable 
companies to focus on the specific areas of their 
business where they can be more competitive and 
profitable. Businesses are redesigning their business 
processes based on web based technologies and 
making this technology a key component of their 
information technology infrastructure. This shows 
how Internet technology has made it possible to 
extend the value chain so it links all suppliers, 
customers and business partners into a value web. 
The Web also allows companies the ability to 
reduce transaction costs, transform traditional 
payment processes into a strategic payment practice, 
and have total insight into company-wide spending 

WSEAS TRANSACTIONS on
INFORMATION SCIENCE & APPLICATIONS

Tuncay Bayrak

ISSN: 1790-0832 1248 Issue 7, Volume 5, July 2008



habits more efficiently and effectively. Companies 
can utilize web strategies to improve the 
coordination and communication among the supply 
chain process and generate significant cost savings 
when used effectively. 
     Companies may be successful with their web 
based strategies when they possess the necessary 
knowledge of how the business operates; however, 
obtaining the needed support and backing from 
senior management is critical for ensuring that all 
web based strategies are adopted and correctly 
utilized by the entire organization. The proper 
education and training are essential for the 
employees to obtain the most benefit from the Web 
systems. It can be suggested that the company will 
realize cost savings when employees understand 
and use the Web effectively and understand how it 
affects the overall organization.  
    The rewards of implementing the right web 
strategy can result in immeasurable benefits. The 
proper use of Web based systems and strategies in 
business can eliminate manual efforts and 
streamline operations resulting in significant cost 
savings for organizations. They furthermore may 
allow a company to have up-to-date and insightful 
information and analysis about the customers and 
markets that could impact the profitability of the 
company. As Internet technology improves and 
economically becomes affordable, companies will 
use these technologies to tailor communication and 
business processes to meet customer needs and 
strategy.  For these reasons, Web based systems and 
strategies are becoming the primary tool for 
electronic business and commerce. 
    Confronted with increasing competition, 
executives have been vulnerable to software vendor 
sales pitches promising significant performance 
improvement and cost savings results. However, in 
these challenging business environments, prudent 
investment in Web strategies and Web based 
systems along with the proper integration will 
enable companies to operate more efficiently.  
    The Web is here to stay. Its capabilities, 
scalability, and interconnectedness make it a 
business tool like none other. Although firms 
existed for centuries without the Web, it is 
questionable whether firms can continue to exist if 
they do not incorporate it into their business model.  
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