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ABSTRACT

ICT has been part of some standard business processes for a long time now. As the SME sector is
employing a great proportion of the work force in Tampere Region, the level of automated or rationa-
lized processes in the sector appears to be interesting. This research is exploring what e-business
actually is and in which level the SMEs in Tampere Region are utilizing e-business solutions. The re-
search work started from a need to understand what e-business actually is and to study its current
state in Tampere Region, and ended up studying also the motives affecting the e-business adaptation,
screening out the development of the past three years, and forecasting the future actions of the sam-
ple SMEs.

The report can be divided into two parts: a theoretical part, in which online sources, business publica-
tions and print books were used as source material to define and explain the parts of e-business; and

a practical part, in which two empirical studies with quantitative results were conducted.

The research is commissioned by the Federation of Finnish Enterprises in Tampere Region and the e-
business-survey is a continuation of the federation’s annual researches targeting eYrityspalvelu-
project’s customers. This year the sample was widen to include also the participants of an Internet
marketing course. The smaller scale survey targeting discussion board users was conducted to sup-
port the theoretical part of the Internet marketing. Electronic forms were used in the both surveys and

the results were analyzed with Tixel.

The research results show that the level in which the e-business tools are utilized is considerably good
among the sample SMEs. The SMEs experience a need for development in numerous factors of busi-
ness but are timorous with any actions. The economic decline has reduced SMESs’ investment inten-
tions in 2009, as the amount and number of the intended investments were both bigger in 2007 and
2008.
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List of terms

Banner
advertisements

e-business

e-commerce

ICT

Information system

SME

-micro enterprises

-small enterprises

-medium enterprises

Application software

— The square or rectangular shaped advertisements that is usually
located in the side of a page or on the top. These may appear as still
pictures or with some effects, such as blinking or sliding texts.

— a way of doing business by utilizing the electronic tools in business
processes in a wider scale than concentrating only on e-commerce
transactions

— Conducting commercial transactions online. The content of the trans-
actions may be money, information, or products, which are usually deli-
vered in exchange for compensation.

—“(Information and Communication technology) is an umbrella term that
includes any communication device or application, encompassing: ra-
dio, television, cellular phones, computer and network hardware and
software, satellite systems and so on, as well as the various services
and applications associated with them, such as videoconferencing and
distance learning.”

(What is ICT?- Definition from whatis.com. 2004)

— A system grouping the interaction of ICT and the related components
(people, information, and processes) together in a way that the interac-
tions among all the components are affecting the performance of the
system

— micro-, small,- and medium sized enterprises

— “employ fewer than 10 employees, annual turnover or annual balance
sheet total does not exceed 2 million euro

— employ fewer than 50 persons and whose annual turnover or annual
balance sheet total does not exceed 10 million euro

— employ fewer than 250 persons and whose annual turnover does not
exceed 50 million euro and the annual balance sheet total does not ex-
ceed 43 million euro”

(SME definition. User guide and model declaration. 2005. 14)

— (also called computer software) is designed to help the user to per-
form a singular or multiple related specific tasks

(Application software. Wikipedia. 2010)
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1 Introduction to e-Business and Digitalization

Implementing the electronic way of doing business requires investment in IT software and solu-
tions. Besides the money factor, time and human capital need to be invested as well. In some
cases acquiring e-Business tools requires also commitment and agreement of third parties or
intermediaries (as an example Enterprise Resource Planning system interconnects several in-

formation systems of the members of one value chain).

In the year 2010 it's not exceptional to handle transactions, customer relationships, marketing
activities and lots of other activities digitally. Many service providers have digitalized their ser-
vices or are offering partial digital solutions and even more organizations have digitalized their
internal procedures totally or partially. The stage of digitalization varies, as the needs of organi-

zations are distinct.

The most important driver for the digitalization of services is naturally the customers, who have
adopted the electronic way of doing business. If the customers wouldn’t have preparedness to
electronic interaction, it would be useless to offer electronic solutions, as one of the survey par-
ticipants justified his enterprise’s low level of digitalization. Still it's evident that an enormous
development has occurred within the last decade among the businesses in private and public
sectors, as well as among the end consumers, and this development has been enabled by new

information and communication technology (ICT).

The new technology is often seen as means of saving time, money and resources. Storing piles
of files into tiny hard drives or CDs as an example is obviously convenient, as the content
doesn’t require much physical space and is easily available. While measuring the pros and cons
of some e-business tools, such as eCRM applications, the start up and running expenses, such
as purchasing or leasing a product, costs of updating or modification, must be taken into con-

sideration as well.

Kotler et al. (2002. 22) praised the Internet already in the beginning of the 21st century as “the
most dramatic new technology driving the connected age”. The importance of the Internet has
only increased after the beginning of the 21st century, as the network is now accessible through
mobile phones, laptops and other wireless devices, and most importantly: wherever, whenever.
Checking out the inventory on the other side of the globe is perfectly possible today, without

being tied to operate with wired devices in fixed offices.
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As mentioned in the abstract, this research work contains a theoretical part, which is examining
and explaining the content of e-business in general, two case studies and a conclusion part in
the end, which is a mixture of both theory and the survey results.

During the pre-stage of the research, which was mainly gaining information on the subject, a
surprising notion was made: valid definition and an extensive presentation of all the different
factors included in the concept of e-business were difficult to find from any single source. Al-
though it has been studied a lot during the last decade, very few sources are handling the sub-
ject thoroughly. Many books are written by the experts of one specific area and the digitalization
of business processes is then handled from only one perspective, focusing on one business
factor and leaving the rest of the factors aside. There was a need for an in-depth study of e-

business that would introduce the subject in its entirety.

The theory part in this report is aimed to give a good general picture of what e-business is; of-
fering relevant information to the reader regardless of the field of business the reader may be
representing. Understanding the meaning of different business processes and operations, and
the role that e-business plays in each area, is also enabling the exploitation and adaptation of

the results of the e-business-survey introduced in the chapter 7.

The main question that the research tries to find an answer to is whether the interrelationships
between business processes and the external factors are influencing the adaptation of e-
business in SME sector. Are the enterprises with existing web pages more likely to have an e-
CRM program in use, or does the changed economic situation have an affection on enterprises’
expectations of growth or investment intentions? To find out the answers to these questions an

empirical study of e-business in SME sector was required.

An annual research of the Federation of the Finnish Enterprises in Tampere Region examining
the situation of eYrityspalvelu customers was the basis for the e-business-survey conducted as
part of the final thesis. The survey represents the study of 2009 with few modifications added to
the original body of the survey. The sample was this year expanded to the participants of an

Internet marketing course to increase the number of respondents.
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The client federation has been annually examining the state of e-business adaptation, functio-
nality of the current information systems, investment intentions, development needs and needs
for a change of ownership. As the main question was in which level the sample SMEs are utiliz-
ing electronic tools in any field of business, and how they are experiencing the functionality of
several business factors, marketing-related questions were added to the previously used set of
guestions to ensure the fair coverage of all business areas. eYrityspalvelu-project, which is

strongly related with the study, will be introduced in the following chapter.

This research was executed as a quantitative survey with a main target of analyzing the current
stage and predicting the future stage of electronic business adaptation in a wide scale within the
focus group. The questionnaire was divided into sections handling the current stage, future vi-

sions, and respondents’ willingness to develop and invest on various business areas.

The idea for the other quantitative research came while the data collecting process for the first
case study had already begun. The small entrepreneurs in general seemed to be very skeptical
about the benefits of social media in business. As the use of social media on the other hand has
become extremely popular among several age groups in Finland, there seemed to be a need to
examine whether this media has such an impact on the consumers that could be turned to favor

the SMEs and if it does, how strong is the impact.

The focus group of this case study was narrowed down to exist of the users of only one conver-
sation forum. The forum is targeted mainly at mothers living in Nokia, Tampere Region and the
main goal of the study was to find out how powerful influence social media (in this case only the
discussion board) and its content has on the users. The case study will be further introduced in

the chapter of Digital Marketing.

The last part will be a closure that utilizes the information represented in the previous chapters.
This summary will present the conclusions that can be made based on the theory part and the
research results presented in the report. Whether the answers to the original research dilemmas

can be found will be evaluated in this closure chapter. The dilemmas are:
® |f a connection between acquiring different e-business tools can be found

® Are there some significant signs that the external influencers would have caused a
change in the e-business adaptation among sample or in the opinions and expectations

of entrepreneurs participating in the survey in general
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2 eYrityspalvelu-project

The e-business research is commissioned by the Federation of Finnish Enterprises in Tampere
Region, a local division of the Federation of Finnish Enterprises. More precisely, the eYrityspal-
velu-project that is facilitated by the federation (in co-operation with other parties) had a need
for a survey. eYrityspalvelu has regularly conducted a survey to measure the state of e-
business adaptation among their customers. As the case study was conducted based on the
needs of this eYrityspalvelu, the project and its previous studies will be introduced in this chap-

ter. The actual research will be introduced in detail in the empirical part of the thesis.

The federation has been actively involved with the eYrityspalvelu-project since it was launched
after a pilot phase in February 2004. Besides the federation, the project’'s important interest
group contained the federation’s local associations, Tampere chamber of commerce, TE-centre
of Tampere Region, eBRC, City of Tampere, and some local urban districts. Also Professia Oy

has been executing and coordinating the project. (Raporttitiivistelma: eTampere... 2004. 6)

The eYrityspalvelu-project was part of a huge eTampere program that included several simulta-
neous projects and engaged a great number of partners in cooperation (Raporttitiivistelma:
eTampere —tietoyhteiskuntaohjelman toimintakaudelta 1.7.2003 -31.12.2003. 2004. 6). The
program ended in 2005 after functioning for five years (eTampere web site). More information

about the program can be found at http://www.etampere.fi/materiaalit/loppuraportti.pdf, where

the final report of the project is published.

The goal of eYrityspalvelu service was to "enhance business activity of SMEs located in Tam-
pere Region and to improve enterprises’ chances for sustainable growth” (eYrityspalvelun lop-
puraportti 1.1.-31.12.2005). The service is open for all SMEs located in Tampere Region. In
practice customers can approach the consultants by phone or through the Internet when they're
interested in the service. The consultant meets the customer, analyses and estimates the cur-
rent situation and makes propositions for the future. When services or products need to be pur-
chased or a leasing relationship needs to be established, the consultant offers always three dif-
ferent service or product suppliers of which the customer may choose the most suitable option.
The service doesn'’t obligate the customers in any way, as the final decisions are made by the

entrepreneurs themselves.
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3 The local business region

The economic situation is one of the dominant factors driving or holding back the adaptation of
electronic business operations. As the focus group of the survey consists of SMEs operating in
Tampere Region, local economic situation and its influence on SMEs is essential. Therefore an
overview to the prevailing situation in Tampere Region and a short repetition of the recession in

the early 90’s is given here in this chapter.

One proof of the impact that economic trends have on the Finnish entrepreneurship is the phe-
nomena seen in context of the last recession: the number of enterprises decreased by over
30 000 enterprises in the beginning of 1990's, but after the year 1994 the number faced 2 per
cent annual growth until 2001, when the improved employment situation encouraged people to

leave entrepreneurship for other employment opportunities. (Palm et al. 2003. 9)

62 sub regions out of the total 69 located in the mainland of Finland, have faced some econom-
ic downturn as compared to the situation a year ago, states the Alueelliset talousnakymaét syk-
sylla 2009 (Regional economy prospects in autumn 2009) -report of TE-centre and Ministry of
employment and the economy (Nieminen. 2009. 8). Tampere Region is one of these sub-
regions, as exporting industries, especially technology industry, play an important role in the

region and make the business area reliant on the world economics.

The whole industry sector is currently going through crises in the form of layoffs and sackings,
which is an implication of declining demand since autumn 2008. The exporting sector faced the
consequences of the recession first, and various export-engaged industries had discovered cir-
ca 20-37 per cent decline in their turnover within one year (measured in August 2009). The de-
crease in domestic purchasing power was in the end of 2009 expected to start affecting the
open sector and to decrease the turnover in retail sector. The retail sector had by then discov-

ered only 3% decrease in turnover. (Nieminen. 2009. 58)

According to TE-centre’s measurements (Table 1 below) the economic life- and entrepreneur-
ship sector as well as employment situation in Tampere region are in a lot worse condition than
a year ago. The unemployment is expected to increase during the next 12 months compared to
the current state. Economic life and entrepreneurship sector however has experienced the hea-
viest downturn already and within the next 12 months situation continues getting weaker, al-

though the speed is expected to be from now on slower than earlier.
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Table 1: Economic views of Tampere Region 2009 (Nieminen. 2009. 58)

Tampere Region TE-centre Now 1) 6 months 2) | 12 months 3)
Economic life and entrepreneurship | -- - -
Unemployment -- - -
Availability of labour force + + +

++ very good, + good, O unchanged/ in current level, - weaker, -- a lot weaker

Estimate of the current situation in comparison to the situation a year ago
Situation in 6 months compared to the current situation

Situation after a year compared to the current situation

The overall unemployment rate in Tampere region was 11.5 per cent at the end of June 2009,
while a year ago it was 8.2 per cent. There are regional differences inside the Tampere region,
which are mainly due to distinct business structures. More industry-centralized areas are now
the most heavily impacted as a result of the declined demand and the majority of the unem-
ployed people registered in TE-centre’s records were from the industry sector. (Nieminen. 2009.
58, 59)

Noticeable in the table below is that Southern Tampere region and Tampere sub-region are the
only two areas in Tampere region, where the number of unemployed job applicants exceeds the
number of entrepreneurs. The unemployment rate is also highest in these two sub-regions. All
the indexes are strongly due to the heavy emphasize on industrial production in both sub re-

gions.

Table 2: Economic view of Tampere Region’s sub-regions 2008-2009 (TE-centre. 2009. pages 59-63)

'e\l#t:']e?)?;r?;urs Inhabitants gg;msmged U Unemployment
(2008) (end of 2008) (June 2009) rate (%)
Southern Tampere region 2224 42 814 2833 13,9
South-West Tampere region 1984 27 929 861 7,1
South-East Tampere region 623 8 055 284 8
North-West Tampere region 2 050 27 148 1274 10,4
Tampere sub-region 20 006 335711 21938 12,8
Upper Tampere region 2354 38 989 1 666 10,4

If the trough of the economic cycle will be reached in 2010, as has been predicted, it's expected

that after few years the amount of enterprises will face some growth again.
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4 Small and large organization

Fillis and Wagner (2005) investigated the differences between larger and smaller companies

and were able to identify three differences in connection to the companies’ size.

1. Because of “limited customer base, product line and owner/firm’s objectives” smaller firms
are not in as stable ground as the bigger ones.
Likelihood to introduce new products or services is much higher for smaller companies.

3. Small companies are more adjustable and able to react to the changes in the environment

faster than the bigger companies.
(*Barnes. 2007. 132, 133)

According to this theory, the smaller the company is, the more the decisions are made locally,
often by only one person. Structures and command chains are not complicated, limited amount
of employees and customers also enable efficient informing and training with minimal effort,

when such change in procedures occurs that requires actions.

Based on this information smaller enterprises with their higher capability in adapting and reac-
tion speed would have great chances to survive the prevailing recession and to face the ulti-

mate changes in the market as a winner. On the other hand, human resources are more limited.

"Fillis and Wagner. 2005. E-business development: an exploratory investigation of the small firm
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5 E-commerce and e-Business

“Policymakers and scholars believed that adequate use of information and communication
technology (ICT) augments the competitiveness of employees and strengthens the position of
companies in global economy “ (Milis 2008, abstract). A special emphasis should be on the
word adequate, as proper implementation and competent usage are two very critical factors
driving or preventing attaining the maximal benefit of electronic business instruments. The re-
quirement before implementing ICT, in means to successfully renew or support business opera-
tions, is to have basic knowledge and understanding over the information technology (IT) and its

operational principles.

Electronic operations are penetrating to business areas that are essential for every enterprise,
regardless of the field of business or the sort of customers. Formerly otherwise handled proce-
dures are now taking electronic form: many communication channels are taking advantage of

ICT and even official services are becoming electronic.

The change towards more electronic business operations is slowly becoming unavoidable, and
the forms and the level of adaptation may vary business by business. Electronic business oper-
ations can be acquired to be next to the traditional procedures or to replace the old ones, to
cover all the factors or just to support the management, or on execution of one specific area like

CRM, HRM, or financial management.

While examining the concepts of e-commerce and e-business further, a reader will most likely
face the terms “transaction” with the e-commerce concept, and “business processes” with e-
business. To ensure the full understanding of the two concepts, valid definitions for transactions

and business processes are given here:

e “Business process is a sequence of tasks carried out to achieve the business objectives
of an organization.” (Zou et al. 2007. 837)

e Transaction’s definition: “A trade between two parties that involves at least two things of
value, agreed-upon conditions, a time of agreement and a place of agreement”. (Kotler
et al. 2002. 9)
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E-business and e-commerce are two separate terms with different meanings, and although
those are not brand new phenomena anymore, both have still recently been topical subjects in
business literature as well as in other business related publications. As the subject has been
studied by many, the terms “e-commerce” and “e-business” have numerous definitions. One

source differentiates e-commerce and e-business in a following way:

E-commerce refers mainly to transactions (selling and buying of goods) carried out on-
line, as e-business is used as a wider concept, referring to the way of doing business in
wider scales (Jackson, Harris & Eckersley. 2003. 5).

Although there are often references to Internet when e-business is discussed, it's noticeable to
realize that Internet is not the only existing channel available to conduct e-commerce or e-
business operations. Although some sources are concentrating on the importance of only Inter-
net techniques, also closed networks, such as EDI (electronic data interchange) or EFT (elec-
tronic funds transfer) systems, can be used (Jackson et al. 2003. 17). The networks are called
closed networks, as the access is limited and charged. The kinds of networks are often seen as

a pre-stage of e-business or as still being a part of it.

The propensity to define e-business as closely linked with exploitation of Internet technologies is
confusing, as many sources (such as Hughes. 2008 and Jackson et al. 2003) do not draw lines
between different online networks. Instead EDI and other similar closed networks are recog-
nized as part of e-business and e-commerce in some sources, and this report will also treat
open and closed networks as one concept, as long as those are used in a manner typical for e-

business or e-commerce.

“The advantage of e-commerce to consumers is greater access to fuller information on prices of
goods and services. The advantage for producers is they can directly access a greater market
potential for their goods and services.” (Jackson, Harris & Eckersley. 2003) Jackson, et al.
(2003) express in this quotation the very important essence of e-commerce (and e-business
also): there are usually two parties gaining the benefit of the electrified processes, just as the

electronic activities are often transactions between two parties.
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5.1 Characters of e-business

Some experts in the field like to differentiate and categorize companies based on the level and
the amount of electronic activities. As an example, Lahti & Salminen (2008. 22) divide compa-
nies into categories of having paper-free accounting, electronic-, or digital financial manage-
ment, based on the state of electronic and paper involvement in their internal and external pro-
cedures. Also Jackson and Eckersley (2003) have defined three terms related to utilization of

Internet technologies that a company must fulfill to fit in the concept of e-business:

e Electronic devices have to be utilized in processing and communicating of data (for
example e-CRM system)

e “Anincreased integration of databases and hardware devices must be allowed”

e Interactive use of systems and services (for example Itella’s service to follow the

transportation of your order, or participation in a conversation forum) is allowed

5.2 The essence of e-commerce

The role of transactions between two or more parties is essential when defining e-commerce.
According to Dave Chaffey, e-commerce is all the electronically mediated financial and non-
financial transactions “between an organization and any third party it deals with” (Chaffey.
2009). This definition with its explicit distinction of the essence of transactions verifies that also
very basic contacts, which are not related to buying or selling of goods, are included in e-
commerce activities. Pure sharing of information in B-to-B, B-to-C, or C-to-B sector or in any
other level, when it's handled through an online network, can be defined as an e-commerce ac-
tivity.

If one thinks of all the companies whose services or products he’s using, and starts counting
how many of them have a web page from where their e-mail addresses or any other contacting
tool facilitated by the Internet can be found, the number will be huge. All of these companies are
exploiting Internet technologies in their business operations. If you start counting the number of
companies who have adopted all e-Customer Relationship Management (e-CRM), e-Financial
management (e-FM), and e-Marketing as part of their standard business processes, the number

will collapse.
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There is no rule that e-commerce is for businesses only operating online. The beneficial way of
doing e-commerce and the functions that would benefit of applying e-commerce applications,
are totally dependent of many variables, such as the field, the structure and the size of the busi-
ness. The truth is however, that e-commerce applications are very often simplifying business
processes, and releasing valuable resources to be located elsewhere. There is no reason why
SMEs shouldn’t take the advantage of e-commerce as much as the bigger companies do, if
they'’re suitable for such activity. By exploiting e-commerce tools and therefore also allocating

human resources more efficiently, SME may improve its performance and competence.

Today the online shopping trend has pushed itself through and the Internet infrastructure has
spread all around the globe making it easy to access the online stores. E-commerce is a lifeline
for many companies, as it offers a way for small companies to go international, which might

otherwise be impossible. It's assisting companies of all sizes to increase their market share.

E-business and e-commerce are two different concepts that have similar components but also
differences. E-business is described to be exploiting online networks and electronic tools to ra-
tionalize and simplify internal business processes, to facilitate communication and information
exchange and storage, and to increase the amount of integrated information systems and de-
vices. When e-commerce focuses only on transaction of goods, money, and/or information
through an online network, it's clear that a company conducting e-commerce might not qualify

as an e-business conductor.
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6 Sectors of e-Business

E-Business is built of the similar sectors as normally functioning businesses. The main features
of electronic business are its capability to advantage from the networks, by using the new tech-
niques in transactions or content, money, and information, and its ability to run automated

processes. The electronic way of doing business is represented here in more detail.

6.1 Digital Marketing

Commonly used synonyms for Digital Marketing are Internet marketing, i-marketing, web mar-
keting, online marketing, and eMarketing. “eMarketing is the process of marketing a brand us-
ing the Internet. It includes both direct response marketing and indirect marketing elements and

uses a range of technologies to help connect businesses to their customers”. (Stokes. 2009)

Unguestionably the best features of e-Marketing are its ability to reach the target market without
any limitations of time and place. Besides that, marketing of a brand via a channel that is popu-
lar among the business and private sectors, regardless of age or gender factors, has been ra-
ther uncommon before the era of the Internet. Through this channel the opportunities and avail-
able combinations of tools are unlimited. In fact, aiming to reach the customers is a great rea-
son to start digital marketing, as the majority of Finns use the Internet on daily bases or close to

it (see the statistics in the following sub chapter).

If the subject is considered from a small entrepreneur’s point of view, any way to differentiate
your business is important. Neither additional marketing strategies nor other supporting elec-
tronic campaigns were necessary, when conducting e-commerce alone was impressing. Today,
as marketing and gaining visibility in the Internet has become more challenging, the network
also offers countless opportunities to reach the target audience. The channels for communica-
tion, advertising and publishing content in the net are various; few examples are web sites, por-
tals, forums, conversation platforms, and web publications. A case study of a conversation fo-
rum will be introduced in a sub chapter later on, and the findings of the study will reveal the effi-

ciency of the Internet and its societies.

Steve Latham (Latham. 2008), a CEO of Spur Interactive Ltd., writes in his blog that e-
marketing is often connected to e-commerce activities: “1. Misperception that online marketing
is only needed if you have e-commerce”. An enterprise that finds marketing essential for busi-
ness success will most evidently benefit from Internet marketing as well. The target audience
doesn’t necessarily have to be reached at the market place. Vast amount of other forms of mar-

keting reaches its target somewhere else than actually at the mart.
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Before making the shift to digital marketing it is viable to clear up the picture of the current mar-
keting strategy. Moving to a new area of marketing doesn’t necessarily require investing re-
sources into development of a totally new marketing plan and strategy. The old ones can be
applied to fit in the new environment as long as the environment and its characteristics and op-

portunities are known and recognized.

As the Internet is an extremely huge place, the importance of knowing the target group multip-
lies. If you know the age scale, marital status and gender of your customers, it helps you to get
started with locating the target group’s favorite places. A proper CRM system in planning the

marketing processes is a great contributor.

6.1.1 Popularity of the Internet

A research conducted by Taloustutkimus interviewed more than 3000 Finns in March-April
2008, examining the Finnish internet behavior, and they found out that the Finns are “using
bank services, reading news, using e-mail, following blogs, watching videos and searching for
information to support purchasing decisions”, spending on average 8 and half hours per week

online (Uutiskirje: Nuoret nayttavat... 2008).

The use of the Internet has been continuously increasing the whole 21* century until the year
2009, when the usage of the Internet has faced a slight decline. However the ownerships of
home computers and Internet connections have somewhat increased. (Uutiskirje: Nuoret nayt-
tavat... 2008)

In 2009 more than 90 % of 16-74 year old Finns were using Internet weekly or more often, with-
out any significant difference between different age groups. More than 80% of 16-54 year olds

were using the Internet on a daily basis. (Tilastokeskus. 2/2009)

The majority, i.e. 91 per cent, of the Internet users were sending or receiving e-mails, while
searches for product or service information were run by 86 per cent of users (Tilastokeskus.
1/2009). A huge proportion of those using the internet every day belong to the age groups that
are actively involved in the employment sector and are also holding the greatest purchasing
power. As much as 86% of the active users are looking for information to back up their purchas-

ing decisions, to make comparisons or to find some new service or product supplier.
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Table 3: Use of the Internet, top 16 (Tilastokeskus. 1/2009)

Use of the Internet %
Sending or receiving e-mails 91
Bank issues 87
Searching information about products or services 86
Reading online magazines 77
Browsing travel- and accommodation services 68
Has been looking for information related to illness, nutrition, or heal- 68
thiness

Looking for information on authorities’ websites 55
Listening to Internet radio or watching Internet TV 47
Listening to or downloading music to own computer from the web 42
Reading blogs 41
Downloading official forms to the computer 38
Searching for education- or course supply 38
Using instant messages 37
Making purchases in an online store 37
Downloading programs to own computer 34
Writing messages to conversation columns or news groups 33

6.1.2 Internet vs. traditional marketing channels

A prevailing trend in the U.S.A is that marketing activities are shifting more to the Internet and at
the same time decreasing the use of traditional means of marketing, such as radio advertising
and print media. This is due to the fact that Americans spend more time in the Internet than on
reading magazines or listening to the radio. (Holahan. Dec. 7/2006)

Based on the statistics concerning the use of the Internet in Finland, the Finnish consumers are
also increasing their use of the Internet. The case study introduced later on will reveal that 21
per cent of the respondents (N=78) are going to increase Internet marketing in the next two
years and reduce the amount of traditional means of marketing. 44 per cent reported that they'd
increase Internet marketing without any reductions on their usage of the older channels. The
interest towards Internet marketing seems to be substantial within the SMEs in Tampere Re-

gion, which have formerly received consultation related to electronic business.
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6.1.3 Web sites

Web sites play an important role in marketing. Besides placing banner advertisements to other’'s
web pages, one should keep in mind the importance of the company’s own web pages. It is the
second place that the potential customer wishes to see after finding a link or other reference of
the existence of an interesting enterprise. It doesn’'t matter whether the information comes from
radio, magazine, net catalog or search engine, the quickest way to attain more information is via

the Internet and preferably the company’s own web pages.

There are web sites of different levels, and those can be divided into three categories based on

the following characteristics:

e Stage 1 web sites (Publishing sites) concentrate solely on publishing content. These
sites don't offer any possibility for users to interact, although the content may be mod-
ern and taking advantage of modern technologies. The site may contain content in dif-
ferent forms, such as articles, videos and photos, but the visitor is only viewing the con-

tent without any possibility to express himself. (Hanson. 2000. 10)

e Stage 2 web sites include the same content as the stage 1 sites, but now visitors have
a chance to approach the organization behind the sites. This interaction is still two-
phase interaction: visitor sends a message or request, and the organization receives it
and sends a reply back to the visitor. This exchange may as well refer to sending e-
mails or making sales or purchases online, or requesting information through applica-

tions (route map services etc.). (Hanson. 2000. 11)

e Stage 3 web sites (Personalization) are very seldom used among small enterprises.
These sites don't just enable interaction and react on visitor’'s requests, but are predict-
ing customer needs and wants and making suggestions. Stage 3 Web pages are built
based on user’s individual needs and obviously need a registration procedure to identi-

fy the users and to collect relevant information. (Hanson. 2000. 14)

Several sources are assuring that the users of web pages or other digital content are crying for
interactivity (Hanson. 2000. 41). The situation hasn’t changed for a decade as the same trend
that was predominant in 2000 could be seen in 2009 as well. This refers to that the user satis-
faction would be higher the higher the stage of the web page is according to scale presented

above.
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6.1.4 The business cycle and marketing

A business magazine Advertising Age introduced two marketing experts in October 2009. When
the recession and its consequences to the marketing strategies that the experts were using
were discussed, the interviewees both stated that the recession had made them re-evaluate the

marketing channels they’re using.

One of them, chief marketing officer (CMO) for sports drink company Owater, said that they
were “thinking about more creative, less expensive ways to get the word out from a marketing
point of view” (Zmuda. 2009. vol. 80. 36: 44). The other interviewee, senior VP for Fender Musi-
cal Instruments Corp., stated that the company was counting on creating buzz and saw the im-
portance in partnerships and forming alliances with their own supply chain members (Bush.
2009. Advertising Age 2009, Vol. 80).

In Fender Musical Instruments Corp. the ultimate goal was to reach the end consumers to col-
lect data and finally to generate buzz. Co-operation with some of their supply chain members
that operate in the customer interface enabled successful execution of this strategy (Bush.
2009. Advertising Age 2009, Vol. 80). Owater, the sport drink company, also mentioned their
presence in stores and interaction with the end customers as one major part of their marketing
and buzz creation process (Zmuda. 2009. vol. 80. 36: 44).

The two marketing experts are responsible for marketing of very different kinds of products: one
company has very flexible definition of their target group, as they’re targeting everyone athleti-
cally minded, while the other's products are seen as luxury products with narrower market.
Common line with the two separately interviewed experts was that the business cycle has an
impact on how they're handling marketing, and most importantly they both have revised the

marketing channels through which they are delivering the marketing message.

In short, the recession is impelling companies to think about new options. The economic situa-
tion has made enterprises all around the globe to tighten up their money belts and one area
easily affected by this is marketing. As the few examples show, it's possible to keep delivering
the same message you've already been using, but the delivery channels can be adjusted to the

new budget and/or other limitations.

The two example companies were keen on having face-to-face interaction with their end con-
sumers, which is pretty common in retail market. A natural environment to reach the end con-
sumers is in the store from where the item is purchased. But as can be seen in the chapter
6.1.1 Popularity of the Internet, a vast majority of 16-54 year old Finns are also hanging in the
Internet daily or almost daily. The statistics showed also that 86 per cent of the users were us-

ing the Internet to search information on products or services.
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6.1.5 Internet networks as channels for e-marketing

As the Internet is open for anyone, it includes also closed networks. Large and medium sized
organizations often supply intra- and extranets to ease up information flow and to limit the
access to the data to a certain group of employees or partners. Intranet is often offering infor-
mation essential for the employees (like the minutes of meetings, list of co-workers, internal
news) and extranet contains information targeted for the partners from the supply- or retail
chain.

Intranet is focusing completely on sharing the information and facilitating conversation inside the
organization, but extranet has an organization’s external parties as the target audience, and
therefore some marketing is delivered through the network (Hanson. 2000. 86). As small enter-
prises rarely have extra- or intranet, they use only the public internet to deliver all e-marketing
content. Even the organizations with intra-, extra- and public internet are sometimes using the
public internet solely to publish marketing related content (Hanson. 2000. 86). This refers to that
the channel for e-marketing mainly stays the same regardless of the size of the enterprise or

organization.

There is a difference between the nature of marketing, depending on whether it's business-to-
business (B-to-B) or business-to-customer (B-to-C) marketing. Organizations with extranets are
delivering B-to-B marketing through the extranet (Hanson. 2000. 88) but leave the B-to-C mar-
keting on the public internet, when the organizations with no extranets are focusing all of their e-

marketing resources on the public internet.

6.1.6 Internet societies: Survey

Maybe the best known social media in Finland are YouTube, Facebook, and MySpace. Com-
mon feature for all social media channels is that they allow users to publish content in some

form.

To find out how the word-of-mouth is really used in the Internet’s social media and if it has an
effect on the purchasing decisions of the end consumers, a small survey was conducted in one
local conversation forum, “Nokian mammat” (http://www.foorumi.info/nokianmammat/). The
community is mainly targeted for mothers living in Nokia, and although it welcomes also grand-
parents, fathers and women expecting their first ones, the majority of members are women with

children.

In December 2009, when the data was collected, the forum had 548 registered members and
there had been 35 091 messages published. The survey gained 57 responses (10.4 % of mem-

bers). The e-form 3 application was used to gather data, which was then analyzed with Tixel.



23(66)

The members of the discussion board were asked to define the reasons why they use the forum
(Questionl: Choose the most important reasons for you to use the forum). Unanimously the
most important reason for respondents to be a member of the forum was to get different kinds
of advices and ideas from the others (79%). Acquiring information took the first place also when
the respondents were asked to express freely how they'd describe the forum. The most used
terms were referring to being informed about the city services and activities, topical news and
being advised by the others on various subjects. Being supported by a peer group (72%) and
having interesting conversations (63%) were also considered as important motives (see the fig-
ure 1).

Reasons to use the forum (pick 1 or more)

| get diverse advices and ideas

Support of a peer group

Participation in interesting conversations
Participation in organized activities and...

Making new friends

Read conversations the others have had

Keeps me up to date

It's easy

Networking

My friends are also using the forum

I maintain friendships easily via the Internet

Other reason

0 20 40 60 80 100

M % (280 responses/ N=57)

Figure 1: Reasons to use the forum (mr)
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The active nature of the forum was attracting some of the members and the statistics prove the
claim to be true, as 79 per cent of the respondents were visiting the platform daily or almost dai-
ly (Question 2: How often do you visit the forum?). Additionally, five respondents expressed
their tendency to visit the forum multiple times per day, which increases the amount of daily or

almost daily visitors to 81 per cent.

100 per cent of the respondents had read other people’s experiences with products or services
while visiting the platform (Question 3: While visiting the forum, have you read other users' opi-
nions about products or services they've used?). As the figure 2 shows, the influence of the oth-
ers’ opinions is great on the readers’ purchasing decisions. On a scale from 1 to 5, when 1 is
not at all and 5 is very much, 63% of the respondents estimated the influence of others on their
own purchasing decisions to be in level 4 or 5. One third of the respondents (32%) estimated

the influence to be in level 3.

3.1 How much on your own estimation the opinions
adressed at the forum are affecting on your own
purchasing decisions?

1 32
0% 20% 40 % 60 % 80 % 100 %
H 1 (Not at all) M2 M3 H4 M5 (Very much)

Figure 2: Word-of-mouth influencing purchasing decisions (N=57)

When asked, whether the respondents had published their own positive or negative opinions at
the forum, 82 per cent replied they’d been praising a product or service (see the figure 3). Nega-
tive messages had been posted by 42 per cent of the final sample, which is only half of those
who posted messages positive in tone. 18 per cent of the final sample hadn’t shared their own
experiences at all. This leads to a conclusion that two positive experiences are published at the
forum for every negative toned post, and nearly 100 per cent of the users are reading these

posts.
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Besides this conversation forum, the most popular daily online activity that the respondents re-
ported was using Facebook (77% out of 57 respondents). As the forum’s daily user proportion
also yielded to 81 per cent of the respondents, it's clear that the majority of social media users
are using both, the forum and Facebook, on a daily basis. Only 37 per cent were purchasing
cloths and 37 per cent purchasing something else online, and the both activities were con-

ducted on monthly bases.

How often the listed Internet activities are being
used

0% 20% 40 % 60 % 80 % 100 %

Use Facebook

Write my own blog

Following blogs M weekly
Reading some other
conversation forum
monthly

Participating in some other
conversation forum

M More seldome
or not at all

Purchasing clothes online

Buying something else than
clothes online

Figure 3: How often the Internet activities are being used (N=57)

As 80% or more of 16-54 year olds in Finland were using the Internet on a daily basis (Tilasto-
keskus. 2/2009) and 77% of the Nokian mammat-sample is using Facebook on a daily basis, it

is quite obvious where this particular group could be reached, if necessary.

An interesting question is now, what makes the conversation forum so popular among its users,
that they keep coming back. Features, how the members described the forum, included warm
atmosphere, manner of not insulting the others, tolerance towards different opinions, and easi-
ness to jump in and take part in conversations. Being informed and advised was another feature
that many respondents mentioned, but the atmosphere and tolerate attitude seemed to be the

two key elements that the users saw as being the key differentiators.
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Appreciation of good manners reminds about the back side of social media. A common problem
is that the lack of real identity encourages people to publish insulting or somehow else inappro-
priate content and poisoning others’ experience. There are tools to guide such a behavior and
most conversation platforms have their own supervisors and reporting systems in case of offen-

sive behavior.

The Nokian mammat discussion forum is a model example of well operating Internet societies.
The users are committed to use the service. The majority of the respondents visit the forum dai-
ly or almost daily, and 75 per cent of the total sample believes that their use of the forum will not
decrease in the next three years. Facebook is the only Internet activity of the given options (see
the figure 3) that can compete with the daily usage rate of the forum. The other activities were
used less than monthly or not at all by more than 50 per cent (N=57), except the option of read-
ing another conversation forum, which was used monthly or more often by 58 per cent of the

respondents.

In short, a successful discussion board has a good atmosphere that makes self expression easy
for the members. The users should have something in common, the more the better as it helps
the users to identify with other members. Requiring registration helps to keep up a high stan-
dard of postings. The association behind the discussion board in the case of Nokian mammat
doesn’t concentrate all its activities online, but arranges also the live group meetings, as well as
do the members by themselves. Because of the live meetings the people behind their pseudo-
nyms can be connected to an actual person. This is most probably one factor that has built up
the users’ trust on the posts displayed at the forum and on the persons behind the posts. A well
working Internet society for marketing purposes should have a good level of mutual trust, as it
increases the trustworthiness of the conversations and multiplies the impact of the publications

on the consumers.
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6.1.7 Social media and buzz

Building up customers’ trust and having their commitment to company is challenging. In any
field, where competition is intense, social media might be the rescuing lifeline that keeps the

company competitive.

O’Leery and Sheehan (2008. 3) point out that sharing experiences tightens up the teller's com-
mitment to the company, whose product or service was on the spotlight (assuming that the story
was positive in tone). This means that encouraging customers to share their experiences will
have dual benefit for enterprises: those who hear the message will become potential new cus-
tomers, and most importantly; those who spread the message are breeding their own commit-

ment.

O’Leery and Sheehan believe that more committed customers are also spending more money
in comparison with the size of a household (2008. 3), which increases the customer value. Inte-
ractivity on the web page, links to forums with product related conversations, or verbal encou-
ragement to get the customers start a discussion online is all worthwhile. Internet has splendid
possibilities for creating word-of-mouth or buzz, as both sharing and searching information is so

convenient.

If the theory of O’Leery and Sheehan is valid, the committed customers are more valuable for
enterprises and the level of commitment can be tighten by encouraging the customers to share
their experiences. The dual benefit of sharing is achieved when the readers or listeners can
identify themselves with the situation. Favourable circumstances can make the sharing of prod-
uct experiences easier. A factor that an entrepreneur can influence and in that way support the
emergent of buzz is to offer (create or find one) a tolerant environment, where self expression is

easy and the other members are receptive.

The Internet consists of countless networks that are connected with each other in many levels.
Members of the networks may belong to many communities at the same time, and the informa-
tion and content is crossing the boundaries easily. If a publication is interesting enough, the

buzz easily starts rolling on.
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6.1.8 Targeting

The biggest challenge of the successful Internet marketing seems to be reaching the target au-
dience. As the Internet is a huge place, the potential customers need to be first of all recog-
nized. After knowing who the customers are the different types of data can be collected in nu-

merous ways. e-CRM software can help on receiving, saving, and processing the data.

Another approach would be to attract the potential customers to come where you want them to
be. An interactive web site and an independent discussion board are examples of the platforms
where social media could be used to favor a business. The CRM approach will still favor an en-
terprise even if the chosen strategy would be to manipulate the target group to spread the word,

get involved in interactive activities or just to see the advertisement.

6.2 Digital financial management

Financial management is used to “monitor an organization’s economical actions in means to be
able to report about the actions to its interest groups”. Based on the interest groups the financial
management can be divided into two: internal and external accounting. Internal accounting is
tracking down the actions that need to be reported to the management and external accounting
focuses on offering information to parties that are outside the internal decision making circle,

such as tax authorities, employees, suppliers etc. (Lahti & Salminen. 2008. 14)

Financial management is an information system that consists of numerous components con-
nected to each other. These components are the data, equipment, programs, entering the data
and the output; - in short the components cover each influencer participating in the processes of
gathering, dealing with, archiving and reporting the data (Lahti & Salminen. 2008. 14). In elec-
tronic financial management “a company is empowering its financial functions by taking advan-
tage of IT, applications, the Internet, integration, self service and various electronic services”
(Lahti & Salminen 2008. 21).

The term digitalism® refers to “handling, transforming, archiving and presenting electronic data”
(Lahti & Salminen. 2008. 17). Lahti and Salminen (2008. 19) define the digital financial man-
agement as “automating and handling in a digital form all information channels and processes
belonging to financial management”. The most descriptive word to describe the digital financial
management according to the two authors is “automatic”, as the data is processed and the re-

sults available as automatically as possible (2008. 19).

! digitaalisuus in Finnish
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In the digital stage all the financial processes are renewed and improved as one giant entity,
removable phases are deleted and all that's possible automated (2008. 21). The level of digitali-
zation of financial management processes defines whether the organization can be defined as

having digital —, or electronic financial management.

In short, a company might conduct e-business by sending sales- and purchase invoices in an
electronic form and using electronic account statements, and based on these actions the com-
pany can be defined as having electronic financial management. However, this financial man-
agement can only be referred as being digital if all the related functions are carried out in an
electronic form. This means that a single invoice sent for the organization in a paper format
could hold the organization back in the pre-stage of having digital financial management. (Lahti
& Salminen. 2008. 19, 21, 22)

During the phone interviews in the data collection process for the survey (with the target group
of eYrityspalvelu and Internet marketing-course participants) one respondent stated that his
company had bought an application to create and send electronic invoices and afterwards they
realized that very few of their partners and customers had the needed programs and equip-
ments to deal with e-invoices. This is a good example of how the business environment, in
which the organization is operating in, is affecting the ability to reach the definition of digital or

electronic financial management.

It's noticeable that the digital financial management requires adaptation of e-business and es-
pecially exploitation of digital techniques in the field of financial management, - not only inside
the organization but in the interest groups as well. The partners, owners, customers, suppliers
and many other parties outside the organization have their own information systems, which
need to be synchronized with the organization’s systems to increase the level of automated

processes.

In the end of the 1990’s and in the beginning of 21* century paper-free accounting was spread-
ing, and companies were archiving the files required by the external authorities in an electronic
form. Paper-free accounting is still not a synonym for digital accounting. If the data has at any
point been in the paper format and afterwards transformed into the digital, the process can't be
defined as digital financial management. The development of financial management is de-
scribed in the figure 4 on the next page. (Lahti & Salminen. 2008. 22)
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Digital financial

management
Electronicfinancial
management
Papcr-free
accounting
'90s 2000 century 20xx century

Figure 4: The development of electronic financial management in Finland (Lahti & Salminen.
2008. 22. Picture 3: Sahkoisen taloushallinnon kehitys Suomessa)

The benefits of using the electronic information systems are mainly due to the automation: col-
lecting, handling and archiving the data are all faster than in the paper era. Information is avail-
able in multiple sources and faster than earlier, the same data doesn’t have to be entered to the

system more than once and vain mid-phases are being handled automatically.

In 2008 Lahti and Salminen described Finland as a forerunner in the field of electronic financial
management. Business to business e-invoicing had a strong position in 2008, and business to
customer e-invoicing was still in its baby shoes (2008. 23). Most of the 500 largest organizations
in Finland have adopted some application to handle and send forward the purchasing invoices
(2008. 25). The larger Finnish companies are also in other digital financial processes more de-
veloped than the SMEs (2008. 25).

Digital financial management offers many advantages for companies but seems to have hardly
any disadvantages. Lahti and Salminen (2008. 27) raise efficiency, speed, reduced storage and
archiving space, flexibility, reduced amount of mistakes and ecologically as some advantages.
Not to mention that automation of financial management is causing savings in expenditures in
such factors as need for employees, storage rental, and mail expenditures. It's possible to raise
the efficiency of financial management even by 50 per cent by acquiring digital policy. Typically

organizations increase their efficiency by 30-50 per cent. (Lahti & Salminen. 2008. 27)
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Small enterprises are often outsourcing their financial accounting, or using a software that's has
been bought as a standard package solution. A standard accounting program for small enter-
prises includes normally “customer register and sales invoicing, accounts payable, head book-
keeping, and basic reporting”, and normally these features are enough to cover the needs of
entrepreneurs. Often enterprises are using only part of the functions included in their application
packages, since the packages are un-adjustable. For the bank connections small enterprises
are normally using a separate program or an internet based service offered by a bank. (Lahti &
Salminen. 2008. 32)

6.3 SCM (Supply Chain Management)

The supply chain management (hence SCM) is defined by Bowersox et al. (2002. 4) as consist-
ing of “firms collaborating to leverage strategic positioning and to improve operating efficiency”.
This definition is quite simple and describing. Companies belonging to the same chain can have
in their usage a “highly efficient and effective network of business linkages” (Bowersox et al.
2002. 5).

Supply Chain Management is an opportunity for several operators in a single supply chain to
get organized and to enhance their work processes and competitiveness through exploiting the
new ICT and Internet technologies. The SCM is offering the same benefit as the use of any
electronic assisting information system handled in this report: strengthening work processes by

preventing duplicate work (Bowersox et al. 2002. 5).

SCM is needed in organizations that are producing goods or services for the end consumers or
otherwise related with the manufacturing or delivery process. Integrated supply chain allows
partners to share information in real time as the supply chain covers every participator in the
value chain from the organization that receives an order, through every middle step in between
delivering the product or service, until the moment the end customer actually receives the prod-

uct.

In an example case an organization receives an order, checks the availability and orders the
needed raw materials, produces and hands the goods over to be carried away by a distributor,
who then delivers the goods to another party of the chain or directly to the end consumers.
What links these activities together is the integrated system, through which the information
moves back and forth between the parties in the value chain. The key point is that by sharing
information, databases and information systems the members of a supply chain achieve a cut-
ting edge benefit compared to the competing chains. Time, money and human resources can

be saved in practice, as the work phases become simplified and some processes automated.
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In SCM it’'s not only about the exchange of information, as with the e-commerce, but also prod-
uct, service, financial, and knowledge flows exist (Bowersox et al. 2002. 6). The flows between
two parties in a chain are normally moving to both ends. As the flow of services or products is
normally moving to one direction, towards the end consumer, the other flows moving in diverse

direction could be for example reclamations, recycling, and recalls (Bowersox et al. 2002. 174).

Adequate implementation is as important in this case as always when it comes to utilizing soft-
ware. The supply chain need to be managed starting from the materials, through all the middle
phases and ending to the end consumer (Bowersox et al. 2002. 25). If some of the processes
are left without attention or the application is too challenging for the user to utilize it efficiently,

problems arise.

6.4 Integrated systems and ERP (Enterprise Resource Planning)

The amount of ICT applications and systems used by a single organization can be high and
therefore it's important that the cooperation between the applications is as fluent as possible.
Different systems need to be integrated so that the processes between the applications won't

be too complicated and create unnecessary work phases.

As an example, if an enterprise has online sales activities, the activities will cause also some
actions in the financial management, and it would be beneficial to integrate the systems of the
two different operations. Now that online sales have become more popular, also integrations
made between these two systems have increased lately (Lahti & Salminen. 2008. 39), which
refers to that the entrepreneurs are acknowledging the importance of having well performing
integrated systems now more than before. Organizations may integrate all of their operations or

then be more selective, and ease the cooperation between few operations only.

ERP systems are simplifying business processes by reducing vain actions and automating
processes. In action, ERP enables the sharing of information across different departments and
organizational borders by integrating separate information systems. “Most typically ERP sys-
tems cover at least the modules of sales, production, project management, HRM, logistics and
material management, and financial management”. As the ERP systems are operating in a va-
riety of modules, allowing exchange of information faster and easier than before, they're great

boosters of operational efficiency. (Lahti & Salminen. 2008. 36)
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The industry in which the organization is operating in regulates the type of the most suitable
ERP system, as the market includes now products with industry featured operations. A special
focus may be for example in such sectors as sales and CRM, financial management, logistics,
production, or HRM. During the recent years the variety of available ERP versions has ex-
panded so that special solutions, developed to respond better on the needs of the small enter-

prises, are now available. (Lahti & Salminen. 2008. 36, 37)

6.5 eCRM

“e-CRM can then be defined as the use of internet technologies to facilitate the management of
customer relationships” (Chaston and Mangles, 2003). The application is enabling the fast shar-
ing of information between the sales department and the operational management. “CRM pro-
vides sales representatives and customers with current information gained through the ERP
system regarding sales history, shipment history, order status, promotional summary, and ship-

ment information “ (Bowersox et al. 2002. 197).

CRM is offering bunch of beneficial information for companies. The information that CRM offers
with the ERP system can be combined with other influencers, such as the information gathered
from product development, pricing, and promotion. This combination of different information

enables predicting customer orders. (Bowersox et al. 2002. 198)

6.6 The usability of applications

As web solutions are normally bought or leased as packages of services, the part of the product
that the purchasing party deals with is mainly the user interface (the visual part of the product
for end-consumers). Entrepreneurs are often “novice users”, the term that Ying Zou et al. use in
their report, for what comes to different e-commerce applications. User interfaces (Ul) of appli-
cations might be too complicated for an unaccustomed user (Ying Zou et al. 2007). Skeptic and
negative attitudes towards e-business are in some cases consequence of unfamiliarity with ap-

plications and the Internet technology.

Best way to get familiar with the program and most importantly to exploit it in a way that the
maximum benefit is delivered to the user, is to invest on consultancy and education. By educat-
ing oneself and the staff, the usability of applications will rise to a higher level. Also the choice of
the right application, responding to the user's needs and expectations, is a factor in which a
skillful consultant can assist.
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The applications used by the consumers, when it's an e-commerce application, or by the staff
inside an enterprise, should be out of good quality to ensure a pleasant experience and smooth
use of the application. The usability may be the critical factor especially for users unfamiliar with
ICT applications. Some applications lack on usability, since they've been created mostly from
the perspective of IT personnel rather than by considering the end user’s point of view. Accord-

ing to Zou et al. this raises at least two problems:

1. For one, if the User Interface (Ul) may be implemented so that it does not follow the
regular order of the business process i.e. it's not possible to proceed by following the
natural order of the smaller tasks carried out as part of a particular business process,

when a certain user interface is used.

2. Secondly, the location of different components of the Ul may be far from obvious, and
this may cause difficulties for users to follow and locate the essential components.
(Zou et al. 2007 pp.837)

Careful selection of the applications will ease up exploiting the best of it. The five attributes that

define the usability of an application are:

learn ability, which measures the ease of learning the functionality of an application

2. low error rate, which measures the number of mistakes that users make while using
the application

3. memorability, which measures the ease of remembering the functionality of the appli-
cation,

4. efficiency, which measures the ease of use and the level of productivity that the users
of the application can attain, and

5. user satisfaction, which measures the enjoyment of the users who are using the appli-

cation. “

(Zou et al. 2007 pp.838)
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7 The survey

The research was commissioned by the Federation of Finnish Enterprises in Tampere Region.
The aim of the survey is to screen out the current level of utilizing electronic tools in business
operations in SME sector in Tampere Region, with a special focus on enterprises that have for-
merly been active with the subject and used consultation or educational services. Also the need

for development and willingness to make investments were examined.

The goal of the research is to offer information of the current and future states of SMEs in Tam-
pere Region that have already been actively involved with one or more fields of e-business. The
results offer besides the information about the current stage, an insight of small entrepreneurs’
perceptions towards electronic business operations. Short term investment intentions and topi-
cal targets for development can also be used to predict the level of short term adaptation of e-
tools.

Similar researches have been carried out annually by eYrityspalvelu-project to find out the cur-
rent stage of electronic business among their customer enterprises. The questionnaire used in
this research is based on the forms used in previous years. The results of the previous years

2007 and 2008 are also partly presented with the new results.
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7.1 Introduction to the survey

The sample consisted of SMEs that had participated in eYrityspalvelu-project in April 2006-April
2008 and of 100 participants of an Internet marketing-course organized by the Federation of
Finnish enterprises in Tampere Region in October 2009. Common feature between the two
groups and the reason why the both were qualified to be included in the same sample is that all
the members have received some form of consultation on the subject examined in the report

and the organizing party has been in both cases the client federation.

The invitation to the survey was sent by e-mail to the eYrityspalvelu customers in September
2009 and to the Internet marketing participants in November 2009. The eYrityspalvelu custom-
ers who did not react to the first message were approached for the second time with a reminder

e-mail and some of them by telephone in October-November 2009.

226 former eYrityspalvelu customers had a valid e-mail address and 198 received the message.
The number of those who received the e-mail in the Internet marketing group is unknown. The
final sample is 80 respondents of which 20 per cent belong to the Internet marketing group.
The final sample represents 26.8 per cent of those 298 enterprises who received the invitation,

assuming that the 100 participants in the Internet-Marketing group all received the e-mail.

The questionnaire was modified slightly shortly after its release, and therefore the 17 first res-
pondents used a different version than the remaining 63 respondents. Due to this inconve-
nience few questions were represented only to 63 respondents. The questions with smaller
sample will be clearly pointed out in the following analyses section. Also the Internet marketing-
course participants (20 respondents) answered an additional question about their visions of
beneficial marketing channels. The acquired data has been processed with Tixel statistics pro-

gram.

The sample consisted of enterprises, which have already expressed their interest towards elec-
tronic business activities and therefore does not represent the whole SME sector in Tampere
Region. The sample can be seen as representative to local SMEs, who have acquired some

sort of consultation on the topic.

The Federation of Finnish Enterprises in Tampere Region has in 2009 launched a project called
Pirkanmaan Buusti offering consultation for SMEs in the fields of boosting sales, change of the
ownership, e-business, and increasing market share. The content of the survey is therefore ex-
tended from the previous years: Besides e-business the survey was planned to conduct as-
sessment of the situation in the three other sections of the new project as well. As the electronic
tools are applicable to nearly any business activity in any field, and as the enterprises are usual-
ly operating as a tight package of various simultaneous activities connected to each other, it's
important to define enterprise’s current stage as widely as possible to be able to draw reasona-

ble conclusions.
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The survey was divided into the following categories:

Assessment of development targets
Adoption of electronic business activities
The forms of e-commerce in use
Investment plans

Growth objectives

Office software and devices

Financial management

CRM

SCM, ERP

10. Resource management

© © N o gk w N PR

11. Internet Marketing

7.2 Results

The results presented here are not in a corresponding order with the questionnaire, but the

questions have been given ordinal numbers to ease up the reviewing of the results.

The sample represents the Tampere Region enterprises as follows:

e Tampere/ 24 respondents — 30%

e Tampere sub region: 4 cities represented/ 17 respondents — 21%

e Southwest Tampere Region: 2 cities/ 7 respondents — 8,7%

e Upper Tampere Region: 7 cities represented/ 10 respondents — 12,5%
e Southern Tampere Region: 3 cities represented/ 4 respondents — 5%

e Northwest Tampere Region: 1 city represented/ 1respondent — 1,2%

The dispersion among different sub-regions is similar with the situation of the earlier re-
searches. Dispersion of the amount of employees per enterprise is also very similar to the pre-
vious years’ statistics. 41 per cent of the respondents are the only person in the company, 44
per cent employ 2-9 employees (including the owner), and 15 per cent represent enterprises
with 10-19 employees.
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7.2.1 Assessment of development targets and interest towards growth

Question 1.a: Need for development: Choose the business areas which you find as topical or
about to become topical targets for development in your enterprise.

The current state of several business sectors was screened out in a section of Assessment of
development targets. The respondents were very affirmative towards development, as 85 per
cent out of 80 respondents expressed that they have one or more business areas needing de-
velopment (see the figure 5). The questionnaire offered eight alternative targets for develop-
ment and altogether the 68 enterprises ticked these options 200 times. 51 respondents reported
to have more than one target for development. In addition to the given development targets (see
the figure 5) the respondents mentioned quality system, extension of the enterprise, and hard-

ware and IT-skills.

Marketing (50%), sales and customer service (49%), or products and production (47%) was a
target for development in half or nearly half of the enterprises that expressed having a need for
development. 40 per cent of the enterprises needing development (corresponds with 33 per
cent out of the final sample) replied that their IT-skills needed improvement. The other four
areas listed in the following chart needed development in 22-34 per cent of enterprises needing
development. Electronic commerce was seen as least interesting target for development, as

only 22 per cent saw that as topical target.

1.a Business areas seen as currently needing
development

Electronic commerce 22

Operations mgt (warehouse management,
subcontracting, development of procurement...

24

Electronic Financial Management

Operations mgt (growth/ risk management,
development of productivity etc.)

IT skills (basic IT-skills, office programs)

Development of products and production 7
Sales and Customer service (language skills, 49
sales work & development, etc.)
Marketing (advertising, PR, marketing plan, 50
consumer marketing etc.)
0 10 20 30 40 50 60

M % (N=68)

Figure 5: Business areas seen as currently needing development, (%, N=68)
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The table 4 indicates how the size of an enterprise affects the selection of development targets.
The enterprises with less 10 employees are more focusing on developing the marketing and
customer service sectors than the enterprises with more employees. The product and produc-
tion development is seen as important among all size classes used, but still relatively a little less
important among the bigger enterprises.

The attention was paid more on the state of electronic Financial Management the bigger the
company is. The SMEs with 10-19 employees considered the development of IT-skills as more
topical than the smaller SMEs. This is likely related to the more advanced electronic processes
run by the larger SMEs.

Table 4: Cross tabulation of the development targets and the size of an enterprise measured by
the number of employees

Row variable: The business sectors in which development is topical now or in the near future

Column variable: the number of employees

% 1em- 2-9 em- 10-19em- Total:
ployee ployees ployees

IT-sills (basic IT-skills, office programs) 33 36 50 37

Marketing (advertising, PR, consumer marketing, 54 48 20 46

etc.)

Sales and Customer service (language skills, sales 50 48 30 46

work, development of sales, etc.)

Development of products or production 50 52 40 49

Electronic Financial management 25 32 40 31

Operation's Management (growth or risk man- 21 48 30 34

agement, development of productivity etc.)

Operation's Management (warehouse mgt, sub- 33 12 30 24

contracting, development of procurement, etc.)

E-commerce 33 16 20 24

Total: 300 292 260 290

N 24 25 10 59
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Question 1.b: Need for development: Is the change of the ownership current in your company (if
yes, specify)?

The results suggest that the entrepreneurs are committed to their businesses, as only 10 enter-
prises (12.5 per cent of the whole sample) reported that change of the ownership was topical.
The majority, i.e. 72 per cent, of the respondents were positive with increasing their enterprise’s
market share. 7 respondents were confronting an acquisition or sales of an enterprise and only

3 were planning to have a controlled change of generation.
Question 5: Are you willing to increase your company's market share in the near future?

Over 70 per cent of the respondents had no problem with growing their market share (see the
figure 6). In exact figures this represents 57 enterprises, of which 74 per cent were interested in
growing their market share strictly in domestic markets (see the figure 7). 19 per cent were in-
terested in both domestic and international markets. Only 5 per cent of the total 57 enterprises
were interested in growing the market share solely outside their domestic market. The total pro-
portion of those who'd like to increase their market share in domestic market was 93per cent,

when the growth in international markets was in interest of 24 per cent.

5. Are you willing to grow your company's
market share in the near future?

Figure 6: Willingness to grow company’s market share in the near future (N=79)
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5. The future growth will occur in:
Domestic and international markets 19%
International market 5%
Domestic market 74 %
0% 20 % 40 % 60 % 80 %
M % (N=57)

Figure 7: The future growth will occur in

Facilitating the growth only by extending the customer base or boosting sales was seen as likely
in 60 per cent of the growth oriented enterprises (N=57), as the figure 8 indicates. Only 4 per
cent expected the growth to be driven by an extension of a product group or the field of busi-
ness alone, and as many as 35 per cent were expecting to exploit the both alternatives: increas-
ing customer base and/or sales, and extending the range of products and/or the field of busi-

ness.

5. The future growth will be driven
by:

extension of the both: product
group, field of business, 35%
customer base and sales

extension of a product group or
p group I4%

the field of business W % (N=57)

extension of the customer base

0,
and sales 60%

0% 25% 50 % 75 %

Figure 8: The future market growth drivers



42(66)

7.2.2 Adoption of electronic business activities

Question 2: Give ordinal numbers to the factors of e-business, based on the order of implemen-
tation (1=the first implemented, 2= the second implemented, and so on).

The respondents were asked to put the following electronic tools into a chronological order
based on the time of implementation: Web site, e-Marketing campaign, e-CRM, and e-Financial
Management. Of the four given options a web page was the most commonly in use among the
respondents, as 86 per cent of the final sample had implemented it. Also an e-Financial Man-
agement program was utilized by more than half of the final sample (80).

A common feature between the web page and e-Financial Management program implementa-
tions is that over half of the users had implemented the tool as the first one. Of the four given
options these two are the first objects where the digitalization of business processes often starts
from. The total number of enterprises with an e-Financial Management program implemented
was 45, when the third popular option, e-Marketing campaign, had been implemented by 35
entrepreneurs (44% of the total 80). Only one fifth of the final sample had implemented an e-
CRM program. (figure 9)

The two least popular options were implemented as first ones hardly ever. The trend seems to
be that e-marketing campaigns and e-CRM programs are used by SMEs that already have an
e-Financial Management program or a web site in use. In general the users of the two least
popular options have already been engaged with some form of electronic procedures before

deciding to start using an e-CRM program or an e-marketing campaign.

2. Electronic program or e-marketing tool

implementations
80
60
40
20
20
3 2
0
Web site e-Marketing campaign e-CRM e-Financial
Management
M Number of implementations in total M Implemented as the first one

Figure 9: Number of implementations
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Question 3: The forms of electronic commerce in use. The enterprise is currently:

The question number 3 concerning the electronic tools used to deliver and receive information
was represented only to 63 respondents in the final sample (answered by 60 respondents), as
the question was added shortly after launching the questionnaire. Based on the responses elec-

tronic involvement in the processes of exchanging information is in a high level within the sam-

ple.

The majority of the respondents exploited the electronic channels in all factors mentioned in the
guestion three (to provide information over their products or services, receiving electronic pay-
ments from their customers, paying electronically, and receiving or sending offers electronical-
ly). However, electronic channels were more often used to deliver or receive pure information
than payment related information. In 87 per cent of the cases offers were delivered or received
through electronic channels and even in 92 per cent information about products or services was
offered in an electronic form. This indicates that the majority of the respondents is delivering

sales and marketing supporting information to their customers in an electronic form. (figure 10)

Using electronic channels in means to make payments or receive those was in a lower level
than the use to deliver pure information, but nevertheless as large proportion as 75 per cent
were making payments electronically and fairly over half or the respondents (62 per cent) were

receiving electronic payments themselves.

3. Electronic exchange of information

Offering information over products or
services

Receiving electronic payments from
customers

M % (N=60)
Paying for products or service providers

Receiving or sending offers

0 20 40 60 80 100

Figure 10: Electronic exchange of information (mr, 189 responses/ N=60)
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7.2.3 Planned investments

Question 4: Investments: How much your company is willing to invest in IT and e-Business with-

in the following two years? (Hardware, Software, ASP, Support, Training/ Education)

The SMEs were asked to evaluate their future investments within the next two years. The
amount of the investments and the target were categorized as the chart below indicates. Only 9
enterprises expressed that they were not going to do any size of investments on any object and
7 hadn't yet decided on any investments.

Hardware garnered all together 49 investment intensions of different sizes. If the size of the in-
vestments is ignored, the top three targets were: hardware (49), training and education (46),
and purchasing software (40). Half of the sample or more were willing to invest in these targets
in the near future.

The most popular size class of the investments was understandably the smallest one: some
hundreds of Euros. In the bigger classes hardware was the favorite target for investments, as
34 per cent were planning on investing some thousands in it within the next two years. Only
three per cent was planning on investing tens of thousands. The only investment targets in this
class were hardware and software. (figure 11)

4. Planned investments, % (N=80)

M Software leasing (ASP)

Tens of thousands

M Hardware

Thousands M Software

M Support (maintenance,
design)

Hundreds

M Training, education

0 20 40 60

Figure 11: The planned investments (€), % (N=80)
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The most investments the small entrepreneurs estimated to take place within the time line of the
next two years were in the category of hundreds of Euros. In the category of thousand Euros or
more the most popular investment target was hardware (34%), and responsively in the category
of hundreds of Euros training and education was most popular target (50%). In general the both
education and training and hardware were the most popular objects to invest in, as regardless

of the size classes nearly 60 per cent of the respondents would invest in those. (figure 11)

When the two variables, the amount and target, are both taken into consideration in categoriz-
ing investment intensions, the most popular investment was small (hundreds) and the target
was training and education. 50 per cent of the respondents were planning the kind of invest-
ment. (figure 11)

Question 4.b: Investments on software

34 per cent of the respondents were willing to invest some hundreds of Euros on purchasing
software and a corresponding proportion of respondents didn’t plan any investments at the time.
14 per cent were planning on investing 1000 € or more on purchasing software, when the res-
ponsive figure has been around 24 per cent in the previous studies. The amount of big invest-

ment intensions on product acquisition has slightly decreased. (figure 12)
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As comparison, in two previous years the proportion of those, planning investments of 1-1000 €
on program acquisition, has been about 50 per cent. The amount of smaller investments has
clearly decreased since 2008. The amount of bigger investments has decreased only slightly. A
remarkable change has happened in the group of not investing, as the number had been even
the two previous years, and has now doubled since 2008. Also the amount of those who hadn’t
yet decided almost doubled since 2008.

4.b. Investments on software 2009

(purchasing) €
40

34
35
30
25
20 16
15
10
5 3
0
Hundreds of Thousands Tens of No investments Not decided
euros thousands
H % of 80 respondents
Investments on software 2007-2008
40
35
M 2007 statistics (% of
30 63 respondents)
25
20
15 M 2008 statistics (% of
10 67 respondents)
0

Figure 12: Investments on purchasing software, comparison to 2007 and 2008
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Question 4.c: ASP

There is no point of comparison in previous year's studies for what comes to investments on
application service providers (ASP). Majority of respondents were not willing to invest on it
(65%) or hadn't decided yet (20%) (see the figure 13). It seems that this option is rather un-
known or unpopular for some other reason. After viewing all the results of the survey, a conclu-
sion can be made that the SMEs like to keep procedures as simple as possible, which may be
also a part reason why this option is unpopular among this group. Purchasing full rights and an

actual ownership of a product may seem like a clearer option for a part of the SMEs.

4.c. Investment on programs (ASP)

80
70 65
60
50
40
30
20 11
10 j I 4 0
0
Hundreds of Thousands Tens of No Not decided
euros thousands investments

M % of 80 respondents

Figure 13: Investment on Programs (ASP)
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Question 4.a: Hardware

The amount of those planning on investments up to 1000 € has in 2007 and 2008 been around
50 per cent of respondents. In 2009 only 25 per cent were planning to execute similar invest-
ments. Although the amount of small investments had declined to half from the previous years’
intensions, the amount of larger scale investments hasn't faced any significant change. 37 per
cent of the respondents had investments of thousands Euros in their mind in 2009, as the pro-
portion of those planning investments of 1001 € or more was circa 35 per cent in both 2007 and
2008.

An interesting point in the statistics presented in the figure 14 is that the amount of enterprises
not investing on hardware has more than doubled in one year. Also the number of those who
hadn’t decided had almost tripled.

4.a. Investment on hardware 2009 (¢€)
40

35 34

30

25

20 M % of 80

15 respondents

10

Hundreds Thousands Tens of No Not decided
thousands investments

Investment on hardware

35 3030

M 2007 statistics (% of 63
respondents)

M 2008 statistics (% of 67
respondents)

Figure 14: Investments on hardware, comparison to 2007 and 2008
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Questiosn 4.e & 4.d: Support, and Training/ Education

Planned investments on support and training/education are mainly measured in hundreds. The
same trend has been dominant in recent years as well. 39 per cent were planning small invest-
ments on support, when almost as many (35%) were not intending to invest on it (see the figure
15). Half of the respondents were about to invest on training and education. The former studies
didn’t differentiate consultation, education, and maintenance services from each other. So when
measured as one category, 75-76 per cent of respondents were willing to invest 1000 € or less
on these objects in 2007 and 2008.

4.e & 4.d. Investments on support, and training
education in 2009 (% of 80 respondents)

60
50
M Support
40 (maintenance,
design)
30
M Training,
20 education
10
0
Hundreds of Thousands  Tens of No Not decided
euros thousands investments
Investment on consultation, education,
maintenance
60
50
40 37 36 W 2007 statistics
30 (% of 63
respondents)
20
10
0 M 2008 statistics
Q \} N Q Q O (% of 67
N o X N P & e respondents)
L o N v Vv v &
N ¥ & 7 ¥
A S

Figure 15: Investments on support, education and training (comparison with 2007 and 2008 sta-
tistics)
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No investments

Some heavy growth has occurred in the segment of enterprises not investing on support servic-
es or training and education. Milder growth since the last year can be seen in the number of
those who hadn't yet decided.

The respondents were most reluctant on investing in application service providers (ASP), as the
figure 16 below shows. 52 enterprises, which are corresponding up to 65 per cent of the res-
pondents, were planning on no investments on ASP. The rest of the mentioned investment pos-

sibilities were not in mind of 22-35 per cent of the responding enterprises.

4. Enterprises with no planned investments

Programs (ASP)

Support (maintenance, design)
Programs (acquisition)
Training, education

Hardware

0 10 20 30 40 50 60
M Number of enterprises (total: 80)

Figure 16: Number of companies with no planned investments on specific sectors
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7.2.4 Office software and devices

Question 6: The office environment: Choose from the four column variables the best fitting op-
tion towards each factor (e-commerce/ portals, official services, software leasing, the basic of-

fice applications)

Office environment-section studies the functionality of several information systems related to the
office environment. The respondents were allowed to choose one option for each variable de-
scribing the state of the current information system. The respondents were most pleased with
the functionality of office tools’ information systems (see the figure 17). 83 per cent expressed
that they were happy with their office tools, when a little less (59 per cent) were happily using
electronic official services. Office software and devices appeared to be the most often used in
businesses, as only one respondent out of 80 responded “doesn’t concern the enterprise at the

moment”. The number for electronic official services (the number of not concerned with) was 13.

Software leasing and e-commerce were less used in companies, as in average 37 per cent of
small enterprises were not related with the concepts. Responsively the amount of happy users

of these concepts was lower than with office tools and electronic official services. (figure 17)

None of the respondents are willing to implement a new ASP information systems and 19 per
cent saw a need for developing the system. The former section of investment intensions dec-
lares that only 11 enterprises were willing to invest in ASP. Based on the statistics a conclusion

can be drawn, that the development of ASP adoption will be slow within the few next years.

Hardly any of the respondents were willing to implement new information system. Interest to-
wards developing the existing information systems was in a bit higher level, as from 12 to 14

enterprises towards each object saw the need for development.
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6. Functionality of information systems (IT)

Involvement with e- B Working well with the
commerce or portals (N=73) current information
system

Use of electronic official
services of authorities
(N=74)

M Need to develope the
current information
system

M Willing to implement a
new information system

Software leasing (ASP)
(N=77)

M Doesn't concern the
enterprise at the moment

The most basic office
applications (N=77)

0% 50 % 100 %

Figure 17: Functionality of information systems (related to IT)

7.2.5 Financial management

Question 7.a: Financial Management: Choose the channels which are used or planned to be
used in near future to send an electronic invoice. (Directly from financial management program,
From a financial management program through an external e-invoice service, Using an invoic-
ing form that customer offers in their website, Using an e-form at e-invoice service provider's

website, and the service provider forwards the e-invoice)

This question was not presented for the first 17 respondents, as the questionnaire was modified
shortly after launching. The sample size of this question is therefore 63. The results of a survey
conducted by the Federation of Finnish Enterprises in 2008 are presented in this section as a
comparison. Based on the results of both of the studies, all the other models of electronic in-
voicing have increased their popularity, except “other forms of e-invoicing”, which was used only

by two respondents. The other means were: via bank, and by fax.
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The most common electronic form of invoicing in 2009 was a pdf-invoice sent as an e-mail at-
tachment, as 56 per cent of the 63 respondents were using this form. In 2008 the corresponding
figure representing SMEs all across the country was 46 per cent (Suominen. 2008). Within
those who were using a Financial Management program invoicing the customers directly with
no middle parties involved was more common (40% of 63) option than circulating the invoice
through a third party to the customer (22% of 63). (figure 18)

The proportion of sending an electronic invoice directly to the customer was now 11 per cent
higher than in 2008, when it was 29 per cent. There has been slight increase also in the propor-
tion of SMEs using an e-invoicing process that involves a third party since the year 2008. (Suo-
minen. 2008)

An alternative channel of e-invoicing is an online form. Some companies, especially those who
wish to be invoiced in electronic form, are offering a possibility to fill in the invoice details at their
web site. There are also intermediaries facilitating the e-invoicing procedure of their customers
by offering an e-form at their web site, in which the invoice data can be fed. The intermediaries
allow the invoicing parties to fill in the data at their web site, and proceed to send the invoice in
electronic form to the receiving party. The both options of e-form invoicing were used by only
very few respondents. Surprisingly the e-form facilitated by a service provider was used more
often than an e-form of the invoiced party, but as the number of the users is so low any valid

conclusions can’t be drawn.

7.a. Channels currently in use or planned to be used in
the near future in e-invoicing (2008 & 2009)

sent in pdf-format by e-mail

Directly from financial management programme
to the customer

From a financial management programme
through an external e-invoice service to the
customer
Using an e-form at e-invoice service provider's
website, and the service provider sends the e-
invoice for the customer

Using an invoicing form that customer offers in
their website

Some other model

0 20 40 60
M % (N=503), 2008 M % (N=63), 2009

Figure 18: Models of electronic invoicing in use, 2008 and 2009 statistics (Suominen. 2008)
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Sending an e-invoice with a financial management program (directly or through an external e-
invoice service) was chosen 39 times by 33 enterprises, as six of them chose the both options.
At this point 33 enterprises expressed that they are using a financial management program to
send e-invoices directly or indirectly (see the table 5), although 48 enterprises in the next ques-
tion stated that they were using an e-Financial management program. The difference of the fig-
ures may be explained with the diversity of the functions of an e-Financial Management system.
The rest of the Financial Management program users, who are not sending e-invoices, may
very well be exploiting only the other functions of the program, for instance filing electronic

statements or book keeping activities.

Table 5: E-invoicing

Number % Cum. Cum.%
Number

Directly from financial management program to 19 58 19 58
the customer

From a financial management program through 8 24 27 82
an external e-invoice service to the customer

Both options 6 18 33 100
Total: 33 100 33 100

Question 7.b: Financial Management: Does your company at this moment use an electronic

financial management program? (Yes, No)
The table 6 below shows that 60 per cent, i.e. 48 enterprises replied that they were using an e-

Financial Management program at the moment. The functions of e-Financial Management sys-

tem was introduced in the chapter 6.2 Digital Financial Management.

Table 6: The usage rate of e-Financial Management system

Does your company currently use an electronic finan-
cial management program?

%, N= 80
Yes 60
No 34
no response 6

Total: 100
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Question 7.c: Financial Management: Choose from the four column variables the best describ-

ing option for your electronic financial management program's features.

In the Financial Management section (7) the respondents were also asked to evaluate the func-
tionality of e-Financial management related information systems. Despite the question was pre-
sented for 63 respondents, only 37-39 responses were received for each category in this ques-

tion. (figure 19)

Sales invoices, purchasing invoices, and electronic statements were the three areas with the
most satisfied users: 79 per cent or more were happy with the current stage of these sectors. 25
per cent of the respondents were not using an e-financial management program in relation to
purchase invoices. Around 15 per cent didn't find electronic statements or electronic invoices/
net invoices concerning their enterprise. Electronic sales invoices were found as not concerning

by only 5 per cent of the respondents.

Willingness to develop the discussed areas of financial management was low. Enterprises saw
the most need for development in electronic and net invoicing (10 respondents). Implementation
of new information systems was in mind of only few enterprises: e-invoicing and net invoices

(3), sales invoices (1).

7.c. e-Financial Management information
systems

M Working well with the current

Electronic statements information system

M Need to develope the current

Electronic invoicing, net . .
information system

invoices

M Willing to implement a new

Purchasing invoices . .
information system

M Doesn't concern the
enterprise at the moment

Sales invoices

0% 20% 40% 60% 80% 100 %

Figure 19: e-Financial Management information systems (N=37-39)

Question 7.d: Which options your company is currently using in payment transactions

56 (70%) respondents were using net bank and 20 (25%) multibank program in their money

transactions.
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7.2.6 Customer service, sales and marketing

Question 8: CRM: Choose from the four column variables the best describing option for your

company. (customer service, sales, and marketing)

In the question 8 the respondents were asked to evaluate the state of customer service, sales
and marketing information systems. The amount of responses given in this section is higher
than in the previous sections discussing other business areas in a similar manner. 76-78 res-
pondents responded to each stated question. The phenomenon is most likely due to the fact
that the business activities evaluated in this section are essential part of any business aiming to

return profit.

Remarkable portion, over 50 per cent of the whole sample appeared to be happy with their cus-
tomer service, sales and marketing information systems (see the figure 20). Willingness to im-
plement new information systems was again close to zero. Exceptionally the amount of not con-

cerned with enterprises was also low: six or less enterprises in each sector chose this option.

With the customer service, sales and marketing information systems need for development was
a bit higher (12-30 enterprises for each sector) than with the other two business areas eva-
luated earlier by using the same categories. The number of respondents was the highest of all
the similarly formed questions in question 8. A conclusion can be made that the terms used in
the question eight are more familiar for the respondents.

8. Customer service, sales and marketing
information systems
Marketing (direct marketing,

customer data management,
etc.)

M Working with the current
information system

M Need to develope the
current information

Sales (making offers, system

managing contracts etc.) @ Willing to imol t
illing to implement a

new information system

Customer service
(receive/register customer
service requests)

M Doesn't concern the
enterprise at the moment

0% 50 % 100 %

Figure 20: Customer service, sales, and marketing information systems (N=76-78)
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7.2.7 SCM, ERP, and Resource Management

Question 9 and 10: SCM, ERP, and Resource Management: Choose from the four column va-

riables the best describing option for your company. (SCM, ERP, Resource Management)

The structure of the figure 21, describing the state of the SCM, ERP, and Resource Manage-
ment information systems, is different from the other figures (17, 19, and 29) also illustrating the
state of the information systems in SMEs. The proportion of the happy users of the SCM-, ERP-,
and Resource Management information systems is 53 per cent or less in each factor, when the
corresponding proportion of happy users of other information systems (figures 17, 19, and 29) is
54-79 per cent.

The lower level of satisfied users of these information systems is related to the fact, that these
factors of business don’t concern a good proportion of the SMEs. One third answered that SCM
and Resource Management doesn’t concern them, and half of the respondents did not have a
connection with ERP activities. The response rate in this section was lower than in average in
the questions concerning the information systems (ERP N=43, SCM N=60, Resource Manage-
ment N=77).

Need for development was low among the information system categories evaluated here. 7 res-
pondents (16%) had a need to develop ERP information system and the corresponding figure
for SCM was 8 respondents (13%). The Resource Management information system needed
development in 19 SMEs (25%).

9-10. SCM, ERP, and Resource information
systems

Resource Management
(including calendar, feeding
work hours, personnel's
basic information, etc.)

M Working with the current
information system

M Need to develope the

current information system
Enterprise Resource

Planning (ERP) M Willing to implement a new

information system

Supply Chain Management
(SC™m)

M Doesn't concern the
enterprise at the moment

0% 50 % 100 %

Figure 21: SCM, ERP, and Resource Management information systems
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7.2.8 Attitude towards new implementations (of information systems) and
changes

Based on the responses on the questions concerning the information systems of several busi-
ness factors, need for development in different areas of e-business was low (less than 20 en-
terprises in each spot). Willingness to implement totally new information systems was close to
zero in each category. The only change to the current situation that the enterprises seem to
have positive attitude towards is the market growth, as 72 per cent were optimistic about grow-
ing their market share in the near future.

e-Financial Management information systems and customer service, sales and marketing infor-
mation systems charts followed both the same trend: the objects, in which the respondents
were leased satisfied with, were the most popular targets for development. In e-Financial man-
agement section the object was internet and net invoicing, and in Customer service, sales and
marketing section marketing. Together the proportions of those who were happy with the cur-
rent situation or willing to develop the information system (in the questions of e-Financial man-
agement and CRM) yield close to 75 per cent or more. This refers that information systems
have been utilized in the majority of the sample SMEs.

The number of enterprises with functional information systems, or the number of those who we-
ren’t concerned with particular systems, had no impact on the amount of enterprises willing to
implement a new information system. This option was unpopular regardless of the other options’
popularity.

Noteable is that the difficult terms (such as information system, ERP, and SCM) used in the
questions concerning the information systems may have caused misunderstanding of some

questions. The kind of scenario would decrease the reliability of the survey results.
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7.2.9 Internet Marketing

Question 11.a: Internet Marketing: Choose the options that best describe the situation in your

company.

The respondents were eager to give their responses regarding the Internet marketing, as all of
the 80 respondents participated (see the figure 22). Only 10 per cent hadn’t implemented a web
site to support their marketing and sales and 50 per cent of them were about to implement one.
One third of the 80 respondents were happy with their current pages, but 55 per cent saw a
need for development.

11.a. The web pages

M Company doesn't have
web pages in use

M No web site, but planning
to implement one

M Company has www-pages,
which do not need to be
developed

M Company has web pages,
which need to be
developed

Figure 22: Web sites (%, N=78)

Question 11.b: Internet Marketing: The content of the web site- the options that best describe

the situation in your company.

Content of the web pages was in a quite simple stage: 78 per cent included the company’s ba-
sic information including the field of business, and 38 per cent included information about the
products or services (see the figure 23). 77 per cent offered possibility for direct contacting. The
question about direct contacting opportunity included a few examples of direct contacting, and
one of the examples was e-mailing. Therefore part of the respondents may have chosen this
option due to displaying their e-mail address at the site, which in fact should be counted in the
category of publishing company’s contact information at the site. This result does not therefore

represent the real level in which the direct contacting possibilities are used by the respondents.
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Social media linked with the web pages was used only by 6 per cent of the respondents. This
means that they offered a chance for public conversation at the site or a link to a forum enabling
the conversation. The majority seems to find the use of social media not beneficial to their en-
terprise. The reason for social media’s unpopularity among the SMEs may be related with the
way the small enterprises often do business. Many small companies, especially micro enterpris-
es, have so to speak modest way of doing business. They may be just making their living and
not feel an urge to increase the enterprise’s turnover. Or they have quite small or regular cus-
tomer base, which doesn’t want to or doesn’t know how to use the kind of communication op-
portunities.

11.b. Level of the web pages
-The content

contain price information of the products/
services

offers a possibility for public conversation
related to its the products or services at the
site, or a link to a forum with the same subject

offers a possibility for direct contacting

through the pages (possibility to send an e- 77
mail, order, inquiry, etc.)
contains company's basic information and 78

contact information

0 10 20 30 40 50 60 70 80 90

M % (130 responses/ N=65)

Figure 23: Level of the web pages
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Question 11.c: Internet Marketing: Choose the alternatives which most likely will be used in your

enterprise within the next two years.

Short term future vision of Internet marketing showed that the enterprises are still strongly for
the traditional channels of marketing. 34 enterprises, i.e. 44 per cent, predicted that they will
increase Internet marketing within the next two years (see the figure 24), but at the same time
they saw the important to keep the traditional marketing in the same level as earlier. 16 enter-
prises (21 per cent) were going to increase Internet marketing and decrease the traditional
means at the same time. All together 50 respondents stated that they were going to exploit In-

ternet marketing within the next two years.

65 per cent of the web sites are “publishing sites” i.e. on the stage 1 measured with Hanson’s
scale that is also introduced in the page 17 (Hanson. 2000. 10). 64 per cent were on the stage

2, by offering basic possibility to contact and interaction.

Only 18 per cent (14 enterprises) were interested in being involved with e-commerce or Internet
societies (such as Facebook or LinkedIn). 21 per cent (16 enterprises) thought that they

wouldn’t be using any form of Internet marketing during the next years.

11.c. Internet Marketing (the next two years)

We will increase Internet marketing, still
exploiting at the same time the advantage of
the older marketing channels

44%

We will increase Internet marketing and
decrease marketing through the more
traditional channels (such as TV, print...

We most likely won't be using any form of
Internet marketing.

We will be involved in electronic commerce/
portals/ Internet societies (such as Facebook,
LinkedIn)

0 10 20 30 40 50

M % (80 responses/ N=77)

Figure 24: Internet marketing
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A question for the Internet Marketing-course participants only:

Choose the alternatives that you believe would bring real benefit for your company.

The group of respondents that had participated the Internet marketing course were addressed
an additional question about their visions of the marketing and sales related features that would
bring real benefit to their companies. The given alternatives can be seen from the chart below.
Although advertising through e-mail, visibility in internet societies, and advertising and visibility
in web publications, web pages and societies were seen as the three most favorable forms of

marketing, each of them gained only 10 votes (50 per cent of respondents).

The largest group with similar choices consisted of those ten enterprises who believe in the Vi-
sibility in web publications, sites and internet societies. Six of these enterprises see e-mail ad-
vertising as the best option in addition to creating visibility.

Table 7: Marketing- / communiction channels bringing the most value

Choose the alternatives that you believe would bring real benefit for your company:

(Only the Internet-marketing course) Number
Advertising through e-mail 10
Visibility of the enterprise in internet societies (such as LinkedIn, Facebook) 10
Advertising/visibility in internet societies, web pages, web publications 10
Own blog/ conversation forum that discusses products or services you provide 4
An instant message service for customers (for example customer support via 2
Internet)

Presence in company catalogues/ phone books (Eniro, Yritystele etc.)

Website that contains basic information about the field of business, contact in- 1
formation, product-/ service- and price info

Website that contains basic information of the field of business and contact in- 1
formation

Sales of services or products in electronic commerce trade centres 1
Total: 41

N: 17
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7.2.10 The outcomes

The results reveal that the entrepreneurs’ willingness to invest in several business areas has
decreased as compared to the situations in 2008 and 2007. There is no question whether the
current economic situation has an impact on the SME’s willingness to invest. The primary mar-
ket area in which the enterprises were willing to grow their market share was Finland. 24 per
cent of the growth oriented SMEs were willing to operate in international markets, but the major-

ity of them would be operating also in the domestic market at the same time.

The trend seems to be that the procedures of small enterprises are quite simple and do not
usually require a third party interference. When the implementation of an application is seen as
necessary the application is usually rather entirely bought instead of leasing the service from an
application service provider (ASP). The same pattern of favoring the more direct processes re-
curs when money transactions are made: The transactions are usually implemented by using a
fully owned application that directly guides the transaction to the respondent’s bank account,
instead of using a more complex option that might include also interference of a third party or

another application.

Renewing the existing information systems didn’t attract the majority of the respondents. Of the
two unpopular options making developments to the old information systems was clearly more
popular, than the implementation of a totally new system. Extending the customer base was in
the mind of 95 per cent of the 57 entrepreneurs (72%) who were willing to increase their market
share. The companies believed the future growth of their market share to be a consequence of
increased sales and the amount of customers rather than being facilitated with the expansion of
the product groups or the field of business. Still development of products and production was in
the top three development targets. The other two popular targets were the development of

marketing, and sales and customer service.

65 per cent (N=77) expressed that they would increase Internet marketing in the near future.
However, only 21 per cent were planning to reduce the other forms of marketing at the same
time. The Internet marketing will then in the most cases be used in addition to the former mar-
keting channels. Keeping the traditional means of marketing in the same level while increasing
the Internet marketing will naturally increase the marketing expenses. It seems like the risk of
failing to utilize Internet marketing successfully is too high for a huge proportion of the SMEs,

and therefore the more traditional means of the marketing can’t be left out.
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Increasing the amount of marketing by utilizing a new channel next to the previously used ones
could also be a strategic decision of some SMEs. In the chapter 6.1.4 The business cycle and
marketing Owater, the sports drink company, was intentionally increasing the marketing budget
to fight back the negative changes in the market that appeared due to the prevailing economic

situation.

8 Conclusions

The theoretical part made it clear that gaining the most benefit from the e-tools requires careful
selection of tools based on the needs of an enterprise, understanding of business operations
and the functions of the programs in use, and exploiting all the features of software and hard-
ware that are essential for the company in a proper manner. Different e-tools are supporting
each other’s functions and often in means to gain the maximal benefit, different software solu-
tions need to be integrated as an entity where different electronic business processes are sup-
porting one another. As an example, an e-CRM system is supporting marketing, finance, ERP

and nearly every factor of electronic business.

8.1 Business cycle and entrepreneurship

If the business cycle follows the pattern of the ‘90s recession (introduced in page 9), there will
be a period when the number of enterprises decreases greatly, followed by a longer period
when the number of enterprises starts steadily increasing (as unemployed people start to em-
ploy themselves) until the employment situation is so much improved that it influences the num-
ber of entrepreneurs negatively (the improved employment situation will attract them to leave
the entrepreneurship). As the heaviest decline of the entrepreneurship is now going on (see

table 1), we are living the first phase where the number of enterprises is decreasing.

It is expected that within the following years the SMEs will move on to the second phase and
the number of the enterprises will start slowly but steadily increase again. The predictions for
the next 12 months show that the situation of employment will be weakening heavily when the
situation of entrepreneurship will face only modest weakening. This also suggests that the situa-
tion when increased unemployment starts encouraging people to become entrepreneurs is get-

ting closer.
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The economy and the employment situations are affecting the number of entrepreneurs, but
how does it influence the adoption of electronic processes or other important strategic deci-
sions? The empirical part revealed some noteworthy differences in SMEs behavior as com-
pared to the situation in 2007-2008. The number of enterprises not investing or having not yet
decided on investments had increased tremendously as compared to the situation in 2008 (see
the figures 12-16).

The SMEs were generously naming the targets needing development (see figure 5), which im-
plies that the areas in need for development are recognized but something is preventing the
entrepreneurs from executing the needed investments. Although the amount of enterprises will
begin increasing after some years, the influences of the recession will still be tangible and likely

constricting the investment willingness for some years.

If new investments to develop the old information systems or to create new ones are not made,
the lack of new software, hardware, and education of the personnel will prevent the SMEs from
moving on to the next level in e-business utilization. The economic decline will be limiting the

investments of SMEs and postpone the development of business operations.

A positive outcome of the e-business-survey is that training and education was one of the most
popular investment targets. As stated in the theory part already, the reason why the new soft-
ware normally is implemented is the aim of simplifying and fastening processes, and inefficient
use of software or hardware will prevent reaching the goal and possibly harm several business
processes at the same time, if the SME has an integrated system. In this light, substantially am-
ple intentions to invest in training and education could be one factor enabling and possibly acce-
lerating the adaptation of e-business tools. If the training and education sector remains its top
position as the number one investment target, the recovery of the economy will bring along in-
creased number of well educated employees, as the amount and number of actualized invest-
ments increase.
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8.2 No changes in sight

The respondents were reluctant to conduct any major changes concerning their way of doing
business. The entrepreneurs were hardly at all eager to implement new information systems in
any business area (see the figures 17, 19, 20, and 21), as well as the popularity of developing
the existing information systems was low with all factors represented in the related figures. The
only exception in this section was the marketing information system, which 30 respondents
found needing development.

The apparent reluctant attitude may also be a consequence of too difficult forming of questions,
as in the questions examining the state of the several different information systems the term
information system was used to refer to the comprehensive entity of the interaction between
different processes, people, and information. In the question one, where the development needs

were asked about, the enterprises named plenty of different targets.

This suggests that the SMEs were willing to do some development on their business processes,
as long as the processes are approached separately. Handling too complex set of the interac-
tion and processes at the same time may be confusing, especially if the terms in use are unfa-
miliar. To avoid bias the form of the questions should be revised for the questionnaire of 2010.
Another option would be explaining the most unfamiliar terms in the questionnaire, but as cor-
rect understanding of the terms can’t be guaranteed, the best option would be to avoid difficult

terms as much as possible.

8.3 The current level of e-business

In the chapter 5.1 Characters of an e-business three criteria were given that define whether an
enterprise fits the concept of e-business. The majority of the SMEs in the final sample fulfill the
criteria number one, as they are processing and communicating data with electronic devices
(figure 10). The second criterion is that an enterprise has to experience increased integration of
databases and hardware devices. How well and how much the different databases and hard-
ware are integrated in SMEs was examined in the survey, but it can be assumed that the com-
panies with e-SCM and e-CRM systems for example have already an integrated system of de-
vices and databases. These two first criteria were fulfilled by a fair proportion of the final sam-
ple, which implies that the situation e-business adaptation among the SMEs, which already

have received consultation on the subject and are located in Tampere Region, is quite good.
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The last factor to be fulfiled before fitting the Jackson and Eckersley’s definition of an e-
business (chapter 5.1) is enabling interactive use of systems and services. This criterion was
the most difficult one to accomplish for the local SMESs, as based on the content of their web
sites only 6 per cent is currently offering a possibility for the customers to be interactively in-
volved. Enterprises conducting e-commerce, for instance, will also fulfill this requirement and

earn the right to be classified as an e-business.

The majority of the sample fulfill two out of the three criteria, which is a very good result taking
into consideration that the third criterion may not fit the business concept of many SMEs. If
there is no need for interactive services from customers’ -, partners’ -, or any other party’s side,
this condition is useless to fulfill.

Also creation of such services may be too complicated and expensive for SMEs. For example
delivery surveillance service, where customers may follow their packages, would require con-
stant maintenance after the establishment. Outsourcing the service partly or totally is an option,
if the money resources are sufficient to cover the expenses. An application service provider
(ASP) could also be an optimal option for an SME, but this form of purchasing applications was

unpopular among the sample enterprises.

8.4 The Internet marketing and social media

If compared to the situation in the USA (page 18), the trust in Internet marketing is in a lower
level within the sample. Only 18 per cent predicted that they’d be involved with Internet socie-
ties, e-commerce or portals within the next two year. On the other hand as 49 per cent were
planning some developments to be done on the sales and customer service sector in the near
future, and this makes the future of the interactive services hard to predict. As the huge social
media such as YouTube and Facebook have both been super popular in Finland only for a short
period of time, the SMEs might still need some time to adapt the idea of the possibilities of the
new marketing channel. Also the trend in the USA doesn’t concern the SME sector alone. The
nature of the business and customer relationships may greatly differ between small and large

enterprises as well as it affects the suitability of marketing channels.

In the chapter 6.1.6 the research results of the conversation forum-survey show that it is possi-
ble for discussion boards to have loyal users and trustworthy reputation. The majority of the
respondents were active users of the forum and nearly everybody had read some comments
about products or services posted by somebody else. The most important finding of the discus-

sion board-survey was that the effect of the other members’ postings on the readers was huge.
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The next step for someone interested in examining the impacts of social media on individuals
and their purchasing decisions could be defining the characteristics of few other popular forums
or other platforms of social media. The survey conducted now didn't find out how many times
the respondents had posted a comment about a service or a product, or how many products/
services the comments had covered. The both statistics become however necessary, if the rate
of activity in a forum, or the likelihood of occurrence of discussions concerning products and

services is measured.

Marketing was the area that the majority (50%) saw as needing development (see the figure 5).
The smallest companies saw the development of marketing even more important (see the table
4). More than half of the final sample was willing to increase their market share in the near fu-
ture and the majority expected the possible growth to be driven by extending their customer
base and increasing sales. Only 44 per cent had tried an e-marketing campaign and even less,
25 per cent, had an e-CRM system.

As the SMEs expressed their willingness to develop their current marketing methods and strat-
egy, it could very well be the solution how to reach the goal of increased sales. New customers
that would bring new sales along as well could be attracted by a well planned and executed
marketing campaign. About 80 per cent had a web site but less than half of the final sample had
executed a special e-marketing campaign. As the influence of the Internet buzz was proved in
the chapter 6.1.6, the Internet marketing could very well be the key solution assisting the enter-

prises in the aim of increasing market share.
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8.5 The research project

The empirical study examining the state of e-business was conducted in the beginning of the
research project, and the theory part was written partly at the same time and partly after the
survey was conducted. Writing the theory part before the empirical research phase would have
supported more careful consideration of the research questions and the modification of the re-

search questions to give better responses to the questions.

The response rate after the first e-mail invitation to the survey was significantly low, which de-
layed the project from moving to the next phase. This could have been avoided by increasing
the number of the enterprises approached by e-mail. Also additional invitation campaigns might

have affected the number of those who responded to the invitation.

One research question, whether the interconnected business operations are influencing each
other’s utilization rate of electronic tools, remains unsolved. The theory part cleared up that
many operations are interconnected and if the operations are digitalized, the exchange of infor-
mation in an integrated system is nearly or partly totally automatic. No sign that utilization of one
e-tool would encourage an enterprise to acquire another tool could be seen from the results.
The statistics of the information systems’ functionality or the order of adopting some electronic
functions (see the figure 9) gave no answer to the question, whether adaptation of some soft-

ware or other e-tool would likely lead to adaptation of another object.

This information is naturally found interesting by the businesses offering such products and ser-
vices, but also relevant for the SMEs and consultative parties in general. If a certain trend could
be recognized, it could be used in investigating whether the e-business adaptation is done “by
the books”. Are all the necessary operations digitalized, in which level the electronic tools are
utilized and in which order the tools have been adopted are all important questions, as syste-
matic and analytical evaluation of processes is necessary to ensure a suitable level of e-

business utilization.

No enterprise is likely to do decisions on investing in hardware, software of education lightly, but
still cases where the adaptation process of some electronic tools turn out to be ineffective or
affecting the business processes negatively. Some of these cases could be avoided by careful
analyses of the nature of the business, related factors (such as the customers, market, competi-
tion, economy), and the past successes and failures in e-business adaptation of comparable
enterprises. The adaptation of e-tools should always begin from the necessities and then con-

tinue to the factors, which are electrified because of wants instead of needs.
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Different e-tools are not put in any order based on their importance in this research. The next
research questions inspired by this study could be: Is there a logical order of adopting e-tools
that would in general be applicable with all the SMEs regardless of the field of business, and

Are the SMEs mainly following the order or not.

Follow-up on the recovery of the investment willingness would also be interesting: Will the in-
vestment intentions decrease or increase in the next and the following years. The willingness to
do investments is also reflecting the entrepreneurs trust towards the market. As this year’s sta-
tistics showed, the SMEs had lots of targets for development but only very few intentions to in-
vest large amounts in any area. It seems like the SMEs postponed any large investments not
essential for conducting business. When the investment willingness begins its recovery, it
means that the expectations of unfavorable development of the economy are gone. When the
economical situation is not directly preventing the SMEs from investing in e-business, a good
research question could be if the amounts of intended investments are increased and what pro-
portion of the investments is targeted to develop electronic business. This would give more reli-

able picture of the small entrepreneurs’ attitudes towards the utilization of e-business tools.
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10 Appendices

10.1 Questionnaire, case eYrityspalvelu and Internet marketing
course participants
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(]

A niaVrnhitani THolranaaalal
YSKONECt rirkanmaaiaisis

Siihkoinen liiketoiminta ja kehi

-

Tiami kysely on suunnattu Pirkanmaalla sijaitseville eYrityshankkeessa mukana olleille mikro-, pien-, ja keskisuurille yrityksille. Kyselvtutkinus Kartoittaa sihkdisen liketoiminnan
tilaa ja kehitvstarpeita Pirkanmaalaisissa yritvksissi, ja tukee siten Pirkanmaan Buusti-hanketta.

Lisii tietoa hankkesta: www.pirkanmaanbuusti.fi

A tiedot Kiisitelliiin I ksellisesti, eikii yhksi

iisten yritysten antamia tietoja julkaista tutkimuk tai anneta edelleen kolmannen osapuolen haltuun.

ESITIEDOT

Niita ietoja tullaan ki
vastauksia ei tulla jul

timain vritvksen henkil Gston médrin,
maan tai vhdistiméin vritvksen tai vastaajan nimeen

vms, tiedon madnttimiseksi. joka tukee tutkimusta, Yksittiisten vritvsten antamia

Yrityksen nimi:

Yrityksen edustajan nimi:

1. KEHITYSTARPEET

La. Yntyksen Kehitvstarpeet -Valitse alla olevasta listasta ne alueet. joiden kehittimisen katsot olevan ajankohtaista nyt tai Lihitulevaisuudessa.
Tictotekninen osaaminen (atk-perustaidot, toi o-0h istot)
MarkKinointi (esim. mainonta, pr. markKinoinnir
iakaspalvelu (esim. Kielitaito, myy
n ja tuotantoon liittyva kehittiminen
taloushallinto
Toimintoihin littvva hallinta ( . kasvun- tai nskien hallinta, tuottavuuden kehittiminen)
Toimintoihin litt hallinta (esim. varastotoimintojen hallinta, alihankinta, ostotoimintojen kehittiminen)
Verkkokauppa

mnittelu. kuluttajamarkkinointi)
. mvvnmn kehittiminen)

Muu

ityskohde. jonka katsot olevan ajankohtainen yrityksessinne:

Lb. Mikili omistajan vaihdos on yrityh
Yrityksen myvminen
Yrityksen ostaminen
Hallittu sukupolven vaihdos

. valitse alta ne ¢n kehittimisen Katsotte tarpeclliseksi.

Muu on

1 vathdokseen littvvi toiminto:

2. Liiketoimintojen siihkdistyminen yrityksessiinne

Merkitse numeroilla ne sihkéisen liiketoiminnan eri vaihtochdot, jotka yrityks

sinne Lilki hetkelli ovat Kiytossii tai jotka ovat ai
1= ensin Kiiyttoon otettu, 2= toiseksi

emmin olleet Kiytossi
in otettu 3= kolmanneksi...

Kotisivut
e-Markkinointi kampanja (esim. hakukone- ja banneri markkinointiy
eAsiakkuudenhallinta/ CRM ohjelma (kuten ClientCare-Net, Super Office CRM)
siihkdinen taloushallinnon ohjelma

3. Sihkéisen kaupankiynnin palvelumuodot yrityksessii

Oftatte vastaan tai lihetitte tarjouksia sihkdisesti.
Ky
Ei

Maksatte teille tuotteita tai palveluita tagjonneille vrityksille sihkoisesti
Kvlli
Ei

Otatte vastaan maksuja sihkoise akkailtanne.
Kyl
Ei
Tarjoatte tictoja tuotteistanne’ palvelustanne sihkdisessi muodossa.
Kylli
Ei

4. Investoinnit
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Paljonko vrityksenne on valnus investoimaan tictotekniikkaan ja sihkéiseen litketoimintaan seuraavan kahden vuoden aikana? ?
. Ei Satoja  Tuhansia Kymmenii en osaa
Show headers - S 4 = R
Investointia euroja € tuhansia € sanoa
4.a Laitteisto
4.b Ohjelmistojen hankinta
4.¢ Ohjelmistojen vuokraus (Internetin viillityksellii tapahtuva vuokraus, esim. sihkiinen
taloushallinnon ohjelmisto)
4.d Koulutus (ATK, siihkiinen liiketoiminta)

4.¢ Tukitoiminnot (esim. yllipito, suunnittelu)

5. KASVUHALUKKUUS
Yrityksen kasvuhalukkuus

Show headers Kylli Ei Eiosaa sanoa

Oletteko halukas kasvattamaan yrityksenne markkinaosuutta Lihivuosina?

-Kasvu suuntautuu Kotin markkinoille

-Kasvu suuntautuu Kansainviilisille markkinoille
Kasvun oleellisena osana on tuoteryhmiin tai toimialan laajentaminen

Kasvun oleellisena osana on asiakaskunnan ja myynnin kasvattaminen

6. TOIMISTOYMPARISTO: laitteet ja ohjelmistot

Valitse neljisti sarak tasta parhaiten v: lla allekKain lueteltujen osa-alueiden tilaa Kuvaava vaihtoehto

e kehittii ny!
tietojirjestel

Toimii
nykyiselliiin

Show headers
Toimi hjel (tekstinkiisittely, taulukkolaskenta, siihképosti,
Kalenteri, projektin hallinta)
Ohjelmistojen vuokraus (ASP) esim. siihkdinen taloushallinnon
ohjelmisto, kotisivut
Siihkéinen asiointi (siihkiisten viranomaispalveluiden kiiytts, kuten
verotoimiston palvelut)
kauppapaikoissa/ portaaleissa mukana oleminen

Siih ki

7. TALOUSHALLINTO

7.a. Valitse tavat, joita yrityksessinne Kiytetdin tai suunnitellaan otettavan kiyvttoon lihiaikoina sihkoisen laskun Lihettimiseksi

Show headers Kylli Ei
Suoraan taloushallinto-ohjelmasta ckaalle
Taloushallinto-ohjel Ikopuolisen e-laskupalvelun Kautta asiakkaalle.

Kiiyttien

iakkaan kotisivullaan tarjoamaa laskutuslomake

Kiivttiien e-laskupalveluja tarjoavan yr dihkiisen laskun

n nettilomaketta, josta palvelun tarjoaja Lihet
Lihetetiiiin pdf-muodossa siihképostitse
Joku muu sihkéinen muoto, miki:

7.b. Onko vrityksessinne Lilli hetkelli Kiytossi sihkoinen taloushallinnon ohjelmisto?
Kyl
Ei

Jos vastasi EI vIli olevaan kysvmykseen, siirry seuraavaan osioon: ASIAKKUUDEN HALLINTA (CRM)

7.c. Valitse nelj jasta parhaiten sihkoisen taloushallinnon ohjelmistonne ominaisuuksia kuvaava vaihtoehto
Show headers Tarve kehittiii nykyisti tietojiirjestelmiiii Toimii nykyiselliiin Halutaan ottaa kiiyttiin Ei kosketa yritysti illii hetkelli
Myyntilaskut
Ostolaskut

Sihkiinen laski

siihkiiset tiliotteet

s, verkkolaskut

Muu sihkdisen taloushallinnon kehityskohde:

7.d. MAKSULITKENNE: Valitse alta ne vaihtochdot. jotka ovat yritvksenne maksuliikenteessa kiyvtossa.
Verkkopankki (Intemet)
Monipankkiohjelma

8. ASIAKKUUDEN HALLINTA (CRM)

Valitse neljisti sarakemuuttujasta parhaiten yritvksen tilaa kuvaava vaihtoehto.
Halutaan ottaa

Show headers iy ttbion

Asiakaspalvelu (mm. palvelupyyntijen vastaanotto ja
ki

Myynti (mm. tarjousten tekeminen, sopimusten ha
Markkinointi (mm. suoramarkkinointi, asiakastietojen
hallinta)

Muu ajankohtainen kehityskohde liittven vIi mainittuihin toimintoihin:
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9. Toimitusketjunhallinta (SCM) ja Tuotannonohjaus jirjestelmi (ERP)

Valitse neljiist

sarakemuuttujasta parhaiten vritvksen tilaa Kuvaava vaihtochto,

Show headers Tarve kehittidi nykyisti tietojirjestelmiiii Toimii nykyiselliiin Halutaan ottaa Kiyttion Ei kosketa yritysti
Hankinta/ Toimintaketjun hallinta (SCN)

10. RESURSSIEN HALLINTA

tilaa (sisalti

Valitse parhaite tydtunti dot, tyétunti

svOtts vm.) kuvaava vaihtoehto
Henkilistiresurssit/ Resurssit
11. INTERNET MARKKINOINTI

W-SIVUT - vaitise tilannetianne parhaiten kuvaavai v
elli el ole www-sivuja kiytd

Mikiili valitsit vaihtoehdon 1 tai 2 ole hyvi ja ohita sivujen sis

11b. Sivujen sisiltd: valitse tilannettanne parhaiten kuvaavat vaihtochdot
Sivat sisiltivit yri en perus- ja vhteystiedot
Svut ta
Sivat tarjoavat Julkiseen k
Sivut sisdltivit tuotteiden palveluiden hintatietoja

siselle keskustelufoorumille

11L.¢c. INTERNET MARKKINOINTI (mm. kotisivut, banneri- /blogi-mai hakukonemarkkinointi) Valitse vaihtoehdot. jotka parhaiten Kuvaavat vritvksenne tilannetta. Seuraay
tulemme lisdimiin internet-markkinointia, hyédvntien kuitenkin edelleen aiemmin kivtdssi olleita markkinointi kanavia
| iin internet Kkinointia ja vil isi muotoja (kuten TV, radio. printti mainonta)

emme todennikdisesti tule Kavttamiin mitiin i
tlemme olemaan mukana

net-markkinoinnin muotoa
sii b ikoi rtaalel internet vhteisdissi (kuten facebook, LinkedIn)

<ihik

Proceed

Save | Prefilled form URL

Kiitos osallistumisestasi!

Tallentaaksesi ja lihettaiksesi tiedot, paina vlipuolella sijaitsevaa SAVE painiketta.

© Eduix Oy

%)
-~
%)
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10.2 One dimensional tabulations: The e-business survey

One dimensional tabulations
Sahkoisen liiketoiminnan kyselytutkimus

1.a. Needs for development mr
Choose the business areas which you find as topical or about to become topical targets for
development in your enterprise.

Number %
IT skills (basic IT-skills, office programs) 27 40
Marketing (advertising, PR, marketing plan, con-
sumer marketing etc.) 34 50
Sales and Customer service (language skills, sales
work, development of sales etc.) 33 49
Development of products and production 32 47
Electronic Financial Management 20 29
Operations management (growth or risk man-
agement, development of productivity etc.) 23 34
Operations management (warehouse manage-
ment, subcontracting, development of procure-
ment etc.) 16 24
Electronic commerce 15 22
Other 7 0
Total: 207 294

N: 68



Other target to be developed:
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Cumulative
Number % Number Cum-%
Laatujarjestelma (quality system) 1 14 1 14
SAHKOINEN TALOUSHALLINTO: ULKOISTETTU (e-
financial management is outsourced) 1 14 2 29
Yrityksen laajentaminen (extending enterprise) 1 14 3 43
eYrityspalvelua kaytettiin sellaisen liiketoiminnan kehit-
tdmiseen, joka on sittemmin myyty (eYrityspalvelu was
used to enhace such business activity that has after-
wards been sold) 1 14 4 57
excel-taulukko ohjelman opiskelu, 7-v vanha tietokone,
uuden hankinta (the use of excel spreadsheet, 7 years
old computer; buying a new one 1 14 5 71
markkinointi: yritykselld tdsmatuotteet joista asiakkaat
itse yhteydessa (about marketing: smart products, of
which the customers approach the company) 1 14 6 86
myyty liiketoiminta, johon eYrityspalv. Kaytettiin (Bu-
siness is sold, in which the eYrityspalvelu was used) 1 14 100
Total: 100 7 100
Mean:
1.b. Change of the ownership and the form of enterprise
Is the change of the ownership current in your company (if yes, specify)?
Cumulative
Number % Number Cum-%
Acquiring or selling an enterprise 7 70 7 70
Controlled change of generation 3 30 10 100
Total: 10 100 10 100
Mean: 1,3
Other, specify:
Cumulative
Number % Number Cum-%
6 vuoden paasta 1 11 1 11
k.o. liiketoiminta myyty 2008 1 11 2 22
lainsdddanto ja verotus 1 11 3 33
lainsdadanto ja verotus, rahoituksen suunnittelu 1 11 4 44
omistusjarjestelyt 1 11 5 56
osakeyhtioksi vaihtoa miettineet 1 11 6 67
sopimusten tekeminen, lainsaadanto ja verotus 2 22 8 89
yritysmuodon muuttaminen 1 11 9 100
Total: 9 100 9 100
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2. Give ordinal numbers to the factors of e-business, based on the order of implementation
(1=the first implemented, 2= the second implemented, and so on).

Web site
Cumulative
Number % Number Cum-%
Implemented as the first one (1) 49 71 49 71
Implemented as a second one (2) 17 25 66 96
Implemented as a third one (3) 3 4 69 100
Implemented as a fourth one (4) 0 0 69 100
Total: 69 100 69 100
Mean: 1,3
e-Marketing campaign (search- or banner marketing etc.)
Cumulative
Number % Number Cum-%
Implemented as the first one (1) 3 9 3 9
Implemented as a second one (2) 14 40 17 49
Implemented as a third one (3) 14 40 31 89
Implemented as a fourth one (4) 4 11 35 100
Total: 35 100 35 100

Mean: 2,5

eCustomer Relationship Management (such as ClientCare-Net, Super Office CRM)

Cumulative
Number % Number Cum-%
Implemented as the first one (1) 2 10 2 10
Implemented as a second one (2) 7 35 9 45
Implemented as a third one (3) 7 35 16 80
Implemented as a fourth one (4) 4 20 20 100
Total: 20 100 20 100
Mean: 2,7
Electronic Financial Management program
Cumulative
Number % Number Cum-%
Implemented as the first one (1) 26 58 26 58
Implemented as a second one (2) 13 29 39 87
Implemented as a third one (3) 4 9 43 96
Implemented as a fourth one (4) 2 4 45 100
Total: 45 100 45 100

Mean: 1,6



3. The forms of electronic commerce in use. The enterprise is currently:

Number %

Receiving or sending offers electronically 52 87
Paying for products or service providers electroni-

cally 45 75
Receiving electronic payments from customers 37 62
Offering information over own products or servic-

es in an electronic form 55 92
Total: 189 315
N: 60

4. Investments
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How much your company is willing to invest in IT and e-Business within the following two

years?
Hardware
Cumulative
Number % Number Cum-%
No investments 18 23 18 23
Hundreds 20 25 38 48
Thousands 27 34 65 81
Tens of thousands 2 3 67 84
| can't say 13 16 80 100
Total: 80 100 80 100
Mean: 2,7
Programs (purchasing)
Cumulative
Number % Number Cum-%
No investments 27 34 27 34
Hundreds of euros 27 34 54 68
Thousands 11 14 65 81
Tens of thousands 2 3 67 84
Not decided 13 16 80 100
Total: 80 100 80 100
Mean: 2,3
Programs (APS)
Cumulative
Number % Number Cum-%
No investments 52 65 52 65
Hundreds of euros 9 11 61 76
Thousands 3 4 64 80
Tens of thousands 0 0 64 80
| can't say 16 20 80 100
Total: 80 100 80 100
Mean: 2,0



Training, education
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Cumulative
Number % Number Cum-%
No investments 24 30 24 30
Hundreds of euros 40 50 64 80
Thousands 6 8 70 88
Tens of thousands 0 0 70 88
| can't say 10 13 80 100
Total: 80 100 80 100
Keskiarvo 2,2
Support (maintenance, design)
Cumulative
Number % Number Cum-%
No investments 28 35 28 35
Hundreds of euros 31 39 59 74
Thousands 7 9 66 83
Tens of thousands 0 0 66 83
| can't say 14 18 80 100
Total: 80 100 80 100
Mean: 2,3
5. Growth scenarios
Are you willing to increase your company's market share in the near future?
Cumulative
Number % Number Cum-%
Yes 57 72 57 72
No 11 14 68 86
Don't know 11 14 79 100
Total: 79 100 79 100
Mean: 1,4
The future growth will occur in domestic market
Cumulative
Number % Number Cum-%
Yes 53 93 53 93
No 4 7 57 100
| can't say 0 0 57 100
Total: 57 100 57 100




The future growth will occur in international market
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Cumulative

Number % Number Cum-%
Yes 14 29 14 29
No 31 63 45 92
| can't say 4 8 49 100
Total: 49 100 49 100
Conclusion from the answers above:

Cum.

Number % Number Cum-%
The future growth will take place simultaneously
in both domestic and international markets 11 100 11 100
Total: 11 100 11 100
Mean: 1,0

An essential part of the future growth will be extension of a product group or the field of

business
Cumulative
Number % Number Cum-%
Yes 22 41 22 41
No 29 54 51 94
| can't say 3 6 54 100
Total: 54 100 54 100
An essential part of the growth will be extension of the customer base and
sales
Cumulative
Number % Number Cum-%
Yes 54 95 54 95
No 1 2 55 96
| can't say 2 4 57 100
Total: 57 100 57 100

*20 respondents (35% out of 57) ticked the both options.
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6. Choose from the four column variables the best fitting option towards each factor:

The most basic office applications

Cumulative
Number %  Number Cum-%
Need to develope the current information system 12 16 12 16
Working well with the current information system 64 83 76 99
Willing to implement a new information system 0 0 76 99
Doesn't concern the enterprise at the moment 1 1 77 100
Total: 77 100 77 100
Mean: 1,9
Software leasing (ASP)
Cumulative
Number %  Number Cum-%
Need to develope the current information system 15 19 15 19
Working well with the current information system 31 40 46 60
Willing to implement a new information system 0 0 46 60
Doesn't concern the enterprise at the moment 31 40 77 100
Total: 77 100 77 100
Mean: 2,6
Use of electronic official services of authorities
Cumulative
Number % Number Cum-%
Need to develope the current information system 14 19 14 19
Working well with the current information system 44 59 58 78
Willing to implement a new information system 3 4 61 82
Doesn't concern the enterprise at the moment 13 18 74 100
Total: 74 100 74 100
Mean: 2,2
Involvement with e-commerce or portals
Cumulative
Number % Number Cum-%
Need to develope the current information system 14 19 14 19
Working with the current information system 27 37 41 56
Willing to implement a new information system 3 4 44 60
Doesn't concern the enterprise at the moment 29 40 73 100
Total: 73 100 73 100

Mean: 2,6
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7.a. Financial Management
Choose the channels which are used or planned to be used in near future to send an electron-
ic invoice:

Directly from financial management program to the customer

Cumulative
Number % Number Cum-%
Yes 25 46 25 46
No 29 54 54 100
Total: 54 100 54 100

Mean: 1,5

From a financial management program through an external e-invoice service to the customer

Cumulative
Number % Number Cum-%
Yes 14 29 14 29
No 35 71 49 100
Total: 49 100 49 100
Mean: 1,7
Using an invoicing form that customer offers in their website
Cumulative
Number % Number Cum-%
Yes 3 6 3 6
No 47 94 50 100
Total: 50 100 50 100

Mean: 1,9

Using an e-form at e-invoice service provider's website, and the service provider sends

the e-invoice for the customer

Cumulative
Number % Number Cum-%
Yes 4 10 4 10
No 36 90 40 100
Total: 40 100 40 100

Mean: 1,9



sent in pdf-format by e-mail
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Cumulative
Number % Number Cum-%
Yes 35 64 35 64
No 20 36 55 100
Total: 55 100 55 100
Mean: 1,4
Some other electronic mean, specify:
Cumulative
Number % Number Cum-%
Yes 1 5 1 5
No 20 95 21 100
Total: 21 100 21 100
Mean: 2,0
[no headline]
Cumulative
Number % Number Cum-%
faxi 1 33 1 33
matkalaskut, palkanlaskenta, asiakasrekisteri sdh-
koisend, CRM taitaa olla isommille firmoille/ Fin-
voice 1.3 pankki ei pysty kasittelemaan sen tuo-
toksia/ Omat atk-taidot kaipaavat koulutusta 1 33 2 67
pankin kautta 1 33 3 100
Total: 3 100 100

7.b. Does your company at this moment use an electronic financial management programme?

Cumulative
Number % Number Cum-%
Yes 48 64 48 64
No 27 36 75 100
no response 5
Total: 80 100 75 100
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7.c. Choose from the four column variables the best describing option for your electronic fi-

nancial management programme's features:
Sales invoices

Cumulative
Number Cum-%
Need to develope the current information system 8 21
Working well with the current information system 37 95
Willing to implement a new information system 38 97
Doesn't concern the enterprise at the moment 39 100
Total: 39 100
Purchasing invoices
Cumulative
Number Cum-%
Need to develope the current information system 2 5
Working well with the current information system 30 77
Willing to implement a new information system 30 77
Doesn't concern the enterprise at the moment 39 100
Total: 39 100
Electronic invoincing, net invoices
Cumulative
Number Cum-%
Need to develope the current information system 10 26
Working well with the current information system 31 82
Willing to implement a new information system 34 89
Doesn't concern the enterprise at the moment 38 100
Total: 38 100
Electronic statements
Cumulative
Number Cum-%
Need to develope the current information system 2 5
Working well with the current information system 32 86
Willing to implement a new information system 32 86
Doesn't concern the enterprise at the moment 37 100
Total: 37 100




Other target for development in electronic financial management:
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Cumulative
Number %  Number Cum-%
laskuohjelma kaytossa, siita kirjanpitdjalle tai las-
kuna paperilla 1 50 1 50
e-laskun liitteiden ominaisuudet- PANKKIEN Fin-
voice toimimaton 50 100
Total: 100 100
Mean:
7.d. Netbank and multibank program
Number %
Netbank in use 56 92
Multibank program in use 20 33
Total: 76 125
N: 61
8. Customer service (receive/register customer service requests)
Cumulative
Number %  Number Cum-%
Need to develope the current information system 16 21 16 21
Working with the current information system 54 69 70 90
Willing to implement a new information system 2 3 72 92
Doesn't concern the enterprise at the moment 6 8 78 100
Total: 78 100 78 100
Mean: 2
Sales (making offers, managing contracts etc.)
Cumulative
Number % Number Cum-%
Need to develope the current information system 12 16 12 16
Working with the current information system 58 76 70 92
Willing to implement a new information system 3 4 73 96
Doesn't concern the enterprise at the moment 3 4 76 100
Total: 76 100 76 100
Mean: 2
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Marketing (direct marketing, customer data management, etc.)

Cumulative
Number % Number Cum-%
Need to develope the current information system 30 38 30 38
Working with the current information system 42 54 72 92
Willing to implement a new information system 3 4 75 96
Doesn't concern the enterprise at the moment 3 4 78 100
Total: 78 100 78 100

Mean: 2

Other current target for development within the focus group mentioned above:

Cumulative
Number % Number Cum-%
Edustamme Global Passenger Networkia, jolle uT-
rack www.utrack.com on kehittanyt Travel-
Manager-ohjelmiston 1 33 1 33
lImalampdpumppujen mainonta kuluttajille 1 33 2 67
Verkkokaupan perustaminen 1 33 3 100
Total: 3 100 3 100
9. Supply Chain Management (SCM)
Cumulative
Number % Number Cum-%
Need to develope the current information system 8 13 8 13
Working with the current information system 32 53 40 67
Willing to implement a new information system 1 2 41 68
Doesn't concern the enterprise at the moment 19 32 60 100
Total: 60 100 60 100
Mean: 2,5
9. Enterprise Resource Planning (ERP)
Cumulative
Number % Number Cum-%
Need to develope the current information system 7 16 7 16
Working with the current information system 14 33 21 49
Willing to implement a new information system 0 0 21 49
Doesn't concern the enterprise at the moment 22 51 43 100
Total: 43 100 43 100

Mean: 2,9
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10. Resource Management (including calendar, feeding work hours, personnel's basic information, etc.)

Cumulative

Number % Number Cum-%
Need to develope the current information system 19 25 19 25
Working with the current information system 33 43 52 68
Willing to implement a new information system 1 1 53 69
Doesn't concern the enterprise at the moment 24 31 77 100
Total: 77 100 77 100
Mean: 2,4
11. INTERNET MARKETING
11.a. Internet-marketing: web pages

Number %
Company doesn't have web pages in use 5 6
No web site, but planning to implement one 4 5
Company has www-pages, which do not need to be devel-
oped 25 31
Company has web pages, which need to be developed 44 55
N: 78 98
11.b. The content

Number %
The site contains company's basic information and contact information 51 78
The site offer a possibility for direct contacting through the pages (pos-
sibility to send an e-mail, order, inquiry, etc.) 50 77
The site offers a possibility for public conversation related to its the
products or services at the site, or a link to a forum with the same sub-
ject 4 6
Pages contain price information of the products/ services 25 38
Total: 130 200
N: 65
11.c. Within the next two years:
Number %

We will be involved in electronic commerce/ portals/ Internet societies
(such as Facebook, LinkedIn) 14 18
We most likely won't be using any form of Internet marketing. 16 21
We will increase Internet marketing and decrease marketing through the
more traditional channels (such as TV, print marketing,radio) 16 21
We will increase Internet marketing, still exploiting at the same time the
advantage of the older marketing channels 34 44
Total: 80 104

N: 77



Questions addressed only to the Internet Marketin-group:

Within the next two years we will be involved in:
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Cumulative
(Only Internet marketing-group) Number % Number  Cum-%
Internet societies, such as Facebook and LinkedIn 5 28 5 28
Will not be involved in e-commerce or Internet societies 7 39 12 67
e-commerce 6 33 18 100
Total: 18 100 18 100
Mean: 2,1
Choose the alternatives that you believe would bring real benefit for your company:
(Only the Internet-marketing course) Number %
Advertising through e-mail 10 59
Own blog/ conversation forum that discusses products or services you pro-
vide 4 24
Visibility of the enterprise in internet societies (such as LinkedIn, Facebook) 10 59
Sales of services or products in electronic commerce trade centres 1 6
Website that contains basic information about the field of business, contact
information, product-/ service- and price info 1 6
Website that contains basic information of the field of business and contact
information 1 6
Advertising/visibility in internet societies, webpages, web publications 10 59
An instant message service for customers (for example customer support via
Internet) 2 12
Presence in company catalogs/ phone books (Eniro, Yritystele etc.) 2 12
Total: 41 241
N: 17
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The background Information gathered by using the eYrityspalvelu's search engine at
their web site (http://www.yrittajat.fi/yrityshaku/)

Place of business

Cum.

Number % Number Cum-%
Tampere 24 36 24 36
Nokia 4 6 28 42
Pirkkala 2 3 30 45
Viljakkala 1 1 31 46
Sastamala 6 9 37 55
Kangasala 4 6 41 61
Toijala 2 3 43 64
Luopioinen 1 1 44 66
Yl6jarvi 4 6 48 72
Pohjaslahti 1 1 49 73
Parkano 1 1 50 75
Virrat 2 3 52 78
Lempaala 2 3 54 81
Ruovesi 3 4 57 85
Sotkia 1 1 58 87
Kurjenkyla 1 1 59 88
Luode 1 1 60 90
Laitikkala 1 1 61 91
Koro 1 1 62 93
Punkalaidun 1 1 63 94
Valkeakoski 1 1 64 96
Kuru 1 1 65 97
Hirsila 1 1 66 99
Korkeakoski 1 1 67 100
Total: 67 100 67 100
The number of personnel

Number %  Cum. lkm Cum-%

1 employee 28 41 28 41
2-9 employees 30 44 58 85
10-19 employees 10 15 68 100

Total:. 68 100 68 100
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10.3 Cross-tabulation: The number of employees and the business
sectors needing development

Row variable: The business sectors in which development is topical now or in the near fu-
ture

Column variable: the number of employees

1em- 2-9 em- 10-19 em-

% ployee ployees ployees  Total:
IT-sills (basic IT-skills, office programs) 33 36 50 37
Marketing (advertising, PR, consumer marketing, etc.) 54 48 20 46
Sales and Customer service (language skills, sales

work,development of sales, etc.) 50 48 30 46
Development of products or production 50 52 40 49
Electronic Financial management 25 32 40 31
Operation's Management (growth or risk management,

development of productivity etc.) 21 48 30 34
Operation's Management (warehouse mgt, subcon-

tracting, development ofprocurement, etc.) 33 12 30 24
E-commerce 33 16 20 24
Total: 300 292 260 290

N 24 25 10 59
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10.4 Questionnaire of the discussion board survey

E-lomake - Keskustelufoorumi https://lomake tamk.fi/v3/lomakkeet/ 177 I/lomake. html ?esikatselu=true

Keskustelufoorumi &

Tiimi kyvsely on tarkoitettu Nokian Mammat -foorumin rekisteréitvneille Kivttijille

o etukiiteen!

arvotaan | Finnkinon leffalippu. Arvontaan osallistuaksesi jiti vhteystietost kiivitdjitunnuksesi sille varattuun tilaan lomakkeen

Kysymykset

1. Val nulle tirkeimmat svyvt. miksi kivtit foorumia (voit valita 1 tai useampia)
saan osallistua mielenkintoisin keskusteluihin
saan lukea muiden kivmii keskusteluja

dvyvssuhteita vaivattomasti internetin vilitvkselli
stivii ja tuttavia

tiviteettethin ja tavata ihmisiia

saan vertaistukea
verkostoitummen
Se on helppoa

Muu svy (ma;

se alla olevass:

Muu syv. miki

2. Kumnka usem vierailet Nokian Mammat-foorunmlla?
Lihes pavittam
Vitkottain
Harvemmin kuin vukottain

muu "l_l"llllll"lﬁll':

3. Oletko lukenut foorumilla muiden kiyvttijien mielipiteiti heidin kivttimistiin tuotteista’ palveluista? (kuten parturi. ravintola. pesuaine
kyvlli

en

3.1 Miten paljon arvioit fooru

illa esitettvjen miehipiteiden vaikuttavan omaan ostopiitokseesi?
Show headers  1eilainkaan 2 3 4 Ser

teikolla 1-5

din paljon

4. Miten kuvailisit Nokian Mammat-foorumia lvhyvesu?

5. Oletko ilmaissut foorumilla omia mielipiteitisi
Kylld, positiiv

saamastasi palvelusta tai kiivitimistiisi tuotteista?
sti (kehunut palvelua tai tuotetta)

Kvlli. negatiivisesti (pettynyt saamaani palveluun tai tuotteeseen)
En

. Miti seuraavista teet sidinnollisest?

Show headers Liihes piivittiin Viikottain Kuukausittain en Kiyti

iin harvemmin

Kii

Kirjoitan omaa blogia

iin Facebookia

Teen vaatehankintoja verkkokauy

Ostan muuta kuin vaatteita verkkokaupasta
Seuraan blogeja
Luen toista keskustelufoorumia

Osalllistun keskusteluun toisella keskustelufoorumilla

1/2 822010 14:28
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E-lomake - Keskustelufoorumi https://lomake. tamk.fi/v3/lomakkeet/ 177 1/lomake. html ?esikatselu=true

7. Uskotko viihentiiviisi Nokian Mammat-foorumin kiivttéii seuraavan kolmen vuoden aikana?
kvl
en

Olet nyt ollut mukana avittamassa minia askelen lihenmdksi laadukasta opinndytetyord. Lammin kiitos osallistumisestasi!

Tallentaaksesi vastauksesi. paina tsevaa SAVE niippiinti.

Proceed

Save  Prefilled form URL

© Eduix Oy

2/2 8.2.2010 14:28



10.5 The one-dimensional tabulations

One-dimensional tabulations

Case: Nokian mammat discussion board
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1. Pick on the most important reasons for you to use the forum (you can choose 1 or more)

mr
Number %
| get to participate in interesting conversations 36 63
| get to read conversations the others have had 28 49
| maintain friendships easily via Internet 9
| get new friends 29 51
| get different kinds of advices and ideas 45 79
| get to participate in organized activities and to
meet people 30 53
My friends are also using the forum 10 18
Keeps me up to date 23 40
| get support from a peer group 41 72
networking 12
It's easy 13
Other reason 5 9
Total: 281 493
N: 57
Other, what:
Cumulative
Number % number Cum-%
Look at the question 3! 1 20 1 20
It's otherwise longsome at home, | feel like con-
nected with others when I'm at the forum. 1 20 2 40
| get up-to-date information about my own city's
events and services 1 20 3 60
| get information about locally important issues
and services 1 20 4 80
Purchasing and selling items- recycling 1 20 5 100
Total: 100 5 100

Mean:
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2. How often do you visit Nokian Mammat-forum?

Cumulative
Number % number Cum-%
Daily, almost daily 46 81 46 81
Weekly 9 16 55 96
More seldome 2 4 57 100
Total 57 100 57 100
Mean: 1,2
Other period of time
Cumulative
Number % number Cum-%
Ihan joka paiva 1 20 1 20
Monta kertaa paivassa! :) 1 20 2 40
Useamman kerran padivassa 1 20 3 60
Useasti pdivassa 1 20 4 80
toisin sanoen monta kertaa paivassa :) 1 20 5 100
Yht. 5 100 5 100
Keskiarvo

3. Have you read while visiting the forum other users' opinions about products or services
they've used?

(like heardresser, restaurant, detergent)

Cumulative
Number % number Cum-%
Yes 56 100 56 100
No 0 0 56 100
Total: 56 100 56 100

Mean: 1,0

3.1 How much on your own estimation the opnions adressed at the forum are affecting on
your own purchasing decisions?

Estimate on scale 1-5

Cumulative
Number % number Cum-%
1: not at all 0 0 0 0
2 3 5 3 5
3 18 32 21 37
4 32 56 53 93
5: very much 4 7 57 100
Total: 57 100 57 100

Mean: 3,6



4. How would you describe Nokian Mammat-
forum shortly?
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Cumulative

Number % number Cum-%
Aivan loistava tapa tutustua toisiin aiteihin 1 2 1 2
Ajantasaista ja itselleni ajankohtaista tietoa. 1 2 2 4
Aktiivinen foorumi jossa loistava yhteishenki eika
morkkaamisia! 1 2 3 6
Asiallinen foorumi. Ei haukuta toisia. Saa paljon
tietoa Nokiasta mita ei lehdista tai netista [6yda :) 1 2 4 9
Energinen porukka, johon mahtuu monenlaiset
aidit mukaan. Ei liian tiivis, mutta selvasti tunnet-
tu. 1 2 5 11
Helppo, matalan kynnyksen paikka tutustua Noki-
an lapsiperheiden palveluihin ja nokialaisiin ditei-
hin lapsineen. 2 6 13
Hieno vertaistukiyhteiso 2 7 15
Hieno yhteiso, johon liittymisen kynnys on melko
matala, kun ndin ulkopaikkakuntalaisenakin uskal-
sin liittyd. Mummila (kotikotini) sijaitsee ndas No-
kialla. 1 2 8 17
Hyva tiedonldahde. Sieltd saa monipuolisesti tietoa
lasten hoidosta, kasvatuksesta ja kaikenlaisista
arkisista askareista seka kaupungin palveluista ym. 1 2 9 19
Hyva tietoldhde 2 10 21
Hyva, toimiva ja tarpeellinen foorumi jota yrite-
taan kehittaa tarpeiden mukaan. 1 2 11 23
Ihana lamminhenkinen foorumi. kaikki on samalla
viivalla, eika ketdan tuomita tekojen-
sa/mielipiteidensa perusteella 2 12 26
Ilhana! 1 2 13 28
Kotididille erittdin tarpeellinen ja mielekas fooru-
mi. 2 14 30
Loistava ja erittdin tarked yhteiso! ;) 1 2 15 32
Loistava paikka |0ytaa uusia tuttavia joita tavata
livenakin. 2 16 34
Luotettava ja ajantasalla oleva foorumi. 2 17 36
Lamminhenkinen ja tuttavallinen 1 2 18 38
Mahtava tapa l0ytaa uusia ystavia seka tekemista
kotididin ja esioisen arkeen! 1 2 19 40
Mammat on rento ja kotoisa foorumi, jossa ei ole
isoja konflikteja. Kayttdjat osaavat ottaa toiset
huomioon. Mammoista saa yleensa apua ja vasta-
uksen ongelmaan kuin ongelmaan. 1 2 20 43
Monipuolinen 'tietopaketti' nokialaisille vanhem-
mille!! 1 2 21 45
Mukava paikka, uskaltaa ilmaista omat mielipiteet
ja kysya rohkeasti jos jokin asia askarruttaa. 1 2 22 47



Mukava verkostoutumiskanava, jonka valityksella
voi saada jopa oikeita ystavia.

Mukava, vilkas kohtaamispaikka samassa elaman-
tilanteessa oleville, ajatusten ja mielipiteiden vaih-
to valitonta mutta asiallista

Paikallisista asioista infoava, kaikenlaisia mielipi-
teita hyvaksyva, tarkea foorumi.

Paljon parempi, kuin monet muut vastaavat. Sielta
saa asiallista tietoa, kun muilla palstoilla Idhinna
haukkumista kun jotain kysyy.

Paras keskustelufoorumi mita loytyy, ihanan pai-
kallinen, tarkein verkostoitumispaikka Nokialaisel-
le didille

Paras kohdennettu keskustelupalsta, jonka tiedan
Pienen kynnyksen foorumi. Keskustelijat ovat ih-
misia eivat pelkkia nimimerkkeja.

Reilu ja rehti seka suvaitsevainen

Selked ja asiallinen

Turvallinen ja luotettava, |laheinen

Tarked henkireika, ilman en enda osaa elda.
Tarked informaatiokanava. Tietoa jaetaan lasten-

hoidosta, tapahtumista yms., mutta ihan yhta hy-
vin paikkakunnan palveluista, resepteista jne.

Tarkea tiedotuskanava lapsiperheelliselle Nokialla
Vastaus moneen kysymykseen.

aivan loistava yhteiso, olisi itselleni vielakin merki-
tyksellisempi jos olisin vield kotona lasten kanssa
aktiivinen, lamminhenkinen

arjen apuvaline

avoin ja helposti 'lahestyttava'

erittdin loistava ja virea yhteiso

leppoisaa jutustelua aiheesta kuin aiheesta toiset
huomioon ottaen

mukava paikka kuulostella muiden lapsiperheiden
kuulumisia ja arkea

mukava, tietoa paikkakunnasta antava
siisti ja asiallinen, hiukan 'sisdanpain' suuntautu-
nut

valiton, avoin, lammin, informatiivinen, aktiivinen
Aitien paikallinen keskustelufoorumi netissa.
Total:
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49
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60

62
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72
74
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5. Have you impressed your own opinions about a service you've had or a product you've
consumed at the forum?

Number %
Yes, in positive tone (praised a service or product) 47 82
Yes, in negative tone (I've been disapointed on a
service or a product used) 24 42
No 10 18
Total: 81 142
N: 57

6. What of the following alternatives do you do regularly:
Use Facebook

Cumulative
Number % number Cum-%
Daily 44 77 44 77
Weekly 2 4 46 81
Monthly 1 2 47 82
Using more seldome or not at all 10 18 57 100
Total: 57 100 57 100
Write my own blog
Cumulative
Number % number Cum-%
Daily 2 4 2 4
Weekly 1 2 3 5
Monthly 3 5 6 11
Using more seldome or not at all 51 89 57 100
Total: 57 100 57 100
Purchasing clothes at an online store
Cumulative
Number % number Cum-%
Daily 0 0 0 0
Weekly 0 0 0 0
Monthly 21 37 21 37
Using more seldome or not at all 36 63 57 100

Total: 57 100 57 100




Buying something else than clothes online
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Cumulative
Number % number Cum-%
Daily 0 0 0 0
Weekly 0 0 0 0
Monthly 21 37 21 37
Using more seldome or not at all 36 63 57 100
Total: 57 100 57 100
Following blogs
Cumulative
Number % number Cum-%
Daily 6 11 6 11
Weekly 13 23 19 33
Monthly 7 12 26 46
Using more seldome or not at all 31 54 57 100
Total: 57 100 57 100
Reading another conversation forum
Cumulative
Number % number Cum-%
Daily 18 32 18 32
Weekly 7 12 25 44
Monthly 8 14 33 58
Using more seldome or not at all 24 42 57 100
Total: 57 100 57 100
Participating in conversations in another conver-
sation forum
Cumulative
Number % number Cum-%
Daily 11 19 11 19
Weekly 7 12 18 32
Monthly 5 9 23 40
Using more seldome or not at all 34 60 57 100
Total: 57 100 57 100
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7. Do you expect your usage of the Nokian mammat-forum to decrease during the following
three years?

Cumulative
Number % number Cum-%
Yes 14 25 14 25
No 42 75 56 100
Total: 56 100 56 100

Mean: 1,8
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