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Abstract  

 

In the early stages of e-commerce 

development, having a successful and creative 

website was a basic prerequisite for 

developing an e-business. Today, in 

conditions of great competition, creating a 

solid and internet marketing strategy gives the 

company an advantage over other 

competitors. Internet marketing or online 

marketing research should be used in parallel 

with traditional marketing to create the most 

effective and efficient marketing strategy. In 

the modern business conditions, i.e. in 

conditions of strong competition on the 

market in all areas of operation of companies, 

it is necessary to have an organized approach 

in the collection, processing and analysis of 

data needed to solve specific problems. 

Because the problems in a company are most 

often related to the market functioning, which 

directly affects the choice of products or 

services with all their characteristics, when 

defining the price,  

 

 

 

 

method of delivery and their promotion, 

the need for organized marketing research 

activities is a necessity. 

Globally, the implementation of online 

marketing research, as a new medium, finds 

its application in connecting companies 

around the world and their adaptation to the 

principles of business and competitiveness in 

the world economy. Namely, more often there 

is online communication between the users 

and the providers of certain services or 

between the senders and the recipients of 

certain information that is related to the 

functioning of a certain business. 

Online research has become very important 

during the upcoming COVID crisis which has 

contributed to the collapse of many 

businesses. Therefore, businesses were 

primarily focused on online research in order 

to achieve their marketing goals and ways of 

financing them. 
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Introduction 

The Internet and online communication 

have been evolving since the early 1990s, 

with the biggest boom coming in 2003. In 

fact, between 2000 and 2009 in the United 

Kingdom the use of Internet was increased by 

203 percent and according to the National 

Bureau of statistics 70% of households in 

2009 had access to the Internet. Because of 

these facts, researchers have quickly 

embraced the benefits of using the Internet to 

collect data in pursuit of their research goals. 

The Internet is a great source of data 

collection, but it also contains a lot of 

misinformation. Therefore, research must be 

careful. Websites found on the Internet are 

considered to be very powerful material for 

both quantitative and qualitative analysis. 

However, there are obvious difficulties in 

using websites as data sources. First you need 

to find a website that is related to the research  

 

 

 

goals. With the help of a search engine such 

as Google, if the keywords used to search for 

websites on a particular topic are well chosen, 

then the search will be successful. The 

researcher needs to be patient and make word 

combinations until the appropriate keywords 

are found. Also, when researching online, it 

should be borne in mind that data analysis 

may be based on existing web pages that no 

longer exist. This is due to the fact that one of 

the websites disappears on the Internet every 

day, and new websites are constantly being 

created. In the process of researching and 

collecting data from the Internet, it is best for 

the researcher to indicate the date when the 

data was taken from the web pages, due to the 

fact that the web page may disappear. Also, 

the data on a specific website can be changed 

and if someone else is based on that data, they 

can check that the data is incorrect or does not 

exist at all. 

The role of the Internet  

Methods that require the use of the Internet 

include online ethnography, qualitative research 

using online focus groups, qualitative research 

using personal online interviews, and social 

online surveys. The advantages of these methods 

over traditional research methods are:57 

 They are usually more economical in terms 

of time and money; 

 They can easily reach a large number of 

people; 

 Distance is not a problem, as the research 

participant should only be accessible via 

computer; 

 

                                                           
57 Allen, B.: Methods of social research.2014 

 

 

 

 Data can be collected and sorted very 

quickly. 

Apart from the advantages, there are 

disadvantages of these methods, the most 

important of which is that the Internet access 

is not the same everywhere and not all people 

have the same computer skills. The 

confidentiality of the answers may also be 

questioned as well as the risk of fraud and 

hacker attacks. 

The role of the Internet can be seen in the 

following table showing the percentage of 

Internet users worldwide. 
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Table no. 1  

Worldwide Internet users 

  2005 2010 2017 2019a 

World population[6] 6.5 billion 6.9 billion 7.4 billion 7.75 billion 

Users worldwide 16% 30% 48% 53.6% 

Users in the 

developing world 

8% 21% 41.3% 47% 

Users in the 

developed world 

51% 67% 81% 86.6% 

 

Source: International Telecommunications Union 

 

According to this table it can be concluded 

that users worldwide in the period from 2005 to 

2019 increased by almost 4 times or from 16% to 

53.6%. 

In the table number 2 are shown the Internet 

users per regions.  

Table no. 2  

Internet users per regions 

  2005 2010 2017 2019a 

Africa 2% 10% 21.8% 28.2% 

Americas 36% 49% 65.9% 77.2% 

Arab States 8% 26% 43.7% 51.6% 

Asia and Pacific 9% 23% 43.9% 48.4% 

Commonwealth of 

Independent States 

 

    10%   

 

    34% 

 

    67.7% 

 

    72.2% 

Europe 46% 67% 79.6% 82.5% 

 

Source: International Telecommunication Union 

 

According to this table, it can be concluded 

that the highest percentage in 2019 is in Europe, 

and the lowest in Africa. 

https://en.wikipedia.org/wiki/List_of_countries_by_number_of_Internet_users#cite_note-WWIU_USCensus-WorldPop1950to2050-2014-7
https://en.wikipedia.org/wiki/International_Telecommunications_Union
https://en.wikipedia.org/wiki/International_Telecommunication_Union
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2. Online research for financing marketing goals of companies   

The Internet offers a challenge for the 

existing products lines and services of an 

individual company, as well as a tool for 

increasing the product line of the company. 

Every aspect of the products that the 

company places on the market should be 

considered in terms of quality, features, style, 

branding, packaging and coverage of line 

products and service. The Internet can be a 

powerful tool for developing new products, 

as the consumer can be involved in the whole 

process. Some websites allow visitors to 

create products online by listing individual 

features and selecting appropriate product 

features that meet their individual needs. One 

of the marketing areas that has been most 

influenced by the Internet is the research of 

product and service prices. The Internet 

influences companies' pricing strategies in 

many ways, including providing consumers 

with accessible information about increasing 

competition, increasing the number of 

suppliers, consumers comparing prices, 

products and services from different 

suppliers. For example, by logging in to 

separate price comparison websites and 

shopping agents, consumers can readily 

compare prices and features of all products 

for which information is available online. 

This contributes to increased price 

competition and reduces the prices of 

products and services. Many  companies that 

are operating only through internet  offer 

significantly lower prices than some other 

sales companies. Researching the lowest cost 

of products makes the Internet easy, fast and 

cheap, especially with the various interactive 

marketing agents that provide one-click 

pricing and availability information to a 

relatively large number of online suppliers 

(Iyer and Pazgal, 2003). The significant 

impact of the internet on pricing strategies is 

that it gives sellers great new research and 

testing capabilities. Unlike the traditional 

that was expensive in terms of time and 

money, the internet allows sellers to research 

and to test pricing decisions in real time and 

at very low cost. By facilitating consumer 

research into price responses, online retailers 

can make appropriate price adjustments 

where needed (Baker, Marn, & Zawada, 

2001). Such pricing information can help 

company managers segment their markets in 

new ways and find and select profitable 

consumer groups. 

Electronic distribution channels refer to 

channels that involve the use of the Internet 

as a means of reaching end users. (Coughlan, 

Anderson, Stern and El-Ansary, 2001). With 

the development of the Internet, it is in fact a 

store and a medium of delivery. The 

consumer first locates the product (for 

example an airline ticket) and then buys it 

online. Once the credit card customer 

information has been entered, he / she 

continues to download the software. For non-

digital products, the seller must negotiate 

with a shipping company so that they can be 

delivered to the buyer's address. The 

affordability of online shopping is most 

justified by the ability of shoppers to shop 

from home. (Coughlan, Anderson, Stern and 

El-Ansary, 2001). Shoppers can search and 

compare different products and services 

online, as well as their prices, and place 

orders without visiting stores. The Internet is 

a distribution channel with different cost 

structure, in fact it does not necessarily mean 

lower distribution costs for consumers, due 

to the costs associated with returned goods, 

there is sometimes no possibility of returning 

products, concerns about slow product 

delivery and high shipping costs and 

handling. 

The Internet also offers companies the 

opportunity to use electronic data 

interchange systems in order to integrate the 
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computers of different companies. The 

location for a traditional retail store has a 

significant share for the operation of the 

company, ie it should be in an attractive 

location with a lot of traffic and a suitable 

environment. But location is not a crucial 

marketing decision for those companies that 

have decided for online operations. In online 

stores you can buy and sell 24 hours a day at 

any time. 

The Internet is also an important 

component of companies' promotion 

strategy, as it provides a new way to reach 

consumers and deliver the company's 

message. Consumers today demand 

information before or even during the buying 

process. In fact the buying cycle today 

consists of a shopper in a store searching on 

his mobile information about the product he 

is holding in his hands to determine if it 

meets his requirements and needs. 

Salespeople who use the Internet as part of 

the integrated marketing communications 

mix must evaluate its role as an advertising 

medium and its position in the firm's 

marketing communications mix (Berthon, 

Pitt, & Watson, 1996). An important aspect 

of marketing is to establish an ongoing 

communication program with the desired 

customers and many of today's companies 

perform this communication task by building 

websites that are focused on informing 

consumers. These sites also provide ways for 

them to convey their opinions, views and 

questions about products and services. 

Consumers nowadays first use the internet to 

collect data related to the product they want 

to buy, before visiting the store. Also as a 

source of product information, consumers 

provide quick access to company information 

through company websites. Such websites 

often emphasize the mission of the company, 

the way of working and everything else 

related to the company, in order to attract 

potential customers. An important criterion 

for the success of e-business is to establish 

two-way communication with online 

consumers. Effective two-way 

communication means communicating with 

consumers and enabling them to easily 

contact the company for any questions 

related to the products and services offered 

by the company. The communication 

initiated by the company involves sending 

emails to consumers with the products and 

services they offer. Very often these 

messages are not accepted by people as a 

result if they understand that they are 

automatically created through some database 

technology. But on the other hand, the 

information is useful to consumers (for 

example for upcoming events or new 

products, special offers, discounts) and is 

unlikely to be rejected. So, the most 

important thing is to enable easy 

communication between consumers and the 

company. 

In this part I want to show an example of a 

company from Bitola for wedding dresses 

that in the period since the appearance of 

Covid 19 did its marketing research in sacred 

work with the help of the Internet. In fact, the 

owner of the boutique did research before 

deciding to change the location of her store 

as well as the necessary funds needed to 

realize her idea. Through the application, 

Facebook conducted an online survey of 250 

girls aged 18 to 25 as potential customers of 

their products. Also, in addition to the 

survey, submit a coupon with 10% discount, 

if they fill out the survey, they will receive a 

discount on their services. The girls were 

with marital status – unmarried . The girls 

were selected from 10 of our cities by 25 

girls with the help of Facebook friends 

search by cities. 193 girls had completed the 

questionnaire and submitted it online back to 

the owner. The online survey consisted of 

only 2 key questions on the basis of which a 

decision had to be made whether to change 

the location or not.  The boutique was 

located in an attractive location with a large 

shop window in Bitola and was accessible to 

all customers.  
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 Before buying / renting a wedding dress, 

do you browse the Internet online or go 

directly to a wedding dress shop? 

 If the location of the wedding dress shop 

is important for you?   

After analyzing the answers, 80% of them 

said that the location did not matter and that 

the girls from any city first browse the 

Facebook pages, and then make an 

appointment via direct online message or 

phone. Based on the answers obtained in the 

online survey, the owner decided that she  be 

attractive because online communication is 

more important for the clients. It thus 

reduced its costs and managed to survive 

during the Covid 19 pandemic. Also because 

the demand for bridal dresses has decreased, 

the boutique started with handmade 

children's sets, as well as dresses for any 

occasion. All this contributed to its survival 

during the pandemic. 

Also, based on their own research of 

companies from different fields, it was 

proved that most of the companies from 

Bitola use the Internet as a means of 

advertising and selling to potential 

consumers. 30 companies from different 

fields of activity were surveyed and 

according to their answers, 90% use the 

Internet and have their own Facebook and 

Internet profiles. As companies that do not 

use internet from the respondents, there are 

only 2 companies, they are an exchange 

office and a jewelry store that have no social 

profiles at all and work traditionally. 

Conclusion  

Online marketing research is the process of 

using digital tools, data and links in order to 

gather valuable information for the target 

audience. Technology, ie the development of 

the Internet, plays a key role in collecting data 

and connecting with research participants, 

which makes the whole process faster and easier 

to manage, compared to traditional marketing 

research methods. The major advantages of 

Internet-based research are the ability to target a 

large population such as target group, flexibility 

and control, simple data entry, high 

participation, application of a large number of 

media, ease of implementation, etc. 

Above all, the Internet offers a variety of 

conveniences for consumers to search for 

information, make assessments, buy and use 

products and services more efficiently and 

effectively than other channels to meet their 

needs. The Internet can increase efficiency by 

facilitating consumers' access to consumption-

related information and helping them choose the 

product that best suits their needs. Today the 

power of social media is enormous. Social 

media allows millions of people to 

communicate, discuss problems, recommend 

ideas, and provide feedback to any online 

affiliate organization. Marketing research 

becomes an integral part of customer 

relationship management. Manufacturers, 

retailers and service companies are directly 

involved in analyzing and interpreting consumer 

information, rather than delegating tasks to 

external consultants. The data is dynamic and 

timely, and provides a constant feedback for the 

execution of marketing decisions. The Internet 

has the potential to be a useful medium for 

qualitative marketing research, but it is 

important to use online technology where it is 

most effective, rather than blindly adopting 

face-to-face information. The approach and 

medium chosen should be relevant to the 

research objectives and be sensitive to the target 

groups and the existing context. In doing so, 

research should be planned to take advantage of 

the functionality of the chosen medium and to 

minimize its limitation. It is especially 

important to encourage all companies, 

especially now during the pandemic, to use the 

Internet as an interactive medium for 

conducting marketing research.  With the 

development and spread of the Internet and 

technological innovations, companies need to 

keep abreast of new innovations to reach their 

full potential. New digital technologies enable 
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faster, easier and cheaper marketing research. It 

can be said with certainty that today even small 

companies have the opportunity to afford to 

apply marketing research that they will conduct 

online for any issue in their operations. 
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