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Abstract

Internet marketing is emerging as an integral part of business strategies in today’s
technologically advanced world and the business activities all over the world are influences with
the emergence of this modern marketing tool. This dissertation is aimed at exploring the patterns
of Dubai business organizations in adopting Internet Marketing. In this regards a quantitative
study is conducted among 200 firms of Dubai investigating them about the level that they have
reached in utilizing Internet Marketing and to have a look at the effects drawn on their product
development and pricing policy effecting from the consumer research that these firm conduct
through Internet Marketing. The dissertation presents a view of the current trends and situation
of Dubai business world with respect to adoption of Internet Marketing with the help of
information gathered from secondary as well as primary sources. Moreover the dissertation also
examine weather the business managers and owners of Dubai firms are adequately prepared to
face the challenges of the highly competitive environment resulting from Internet Marketing and
other technology implications or not. The study is focused on tracing the effects of Internet
Marketing on the product development and pricing policy of Dubai business organizations so
that the outcomes of e-marketing could be evaluated in terms of improvement in consumer

relations, performance and profitability of the organizations.
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1. Introduction

Internet has emerged as an effective marketing tool as a result of ongoing advancements
in technology and the businesses all over the world are paying attention towards transforming
their marketing policies in to Internet Marketing strategies. Like all other parts of the world the
business community of United Arab Emirates is also aligning its strategies in accordance with
the changes occurring in the technological world. Dubai being an important business center of
Middle East is central point of attention of IT industry due to its crucial geographic and
economic condition and fast development rate over the last few decades. Along with passage of
time the internet users are rising in the city and the business organizations operating in Dubai are
also turning towards modern ways of doing businesses. This trend has given momentum to the
concept of Internet Marketing among the business community of Dubai and many of the
businesses organizations in Dubai have now adopted Internet Marketing as the major marketing
tool for their businesses. In this context the impact of Internet Marketing on these businesses
should be clearly defined so that keeping in view the impacts, the organizations can prepare
adequate plans for their marketing and can prepare to face the upcoming challenges of advanced
and technology based business environment.

There are contrary views about the effects of Internet Marketing on the performance and
profitability of businesses. Some researcher (e.g. Dave Chaffey, n.p., 2007) believe that Internet
Marketing brings high profitability to the firms at low cost where as some researchers (e.g.
Gatticker, U., Perlusz, S. Bohmann, K, p126, 2000) argue that internet is just an effective and
modern tool for marketing and the success of marketing depends more on strategies and right
decisions rather then the technologies like internet and email. Considerable portion of literature

has emphasized on studying the impact of Internet Marketing on business organizations of
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different countries (e.g. Adam, S. Mulye Mulhern, A., 1995; Ng, E., 2005; Mccole, P. &
Ramsey, E., 2004; Chaston, I. & Mangles, T., 2003), however there are few researches focused
mainly on the effects of Internet Marketing on businesses of Dubai. Hence in order to fill the gap
that is found in the literature, the dissertation is aimed at examining that how the businesses of
Dubai are adopting Internet Marketing and what are the impacts of their Internet Marketing
strategies on the product development and pricing. In order to get a better understanding of the
issue a mixed research methodology is selected for the study and data is gathered through the
literature review of available secondary data, moreover a survey is conducted among 200 firms
of UAE to investigate about their attitudes towards Internet Marketing and to trace the changes
that occurred within the price and product development policy of these companies as a result of
Internet Marketing and consumer research done through internet.

1.1. Background Information

Dubai being the thriving business hub on the Arabian Gulf is being increasingly re-
positioned as the IT centre of the Middle East. The city has already been chosen by many
Information Technology firms as their Middle East regional headquarters (Tassabehji, 2000).
The use of internet is also rising in the population of Dubai and about 95% of the firms in the
city recognised the Internet as a viable marketing tool (Darby, James and Ghada, 2003) and
among the top hundred firm of Dubai 42% firms have plans in place to embark on Internet
Marketing while14% had already started Internet Marketing. In this situation it is very crucial to
explore that what are the potential effects of the emerging trends of Internet Marketing on
businesses, how the business organizations of Dubai are making use of this advanced marketing
tool and weather the business organizations in Dubai are adequately prepared to meet the

challenges posed by the emerging e-marketing business model or not.
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1.2 Need and Significance of the Study

Several efforts have been made (European Interactive Advertising Association, 2006;
Chaston, I. & Mangles, 2003; Bui & Jones, 2006) to monitor the impact of Internet Marketing on
the performance, efficiency and profitability of businesses all over the world however as far as
the thriving city of UAE, Dubai is concerned little research work is done so far to measure the
impact on Internet Marketing on the business organizations of Dubai. There is little
understanding of the matter that up to what extent the business organizations of Dubai are
utilizing Internet Marketing for conducting consumer research and what is the role of that
consumer research in determining the product development, pricing policy and company’s
profit. This dissertation is aimed at filling the gap that is found in the researches conducted so far
around this topic and with the help of survey among 200 firms the dissertation tends to explore
the level up to which the business organizations of Dubai are making use of Internet Marketing
for consumer research and the use of that research to determine the price, product development

and profit of the firms.

1.3 Goals of the Study

The study is aimed at examining the impacts of Internet Marketing on the businesses of
Dubai. In this regard the study tends to analyze the current situation of Dubai business world
with respect to adopting of Internet Marketing and then the study proceeds to unfold the impacts
on e-marketing on product development and price policy of Dubai business organizations. The

main objectives of the study are:

* To portray the current scene of Internet Marketing utilization in Dubai businesses
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* To examine the usage of Internet as a Marketing tool by the business
organizations of Dubai

* To investigate the Dubai business organizations about the impacts of Internet
Marketing on their product development and price policy

* To find the evidence about the benefit of Internet Marketing in terms of increase

in profitability of the firms

1.4 Rationale of the Study

The study is developed on the rationale of the gap point out in literature that there is little
research work done while keeping the businesses of Dubai at the central point and there are few
researches that discover the issues related with the usage of Internet Marketing and its effects on
businesses of Dubai. In the highly competitive market place it is crucial to monitor the impacts
of one variable over other so that to improve the situations the variables could be adjust and used
accordingly. Hence the dissertation is based on the aim of unfolding the impact of one variable
(Internet Marketing) on the other variable (businesses of Dubai) with the help of a statistical

survey as well as review of concerned literature.
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2. Literature Review

The dissertation is based on studying the impact on Internet Marketing on businesses
particularly of Dubai. In this regard it is necessary first to develop clear perception about the
concepts related with the issue. Keeping in view this need this section consists of review of the
literature that is focused on the use of internet in the field of marketing. The section further
unfolds the impacts of Internet Marketing on businesses in general and then discusses the trends
and current scenario Internet Marketing usage in Dubai so that with the help of the review of
related research works, a picture can be portrayed where all the players could be identified and

most important the gap in the literature could also be witnessed.

2.1 Internet and Marketing Strategies

Internet that is considered as an efficient medium to access, organize, communicate and
share communication (Levy, 1996) is drawing unpredictable impacts on the business activities.
The marketing strategies of the firms are also much inspired and affected with the emergence of
this advance technology and many of the researchers (Peterson, Sridhar and Bart, 1997;
Ashworth, Laurence and Clinton Free, 2006; Hamill, 1997) believe that the growth and spread
of internet with an extraordinary pace over the last few decades has resulted in its increased use
for marketing purpose but at the same time that it is not an easy job to measure the impact of
internet on the marketing activities and their outcomes because changes occur in the modern
business world so fast that considering the speed with which developments and changes take

place on the Internet it is almost impossible to predict the impact of Internet Marketing.
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According to the traditional concept, the strategies of marketing must follow some
predefined steps as Darby, James and Ghada (2003) explained that the Marketing strategy must
possess eight steps including “market research to understand customer's perceptions and wants;
product development along the lines of perceived customer wants; product delivery and customer
feedback, market testing etc” however in the modern era of Internet Marketing there are some
major changes occurred in the concept of marketing and Internet seem to be challenging some of
the most basic ideas of marketing, while some of these changes hold positive implications for
marketing anywhere in the world, the effects of others are not so clear. In particular, Internet
Marketing has challenged product development and the concept of marketing itself. In traditional
marketing, information was often gathered from customers in order to develop products that
customers’ satisfaction, however, the greater information richness that the Internet provides for
both business and customers means that business managers must tap into this technology to
satisfy the ever increasing consumer demands, and also to compete favourably in the

increasingly competitive business front (Komenar, 1997).

It is believed that emergence of Internet is closely linked with the marketing strategies of
the businesses because Internet enables the organization of information through the use of hyper
media and at the same time Internet also holds serious implications for marketing due to which
internet is considered as a "combination of electronic trade show and a community flea
market" (Peterson, A Robert, Sridhar Balasubramanian and Bart J Bronnenberg, p340, 1997).
This concept has emerged because internet seems like a huge international exhibition hall that
allows the free entry of the consumers. The consumers can not only enter freely but they can also
visit sellers, either passively, by just wandering through and enjoying the 'sight and sound' or

actively by vigorously searching for product information, interactively with sellers and then
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making purchase or satisfying a want. At the same time internet is also characterised with
openness informality and interactivity and due to all these attributes internet is playing a vital
part in the lives of people especially in the process of buying and selling also. In this context it
become important that the businesses and consumers should be aware of the potential effects that

internet can draw on their buying and selling patterns.

Christopher Smith (2005) revealed that internet is rapidly growing and spreading as a
compelling tool of marketing as the market places have turned in to a technology centric
business world. In order to survive in this technology centric business world it is very crucial for
the companies that they understand the importance and role of Internet Marketing and adopt and
utilize it properly to take full advantages of this modern tool. Kokkinaki, F. And Ambler, T.
(1999) revealed that different marketing activities and strategies are taking effects of Internet
Marketing for example the pricing policy. Pricing is an important component of the marketing
mix and for any organization the pricing policy possesses great importance because it determines
that what would be the final amount of money that they will charge from the customers in return
of the product or service they offer. The customer response towards the product is also affected
by the price of the product or service hence it is very crucial that the businesses must formulate
their pricing policies in a manner that can satisfy their customers as well as provide benefit to the
organization as well. In this regard the company has to take care of many important matters and
among them the consumer behavior is an important one that can be effectively measures and
monitored through Internet Marketing. In this way internet provide an opportunity to the
businesses to get immediate and impulsive responses of the consumers thorough the marketing

surveys and polls conducted online or via email.
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Darby et al (2003) pointed out that the 4Ps of Marketing - Price, Product, Promotion and
Place are much influenced by the internet because with the help of internet, the consumers are
now able to compare the prices of the product from a wide range of suppliers due to which there
is rise in the price competition and cross border price standardisation has also increased.
Another impact of Internet Marketing is on the price of the product that due to technology the
cost of several products and services is reduced and to survive in the internet market place the
companies have to develop new and better pricing models. In the same way the companies have
to concentrate more on development of unique and innovative products because internet provide
the consumers opportunity to search thoroughly, at no-cost, for products and services; while this
creates an expanding consumer wants that business must satisfy. The promotional activities of
the companies are mostly effected by the Internet Marketing as through internet the companies
scan get the opportunity to convey their message to large scattered audience at low cost. Due to
this opportunity even small scale businesses can promote their products in the same way as the

large one and the competition is created in the market place.

2.2 Impact of Internet Marketing on Businesses

Internet Marketing is a modern business practice that involves the buying and selling of
goods and services through internet. It has been defined by Smith and Chaffey (2005) as
“achieving marketing objectives through applying digital technologies”. Liang and Hung (1998)
revealed that due to rapid expansion and increased usage of internet the businesses are diverting

their attention towards the marketing of their products and services via internet.

Internet holds both positive and negative implications for the field of marketing, although

the effect on individual organisation varies depending on how Internet Marketing is managed.
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Dave Chaffey (2007) point out some advantages that a firm can get as a result of effective
Internet Marketing for example the overall marketing cost is reduced because a firm can use
email as a marketing tool that costs relatively lower then the direct mail moreover through e-
marketing the firm can also expect immediate impulsive response from its target audience
through a click on the website. In this way the message of the company is reached to large
number of people in less time and at low cost. In return the firm not only get an immediate
response but their relation with the consumer are also build up and the overall efficiency and
profitability of the business is increased with the help of Internet Marketing (Dave Chaffey, n.p.,
2007). Varadarajan and Yadav (2002) also noticed some positive effects of Internet Marketing

including “

* Qreater information richness of the transactional and relational environment

* Lower information search costs for buyers

* Diminished information asymmetry between sellers and buyers

* Electronic spatial proximity of buyers and sellers

* Greater temporal separation between time of purchase and time of possession of
physical products purchased in the electronic marketplace

* QGreater temporal proximity between time of purchase and time of possession of

digital products purchased in the electronic marketplace

Collins, Buhalis, Peters (2003) explained that Internet Marketing affects the businesses
by providing them variety of advantages. It has become a power tool and the organizations can
utilize it to make their 24 hours presence world wide due to which the consumers get the

opportunity to shop and inquire about the products and services at any time. It is easy for the
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visitors of the site to leave their comments and queries through the feed back form or email and
the company representatives are also in a better position to answer that query instantly or within
sort time period. This opportunity has build up close relations between the consumers and the
companies and ultimately the businesses activates are expanded and the firm gets higher rate of
profit due to increased interest of consumers towards their product (Collins, Buhalis, Peters,
p483, 2003)

Adam, Mulye, Palihawadana, (2002) revealed that Internet Marketing causes rise in
market competition because due to lower advertisement cost it become easy for many of the
companies to advertise effectively online with the help of low advertising budget. It is necessary
that before entering in to web space to make their presence online, the businesses must be well
aware of the potential effects of Internet Marketing and they must plan their strategies to face the
online marketing challenges before going online. Things changed rapidly online giving little time
for the businesses to redesign their strategies that’s why the businesses must get prepare with
alternate options that they can use in case of failure of any strategy (Adam, Mulye,
Palihawadana, p243, 2002)

Fillis, 1., Johannson, U. & Wagner, B. (2004) noticed that Internet Marketing does not
draw only positive impacts of the businesses and there is a dark side of the picture that should
also be considered by the businesses personnel before relying more on Internet Marketing. They
revealed that despite of the increasing number of internet users there are still less then 60 percent
household that actually do shopping via internet and the firms generally reached less then two
out of three households. All the internet users are not buyers and the massage of the company
intended to address the household buyers is often lost as there is no particular pattern of site

visiting. On the other hand people have defines routine to access TV, Radio and Newspaper. The
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particular channels and newspaper groups are also set and it is easy to predict the number of
target audience and their demography and psychograph where as it is not practical approach for

the online users (Fillis, I., Johannson, U. & Wagner, B., p178, 2004)

Wientzen, H.R. (2000), explained that internet is playing a significant role from the
marketing perspective and especially it offers small and medium sized enterprises an opportunity
to promote their services and product at international level. Internet Marketing is a cost effective
tool that offers variety of unique advantages to the companies and after the emergence of Internet
Marketing the traditional methods of advertising and marketing are not much effective now.
Wientzen further explain that in general there are two main goals of Internet Marketing. The first
one is to attract more visitors towards the website of the company so that they can know about
different products and services of the company and the overall sales could be increased. The
second important goal of Internet Marketing is to enhance the value of the brands and this goal in
achieved by Internet Marketing through merely different strategies and techniques as compared

with traditional marketing methods (Wientzen, H.R., p74, 2000)

Gatticker, U., Perlusz, S. And Bohmann, K. (2000) point out that there are considerable
number of consumers who prefer to have live interaction with the seller during the buying
process. This group of people is not satisfied with the information provided through the websites
and they want to see the offered products in real to make their decision. In this case the
companies operating a small scale can no provide the consumers living in another state or
country to first see the product in real and then make decision about buying. Hence the
advertising messages and attractions shown in the online marketing techniques become useless in

such cases (Gatticker, U., Perlusz S. And Bohmann, K., p126, 2000)
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2.3 Internet Usage Trends in Dubai

Internet was introduced in UAE by ETISALAT in August 1995 (UAE Gov. Website) and
in 1999 ETISALAT lunched the value-added Internet roaming service in the country. this service
allowed the Internet dial-up customers to perform various online activities at the rate of local call
including accessing their ISP from anywhere in the world, reading and retrieving e mail
messages and browsing the world wide web. This facility was provider to the internet users
because UAE became the member of Global Roaming Internet Center (GRIC) - a worldwide
alliance of ISPs (UAE Gov. Website). Since then Dubai is on it way to adopt and implement
Internet in different sectors of economy and life and according to the World IT report there is
record increase in the numbers of internet users in USE in 2003. According to the recent figures
of internet usage in UAE, more then $1.15 billion were spent by the internet users of UAE for e-
commerce products and services in the year 2006 (Safura Rahimi, n.p. 2007). Dubai is moving
fast towards the emerging trends of internet usage in business activities. At government level
there are remarkable efforts being done to promote internet usage in the business organizations
of Dubai. The formation of Dubai e-government is considered a pioneer initiative that is intended
to provide corporate and community life services to people via internet and through this e
government portal Dubai is leading the region with respect to adoption and implementation of IT
based applications in the corporate industry. (Sudha Chandran, Yousef Khalili, n.p., 2001). The
establishment of Dubai’s third free zone was also an important step that encourages the growth

of internet and e-commerce in the city (Lisa E. Rosenthal, n.p., 2001)

2.4 Current Situation/Trends of Internet Marketing in Dubai
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Sudha Chandran, Yousef Khalili (2001) noticed that the government of Dubai has
recognized the importance of Internet Marketing for better performance of the businesses and it
is disclosed by one of the government official that as internet and e-commerce are spreading in
Dubai the marketing aspects is also gaining crucial importance and the government is taking step
to promote different services and information through the use of internet and as a result different
marketing activities are being performed at different levels in Dubai via internet. An example of
such steps is the launch of “e4all” under the Dubai e-Government marketing program that offers
the value packages to the individuals, small and medium enterprises and large corporations.
Through this package PCs re provided for the businesses at special prices. Moreover it also
offers variety of services like customized hardware and software, installment schemes, end-user
warranty and add-ons including free subscriptions to IT magazines etc. Along with this program
several other steps are also taken by the e-government Dubai with the aim to promote the use of

internet in the business world of Dubai (Sudha Chandran, Yousef Khalili, n.p., 2001)

Roger Darby, Jones, Madani (2003) studied the role of Internet Marketing in industrial
sector of United Arab Emirates with the help of interviews based research and revealed that in
the dynamics of e commerce the role of marketing has become fundamental and the business
organizations of UAE also view Internet Marketing in a broad perspective and utilizing it as an
effective tool of marketing to achieve organizational objectives like strong communication links
with the customers, rise in profitability etc. (Roger Darby, James Jones, Ghada Al Madani, p106,

2003)

The review of the literature highlighted many aspects of Internet Marketing and its

significance for the business organizations. It is also clarify from the literature review that the
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internet usage trends are changing in the city of Dubai and the people, business organizations as
well as the government is also keen towards promoting internet usage for different purpose
including the marketing of products and services. There are several researched found that are
focused on the overall impact of the Internet Marketing on businesses but specifically for Dubai
little research work was found that’s why the section of the literature review that consists of the
Internet Marketing trend in Dubai is comparatively quite short then all the other sections and

further confirms the gap in the literature.
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3. Research Methodology

3.1 Problem Statement/ Research Questions

A major consequence of the advances in IT in the market place is the proliferation of
marketing activities using the Internet. The emergence of the Internet and the gradual move
towards e-commerce meant that it is only reasonable to contemplate about the fate of Dubai’s
numerous traditional Brick and mortar businesses. While it is obvious that the city has not been
left behind, as is evident from the numerous businesses, firms, and organisations that have
established their presence on the Internet, it is not clear yet, whether business managers and
owners are adequately prepared to meet the challenges posed by the emerging e-marketing
business model. In addition to the above, whether the spread and utilisation of e-marketing has
improved business in Dubai is yet to be established. Overall, this study intends to examine the
impact of Internet Marketing on Dubai’s businesses. This study aims at examining the impact of
Internet Marketing on product development and pricing in order to form a better understanding
of how Dubai’s businesses are adapting to the changes in the marketplace brought about by

advances in IT. This will be achieved through answering the following questions:

*  How much of the firm’s customer research is being carried out using Internet
Marketing?

* Has the above research resulted in improved product development?

* Are the above research results being utilised in determining the price of the
firm’s products?

* Has the above research resulted in improved profits?
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3.2 Research Hypothesis

The study is based on the assumption that “access to consumer information using Internet
Marketing is necessary for better product development and pricing and that firms in Dubai can
greatly improve their competitiveness if they can integrate this new marketing concept into their
operations”. The study is focused on confirming this assumption by testing the following
hypotheses

* Using Internet Marketing to understand consumers’ needs and wants leads to improved
product development

* Using Internet Marketing to understand consumers’ needs and wants improves the firm’s
pricing strategy.

* Using Internet Marketing to understand consumers’ needs and wants improves the firm’s
profits

With the help of the material gathered through the secondary material and the information,

facts and figures obtained from the survey the above hypotheses will be tested as these

hypotheses are based on the assumption set for the study.

3.3 Research Method

In order to conduct the study, a mixed methodology is approached and the data is
collected for the study by utilizing both the secondary and primary resources. The study
comprises of qualitative as well as quantitative research. In the first phase literature is collected
through the available secondary sources to gather the qualitative information about the issue. In
the second phase a quantitative “statistical survey” is conducted among 200 companies operating

in UAE in order to collect their opinions and experiences regarding the use of Internet Marketing
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for their businesses. Hence the research is a combination of quantitative and qualitative methods
(secondary analysis of data and statistical survey) and both of these methods are utilized to find

the answer of the research question and to test the research hypotheses.

3.4 Sources for Data Collection

The research is conducted by accessing the secondary as well as primary sources. The

information about both the sources is as followed

3.4.1 Secondary Sources

The secondary sources are utilized to gather qualitative data related with the topic. In this
regard different journals, research reports, magazines, books, electronic journals and web portals
are accessed and information is gathered from these sources to conduct the analysis of the

available secondary data.

3.4.2 Primary Sources

The primary source utilized for the research study is “statistical survey” that is “a
quantitative method, requiring standardized information from and/or about the subjects being
studied. The subjects studied might be individuals, groups, organizations or communities; they
also might be projects, applications, or systems. It is further explained by Tanur, J.M (1982) that
statistical survey is an efficient way of collecting information from a large number of
respondents, the information can be used to study attitudes, concepts, values, beliefs, and

behaviors” (Abramson J.J., Abramson Z.H., 1999).

3.4.2.1 Significance and Advantages of Statistical Survey
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Massey, O'Connor and Krotki (1997) explained that a survey is effective and efficient
method of collecting data from large number of respondents that allows the data collection
through very large samples. The data can be use to determine validity, reliability, and statistical
significance. Surveys are also considered ads flexible research method because they are
standardized, easy to administer and free from various errors. Keeping in view the significance
of surveys and the requirement of the research study, this research tools is selected and

quantitative data is gathered by conducting a survey.

3.4.2.2. Survey Sampling

It was decided that the data will be collected from 200 firms operating in UAE. For this
purpose a random sample of 200 firms was chosen from the UAE Business Directory-Yellow
Pages. Only those firms were selected firms that have their own active websites. Participants for
this study were selected from those willing to participate in the study, based on the inclusion
criterion that was established. Also, prior to administering the questionnaires, participants were
requested to formally express their consent to participate by filling and signing the informed
consent form. Subject confidentiality was ensured by coding each participant form with a
corresponding number, so that only the research team will have access to the information of the
research subjects. Also the privacy of all confidential business information that the researcher

might receive through the course of this study will be ensured.

3.4.2.3. Questionnaire Construction for Survey

The questionnaire for the survey is constructed by using the Likert scale that is a bipolar

scaling method used to measure either positive or negative response to a statement (Likert, R,
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p55, 1932). It is a common system that is used is the surveys. By following the Likert Scale “the
respondents are asked to indicate their degree of agreement with the statement or any kind of
subjective or objective evaluation of the statement. Traditionally a five-point scale is used under
this methodology”. For this study also the five point scale system is used and the respondents
were asked to express their opinions about the given statement by picking the answer from the
given 5 options: “Strongly disagree, Disagree, neither agree nor disagree, Agree and strongly

agree”. These points were also rates from 1-5 where

[u—

= strongly disagree

o

= disagree
3. =neither agree nor disagree

4. =agree

e

= strongly agree

It 1s necessary to mention here that all the questions included in the questionnaire were made
in positive sense means all the statements reflect positive impact of Internet Marketing on
businesses so if the respondents agree with these statements in large number it means that they
are agree with the positive impact of Internet Marketing pointed out in the question and if they
disagree with most of the statements its mean that there are not many positive effects that are
observed by the respondents in their businesses. The questionnaire is also divided in to parts
keeping in view the research questions and hypothesis so that the responses about different
hypothesis could be collected separately.

Before the final distribution of the questionnaire a small pilot study was carried out in

Dubai where 20 copies of the questionnaire were distributed randomly and responses were
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collected and analyzed from the answers. The aim of the pilot study was to make sure that the
questionnaire is understood clearly by the intended participants. The questionnaire was then
supplied to the marketing managers of the selected firms.

The overall response of the companies’ representatives towards the survey questionnaire was
encouraging. As the questionnaire consists of close ended questions and the respondents were
not asked to write too much regarding their experiences and opinions so they found it convenient
and fill the questionnaire in short time period. There were few companies that were selected from
the Yellow pages but unfortunately there was no positive and favorable response received from
their representatives and as a result the questionnaire was then send to other companies after

picking more names from the Yellow Pages.

3.4.2.4 Basis for Data Analysis

After gathering the questionnaires filled from the respondents the answers are calculated
for each of the item separately and based on the score obtained from each of the response the
analysis is made. For example if there is high score obtained by “Agree” point (i.e. number 4) its
mean that more respondents are agreed with the given statements. In order to get more clear
picture of the responses the score of strongly agree are combined with agree and strongly

disagree with disagree and then the final analysis are made on the basis of these scores.

3.4.2.5. The Questionnaire

Section I — Information about Respondent and Company

Contact Name and Designation

Company Name

Address:

Phone Number:
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City:

State:

E-mail:

Fax:

Web Address of Company:

Section II — Information about Internet Marketing Usage — Kindly Rate the following statements

(1= strongly disagree, 2= disagree, 3= neither agree nor disagree, 4= agree, 5= strongly agree)

Statement

Rating

Over the last five years there is considerable increase in
the usage of internet within our organization

1

Over the last few years there is shift in our marketing
policy from the traditional marketing means to Internet
Marketing

Our company at present mainly relies on Internet for
marketing of our products/services

While formulating our marketing policy, we always
keep in consideration the internet usage trends of our
potential customers

As compared with other marketing tools and medium
like print and TV/ Radio advertisement our company
prefers the usage of internet for marketing purpose

There is overall rise in the profitability of our businesses
after the adopting of Internet Marketing

As result of adopting the emerging trend of Internet
Marketing our business has grown with high pace our
the last few years

Section III — Information about Internet Marketing and Consumer Research

(1= strongly disagree, 2= disagree, 3= neither agree nor disagree, 4= agree, 5= strongly agree)

Statement

Our company conduct the research about consumer
behavior mostly through surveys, polls and other
methods via internet

We find internet an effective medium to conduct the
consumer research

We have obtained significant feed back from the
consumers through online surveys due to impulsive
response

Our consumers show more of their willingness to
participate in the surveys and polls online as compared
with telephonic or face to face interviews

Rating

1

3 4 5
3 4 5
3 4 5
3 4 5



The consumer research conducted through internet
enable us to have better understanding of out consumers
needs and demands

From the results of the consumer research done through
Internet Marketing we have gathered adequate
information about our potential and present consumers
The results of online consumer research enable us to
formulate consumer friendly policies

Our policies based on online consumer research are
much appreciated by our customers

Our policies based on online consumer research have
brought significant results to the company in terms of
better relationship and understanding between company
and consumers

Section IV — Information about Price Policy and Internet Marketing
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3 4 5
3 4 5
3 4 5
3 4 5
3 4 5

(1= strongly disagree, 2= disagree, 3= neither agree nor disagree, 4= agree, 5= strongly agree)

While formulating the price policy, our organization
must keep in consideration the results of consumer
research done online

The consumer research done through internet marketing
helps us in formulating the price policy for our
product/service

We have often made some major changes in our price
policy on the basis of the results gathered from the
online consumer research

The changes we made in price policy on the basis of
online consumer research brought favorable consumer
response in terms of high sales rate etc

Consumer research conducted online is proved as a
significant tool of deciding the price of the
product/service and resulted in improved pricing policy

3 4 5
3 4 5
3 4 5
3 4 5
3 4 5

Section V — Information about Product Development and Internet Marketing

(1= strongly disagree, 2= disagree, 3= neither agree nor disagree, 4= agree, 5= strongly agree)

New product development policy of our company
hugely depends upon the consumer research

The consumer research enables us to understand the
needs of the consumers regarding the new product
The consumer research help us in getting better
understanding of the matter that what people expect
from our company

3 4 5
3 4 5
3 4 5



The product development policy of our company is
much improved with the help of the consumer research
The product we launched while keeping in view the
online consumer research, gets more favorable response
and more people were attracted towards the product

1
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4. Analysis of Data

4.1 Data Gathering

The questionnaires filled by the respondents were put together in order to obtain the
results from these. The data of the survey is gathered according to the sections of the
questionnaire so that each section can indicate the trends about the issue that is being discussed
in it. For example the second section comprises of questions about the overall adopting of
Internet Marketing by the Dubai businesses and its impact, whereas the third fourth and fifth part
speaks about consumer research, price policy and product development respectively. The results
are calculated separately for each section so that the research questions could be answer with the
help of data gathered from each section and the same data could also be use for testing the
hypothesis. Finally all the results of the survey are calculated to get the opinions about the
overall impact of Internet Marketing on the businesses of Dubai.

Data of Section |

The first section of the questionnaire consists of the questions that ask the respondents to
provide their personal contact information as well as name of their company as their designation.
It was decided and ensured to the respondents that their personal and work placer information
will be kept confidential so only the number of respondents will be disclosed in the report
without giving the name of any person or company. Thus the data is gathered from 200
respondents that belong to different firms operating in Dubai and have their presence on web as
well.

Data gathering from Section 11

In the second section of the questionnaire there were total seven statements put in front of

the respondents and they were required to mark the given numbers 1-5 in order to express their
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level of agreement or disagreement about each of the statement. To inform that what each
number donates; information was provided above the questions that “1= strongly disagree, 2=
disagree, 3= neither agree nor disagree, 4= agree, 5= strongly agree”.

The first statement put in front of the respondents was that “Over the last five years there
is considerable increase in the usage of internet within our organization”. There were just 2
percent people who strongly disagree with this statement and 1 percent disagreed. 4 percent
neither agreed nor disagreed, 17 percent were agreed and there were 76 percent respondents who
strongly agree with the given statement. The second statement was “Over the last few years there
is shift in our marketing policy from the traditional marketing means to Internet Marketing” and
in response to this, there were 4 percent people who strongly disagreed, 6 percent disagreed and
13 percent neither agree nor disagreed. There were 26 percent people who agree with the given
statement and 51 percent people were strongly agree.

The third statement was “Our Company at present mainly relies on Internet for marketing
of our products/services” and 17 percent people strongly disagree with this statement, 19 percent
disagree, 15 percent neither agree nor disagree, 28 percent agree and 32 percent strongly agreed
with this statement. The forth statement of the first section was “While formulating our
marketing policy, we always keep in consideration the internet usage trends of our potential
customers”. while responding to this statement there were 6 percent people who were strongly
disagreed, 23 percent were disagree, 12 percent neither agree nor disagree, 24 percent agreed and
35 percent people strongly agreed with the given statement.

The fifth statement was “As compared with other marketing tools and medium like print
and TV/ Radio advertisement our company prefers the usage of internet for marketing purpose”.

There were 8 percent respondents who were strongly disagreed, 33 percent were disagree, 11
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percent neither agree nor disagree, 20 percent agreed and 28 percent people strongly agreed with
the given statement. The next statement was “There is overall rise in the profitability of our
businesses after the adopting of Internet Marketing”. 17 percent of the respondent were strongly
disagree with the statement whereas 12 parent were disagree, 10 percent neither agree nor
disagree, 28 percent agree and 33 percent strongly disagreed with the statement. The seventh and
last question of the section II was “As result of adopting the emerging trend of Internet
Marketing our business has grown with high pace over the last few years”. In response to this
statement there were 10 percent people who strongly disagree, 11 percent disagree, 15 percent
neither agree not disagree, 37 percent agree and 27 percent strongly agreed with the given
statement.

In this way the data was gathered from the first section of the questionnaire that could be

viewed at a glance in the following table.

Strongl Neither Strongl
Question # TONgLy Disagree agree not Agree g
Disagree . Agree
disagree
Ql 4 2 8 34 152
Q2 7 11 25 55 102
Q3 23 27 31 55 64
Q4 11 46 24 48 71
Q5 17 65 22 39 57
Q6 34 23 21 56 66
Q7 19 22 31 74 54
Q8 4 2 8 34 152
Data Gathered from Section I1
Data of Section III

The third section of the questionnaire consists of 9 Questions. The respondents were

asked to express their views about different statements. The first of them was that “Our
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Company conducts the research about consumer behavior mostly through surveys, polls and
other methods via internet”. The people responded and 7 percent strongly disagreed, 12 percent
agreed and 18 percent neither agreed nor not disagreed from it. On the other hand there were 35
percent of respondent that were agree with it and 37 percent were strongly agreed. The second
statement was “We find internet an effective medium to conduct the consumer research”. There
were 10 percent of respondent who were strongly disagreed with this statement, 12 percent were
disagree, 15 percent were neither agree not disagree, 27 percent were agreed and 35 percent were

strongly agreed with the statement.

The third statement of the section III was “We have obtained significant feed back from
the consumers through online surveys due to impulsive response”. In response to this statement
there were 18 percent of respondents who were strongly disagree, 21 percent were disagree, 20
percent were neither agree not disagree, 17 percent were agree and 25 percent were strongly
agree with the statement. The forth statement asked that “Our consumers show more of their
willingness to participate in the surveys and polls online as compared with telephonic or face to
face interviews”. 13 percent people strongly disagreed with this statement and 11 percent
disagree, 15 percent neither agreed not disagree, 33 percent agree whereas 28 percent of the

respondents were strongly agreed with this statement.

The fifth statement said that “The consumer research conducted through internet enable
us to have better understanding of out consumer’s needs and demands”. In reply to this, there
were 10 percent respondents who were strongly disagreed, 31 percent were disagree, 17 percent
were neither agree not disagree, 26 percent were agreed and 21 percent of the total respondents

were strongly agreed with the statement. The sixth statement said that “From the results of the
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consumer research done through Internet Marketing we have gathered adequate information
about our potential and present consumers”. There were 19 percent of people who were strongly
disagree with the statement, 22 percent were disagree, 19 percent were neither agree not
disagree, 22 percent were agreed and 20 percent people were strongly agreed with the given
statement. The seventh statement was “The results of online consumer research enable us to
formulate consumer friendly policies”. While responding to this there were 12 percent people
who strongly disagreed, 22 percent disagree, 19 percent neither agree not disagree, 27 percent

agrees and 30 percent of the people were strongly agree with the statement.

The eighth statement was “Our policies based on online consumer research are much
appreciated by our customers”. There were 13 percent people who strongly disagreed, 23 percent
disagree, 5 percent neither agree not disagree, 28 percent agrees and 31 percent of the people
were strongly agree with the statement. The ninth and the last statement of the section III was
“Our policies based on online consumer research have brought significant results to the company
in terms of better relationship and understanding between company and consumers”. While
responding to this there were 15 percent people who strongly disagreed, 20 percent disagree, 10
percent neither agree not disagree, 32 percent agrees and 23 percent of the people were strongly
agree with the statement. The data collected from the third section of the questionnaire can be

viewed at a glance in the following table

Strongly Strongly
Question # Disagree Disagree N/A/D Agree Agree
Q1 14 24 18 69 75
Q2 21 24 31 55 69
Q3 36 42 39 34 49
Q4 26 22 31 65 56
Q5 21 63 23 51 42




Internet Marketing 32

Q6 39 45 32 43 41
Q7 24 44 19 54 59
Q8 26 46 11 55 62
Q9 30 39 21 63 47

Data Gathered from Section II1

Data of section IV

The fourth section of the questionnaire consists of total five questions. The first statement
was “While formulating the price policy, our organization must keep in consideration the results
of consumer research done online”. There were 18 percent people who strongly disagreed, 15
percent disagree, 23 percent neither agree not disagree, 23 percent agrees and 21 percent of the
people were strongly agree with the statement. The second statement said that “The consumer
research done through Internet Marketing helps us in formulating the price policy for our
product/service”. While responding to this there were 20 percent people who strongly disagreed,
16 percent disagree, 24 percent neither agree not disagree, 21 percent agrees and 19 percent of
the people were strongly agree with the statement. The third statement said that “We have often
made some major changes in our price policy on the basis of the results gathered from the online
consumer research”. In response to this statement there were 20 percent people who strongly
disagreed, 18 percent disagree, 22 percent neither agree not disagree, 19 percent agrees and 21

percent of the people were strongly agree with the statement.

The fourth statement was “The changes we made in price policy on the basis of online
consumer research brought favorable consumer response in terms of high sales rate etc”. While
responding to this there were 18 percent people who strongly disagreed, 20 percent disagree, 25

percent neither agree not disagree, 17 percent agrees and 20 percent of the people were strongly
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agree with the statement. The fifth and the last statement of the fifth section was “Consumer
research conducted online is proved as a significant tool of deciding the price of the
product/service and resulted in improved pricing policy” In response to this statement there were
13 percent people who strongly disagreed, 20 percent disagree, 25 percent neither agree not
disagree, 20 percent agrees and 22 percent of the people were strongly agree with the statement.

The data collected from the fourth section of the questionnaire can be viewed at a glance in the

following table
Strongly Strongly
Question # Disagree Disagree N/A/D Agree Agree
Ql 36 29 47 46 42

Q2 39 33 48 41 39
Q3 39 37 43 39 42

Q4 35 41 49 35 40
Q5 25 41 49 40 45

Data Gathered from Section IV

Data of section V

The fifth section of the questionnaire consists of total five questions. The first statement
was “New product development policy of our company hugely depends upon the consumer
research”. While responding to this there were 6 percent people who strongly disagreed, 11
percent disagree, 15 percent neither agree not disagree, 35 percent agrees and 33 percent of the
people were strongly agree with the statement. The second statement said that “The consumer
research enables us to understand the needs of the consumers regarding the new product”. In

response to this statement there were 10 percent people who strongly disagreed, 11 percent
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disagree, 11 percent neither agree not disagree, 35 percent agrees and 33 percent of the people

were strongly agree with the statement.

The third statement said that “The consumer research help us in getting better understanding of
the matter that what people expect from our company”. While responding to this there were 10
percent people who strongly disagreed, 10 percent disagree, 11 percent neither agree not
disagree, 32 percent agrees and 37 percent of the people were strongly agree with the statement.
The fourth statement was “The product development policy of our company is much improved
with the help of the consumer research”. In response to this statement there were 6 percent
people who strongly disagreed, 11 percent disagree, 23 percent neither agree not disagree, 28
percent agrees and 32 percent of the people were strongly agree with the statement. The fifth and
the last statement of the fifth section was “The product we launched while keeping in view the
online consumer research, gets more favorable response and more people were attracted towards
the product”. While responding to this there were 5 percent people who strongly disagreed, 10
percent disagree, 21 percent neither agree not disagree, 33 percent agrees and 31 percent of the

people were strongly agree with the statement.

The data collected from the fifth section of the questionnaire can be viewed at a glance in the

following table
Strongly Strongly
Question # Disagree Disagree N/A/D Agree Agree
Q 1 12 22 29 71 66
Q2 19 22 23 71 65
Q3 21 19 23 63 74
Q4 12 23 45 56 64
Q5 10 21 42 66 61
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Data Gathered from Section IV

Above were the details of the answers that are collected through the questionnaire. In the
result gathering section the data was only gathered and no analysis and interpretation is drawn on

the basis of any figures.
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4.2 Results Calculation

On the basis of the data gathered from the questionnaire some results are drawn in order
to get the figures and graphical representation of the study results that can demonstrate the
outcomes of the research clearly. In the above section the data was collected separately for each
and every question of each section. Now the data gathered will be calculated for each section so
that we will be able to draw the interpretation, find the answers of research questions and test the
hypotheses.

In this regard all the results of the statements included in the second section are put
together and it was found that in reply to the seven questions of the section II there were 115
responses recorded for strongly disagree, 196 for agree, 162 for neither agree not disagree, 361
for agree and 566 for strongly disagree. Hence it is found that while responding to the statements
of the section II 8 percent of the people were strongly disagree, 14 percent were disagree, 12
percent were neither agree not disagree, 26 percent were agree and 40 percent were strongly
agreed. The results obtained from the section II of the questionnaire are shown with the help of

following chart.

Section Il results

@ Strongly Disagree

m Disagree

O Neither Agree not
Disagree

O Agree

m Strongly Agree
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The results of the section III were also gathered in the same way and it is found that there
were total 237 comments received on the given 9 statements as strongly disagree, 349 as
disagree, 225 as neither agree not disagree, 489 as agree and 500 as strongly agree. In this way it
is revealed that all the statements presented in the section III bring results in a way that 13
percent of the people are strongly disagree, 19 percent disagree, 13 percent neither disagree not
agree, 27 percent agree and 28 percent strongly agree with the statements. The overall response

recorded in the section III can be viewed in the following chart.

Section lll Results

13% @ Strongly Disagree
m Disagree
O Neither Agree not

19% Disagree
O Agree

m Strongly Agree

27% 13%

In the same manner the responses of the section IV are calculated and it is found that for
all the five questions of the section IV, there were 174 responses received as strongly disagree,
181 as disagree, 236 as neither agree not disagree, 201 as agree and 208 as strongly disagree. In
this way the results of the section IV revealed that there are 17 percent people who are strongly
disagree with the statements presented in the section IV, 18 percent are disagree, 24 percent
neither agree not disagree, 20 percent are agree and 21 percent are strongly agree. The data

calculated for the questions of the section IV can be viewed in the following chart:
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Section IV Results

@ Strongly Disagree
m Disagree
O Neither Agree not

Disagree
O Agree

The fifth and the last section of the questionnaire informed that for all the five questions

W Strongly Agree

asked in the section V, there are total 74 responses received as strongly disagree, 107 were
disagree, 162 neither agree not disagree, 327 were agree and 330 were strongly disagree. Hence
the calculations revealed that there are 7 percent people who are strongly disagree with the
statements presented in the section V, 11 percent are disagree 16 percent are neither agree not
disagree. There are 33 percent people who are agree with the statements of section V and 33
percent are strongly disagree. The data calculated for the questions of the section V can be

viewed in the following chart:

7%

Section V Results
11%

o Strongly Disagree

m Disagree

O Neither Agree not
16% Disagree

O Agree

m Strongly Agree

33%
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The results of the sections are also combined together to calculated the overall results of
the survey and it is found there are total 26 statements [presented in from of the respondents
through four different sections and on these 26 statements 200 respondents expressed their
opinions. There are total 600 comments received as strongly disagree, 833 as disagree, 785 as
neither agree not disagree, 1378 as agree and 1604 comments are recorded for agree. Hence it is
revealed from the combined results of the survey that there are 12 percent people who are
strongly disagree with the overall usage and positive impact of Internet Marketing on their
businesses, 16 percent are disagree, 15 percent are neither agree not disagree, 27 percent are
agree and 30 percent are strongly agree with all the statements that reflects the increased
implementation of Internet Marketing in the businesses and their strong impacts on the business
performance.

The combined results of the survey can be viewed in the following chart.

Overall Results

m Strongly Disagree

m Disagree

O Neither Agree not
Disagree

O Agree

m Strongly Agree

Moreover the results are also collected for all the sections in order to get a picture that what is
the overall response of the people against the statements of different sections. It is revealed that
in all of the categories the ration of agree and strongly agree is greater then that of disagree and

strongly disagree. This could be witnesses in the following chart and table.
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SectionWise Results
100% - m Strongly Agree
80% - O Agree
60% -
O Neither Agree not
40% Disagree
m Disagree
20%-
0% - m Strongly Disagree
section ii section iii section iv section v
Neither
Section St.rongly Disagree Agree Not Agree SXo:eggy
Disagree Disagree g
Section Il 115 196 162 361 566
Section llI 237 349 225 489 500
Section IV 174 181 236 201 208
Section V 74 107 162 327 330
Total 600 833 785 1378 1604

In this way the results are calculated for each section separately and combined as well.
The graphical representation is also provided in order to give a clear picture of the results of the
survey data that will be used for the analysis and to search the results of research questions and

hypotheses.
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4.3 Analysis and Interpretation of Primary Data

The findings of the survey through light on the research questions and unfold many
aspects related to the issue. It is revealed from the results of the survey that over all the
businesses of Dubai are agree with the growing importance of internet for the businesses and
they are also on their way to implement Internet Marketing in their organizations for obtaining
their marketing objectives. The statements of the questionnaire were all constructed in the
positive form so receiving more results for agree and strongly agree revealed that there is general
acceptance about the Internet Marketing impacts on the businesses. Moreover different sections
of the survey questionnaire were concerned with different issue so the results also found about
the trends related with these issues.

The analysis of the section II shows that the business representatives of Dubai believe
that over the last few years there is not only rise in the overall usage of internet in the city but the
business organizations have also increased internet usage for marketing purpose and there are
significant impact of Internet Marketing on their businesses. The statements presented in the
section II were all focused on internet usage trends for marketing purpose and its positive impact
on the performance of the business and as it is found that there are 40 percent people who are
strongly agreed and 26 percent are agree with these statements. It means that it is confirm that
not only the business organizations have raised the usage of internet for marketing purpose but
they are also enjoying the positive benefits of this advanced marketing tool. There are just 8
percent and 14 percent people who are strongly disagree and disagree with the given statements
that donates that now there are little number of people who are left behind in adopting and
recognizing the importance of Internet Marketing for gaining profitability and sound

performance of their businesses.
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The analysis of section III shows that many of the business representatives have accepted
the role of Internet Marketing for conducting the consumer behavior research and they believe
that internet is an effective medium for conducting the consumer behavior research. Not only the
business organizations are interested in Internet Marketing for doing the consumer research but
these organizations have observed higher level of public interest towards the polls and survey
done through internet as compared with the polls and survey done via telephone, air mail or
interviews.

The business representatives also confirmed the impact of that consumer research on their
business policy and accepted that there are positive and significant impact of consumer research
done through internet on the policies of the organizations and their outcomes. It is revealed that
there are 28 and 27 percent people who are strongly agree and agree with the use of Internet
Marketing for the consumer research and the positive impact of that consumer research on the
performance of the businesses. On the other hand there are 13 percent and 19 percent people who
still strongly disagree and disagree with the utilization of Internet Marketing for consumer
research and did not see any significant impact of consumer research done via internet on the
performance of the business organizations.

Its means that there are still considerable number of business professionals in Dubai who
are not fully aware of the potential impact of Internet Marketing and its usage for conducting
effective consumer research. In this regard it is very necessary that there should be increased
awareness in the business representatives of the firms operating in Dubai about the potential
impact of Internet Marketing so that they can also adopt Internet Marketing as crucial tool of
marketing and can enjoy the benefits of internet marketing as well, in form of better relationship

with the consumers, rise in profitability etc.



Internet Marketing 43

The analysis of the section IV shows that there is mixed opinions about the impact of
Internet Marketing and consumer research on the pricing policy of the organizations. The section
IV was comprised of the statements that reflects the positive and strong impact of consumer
research on the price policy of the companies and there is no high rated response recorded that
can show that big majority is agree with the given statements. As shown in the results there are
21 percent people who are strongly agree and 20 percent who are agree with the leading role of
consumer research in defining the pricing policy of the business and at the same time there are
17 percent people who strongly disagree and 18 percent disagree with the role of internet
marketing and consumer research in the price policy.

This mixed opinion denotes that the business organizations of Dubai have still long way
to recognize the importance of Internet Marketing and consumer research in deciding the price of
the products. At the same time the respondents also have not observed strong positive impact of
internet marketing in terms of improved price policy and attraction of public because they have
not identified and adopted Internet Marketing as a tool for deciding the price policy that’s why
the impact of Internet Marketing on the pricing policies of the business organizations is also
limited.

The fifth and the last section of the questionnaire was consists of the statements that show
that internet marketing play vital role in the product development policies of the organizations.
The responses of the people in this section confirms that the business organizations operating in
Dubai have accepted the role of Internet Marketing for deciding the policy to develop new
products and they also find it beneficial to make the product development policies in the light of
consumer research done through internet because such policies have resulted in increased public

interest and the overall sales and performance of the organizations is also increased due to the
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use of internet marketing for consumer research and the use of that consumer research for
deciding the product development policy.

There is considerable percentage of respondents (33 percent each) that are strongly agree
and agree with the statements that speak about the leading role of internet marketing in defining
the product development policies of the companies. But at the same time there are still 7 percent
and 11 percent people who have to yet truly identify the importance of interne marketing for
conducting consumer research to get the benefits of the technology. Hence there is need of
demonstrating the competitive advantages of internet marketing to the business representatives

of Dubai so that they can do better with it.
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5. Discussion of Arising Issues

5.1 Answering the Research Questions

The study was conducted with the aim to finding the answers to the research questions
that are decided and identified in the methodology part. After calculating and analyzing the
results of the study now become possible to find out the answers of the research questions. The
first research question of the study is to find out that “How much of the firm’s customer research
is being carried out using Internet marketing?” in order to find the answer of this question the
section III of the questionnaire was constructed comprising of the questions that can unfold the
practice of consumer research conducted by the companies through internet.

The data gathered from the section III clearly indicated that there are considerable
number of representatives of the business organizations that have accepted the use of internet for
consumer research and have also agreed with other statements that show their company’s
inclination towards internet marketing to conduct consumer research and many of the
respondents have also witnessed the positive impact of the consumer research on the consumer
relations with the customers and in getting better understanding of the consumers needs and
demands. In this way the first question of the research gets the answer that the business
organizations of Dubai are using internet for consumer research and there is large proportion of
companies that are involved in this activities (28% + 27% = 55%).

These organizations are not only conducting consumer research via internet but also
getting favourable response from the consumers through feed back and increase attention of
people towards their company. At the same time it is also revealed that doing consumer research
through internet is a convenient process because the companies generally get favourable and

impulsive response from the people that contact only for taking a part in the research because it
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takes less time. Due to all these reasons the business organizations of Dubai are concentrating
towards the use of internet marketing for conducting the consumer research.

The second research question was “Has the above research resulted in improved product
development?” In order to collect the opinion of the businesses representatives regarding this
matter the section V of the questionnaire was consisting of all the statements that reflect the
important role of consumer research in product development policy. It is revealed from the
results of the section V of the survey that the product development policy of the companies is
much affected by the consumer research and many of the business organizations (33% + 33%
=66%) believe that the consumer research done through internet give them guiding principle to
formulate the product development policy and these organizations always consider the results of
the consumer research before designing the new product development.

It is also found that there are still some business representative (7% + 11% = 18) who are
not paying attention towards consumer research in the process of formulating the product
development policy and in this situation it is necessary that more awareness should be created
among the organizations so that they can use consumer research in product development process
and can enjoy several benefits that are associated with successful product development policy.
These benefits are confirmed from the survey results when many of the respondents agreed that
product policy based on the consumer research is much more appreciated by the people because
the consumer research enables us to get batter understanding of the consumer need and the
companies also get the idea that what are the expectations of the people from the company and
what the company has to do in order to meet the requirements of the consumers.

The third research question was “Are the above research results being utilised in

determining the price of the firm’s products? To get the answer of this question the section IV of
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the questionnaire was constructed so that the reponde4nts can inform about their level of
agreement with the statements showing the use of internet marketing and consumer research for
the price policy. The results of this section show that there are many people who believe that
consumer research play a part in determining the price policy but there are still considerable
number of people who are not agreed to given statements. There are mixed type of results
obtained from this section and it is revealed that there are just 41 percent (21% + 20%) of the
respondents who are agreed with the role of consumer research in determining the price but there
is considerable number of people (17% + 18%) who believe that the price policy of their
company is not much influenced with the consumer research and they also believe that on the
basis of the consumer research there will be little differences made in the price policy of their
company.

The fourth and the last question of the research are to find out the evidence that the
consumer research has resulted in the improved profit of the organization. This research question
is answered keeping in view the overall results of the research and it is revealed that there are
many of the respondents who believe that the consumer research has benefited their organization
in term of better profitability.

In this way all of the research questions are answered with the help of the data gathered through
the survey. There are overall positive responses towards the internet marketing usage but many
of the respondents refuse that the price policy of their company is determined by the consumer
research but they believe that consumer research pay vital role in defining the product

development policy of the companies.
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5.2 Hypotheses Testing

The study was aimed at testing the three hypotheses with the help of the results gathered
from the study. After getting the results of the study now it becomes possible to test these
hypotheses. The first research hypothesis is “Using Internet marketing to understand consumers’
needs and wants leads to improved product development”. This hypothesis is not only proved to
be correct from the results of the primary source — survey but the secondary sources also
confirms that consumer research is an effective tools that can make improvement in the product
development policy of a company. In the survey the representatives of the companies operating
in Dubai also point out that consider the consumer research while designing their product
development policy and as a result there is increase in the people attention towards their product
and they get favourable public response at the launch of the product because the consumer
research allow them to get better understanding of the consumers needs and expectations. Hence
the first hypothesis of the study is tested and verified by the results of the study.

The second research hypothesis of the research is “Using Internet marketing to understand
consumers’ needs and wants improves the firm’s pricing strategy”. This hypothesis is also
verified by the secondary as well as primary sources and the review of the secondary data also
shows that the price policy of the companies could become better as a result of the consumer
research. However as far as the business originations of Dubai are concerned they are not
completely making use if consumer research to determine their price policy and there are many
businesses that are not depending on the consumer research to determine their price policy.
However the firms that are using consumer research have witnessed that more people are
attracted towards their product when they design price policy keeping in view the research done

on the behaviours of the consumers. In this way the second hypothesis of the research is also
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tested and it is found that it is also correct that the consumer research conducted through internet
can improve the price policy of a company.

The third hypothesis of the research is “Using Internet marketing to understand consumers’
needs and wants improves the firm’s profits”. Like the above two hypotheses this one is also
approved by the secondary and primary sources. There are several researches that have
highlighted the importance of internet based consumer research and proved that by relying on the
consumer research a company can add to the profitability. The survey results also confirm that
many of the business organizations of Dubai have witnessed improvement in their profit rates
after adopting internet to conduct the consumer research. In this way the third research

hypothesis is also tested and approved by the findings of the study.
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5.3. Analysis and Discussion

The study explores different aspects of internet marketing and its impact on the
businesses of Dubai with the help of literature review and statistical survey among the 200
companies operating in UAE. The results of the study show that internet marketing is effective
tools for the businesses and in order to survive in the highly competitive market place now the
companies are necessarily required adopting internet marketing. as far as the businesses of Dubai
are concerned it is revealed they are right on their way to identify and adopt the Internet
Marketing as an important business tool however there are still some organizations that are not
accepting the significance of Internet Marketing and there is great possibility that in these
companies will left behind by their competitors because it is crucial for the business
organizations that they keep them update with the changes occurring in the technological world.

The study also confirms that Internet Marketing adds to the profitability of the organizations.
The consumer research conducted through internet act as an important tool for the companies in
formulating the price policy and the product development policy and the effective design of these
policies ensures the high profitability to the companies. the business organizations of Dubai have
recognize the importance of consumer research through internet marketing however they are not
making full use of this tool in designing the price policy and there is great requirement that the
businesses managers of the organizations review their polices and give first preference to the
consumer research while formulating the price policy because in this way they can get

favourable public response and due to high sales the profit of the organization will also increase.
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6. Conclusion

This dissertation is based on a mixed methodological approach and completed by
utilizing the quantitative and qualitative research methods. In this regards the secondary analysis
of data is conducts along with the statistical survey and finally the dissertation come up with the
answers of the research questions. The research was based on finding out the adopting of Internet
Marketing by the business organizations of Dubai and its impact on the businesses. It is revealed
that Internet Marketing is gaining popularity among the business organizations of Dubai and as a
result these organizations are also enjoying several benefits associated with the adopting of
Internet Marketing like better understanding of the consumer demands and expectation, effective

price and product development policy.
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