5.6 Corporate Image and Identity

Marketing Generations

New Technologies naturally experience marketing fluctuations and cycles.  For instance, in 1998, Charles Schwab allowed e.Schwab.com to eat up the larger brick-and-mortar firm.  The company pitted the online and offline business models against each other and permitted the most profitable entity to win.  Jack Welch at General Electric has termed this cycle "eat your own DNA."  In 1999, e.Schwab lowered prices, incorporated successful e-marketing strategies, and accounts

and assets rapidly grew. (e-Marketing, 2nd Edition, Frost and Strauss, Page 11; Prentice Hall).  The Charles Schwab company has gone through the stages that many other companies are still experiencing as we enter the 2nd generation of conducting business online.   Therefore, as these natural cycles take place, you will probably hear rumors of many online failures and profit losses.  This again is a natural phase for any new technology to pass through.   Some of the companies in the news who are passing between generations in the marketing cycle are CDNow, Lycos, DoubleClick, E*Trade and Amazon.  Rather than criticize what you are hearing about online ventures, watch history and learn from it.  Marketers are estimating that most if not all companies will have passed through it by 2006 and the Internet will become a natural extension of any corporate entity. 

Reflecting Corporate Image 

So what does this mean to business in the future?  Web sites should and will become an extension of an already existing company.  Sites should reflect the corporate image in every way: 

1.Customer service should be the same for consumers shopping online as for shoppers at a brick-and-mortar establishment. 

2.Guarantees should be the same for online shoppers as for shoppers at the brick-and-mortar. 

3.Shipping costs should be the same for online as for catalog orders, if applicable. 

4.Contact personnel should be reachable at the company. 

5.Inquiries and requests for information should be answered in a timely manner, within 24 hours of request, preferably the sooner the better. 

6.The site should be such a vivid representation of the corporate image, that site guests find themselves believing they can actually smell the inside of the store while they are online. 

Your company site should be an extension of your company; another avenue for your consumers to reach you.  They should be dealing with the same company they've come to trust offline. 

So what about businesses who are strictly dotcoms?  These companies will find it even harder to compete in the global economy because more and more, people will prefer to shop online with companies they know and trust off the Internet.  Therefore, dotcom-only corporations will have to do a wonderful job of marketing their goods and services to their audience.  Achieving corporate branding is the ultimate goal of any company online or offline, which we all know is dependent upon the success of the marketing behind the company and its products and services. 
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