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Th'ere have always been significa1t barriers to entry into overseas marl<ets'

particularly for small and nTedium sizecl enterprises such as access to market

informatior, , logistics and intermediary issues and financing arrangelneuts' Selling

online in an international market also reqr-rires research and understarrding of market

competitiveness, cultural, political and legal factors, as well as site design and content

issues. I' this case we consider how the internet has made internationalisation through

secondary research easier for one UK organization' ,'

Dabs.com is the UK's teading internet retailer of IT a-nd technology prodr-rcts' oflerirrg

over 34,000 lines from the world's leading manufactures to over 850'000 online

custorners across Britain. This pioneering operation is serviold frotn state of the art

premises in Bolton and processes in excess of 5,000 orders wery day' TlTe company

t' has received numerous business awards for its customer centric adoption of nerv

technology in all of its business functions including finalist in The Sunday Times

Business Awards for 2003, business of the Year in the Nortli west regional final of

the Natiouai Business awards as well its founder, David Atherton receiving

'Bntrepreneur of the year arvard. Buoyed by its rapid success, Dabs'entrepreneurial

approach sought opportunities furlher afield and soLrght to dip its toes overseas'

Irr 2003, dabs.com announcecl the acquisition of French conlpany SOS Developers, al1

established specialist reseller of developer sollrvare with offices in both Nice and

Paris. This thoroughly researohed rl1ove represented the first step irr developing the

Dabs'pan-European business urodel u'ith all organization having a siniilar

technologicaI and eutrepretteuriaI culture'
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DabsidentifiedFranceastheoptimalstarlingpoirrtforEuropeanexpansiondueto

similaritiesbetweentheFrerrchandBritishtechnologymarkets.MarketingDirector

Jonathan wall explains, 
,Althor,rgl-r France was initially slower on taking up e-

commerie,ther'rptakeoverthelast12monthshasbeenVeryencouragirrg'The

compositionoftheoverallFrenchlTmarketplacehasmuchincommonwiththatof

tlre UK, and France is currently a close 3,d in market size to tlrat of the UK. These

synergies,togetherwithverypositiveindicatorssuclrastherapidtaker.rpof

broadband in France over the last year, means we,re confident we can replicate our

successfulmodeloflogisticalexcellenceandlow-cost,highreturnmarketingin

France'.

Rather than indulge in costly and time consuming prirnary research when speed of

marketentrywasimportant,Dabsr-rsedavarietyofsecondarySourcestoevaluatethe

potentialoftheFrenchmarket.ForresterResearclrforrndthatformanycommercial

sites,30%ooftrafficcamefromoverseasandl0%oftotalsales.IntheUl(,likemany

online merchants, Dabs regularly uses the likes of Hitwise (rvrvrv'hitrvise'co'ul<) and

NielsenNetRatings(r,vrvw.nielsen-netrating.co.uk)forar-rdiericemeasureffIentandtop

performingsitesbycategory.TlreirFrenchequrivalentsprovided"u,gooobasisfor

traffic comparisons with the UK. Dabs also subscribe to online meichant comparison

sites such as Dealtime (wrvw.dealtime.net.uk) and Kelkoo (wrvw''[elkoo'co'uk) and

comparedpricesarrdproductrangewiththeirsitesinFrance'Theyalsoevaluatedkey

measLlres for sponsored links such as cost-per-click against uK prices as co$control

iscriticaltojheDabsmodel.othercomparisonsweredrarvnfro-lrranalyssofsite

trafficcomparingGoogleintheUKandFranceintermsofhowbusytheywere.

offlinesecondaryresearchwascarriedouttrawlingthekeyFrenchlTandcomputer

ma.gazinestoidentifykeycompetitors,theirrangesandprices.Inaddition,Dabs.com

found that ,the pc press in France is very strong with a range of highly circulated

titiesreminiscentoftheUKnews-standandasSuch,there'sabigPChobbyistsector

withveryStrongdemandforPCcomponents,whichcurrentlyaccountforaround

40% of our total UK online business''

Theoveralltrawlofsecondarydatathatsor-rghtaSmanyexactmatcirestoUKdata

SoLIrceSsr-rggestedtlratcommercialcorrditionswerefavourableforDabsfirstoverseas

venture' 20 April 2004 was a significant day in the history of dabs'com

(rvr,vrv.clabs'com), with the launch of Dabs France (rvwu''dabs'com/fr)'

Tl-renewsitealmostdoLrbledthenumberofpotentialconsumersforDabs,products,



the technologies used to power it'. Prior tholaunch, dabs.com restruetLrred their

with r-ninirral set-up costs bLlt Jonatl'rau Wall

absolute minirnum because of the rvav we ha

existing UK site to support dual-langLrage

further overseas exparrsion.

under the stewardship of BT.

Questions:

a) What are the key benefits offered

/ traditional secondary researclr?

b) What marlcet sirnilarities between

during its secondary research?

commerrlgdn :"cests have been liept tn an

Structured olr-r.Ut{ business model and

'$Vrrr.,i.y,,to 
n.tp them prepare for

1

1
by online s"econdarf research compared to

the UK and France were

(07 Marl<s)

identified by Dabs

(07 Marl<s)

considering exporling or

'we see the launch of Dabs.France (wnr.v d"ffiffi-*: ln our

development,' said Wall. We do have ambitions to expand furlher into Europe, br-rt

our plans are for safe, measured and profitable growth, so puffing a timeframe on our

future expansion isn't possible. We are focussing on making Dabs.France a success,

and only when we have achieved this rvill turn our attentions to the next stage.'By

2006, overseas business accounted for one-tenth of Dabs business and it norv employs

around 40 staffin France.

Dabs had become such a significant player in the IT and computer peripheral market

that it attracted the attention of some big companies and has subsequently been

bought by British Telecom for an undisclosed sum in April 2A06, Marl<eting Director,

Jonathan Wall said the company is lool<ing.at other oppor-tunities in Europe and

Scandinavia, especially Spain, Sweden and the Beneld<.cointries where broadbarrd is

well established. lt will be interesting to see how the Dabs overseas plans evolve

c) How can online research assist SMEs when

internationalisation?

(07 Marks)



Q2)

Q3)

d) How cor,rld Dabs have enriched its data with online primary research methods?

' (07 Marks)

(Total28 Marks)

(a) Compare and contrast the concepts of E-Commerce, E-business ancl E-

marketing.

(05 Marks)

(b) How Customer Relationship Manugement and Supply chain

Munugentent integrale with each other.

(04 Marks)

(c) Describe the irnporlance of SIYOT unulysis in the strategic planning process.

(d) Wlrat is the contribution made by the Bulunced

. business and e-marketing performance?

(04 Marks)

ScorecurcUo nreasure e-

, (05 Marks)

(T6tal 18 Marks)

I
tier I nnd tier 2 qltney(a) Briefly specify the tasl<s that marl<eters complete. in

create e-marketing strategies./
(03 Marks)

(b) What are the other languages that have been added with Hyper Text Markr"rp

Language (HTML) to support interactive Web pages and specify the different

features ofthose?

(06 Marks)

(c) "lnternet technologies have change traditior-ral narketing in a number of critical

ways". Identify those and state tl-re problerns arising out of internet

04 Marks)

(d) Specify and briefly explain the 04 approaches available for marl<eters in

selectir-rg the best for targeting oLtt of potential segments

(05Marks)

(Total 18 Marks)



Q4) (a) According to Kotler (2003) a comparly can differentiute its rnarliet olferirrg

along five dimensions. Describe how tlrose dirnensions are differerrt fronr

eac'otlier' 
(06 Marks)

Marketers must make five general product tlecisiortsthar cornprise its burrdle

of benefits to meet customer needs. briefly describe those product decisions.

::
J.

l-

(b)

(06 Marks)

(c) Explain some of the important copyriglrt, patent und tradenzar'lr issues

related to the internet

(06 Marks)

(Total 18 Marks)

Q5) (a) Marketers can employ three types of pricing strategies in on-line. Elaborate

your answer with examples

(04 Marks)

(b) What is an Integrated Marketing Communication (IMC) and how it can be

carried out in on-line marketing? / ' 
o

:,

(c) Discuss the role of intermediaries in on-line btrsi'ess with suitabl"::,H::'
(05Marks)

(d) Define the term of "Emerging Economies". How itliffer from developed

economies? :
(04 Marks)

(Total 18 Marks)


