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Sammanfattning

Denna avhandling skildrar hur en liten medelstor ”business-to-business” företag kan 

skapa en e-marknadsföringsplan. För detta ändamål Forteks AB har studerats som en 

fallstudie i hela 20 veckor. Avhandlingen första utför en litteratur studie för att 

förklara begrepp och metoder i samband med e-marknadsföring. Dessutom är de fall 

bolaget är infört. Eftersom en e-marknadsföringsplan liknar en marknadsplan, 

produkter, marknader och konkurrenter införs även bland andra. 

Under fallstudien har råd och strategier. Eftersom avhandlingen har ett "hands-on" 

genomförandet funktionen några av de strategier som genomförs genom att hålla sig 

till den handlingsplanen i ett iterativt sätt. Därigenom avhandling skildrar 

utvärdering för de rekommenderade strategierna. 

Slutligen, slutsatser och områden för det framtida arbetet presenteras tillsammans 

med de lärdomarna under projektet. 

Nyckelord: E-marknadsföringsplan, E-marknadsföring, Online Marketing, Internet 

Marketing, Sostac ® Planering modellen, Sökmotoroptimisering, Search Marketing
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Abstract

This thesis depicts how a small sized Business-To-Business company can create an 

e-marketing plan. For this purpose, Forteks AB has been studied as a case study 

throughout the 20 weeks. The thesis first carries out a literature study to explain the 

concepts and methods related with the e-marketing activities. Furthermore, the case 

company is introduced. Since an e-marketing plan is similar to a marketing plan, the 

products, target markets and competitors are also introduced among others.

During the case study, the advices and the strategies are proposed. Since the thesis 

has a “hands-on implementation” feature, some of the strategies are implemented by 

sticking to the “action plans” in an iterative way. Doing so, thesis depicts evaluation 

for the recommended strategies.

Finally, conclusions and areas for future work are presented along with the “Lessons 

Learned” during the project.

Keywords: E-marketing plan, E-Marketing, Online Marketing, Internet Marketing, 

Sostac® Planning Model, Search Engine Optimization, Search Marketing
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1. Introduction

This chapter is an introduction of the topic of the master thesis. It starts with a short 

background about the problem then research questions and limitations followed by 

the unique contribution. The purpose of the thesis is also elaborated and finally the 

outline of the thesis is presented.

1.1. Background

Forteks Fordonsteknik i Stockholm AB (Forteks thereafter) is a competence and 

delivery company focused on serving the needs of professional automobile 

workshops.1 The company has increasingly become aware of the importance of e-

marketing over the Internet. The CEO of the company2 believes that online 

marketing will be a great complementary to market the company’s services. 

According to him, one of the greatest advantages of e-marketing is the cost control 

mechanism that it provides.

The CEO is especially interested in improving the current “web-shop” which is in its 

very early stage.  He hopes to achieve a competitive advantage via e-marketing 

activities. Although, they are focusing on the Swedish market right now, e-

marketing would give them the opportunity to have presence in the international 

waters. The company urgently needs a systematic and practical e-marketing plan to 

improve the firm's marketing capability. 

Despite the ideas generated within the company, none of the management team 

members has the experience or the time for e-marketing. This situation creates a 

need for a business-oriented student with a technical background to carry out the 

project as the implementation is as important as planning in this particular case.

                                                
1 Forteks Company Presentation, Slide 3 of 8
2 Rogerio Shimmori
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Since Forteks operates in the automobile industry which is mature and has old-

fashioned ways of doing business, this master thesis will be used as a solution to 

address the problem of adapting to the internet. Furthermore it will be a guide for the 

company to use internet strategically in order to better manage the company.

The purpose of the thesis is to develop an e-marketing plan for the company taking 

the current situation into consideration. The plan will include a “hands-on approach” 

where not only a strategy is proposed but also is implemented in an iterative way. 

This will also enable the assessment of the proposed strategies and tactics. 

Literature will be facilitated for the e-marketing plan to create a positive e-

experience for the customers. Emphasis will be placed on developing internet based 

marketing strategies and utilization of the electronic channel to add customer value.

1.2. Research Questions and Limitation

The research focuses on one case study (Forteks) in one geographic area (Sweden) 

but it can also be applied to other small businesses since the e-marketing methods 

are identical everywhere in the world. In this case study the following research 

questions will be answered;

 How can a small-sized business-to-business company develop an e-marketing 
plan?

o How does the online advertising - including pay-per-click, sponsored links 
and banner adverts affect the e-marketing efforts?

o How do the Search Engine Optimization (SEO) techniques affect e-
marketing?

o How can the “online visibility” be increased by e-marketing? What are the 
roles of the articles, blogs and e-magazines?

o How can the effectiveness of the e-marketing be monitored? 

o What are the roles of tracking and site analysis tools for e-marketing?

o What are the legal considerations in e-marketing?
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o How can the customers be reached and engaged with digital media?

A case study is an intensive study of a single group, incident, or community 

(Shephard & Green, 2003). It investigates a contemporary phenomenon within 

its real-life context; when the boundaries between phenomenon and context are 

not clearly evident; and in which multiple sources of evidence are used (Yin, 

1984:23).

1.3. Unique Contribution

One of the most important contributions of the thesis is the “Hands-on Approach” 

and the iterative way of applying the strategy. During the thesis work, we have not 

only proposed strategies and tactics but also implemented them to see what real-life 

results they create. 

In a sense we have experienced every aspect of an entrepreneur’s concerns and 

reflected upon them in the report. The online presence of the company has been 

operated on a daily basis during the project. 

Lastly but not leastly, the thesis generates key theoretical implications that 

contribute to the theoretical discussion on the e-marketing efforts.
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1.4. Outline

Chapter 1: This chapter contains an introduction to the thesis and the research 

questions along with the unique contribution that it provides.

Chapter 2:  This chapter contains the methodology used during the thesis.

Chapter 3: This chapter contains the literature study about “e-marketing” and “e-

marketing methods”. It also contains a well-known framework about creating an “e-

marketing plan”.

Chapter 4: This chapter introduces our case study and the “e-marketing strategy” for 

Forteks. It also contains insight into implementation of the strategies.

Chapter 5: This chapter contains the conclusions and lessons learned from the thesis 

study. On top of that, it contains recommendations for the future work.

References and Appendixes are also available at the end of the report.
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2. Methodology

This chapter defines the scientific approach and the resources used during the 

thesis.  It is important to describe the methodology used in order keep the thesis in 

the scientific context.

2.1. Approach

Inductive and hypothetico-deductive methods are commonly regarded as the two 

main theories of scientific method (Laudan, 1981). As a scientific approach, instead 

of using deductive or inductive methods, we preferred to use abductive method in 

order to respond to the identified problem in the case study. Abduction is principally 

a mode of inference that takes us from empirical facts to a plausible hypothesis that 

explains these facts (Haig, 2005).

2.2. Resources

For this master thesis, we used primary data that was acquired by interviews with the 

employees and the customers of the company. In primary data collection, researcher 

collects the data himself using methods such as interviews and questionnaires.3 Our 

secondary data collection was based on the company’s website and internal 

documents which provide additional information to complement the interviews. 

Nevertheless, other secondary data such as scientific articles, books and the Internet 

has been facilitated.

                                                
3 http://brent.tvu.ac.uk/dissguide/hm1u3/hm1u3text3.htm Last Accessed, 28 May 2009
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3. Literature Study

This chapter contains the current literature available regarding the e-marketing and 

its methods. It also contains an overview of the SOSTAC® framework that is well-

known for any type of planning process.

3.1. What is E-Marketing?

E-marketing is “moving elements of marketing strategies and activities to a 

computerized, networked environment such as the Internet. It is the strategic process 

of creating, distributing, promoting, and pricing goods and services to a target 

market over the Internet or through digital tools. ”4. Sometimes it is also referred to 

as “Internet Marketing” or “Digital Marketing” by other researchers. Mohammed et 

al (2001) describes internet marketing as “the process of building and maintaining 

customer relationships through online activities to facilitate the exchange of ideas, 

products and services that satisfy the goals of both parties”. Since the number of 

websites is growing with an unbelievable speed, e-marketing activities are now an 

integral part of all the companies. The current number of websites is estimated to be 

around 231,510,169 [See Figure 1].

                                                
4 http://aede.osu.edu/programs/e-agbiz/pageglossary/main.html Last Accessed, 24 May 2009
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Figure 1 - Total Number of Websites, Source: 

http://news.netcraft.com/archives/2009/04/06/april_2009_web_server_survey.html, April 2009

Companies facilitate e-marketing for different purposes. Smith and Chaffey (2005) 

defined 5Ss of e-marketing which suggest five broad benefits or reasons for adopting 

e-marketing which marketers can use to set objectives [See Table 1].
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Table 1 - The 5Ss of Internet Marketing, Source: Smith and Chaffey (2005)

The internet has a great speed of responses (Groucutt, 2007). To get those responses, 

there are certain methods which are defined in detail in the next section.
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3.2. E-Marketing Methods

Although one can find a plethora of tactics and methods, the following are the main 

e-marketing methods those were concluded by Chaffey et al., (2006).

3.2.1. Search Marketing

Over 90% of web users use search engines to look for the information that they want 

(Chaffey & Smith, 2005). Therefore it is extremely important for the companies to 

be visible to the search engines. Otherwise, customers will never reach them due to 

the vast number of websites. Search marketing is everything that companies do to 

raise their visibility in search engines in order to attract more visitors (Moran & 

Hunt, 2006). Within the borders of search marketing, there are still many methods. 

Search Engine Optimization (SEO), Pay Per Click (PPC) and “Trusted Feed” are the 

most common of them. 

Search Engine Optimization: It is the art, craft and science of driving web traffic to 

web sites (Davis, 2006). Since Google is by far the most important search engine 

[See Figure 2], optimization efforts often focus on it. 
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Figure 2 - ComScore Search Report (Share of Searches), Source: comScore qSearch

Optimizing a website primarily involves editing its content and HTML coding to 

both increase its relevance to specific keywords and to remove barriers to the 

indexing activities of search engines.5

Pay Per Click: The advertiser pays for a certain amount for every click-through to 

the advertiser’s website. The amount paid for click-through is arranged at the time of 

the insertion order and varies considerably (Brown, 2006). Companies those want to 

use search engine marketing as their marketing method to its fullest potential should 

use pay per click marketing as it will be the most effective (Porter,2007).

Trusted Feed: It is a sort of an en masse paid inclusion (Kent, 2006). Using trusted 

feed, the content is uploaded to a search engine from a database in a fixed format 

(usually by XML) automatically. It is mainly advised to companies who have large 

product catalogs which update their prices and product descriptions regularly. 

                                                
5 http://en.wikipedia.org/wiki/Search_engine_optimization Last Accessed , 29 April 2009  
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3.2.2. Online PR

Online PR is “managing publicity about an organization and its brands, products or 

web sites through its online presence and third party web sites and other digital 

media.”6 The following methods are the main Online PR activities along with short 

definitions (Adapted from ibid).

o Communicating with media (journalists) online: It includes providing 

press releases on the website and submitting them to online news feeds.

o Link-building and generating editorial: It includes exchanging links with 

the other websites keeping “anchor text” and “page rank” in mind.

o Blogs, communities and RSS: It includes keeping an “online journal” 

named blog, posting to forums and using “Really Simple Syndication” (RSS) 

to synchronize content with the other websites.

o Managing how your brand is presented on third party sites: Using 

services like “Google Alerts7” to respond quickly to Online PR.

o Creating a buzz – viral marketing: It includes creating something (video, 

picture, animation) that people would like to pass it on, then seeding and 

tracking it. 

3.2.3. E-Mail Marketing

“E-Mail represents the culmination of a communication revolution that began with 

the telephone – supplementing, augmenting and eventually replacing natural one-to-

one relationships with bulk, manufactured, artificial one-to-one pseudo 

relationships.” (Lewis, 2002).  Although nowadays e-mail advertising is being 

considered as a synonym for unsolicited e-mail, i.e. spam, there are legal and ethical 

                                                
6 http://www.davechaffey.com/E-marketing-Insights/Search-engine-marketing/Online-PR Last Accessed, 
29 April 2009
7 See http://www.google.com/alerts for more information. Last Accessed, 29 April 2009
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ways on how to use e-mail as an online advertising media (Zeff, 1999). Legal issues 

regarding the e-marketing activities are analyzed in Section 4.13

Chaffey et al. (2006) describes three main methods for e-mail marketing:

o Cold E-mail Campaign: Buying or renting customer lists from an industry 

e-mail list provider and sending “cold e-mails” to start conversations with the 

potential customers.

o Co-Branded E-mail: Co-operating with a current service vendor of a 

potential customer and sending joint co-branded e-mails to this service 

vendor’s customers.

o Third Party E-Newsletters: Similar to the latter method, it includes adding 

an advertisement or a banner to the newsletters of another company.

3.2.4. Online Partnerships

Chaffey et al. (2008) states that there are three key types of online partnerships those 

need to be managed: link-building, affiliate marketing and online sponsorship. All 

should involve a structured approach to managing links through to your site.

o Link-Building: It includes activities such as exchanging “quality8” links 

both inbound and outbound. It must be kept in mind that it is very time-

consuming and an on-going process that takes time.

o Affiliate Marketing:  It is classified as a type of online advertising, where 

merchants share percentage of sales revenue generated by each customer, 

who arrived to the company’s website via a content provider (Gallaugher et 

al, 2001). By employing affiliate marketing, merchants can let thousands of 

independent websites, called also content providers, to display ads for its 

                                                
8 Using the pre-defined anchor texts and coming from popular websites.
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products and only pay them when the ad would actually lead to a sale 

(Hoffman & Novak, 2000).

o Online Sponsorship: It is the linking of a brand with related content or 

context for the purpose of creating brand awareness and strengthening brand 

appeal in a form that is clearly distinguishable from a banner, button or other 

standardized ad unit (Ryan & Whiterman, 2000). The benefit is the 

association of the company name with the recognized online brand. 

3.2.5. Interactive Ads

Garrand, (2000) defines Interactive Ads as “ads which go beyond a click. In other 

words they do something else besides just take you to the advertiser’s site-they let 

you play a game, they animate when you click them, they play a sound file or 

video”. The most typical methods are banner ads, pop-up ads, and sponsorships:

o Banner Ads: Advertisements that appear across a webpage, most often as 

moving rectangular strips (Moore, 2008). However, click-through rates (the 

number of clicks on a banner relative to the total number of displays) have 

been declining and consumers have even learned to ignore the banner ads.

o Pop-Up Ads: In contrast to Banner Ads, these ads burst open on web pages 

but do not move (Moore, 2008). They have also got a bad name for annoying 

users which in return strengthened the “banner blindness” of the visitors.

o Sponsorships: It includes partnering with an information-based web 

resource in order to become more associated with the site. It usually costs 

more than banner advertisements. 

o Rich Media and Digital Video: Rich Media includes pictures, high-quality 

sound, animations etc. Using digital video as an advertisement tool has 

become more and more popular since the establishment of Youtube and 
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similar websites. (See Table 2 for Internet Ad Revenues by Advertising 

Format – 2008 Annual Results)

Search %45

Banner Ads %21

Classifieds %14

Rich Media %7

Lead Generation %7

Digital Video %3

E-mail %2

Sponsorship %2

Table 2 - Internet Ad Revenues by Advertising Format – 2008 Annual Results Source: IAB 

Internet Advertising

3.3. E-Marketing Plan

E-Marketing plan is a strategic document developed through analysis and research 

and is aimed at achieving marketing objectives via electronic medium.9 It is built 

exactly on the same principles as the classical marketing plan which supports the 

general business strategy. That is why it must “be informed by, and integrate with, 

the objectives and strategies of the marketing plan” (Baker, 2003). The only 

difference is the methods used given by the uniqueness of the internet environment 

compared to the offline channels. 

Smith and Chaffey (2005) use the SOSTAC® framework to suggest an approach to 

e-marketing planning in their book “E-Marketing excellence: The heart of 

eBusiness”. Thousands of professionals from different industries have been using 

this easy aide-mémoire. SOSTAC® stands for: Situation analysis, Objectives, 

Strategy, Tactics, Action and Control (See Figure 3). Another approach is Sandeep 

Krishnamurthy’s “E-MARKPLAN” methodology which consists of five parts: goals, 

actors (i.e., those who take e-marketing actions), spaces (i.e., theaters of 

engagement), actions, and outcomes. The E-MARKPLAN methodology is versatile, 

                                                
9 http://analogik.com/article_principles_of_emarketing.asp Last Accessed, 1 May 2009
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and is not limited to companies which have e-commerce operations (Business 

Horizons, 2006).

Figure 3 - SOSTAC® Framework10

3.3.1. SOSTAC® Planning Model

The following are the stages and the strategic questions of the model (Adapted from

Smith et al, 1999).

Stage: Strategic Question:

Situation Where are we now?

Objective Where do we want to be?

Strategy How do we get there? (Broad Direction)

Tactics The details of the strategy

                                                
10 http://www.chinaclick.com.cn/resource/02.htm Last Accessed, 5 May 2009
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Action The details of tactics. What steps are required 

to put each tool into action?

Control How do we know when we have arrived?

Table 3 - SOSTAC® Planning System

o Situation Analysis: This stage can be seen as “taking a picture” of the 

current situation. Extensive internal and external analysis should be done at 

this stage. Using tools such as SWOT, PEST and KPI (Key Performance 

Indicators) are valuable. But it must be kept in mind that the results and the 

tools will vary depending on the industry and the location.

o Objectives: Smith and Chaffey (2005) suggest that there are five broad 

benefits, reasons or objectives of e-marketing. These can be summarized as 

the 5S’s of e-marketing objectives (Sell, Serve, and Speak, Save, Sizzle). In 

this stage, the objectives for the e-marketing activities should be defined. 

Example Objective: To generate an extra SEK100.000 worth of sales online 

in three months.

o Strategies: This stage includes deciding which segment and market to target. 

Nevertheless, the value proposition, product mix and the selection of access 

platforms i.e. websites, e-mail marketing, mobile marketing must be defined. 

Ansoff Matrix is a valuable analytical tool for assessing strategies for 

manufacturers and retailers (See Figure 4). 
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Market development strategies
Use Internet for targeting:
o New geographic markets
o New customer segments

Diversification strategies
Using the Internet to support:
o Diversification into related businesses
o Diversification into unrelated businesses
o Upstream integration (with suppliers)
o Downstream integration  (with 

intermediaries)
Market penetration strategies
Use Internet for:
o Market share growth – compete more 

effectively online
o Customer loyalty improvement – migrate 

existing customers online and add value to 
existing products, services and brand

o Customer value improvement – increase 
customer profitability by decreasing  cost to 
serve and increase purchase or usage 
frequency and quantity

Product development strategies
Use Internet for:
o Adding value to existing products
o Developing digital products (new 

delivery/usage models)
o Changing payment models (subscription, per 

use, bundling)
o Increasing product range (especially e-

retailers)

Table 4 - Ansoff Matrix: Source:  (Baker, 2003)

There are basically eight key decisions to take in this stage which are described in 

more details by Chaffey et al. (2006):

1. Market and product 

development strategies

2. Business and revenue 

models

3. Target marketing strategy

4. Positioning and 

differentiation strategy

5. Multi-channel distribution 

strategy

6. Multi-channel 

communications strategy

7. Online communications 

budget and mix

o Tactics: The details of the strategy are defined in this stage. Although 

marketing has long focused on the ‘4Ps’ of Product, Price, Place and 

Promotion, some researchers such as Booms and Bitner (1981) believe that 

Product Growth
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there are three additional Ps such as People, Processes and Physical 

Evidence. The following is a short summary of 7Ps and the questions related 

with them (Adapted from Baker, 2003) :

o Product: Define what benefits you are offering to the customers and 

if they can be delivered online. Assess what other benefits the 

customers would like to have and if they can be delivered online.

o Price: Internet has enabled many new price models such as “reverse 

auctions” and “transparent price”. Companies must consider which 

price package to use. Some of the options are: basic price, refund 

policies, order cancellation terms etc.

o Place: It involves not only the place of purchase, but also distribution 

and consumption. It is not only confined to digitizable products such 

as software but also includes all types of products.

o Promotion: Online promotion tools are unlimited but investment in 

them must be carried out carefully to get a higher ROI. Table 5 

summarizes different communication tools for promoting an online 

presence. 

Promotion Tool Online Executions

Direct Mail Opt-in e-mail 

Advertising Virtual exhibition online with 

partner 

Sales promotion Interactive ads, pay-per-click 

Exhibitions Incentives, rewards, online  

loyalty program 

Sponsorship Sponsoring an online event, 

site or service 
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Public relation Discussion forum, Business 

Blogs, Chat Room 

Table 5 - Online Promotion Tools

o People: In an online business, people are usually replaced with tools 

such as “auto responders”, “FAQ”, “Onsite Search Services” and 

“Virtual Assistants”. People are crucial especially if the company is 

in the services business.

o Physical Evidence: To establish customer confidence online, 

companies can consider facilitating tools such as guarantees, refund 

policies, security icons, independent reviews, industry awards and 

association memberships.

o Process: All of the Ps of the 7P framework must be coordinated. 

Delivering the right service at the right price at the right time and at 

the right place is the key to this optimization process.

o Actions: This is the stage where all the tactics are converted to actions. 

Typical actions include; traffic building, achieving customer response, 

gaining sales, fulfilling customer needs and e-CRM. Risk management 

should also be done at this stage.

o Control: Without any control, the e-marketing plan will simply be based on 

luck. The control mechanisms such as defining the key metrics and 

deadlines should be introduced in this stage. According to Chaffey (2001) 

an e-marketing performance measurement system which includes “A 

performance measurement process” and a “metrics framework” is required 

to control the whole process successfully. 
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4. Case Study: Forteks AB

According to Mulhern (1995), 99% of all European companies are small and 

medium sized (SME) and  from  1985-1995  they  provided  66%  of  the  

employment  in Europe. Despite their high existence, there has not been much 

research on the SMEs from an e-marketing perspective. During our case study, we 

have stuck to the SOSTAC® framework to a certain degree but found out that it is 

not totally applicable in this certain case, so we have adapted it. 

4.1. Introduction

Forteks is a small-sized Business to Business (B2B) company that “is 100% 

acquired by Broadsense Ventures AB with own capital in Aug 1st 2008.” 11 So they 

are fairly new. The company sells diagnostic and measurement equipment/software 

for independent auto workshops and car dealers. They have also been an active 

spare-parts distributor where they had most of the revenue so far. 

Recently, the company’s CEO 12 decided to close the spare-parts operation and focus 

on selling measurement equipments and software. He believes that by doing so, he 

will save his and his staff’s time to concentrate on selling high-margin products 

instead of low-margin spare parts those also occupy a lot of physical space. Another 

reason for this move is explained by the relative easiness of selling the latter 

products online.

4.2. Product and Services

Forteks currently focuses on marketing two products that complement each other. 

The first one of them is the AMX 530 OBDII/EOBD Diagnostic Scan Tool which “is 

a versatile device designed to read diagnostic data from vehicle controllers 

compatible with the OBDII, EOBD or JOBD.”13

                                                
11 Forteks Company Presentation, Slide 4 of 8
12 Rogerio Shimmori
13 http://www.obdii.com.pl/prod/amx530/amx530_en.php Last Accessed,  4 February 2009
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The second product is the Vivid Workshop Data which is technical database software 

to service cars and light commercial vehicles. Using this software one can check the 

repair manuals of a vast amount of vehicles. It also contains technical drawings and 

circuit schemas that assist repairmen.

Combining these two, a customer can get the fault codes by connecting the AMX 

530 scan tool to the car and then find the possible solution of the problem using the 

Vivid Workshop Data software.

4.3. Competitors

Competing Products Distributors
Diagnostic 

Equipments
(AMX 530)

High End: Bosch
Middle: Opus

Low-End : Several i.e. 
Autoboss and Autocom

Large: 
Mekonomen

Biltema
KGK

Repair Manuals
(Vivid 

WorskhopData)

Autodata Meca
Autometric

Table 6 - Forteks`s Competitors

As it is seen on Table 6, on the Diagnostics equipments side, the competing products 

can be classified as High-End, Middle and Low-End cheaper ones. On the High-End, 

“Bosch FSA 740”14 which costs more than 100.000 SEK can be an example. 

Regarding the “Middle” products, Opus has “Opus CMT”15 and “Opus OBD 

Controller”16. AMX 530 is also in this category for both its price and specifications. 

Whereas in the “Low-End”, there are cheap Chinese products which basically just 

read the fault codes and print them on their screen. They don’t have any description, 

real-time logging or Swedish content. They are mostly suitable for Do-it-Yourself 

(DIY) Market.

                                                
14 http://www.boschautoparts.co.uk/teFSA740Prod.asp?c=2&d=2 Last Accessed, 9 February 2009
15 http://www.opus.se/eng_prod_opus_cmt_allment.htm Last Accessed, 9 February 2009
16 http://www.opus.se/eng_prod_opus_odb.htm Last Accessed, 9 February, 2009
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Regarding the Distributors, there are big companies in the market those aim to have 

an “economies of scale” strategy and cover the entire customer segments i.e. 

Workshops, DIY etc. They have different pricing schemas for different customer 

groups i.e. they offer cheaper prices for workshops. Since these distributors are large 

companies, some of them like Meca offer sales of their concepts instead of 

individual products. They take charge of the whole workshop and provide 

everything that is needed, they also market AMX 530 but with Meca brand included 

in their concept. So currently it is not possible to order AMX 530 without buying the 

whole concept from Meca. 

Repair Manuals market is dominated by Autodata which has established the market 

share well before Vivid WorkshopData. Traditionally they have a bigger customer 

base whereas Vivid is easier-to-use and has better graphics. It also offers better 

licensing conditions and is moving to the online area which will cut the need for 

upgrading the software thus making it more convenient for the workshops to use. 

All of the distributors have websites and e-marketing activities. But as a general 

comment, most of their websites are not up-to-date and eye-catching. It is clearly 

seen that the cyber world is not that important to them at the moment.
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4.4. Website Analysis

Figure 4 - Forteks.se

Currently Forteks has two websites. Forteks.se (See Figure 4) is used for promoting 

products and driving traffic to the “Forteks WebShop” (more information below). 

Using Forteks.se, a potential customer can:

 Download brochures
 Get more information about the products
 Check contact details of the company

Figure 5 - Forteks WebShop
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The Web shop is created by using an e-commerce tool that is serviced by a web 

company17. The service is mainly for shop owners who don’t have much experience 

with web designing but would like to have an online shop. (See Figure 5) Using the 

WebShop a customer can:

 Get more information about the products.
 Buy products.
 Pay by invoice, Visa, MasterCard, Payson18 or any general payment methods 

using the infrastructure of Textalk.

The criteria for analysis of the website are adapted from the “Website Audit” tool 

that was prepared by the E-Agency.19

4.4.1. Appearance

The overall look and feel of the site is not very pleasing since the use of colors, fonts 

and images are not consistent throughout the site and with the current branding. 

Although the images are relevant for the intended audience, the design is not 

appropriate. Intended audience would expect a simple and easy-to-read design with a 

proper navigation system.

4.4.2. Structure/Navigation

The content of the site is not logically organized which makes it very difficult for the 

users to find what they are looking for. There is no navigation located at top of every 

page. User has to return to the main page to access to the other sections. Although 

the design fits in the browser and works fine for cross-platform browsers, it is not 

compliant to the “three-click” rule. This rule says that a user must be able to reach 

the content he looks for with maximum three clicks. 

                                                
17 See http://shop.textalk.se/en/ for more information. Last Accessed, 6 February 2009
18 See http://www.payson.se for more information. Last Accessed, 6 February 2009
19 See http://www.e-agency.com for more information. Last Accessed, 6 February 2009
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There does not seem to be a site map or index where a user can get the overall idea 

of the website. The naming and labeling of the links seem to be fine but there is not 

search functionality at the moment.

4.4.3. Content

The main purpose of the site is not immediately clear from the home page. When a 

user visits the page, he must understand immediately what the website is about. A 

good example message about the purpose of the website: “E-agency is a full-service, 

integrated branding communications agency located in Oakland, California. We 

specialize in Web Design, brand strategy, Big Ideas.”

There are not key messages for different target groups or call to action (i.e. buy, 

read, listen) at the homepage. Although the content seems to be well-written and free 

of misspelled words20, it is neither fresh nor easy to scan.

The contact information to the company is provided on every page but there is no 

form to send e-mails directly from the website. User must use an e-mail application

or copy-paste the e-mail address to his browser in order to send an e-mail. This is 

cumbersome and possibly keeps many people away from sending e-mails. The site is 

not easy to update since everything is designed statically, there is no “admin panel” 

to update pages easily. Pages do not have search engine friendly titles or keywords 

embedded to the codes. Lastly the photos do not have any captions.

4.4.4. Search Engine Optimization

The website is not performing very well on the search engines right now. The 

keywords are not on all the major pages, source codes and the titles. The site uses 

Google Analytics to track the users’ behaviors. The page names are well-selected 

and it helps the optimization. Please see Section 4.12.3 for the action points advised 

to improve the Search Engine Optimization.

                                                
20 Since the content is in Swedish, I have not been able to analyze it deeply.
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4.4.5. Marketing Communications

Since the CEO recently changed the product portfolio, it is not very clear at the 

moment what the company is selling. The products must be updated. The “Unique 

Selling Point” (USP) of the products is not clearly conveyed to the users. The user 

must be told why he should buy these products instead of the others. It is not also 

clear what the website expects from the user, the user must understand what is 

expected from him. Should he buy something, respond to a survey or what?

The site’s key online marketing messages are not clear enough. Positioning in the 

customers’ minds must be strengthened. There is not consistency between the online 

messages and the offline messages as there are no clear messages. There are not 

many promotional materials (printed ads, articles, videos etc.) on the website.

4.4.6. Statistics

Since Google Analytics is used on the website (Forteks.se), there are many reports 

available. To get a clear picture of the current situation, many statistics have been 

documented but only the most important ones will be presented in this thesis report.

Figure 6 - Number of Visitors Jan-Feb 2009

As it can be seen on Figure 6, Forteks.se has had 1,323 visitors between Jan 2, 2009 

– Feb 1, 2009. Most of the visitors were referred by Google. Almost all of the users 

are visiting the website for the first time which is relevant with the “Bounce Rate” of 
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%57.45. Bounce rate is “the percentage of single-page visits or visits in which the 

person left your site from the entrance (landing) page.”21 This means that the current 

visitors are not loyal and do not spend much time on the website, which is a clear 

sign of the fact that they are either not happy or visiting the wrong site.

Figure 7 - Forteks Page Rank, Source: http://www.prchecker.info, Accessed 9 February, 2009

“Page Rank” is another important variable that is “a link analysis algorithm used by 

the Google Internet search engine that assigns a numerical weighting to each 

element of a hyperlinked set of documents, such as the World Wide Web, with the 

purpose of measuring its relative importance within the set.”22 Websites can get 

“Page Rank” in the interval between 0 and 10. The more it gets is the better. Forteks’ 

website currently has a “Page Rank” of 0. (See Figure 7)

Figure 8 - Forteks Depth of Visit, Source: Google Analytics

Another interesting statistics is about the number of pages the users visit (See Figure 

8 above). Almost %60 of the users visits only one page (the index page) and leave 

                                                
21 http://www.google.com/support/analytics/bin/answer.py?hl=en&answer=81986 Last Accessed, 6 
February 2009
22 http://en.wikipedia.org/wiki/PageRank Last Accessed, 8 February 2009
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the website. The statistics about the length of the visits clearly shows that, %60 of 

the visitors stay on the website between 0-10 seconds. On the other hand, %82 of the 

visitors visit the website only once and never comes back. These are really bad news 

since there seems to be no loyalty or content that would bring people back to the 

website.

Figure 9 - Keywords by Google Adwords - Source: Google Analytics

As it can be seen on Figure 9, “reparationshandbok” is the most popular keyword 

that brings traffic to the website. The second on the list is “Content Targeting”. 

Content targeting is a “different form of paid inclusion than the normal keyword 

based search queries. The difference between content targeting and other forms of 

paid inclusion is that content targeting involves matching not just keywords that are 

used in a search query with advertisements, but with matching the actual contents of 

web pages with search queries.23”

4.4.7. Analysis Conclusions

After analyzing the company website, the following are some of the conclusions:

 The messages for different customer segments must be clearly defined.
 The goals and the strategy for the e-marketing activities must be sharpened.
 There must be fresh content i.e. blog, videos, articles that would give the visitors a 

reason to check the website back and forth.
 The website must be created from scratch with the appropriate content and 

messages in mind with an appealing design.

                                                
23 http://www.brickmarketing.com/define-content-targeting.htm Last Accessed, 5 May 2009
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 The keywords used for Google Adwords must be analyzed deeply and must be 

changed if necessary.

4.5. Online Advertisement Analysis

This part will present the current online advertisements that bring visitors to the 

website. There are only two sources. One of them is the famous Swedish online 

trading website blocket.se and the other is the Google AdWords campaign.

4.5.1. Blocket.se

Figure 10- Forteks advertisement on Blocket.se

The company currently pays for displaying its products on Blocket.se (See Figure 10 

above).Visitors can check the contact information of Forteks and then order 

products. The efficiency of this method cannot be analyzed since the website 

information is not given as a link and when the visitor copy-pastes the website 

address, it is impossible to know whether or not he has seen it on Blocket.se or 

somewhere else since there is no referral code available.
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4.5.2. Google Adwords

Forteks also uses Google Adwords for promoting its website. Currently they have a 

monthly budget around 900 Kr for this. Since Google is the main source of traffic 

for the website, the CEO gives much importance to Google Adwords and would like 

to continue with it but the statistics show that there is a lot of space for the 

improvement of the campaign.

4.6. Online Target Markets and Profiles

This part gives an overview about the target market and the customer profiles. Also 

the profiles are ranked based on the importance of them to Forteks. An example 

consumer analysis is characterized by using a sample scenario where a customer 

uses AMX 530.

4.6.1. Workshops

Forteks’ CEO believes that one of the most important customer segments for the 

company is car workshops. Using the AMX 530, they can easily detect faults in the 

cars and then by the help of the Vivid WorkshopData, they can fix the faults. 

The hurdle with the workshops is that most of them are not tech-savvy and still 

prefer to use good-old methods for fixing the cars. To persuade them, Forteks needs 

to create a strong message and market it heavily. Another category of workshop 

owners are the people who already own high-end diagnostics equipments and are 

kind of “proud” of them. So they are not willing to spend more for diagnostics 

purposes. 

The following are some of the benefits of the AMX 530 for the workshops:

 Small, Fast and Convenient
 Real-Time Monitoring
 Advanced Reporting Capabilities
 Swedish Manuals and Menus
 Easy connection with Bluetooth™
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4.6.2. Car Dealers

Car Dealers are the people who frequently buy and sell used / new cars. During the 

interviews with them, it seems clear to us that, they do not examine the cars 

thoroughly. They just inspect it visually because of the following reasons:

 Workshops are expensive.
 They don’t want to hire a technical staff just for the examination.

So it is convenient for them to use AMX 530 to check the cars and at least see if they 

have faults or not. Even if they have faults that can be documented for the buyers so 

that they will be aware of the problems of the car they are buying.

4.6.3. Do It Yourself

There are many people out there who love their cars and take good care of it. These 

people enjoy repairing their cars and examining them regularly. Also there are 

people who have been cheated by the workshops and lost a lot of money because of 

exaggerated or fake faults of their cars. 

This segment offers a great variety of marketing opportunities for the company. The 

key issue is to show them the “unique value proposition”. Forteks does not currently 

focus on this market segment but keeps them in mind for long-term marketing 

purposes.

4.6.4. Consumer Analysis

We wanted to characterize our target-customer with the use of a sample scenario 

where a customer uses Forteks’ AMX 530 product24.

                                                
24 Adapted from Moore, Geoffrey A. ( 2002 ) , Crossing the Chasm (page  69- 72)
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Sample Scenario: 

1. Header Information :
User: Stefan Hägglund

Technical Buyer:  Stefan Hägglund

Economic Buyer:  Stefan Hägglund

2. A Day in the Life (Before)

Scene or Situation: Stefan is a car dealer who sells and buys a lot of cars on a 

daily basis. In his portfolio, he has a large variety of brands. He is usually very 

busy with inspecting cars and negotiating with the customers about the price. 

Desired Outcome: He wants to be sure that the cars he is buying or selling do 

not have any faults.  

Attempted Approach: He inspects the cars visually by taking a look around 

and checking the engine sound etc.

Interfering Factors: Most of the problems can not be inspected visually yet it 

is expensive to take the car to an experienced workshop every time it is needed.

Economic Consequences: He risks losing money and reputation (by selling 

faulty cars). A missed fault of the car can cost a lot of money for the car dealer 

and buyer.

3. A Day in the Life (After) :
New Approach: Stefan inspects the cars visually and then brings his laptop 

with the AMX 530 to the car since it is small and practical to use. Then he 
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connects the cable to the car and analyzes it at the click of a mouse. He is now 

able to see all the faults the car could have.

Enabling Factors: All cars, manufactured after 1996 are compliant with OBD 

standards. The manufacturers have to provide the fault codes which then can be 

read by AMX 530. Since it has a size of a palm, it is convenient and mobile to 

be used many times during the day.

Economic Rewards: Normally a basic inspection does not cost less than 

500SEK so AMX530 pays for itself after a couple of usages. Doing so, it lets 

Stefan save thousands of SEK that could have been spent for possible faults of 

the cars. He can even charge the buyers as a service fee.

As we have seen in this sample scenario, car dealers’ current inspection methods 

have obvious risks. However, AMX 530 can “speak their cars’ language” to tell their 

problems. Thus, it saves possible loss of money and reputation.

4.6.5. Customer Importance Rank

Customer Importance Rank
Car Dealers
Workshops

Do It Yourself (DIY)
Table 7 - Customer Importance Rank

After a series of discussions, we have decided that Car Dealers are the first customer 

target for Forteks [See Table 7]. This segment has not been served as a customer in 

the past which makes it an “untapped market opportunity”. Whereas Workshops

come as second since some of them already have diagnostics equipments. DIY 

market could be a long-term target as they are more price-sensitive and prefer 

cheaper products that are already available in the market. See Figure 11 below to 

understand target customer by the analogy of “Bowling Alley Model”
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Figure 11 - Bowling Alley Model for Forteks AB

4.7. Online Marketing and Promotion Objectives

“Possible objectives could include awareness raising (of your business or 

disseminating information about your products or services), entering new markets, 

launching a new product, focusing on sales (building Internet sales of a product or 

increasing the frequency of sales from regular customers), or internal efficiency

(decreasing marketing costs, reducing order-taking and fulfillment costs, or 

improving customer retention rates).”25

In Forteks’ case, the CEO aims to focus on sales by building an “online presence” of 

the company. He would like to create a buzz around the products and make people 

talk about them. Secondary goal is to increase internal efficiency so that when new 

                                                
25

http://www.businesslink.gov.uk/bdotg/action/detail?r.l1=1073861197&r.l3=1075384972&r.lc=en&r.t=RE
SOURCES&type=RESOURCES&itemId=1075385027&r.i=1075384999&r.l2=1073866263&r.s=sc Last 
Accessed, 4 February 2009
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products are in the portfolio, they could easily be sold online. See Table 8 for the e-

marketing goals.

Task Measurable quantity Time frame 
Selling AMX530 

Online
200 items 1 year

Selling Vivid 
WorkshopData Online

200 items 1 year

Table 8 -E-Marketing Goals (Adapted from Judy Strauss, Adel I. El-Ansary, and Raymond 

Frost, E-Marketing, Prentice Hall, 2006)

4.7.1. E-Marketing SWOT Analysis

Strengths

 IT-Oriented team with 
backgrounds in Ericsson

 High quality products those are 
well suited for e-commerce

 Technical manuals in Swedish

Weaknesses

 Don’t have a strong brand
 Don’t have an online presence 

(regular visitors etc.)
 Don’t have online partnerships 

that can refer visitors.
Opportunities

 E-space is not filled by the 
competitors

 Car Dealers haven’t been targeted 
as customers before

 There isn’t much Swedish content 
available about EOBD online.

Threats

 Big companies’ possible interest in 
the same target market.

Table 9 - E-Marketing SWOT Analysis
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4.8. Positioning

For Car Dealers Workshops Workshops

Who Don’t want to lose 
money when 
buying or selling 
cars

Want to create new 
sources of revenue

Need advanced 
repair manuals to 
perform services in 
all car brands

The AMX530 AMX530 Vivid 
WorkshopData

Is a Small and fast fault 
code scanner with 
convenient report 
printing 

Small and fast fault 
code scanner with 
convenient report 
printing and 
complete gas 
emissions testing

Modern and up-to-
date electronic 
repair manual 

That Provides 
information about 
real car conditions 
instead of 
traditional 
visual/external 
inspections

Allow scanning 
every car in their 
garages instead of 
only occasionally 
which increases the 
chance of finding 
issues that need to be 
repaired

Contains all the 
essential 
information for 
repairing and 
maintenance 
services

Unlike Cheap and bad 
quality scanners,

High-end equipment 
which can make 
complex analyses but 
is not practical for 
daily use

Autodata, the 
traditional player

Our 
Product

Contains specific 
manufacturers fault 
codes and allow 
professional real 
time emissions 
testing.

Allows easy report 
print outs that can be 
provided to 
customers, improving 
the professionalism 
and credibility of the 
workshops

Allows 4 users 
with one license, 
provides a better 
user interface and 
contains more 
graphics and 
drawings rather 
than text

Table 10 - Decisions Positioning Statement Source: High-Tech Marketing © 2005, TCG 

Advisors LLC
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The tool that we have used above helps the manager state the product’s position in 

the customers’ mind. In today’s me-too market place, it is crucial to position the 

products in order to find the right message that will be conveyed to the respective 

customers.

4.9. Forteks E-Marketing Concept

After a series of analysis and researching on the web for the companies who have 

successfully adapted e-commerce to their businesses, this is the concept that we have 

come up with. The following are short definitions of each element and their role in 

the “Forteks Space”.

Forteks WebShop: This is the one and only reason of Forteks’ existence in the online 

world. As stated in the “E-marketing Goals” in “Situation Analysis” report, Forteks’ 

primary goal is to increase sales. Therefore, the whole eco-system is built upon the 

WebShop. The relation between the other pieces of the space will be discussed 

below.

Product 
Pages

Promotion 
Materials

Forteks 

WebShop

Forteks 
Blog

blog.forteks.

Google

Opt-in 
Email 

Youtube

Discussion
Boards

Business 
Directories

Forteks Space

Partner
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Forteks Blog: Since content is important both for the visitors and for the Search 

Engine Optimization efforts, Forteks must facilitate a blog in a sub domain 

“blog.forteks.se”. The employee or the CEO who is most knowledgeable about the 

subjects that matter to the industry must create content in Swedish on this blog. Then 

this content should be linked to appropriate product pages in the WebShop to 

increase sales. Meanwhile, the products should link to the blog posts those contain 

videos, photos or even animations.

Google Adwords: The main target of the campaigns must be the WebShop. They 

must have a “call-to-action” message to turn the visitors into customers. By using 

the conversion track codes, we will be able to analyze the “conversion rates” to see 

how the company is performing. Please see the “Marketing Mix” section for more 

details. 

Youtube Videos: After creating promotional videos and presenting them on our blog, 

they must also be available on Youtube. Especially educational videos which have 

topics such as “How to use OBD Readers” must eventually lead the customers to the 

WebShop. 

Partner Websites: We must have links to partner websites and be linked by them to 

increase our “Page Rank” on Google. We should also look into the possibilities of 

having a “Health Report” kind of a feature on car dealer websites. See Figure 12 for 

an example.
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Figure 12 - Example Partnership with Biltorget.se

Discussion Boards: We must create content on the discussion boards that are popular 

in the industry and drive traffic from there to the blog. They will eventually be led to 

the WebShop.

Opt-in Email List: One of the tactics that is heavily used online is the “Opt-in Email 

Lists”. We should be able to give away a “Free PDF White Paper” for the people 

who want to be a member of our email list. This way we will also get their contact 

details and we can contact them later to make them our customers.

Business Directories: The website should be registered to all of the business 

directories and especially the local ones to create awareness and drive traffic. 
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4.10. Marketing Mix

There are a variety of channels out there that Forteks can use for marketing its 

products. This section will concentrate on some of them and list the actions to 

maximize their value.

4.10.1. Blog

Blog is a great tool for Forteks to establish itself as the “expert” in the industry. 

Using the blog, they will be able to create fresh content which will attract the 

potential customers and let them know how passionate Forteks is with their business. 

[See Appendix 1 for the “Blog Guideline” and Appendix 2 for the “Blog Checklist”]

4.10.2. Google Adwords

o Have a brainstorm session to find 50 keywords those are related with Forteks’ 
business

o Use the five-step process: expand, match, scrub, group and refine.
o Include keywords in the ad headline
o Write statements that call to action
o Use two- to three- keyword phrases
o Use keyword variations i.e. misspellings and synonyms
o Take users to the best landing page
o Test multiple ads per AdGroup

4.10.3. Discussion Boards

o Create content on the popular discussion boards of the industry and drive traffic 
from there to the blog

o Establish yourself as an expert in the area to increase the trust and the branding
o Exchange links with the popular discussion boards

4.10.4. Sales Promotions

o Encourage customers to buy online
o Offer first-time customers “Free Shipping” and discounts for returning 

customers

4.10.5. Opt-in Email

o Send weekly or bi-weekly e-mails to the opt-in subscribers 
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o Write about the topics that may be of interest to them in Swedish
o Give “Free PDF” for people to sign to the mailing list
o Link to products and blog posts from these e-mails

4.10.6. Offline Marketing

o Include the website address in every printed material and e-mail footers
o Try to get on the local-TV i.e. by hosting a sensational event

4.10.7. Online Directories

o Register the website to all of the online business directories especially the local 
ones

o Link to the blog from those directories and to the WebShop if possible

4.11. E-Marketing Budget

Table 11 outlines the estimated budget structure for Forteks' initial e-marketing

implementation.

Action Cost Structure Estimated Total Budget

Google Adwords 

Campaign

Average Bidding: 1.2-

1.4SEK/click

1800SEK/month 

(controllable)

WebShop Basic 290SEK/month 3480SEK/year

Extended search engine 

optimization

250SEK/month 3000SEK/year

Link Building & Banner 

Ad

Depends on the website

Domain Registration 100SEK/Year 100SEK

Table 11- E-Marketing Budget Outline
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4.12. Technical Issues

This section gives technical advices and action points regarding the Design, 

Content, SEO and the E-Commerce Solution.

4.12.1. Design

o Create a simple and easy-to-navigate design.
o Follow the “three-click rule” which basically says that a visitor should be able to 

visit his desired page by no more than three clicks.
o Have a consistent concept both in the WebShop and the blog

4.12.2. Content

o Create fresh content for the blog.(min. 2 posts a week)
o Create videos, photos and user cases.
o Blog about real people solving real problems with Forteks’ products.(contact 

customers for feedback and give them free shipping for their time)
o Create an FAQ section (optionally with video)
o Determine major keywords for each product and use them excessively in the 

content that is created for that product.

4.12.3. Search Engine Optimization

o Create static page names
o Use keywords both in the content, title and the meta-tags.(they are still important 

for smaller search engines)
o Create different pages for different campaigns
o Do not use generic manufacturer info for product descriptions
o Create an XML site map
o Use HTML if possible
o Link to internal pages where possible

4.12.4. E-Commerce Solution

There are three options to be able to accept online payment and have an e-commerce 

site. These are:

o purchasing software 'out of a box'
o using software provided by an e-commerce hosting company
o creating your own system, writing the code necessary

For Forteks the best solution is to use software provided by an e-commerce hosting 

company for the following reasons:
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o Using your own system requires agreements with the banks which takes time and 
makes headaches.

o Creating your own system takes so much time and money.
o Using the software provided by an e-commerce hosting company, Forteks can 

save its time for marketing and acquiring customers.

To choose the best ecommerce hosting company, the following are the criteria that 

Forteks must look into:

o Appearance: How does it look?
o Easiness for Customers to order: Is it cumbersome or simple to buy?
o Content Management: How can I add new products?
o Scalability: What if I need to have a lot of products online?
o Promotions and Discounts: Can I make promotions or discounts with the 

system?
o Security: Is it secure for my customers?
o Price: How much per month or for starting fee?
o Analytics: Can I see for example how many customers added an item to the 

basket but didn’t buy it?
o Customer E-mails: Can I get the customers’ e-mail addresses and send them 

newsletters easily?
o SEO Features: Do they have static page names or tagging utilities?

Starweb Textalk Wikinggruppen

Appearance 3 4 5

Easiness for 
Customers

4 4 5

Content 
Management

4 5 N/A

Scalability 5 5 5

Promotions 
and Discounts

N/A Only in Plus Packet N/A

Security 5 5 5

Price Starting Fee 995 
SEK + 295SEK 
/month (basic)

545SEK/month(medi
um)

No Starting Fee + 
66SEK /month (lite)

290SEK/month(basic)

No Starting Fee + 389SEK 
/month (standard)

429SEK/month(international)

Analytics 4 N/A 4
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Customer E-
mails

4 N/A 5

SEO Features 4 Extra 4

Table 12 – Comparison of WebShop Solutions

As it can be seen on Table 12, we have compared the major webshop solutions in 

Sweden. Out of the three competitors, “Textalk” seems to be the best option. 

4.13. Legal Issues

Forteks must be aware of the legal issues with its e-marketing activities. One of the 

most important issues is the taxation of online sales. Since Sweden has adopted the 

provisions of EU Directive 2002/38/EC on VAT on e-commerce, “e-commerce 

transactions in Sweden are taxed in the same way as regular purchases, with the 

VAT rates applied to digital goods and services”26.

Another issue is addressing the problem of spam. “Since April 1st 2004 it has been 

illegal to send advertisements via e-mail or SMS in Sweden unless recipients agree 

in advance to accept them”27.So Forteks can not send unsolicited e-mails unless 

recipients have already 'opted-in' or expressly consented to the receipt of such 

emails. Otherwise it will be considered as “spam” and legal actions could be taken.

Lastly but not leastly, consumer protection laws are also applied in the same way as 

regular products in e-commerce transactions in Sweden. This brings the need for 

awareness of consumer rights for Forteks.

                                                
26 www.ibls.com/members/docview.aspx?doc=2010 Last Accessed,  24 May 2009
27

http://globaltechforum.eiu.com/index.asp?layout=rich_story&doc_id=8272&categoryid=&channelid=&sea
rch=elderly , Last Accessed,  24 May 2009
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4.14. Implementation and Control

As it has been stated in the “Project Plan”, “hands-on implementation” is one of the 

most important contributions of this thesis. Since the thesis has been carried out in 

an iterative way, there have been two iterations.

4.14.1. First Iteration

The first iteration’s purpose was to implement the “Forteks E-Marketing Concept” 

(Refer to Section 4.9). Table 13 summarizes the activities those have been carried 

out in the first iteration. 

Create the Forteks Webshop from scratch:

Buy the WebShop Basic packet from Textalk

Buy the SEO-Add on from Textalk

Use virtual hosting to forward Forteks.se to the WebShop

Design customized buttons

Create a Blog:

Create an account on Wordpress.com

Have a sub domain i.e. blog.forteks.se

Give a link to the blog from the webshop

Create content:

Create educational content on the blog

Link back and forth between the blog and WebShop

Table 13 - First Action Plan

The first iteration was completed before the deadline and the objectives statuses 

have been identified in the “First Iteration Report”. Table 14 depicts the objectives 

and their status:
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Objective Status

Create the Forteks Webshop:

o Order “WebShop Basic” version 
from Textalk28

The version has been updated to 

“Webshop Basic” packet from the 

“Webshop Lite” in order to be able to 

use Forteks’ own domain and the 

advanced SEO tactics.29

o Order the SEO Add-on from 
Textalk

The add-on has been ordered and 

configured successfully.

o Use virtual hosting to redirect 
Forteks.se to the Forteks WebShop

The necessary “CNAME” settings 

have been carried out and now the 

“forteks.se” domain redirects visitors 

to the actual “Forteks WebShop”.

o Design customized buttons All the default buttons have been 

designed from scratch keeping the 

end-users in mind. Also the design has 

been completely changed after an 

extensive research on the most popular 

online businesses of Sweden.30

Create a Blog:

o Create an account on 
Wordpress.com

An account on the free blog service 

Wordpress has been created. 

(http://forteksblogg.wordpress.com/). 

This blog has been embedded to the 

                                                
28 Textalk is the company which provides e-butik solutions for small and medium-sized companies. For 
more information please visit http://www.textalk.se Last Accessed, 10 March 2009
29 More info about the different versions can be found : http://shop.textalk.se/en/moreinfo.php , Last 
Accessed, 10 March 2009
30 We have analyzed the most popular 100 Swedish websites according to Alexa which collects statistics 
about the websites in the world. The list can be found on 
http://www.alexa.com/browse?CategoryID=32890&Start=1 Last Accessed, 10 March 2009
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current WebShop. So the users will 

not be aware of the fact the WebShop 

and the blog are not on the same 

infrastructure.

o Have a sub domain i.e. 
blogg.forteks.se

A sub domain has been created.

o Give a link to the blog from the 
WebShop

The link has been given.

Create content:

o Create educational content on the 
blog

For the beginning, only definitive text 

and user manuals have been put on the 

blog. But there will be videos and 

other kind of educational content in 

the second iteration.

o Link back and forth between the 
blog and WebShop

The products in the WebShop have 

detailed descriptions in the blog, 

whereas the blog pages contain links 

to their corresponding product pages 

to convert the visitors into customers.

Table 14 - First Iteration Objectives Statuses

4.14.2. Second Iteration

After the implementation of the infrastructure for Forteks, it was time for the second 

iteration which could be summarized as “promoting and ongoing improvement”. For 

this purpose, an action plan was prepared. The action plan included the following 

fields with the corresponding questions:

Action: What needs to be done?

Responsible: Who is responsible for the action?
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Target: What is the measurable target for the action?

Indicator: How will Forteks understand if the target is reached or not? 

Time Frame: What is the deadline for the necessary action?

The first group of the actions was related with the website’s visitors and the 

indicators were all to be found in “Google Analytics”. This group can be 

summarized as “optimizing the Google Ads Campaign” and “increasing the visitor 

loyalty”. Second group of actions were more related with the “Social Networking” 

aspect of e-marketing namely, Facebook and Youtube. The last one is for improving 

the “blog” by creating more frequent blog posts and exchanging links with the other 

popular blogs of the industry. Lastly but not leastly, “offline marketing” and creating 

better “product descriptions” were the focal point. [See Appendix 3 for the details of 

the “Second Action Plan”].

Second iteration has also been finished on time according to the Project Plan. Daily 

clicks has increased by %83 (110 clicks per day were reached although 60 clicks 

were targeted.). Unique visitors and visitors have also increased since most of them 

have been referred by Google. The actual numbers of the stated indicators as 

opposed to the target numbers could be found in Appendix 4 – Second Iteration 

Report. 
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4.14.3. Evaluation

Since the CEO of Forteks and I are not fluent in Swedish, we experienced problems 

with the customers from time to time. It became even more important when we tried 

to create content for the blog, since the content might have had grammar mistakes 

and it would affect the brand image. That is why we have decided to employ a 

Swedish blog writer to create content after the first iteration. It turned out to be a 

good idea as Forteks employed a student who has a degree in automobile mechanics. 

The student was really interested in the products that Forteks was marketing and 

started to play with them immediately. The strategy with the blog was “a student 

playing with the cool products and writing about his experiences without pretending 

to be the expert and learning on-the-go.” It worked because the fact that the blog 

writer is a student and is trying to learn the features of the products implied that the 

company is an expert of the topic. Doing so, Forteks was also able to get in contact 

with the teachers from the student’s school that can also have “word-of-mouth” 

effect since they are in contact with the people from the automobile industry.

Google Analytics31 allows us to track the “Conversion Rate” – the ratio of people 

who have clicked the Google Ads and then made a purchase – but there is a need to 

use some special HTML codes to track this on the website. This code must also be 

on the page where the user actually pays but unfortunately the “Textalk” 

infrastructure does not let us edit the HTML of the payment page. So we have not 

been able to calculate the actual “Conversion Rate”. On the other hand, the factors 

such the “brand awareness” and “having a positive brand image” can not be inferred 

from the “Conversion Rate.” Besides the “conversion” does not have to be the actual

sale of a product but it could also be a new member for the mail list or a visitor who 

has commented on a blog post. So it all depends on what purposes the websites is 

built for.

The Forteks blog does not seem to have much interaction with the other bloggers 

who write about similar topics. This can be seen from the traffic stats that Forteks

                                                
31 For more information, check http://www.google.com/analytics/ Last Accessed, 11 March 2009
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does not get much traffic from other sources than Google. It is good to get “organic 

traffic” from Google but if the majority of the traffic comes from the “Google 

Adwords” campaign it is not a favorable situation. So Forteks must make “friends” 

with the other blogs and websites in the industry. The “Second Action Plan“[See 

Appendix 3] clearly defines the necessary steps to do so. First, the other important 

blogs must be identified. Then these blogs must be followed by using “RSS 

Readers”. Finally, exchanging links with these blogs will give better “Page Rank” in 

return. Making comments and asking for comments are some of the recommended 

actions to build relations.

Forteks markets products those are not well-known by everybody. For example, 

everyone knows what a “TV” is for and why it would be bought but not everyone 

knows what “OBD” standard is and how it can be leveraged to reduce maintenance 

costs for the cars. So Forteks must first overcome the issue of “informing the 

customers” and filling the “information gap” between the potential customers and 

the products. That has been the reason why we have focused on introduction level 

videos for Youtube instead of focusing on extreme usages of the products.

Given the short time frame of the project, it is hard to evaluate the actions but it 

seems fair to say that we have been able to keep up the fine line between “logical 

reasoning” and “gut feeling”.

5. Conclusions and Recommendations

This thesis work has been conducted as a cooperative effort between Forteks AB and 

KTH. Therefore, we have been able to see a real-life example of an e-marketing plan 

along with the “hands-on implementation”. To clarify the concepts and get an insight 

to the literature, a literature study has been carried out. Doing so, the academic value 

of the thesis has been provided.

Several conclusions can be drawn from the results of this thesis project. Similarly, 

some questions need to be researched in more details. This chapter covers the main 
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conclusions from this thesis project work, and suggests some thoughts on what may 

constitute possible continuations and improvements of the work.

5.1. Conclusions

One of the most important conclusions is that e-marketing is an on-going activity 

and does not give results at day one. So the managers must stick to their plans and 

benchmark their results with their competitors continuously. Sticking to the 

SOSTAC® framework, on-going control and gradual improvement are the keys to 

the successful implementation of e-marketing strategies.

Going back to the research questions, used correctly online advertising is the “sauce” 

for the great content. Without great content, advertising will not be effective, 

whereas without advertising it is very hard to reach to visitors given the enormously 

high number of websites. Although there are many analysis tools available, it is still 

very easy to get lost in the advertisement campaigns. Managers must have clear 

goals with their advertising budgets such as having “75.000SEK sales/month” or 

having a %2 conversion rate with the Google Adwords. To find reasonable target 

numbers, analyzing the competitor websites and consulting the industry 

professionals can be utilized.

Some people see SEO (Search Engine Optimization) as magic. They tend to have 

unrealistic expectations just by optimizing their websites. There are many 

companies/individuals out there who misinform managers about the fact that SEO is 

not magic. The techniques should be planned before launching the website because 

the content and the design must be inline and it is more difficult to do so after the 

design has been completed. Google Webmaster Forum32 lists some of the common 

questions to ask to a potential SEO expert:

                                                
32 http://www.google.com/support/webmasters/bin/answer.py?hl=en&answer=35291 Last Accessed, 24 
May 2009
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o What kind of results do you expect to see, and in what timeframe? How do you 

measure your success?

o Do you offer any online marketing services or advice to complement your 

organic search business?

o What are your most important SEO techniques?

The “Online Visibility” is to a certain extent “Page Rank” in online business jargon.

Every link that comes from a high ranked website helps achieve better ranks. That is 

why e-magazines, blogs and articles are important. It is also a trust issue for the 

visitors. If a website is mentioned in CNN’s website, it is possibly worth visiting for 

the visitors.

Regarding the “monitoring” and “tracking” issue of the e-marketing “Google 

Analytics” is an excellent and free tool that is used widely. Using the tool, managers 

have total control of their online venture. They are able to see almost everything 

from the “landing page” to the “duration of visits”, to the “navigation path” that the 

visitors follow during their stay at the website.

Another conclusion is that the offline marketing efforts must be highly in line with 

the online marketing efforts. These include the messages given to the customers, the 

value propositions and even the graphical elements. It must be clear to a customer 

that the message they have seen on a printed brochure is augmented by the online 

marketing messages.

While assessing the advertising method and the budget, the managers must focus on 

the “cost per conversion”. That is the “The click costs required to actually deliver a 

conversion, (i.e. total click cost divided by total conversions)33”. Depending on the 

situation the “conversion” can be anything from a “sale” to a “lead” or a “sign-up”. 

And the average “cost per conversion” changes from industry to industry so the best 
                                                

33 http://www.foundagency.com/understanding-sem/glossary.htm Last Accessed,  12 May 2009
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way to find out it is to calculate “average order value” and the average number of 

purchases made by a typical customer.

The last conclusion from the point of a start-up is that, start-ups can not copy large 

companies’ strategies while they are moving on to the online world. Start-ups must 

be aware of the fact they have all kinds of “lack of resources” and should focus on a 

small number of targets with “clear goals” just as mentioned before.

The thesis has made two important unique contributions:

Small Business Perspective: The e-marketing plan has been tailored for the needs 

of a small business since they have a lack of resources. Most of the literature seems 

to have focused on the needs of big players who have deep pockets and a lot of 

channels to utilize. But this thesis project has been the result of a small player’s 

efforts for having a place in the “online world”. It has been the real-life story of a 

real-life business.

Hands-on-Implementation: Since the thesis student has the necessary technical 

skills to implement the actions those have been mentioned in the action plans, they 

have been implemented accordingly. This has given us the ability to evaluate and 

analyze the strategies proposed. Otherwise, it is very easy to list what needs to be 

done but it is difficult to see if that is really what needs to be done. Implementing 

and operating the “actual” business has been a tremendous experience to differ the 

theory and practice. As Yogi Berra states “In theory there is no difference between 

theory and practice. In practice there is”. This thesis positioned itself in the “sweet 

spot” between the theory and the practice which we believe is one of the goals of 

the “ICT Entrepreneurship” master program.

5.2. Lessons Learned

It was a great experience to be able to apply theoretical knowledge in a real-life case. 

During this process, I have learned a lot of useful information both for my 
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professional and personal future. The following are the most important lessons I 

have learned:

o As Jim Collins states in his best-selling book “Good to Great”, “Getting the right 

people on the bus” is the key to the success. The employees of a company must be 

self-motivated and should have the inner drive to be successful. Otherwise, it will 

be a waste of time and money.

o I have learned that the plans can change anytime and one needs to be prepared for 

everything. To be prepared, a manager needs to take “calculated risks” that is 

analyzing and trying to mitigate as much as possible. During my thesis, we have 

had to change our plan according to the circumstances those take place both in the 

industry and the team itself. So it is not about the plan, it is all about the planning!

o Effective communication of problems and solutions is a crucial factor of good 

management. There have been times during the project where face-to-face 

meetings were the only possible way of communication.

o The customers have all the answers to your questions if you know how to listen to 

them. We were able to find the distinctive features of Forteks’ products just by 

asking to the customers.
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5.3. Future Work

Since the time is always limited for a thesis project, the results and the analysis of 

the proposed tactics are not always seen in the short-term. So a future research may 

focus on seeing the long-term effects of the e-marketing activities especially for a 

small start-up. It may additionally focus on creating a “road map” or even a step-by-

step manual for small start-ups to follow through their e-marketing efforts.

Another work could possibly be carried out in different sectors and on more case 

studies instead of one. The researcher may observe the differences and similarities 

between different companies in the process of preparing an “e-marketing plan” and 

implementing e-marketing activities.

Lastly but not leastly, a new framework that is based on the SOSTAC® but 

customized for start-ups could be developed.
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7. Appendix

7.1. Appendix 1 – Blog Guideline

Forteks Blog Guideline

“Issues regarding blogging”

Published: March 17 2009
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How to Write a Post?

Since “Forteks Blogg” is hosted on Wordpress34, first you should login to the 

administration panel of the blog.

1. Go to http://wordpress.com/ and type in the “username” and the “password” to 
login to Forteks account.[See Figure 1]

Figure 13 - Wordpress Login Screen

2. In the opening page, click the “forteksblogg” that is listed under “Your blogs:” on 
the left side of the window. [See Figure 2]

                                                
34 See http://www.wordpress.com for more information. Last Accessed 17 March 2009
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Figure 14 - Blog Selection Screen

Then you will see the main administration page where you can write or edit posts, 

check statistics, moderate comments and etc. In this guideline we will only 

concentrate on writing a new post and publishing it on the blog. The following are 

the easiest ways to write a new post. You can either click “Add New” under the 

“Posts” title on the left side or click “New Post” on the upper-right corner. [See 

Figure 3]
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Figure 15 - Main Blog Screen

Either way will bring you to the same where you will create your content and set the 

options regarding your post. [See Figure 4]
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Figure 16 - Add New Post Screen

In this screen, you don’t have to know everything in detail. Here is the description of 

some important fields.35

Title

The title of your post. You can use any words or phrases. Avoid using the 

same title twice as that will cause problems. You can use commas, 

apostrophes, quotes, hyphens/dashes, and other typical symbols in the post 

like "My Site - Here's Lookin' at You, Kid." 

Post Editing Area

                                                
35 See http://codex.wordpress.org/Writing_Posts for more information. Last Accessed, 16 March 2009
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The big blank box where you enter your writing, links, links to images, and 

any information you want to display on your site. You can use either the 

Visual or the HTML view to compose your posts. 

Preview this Post

Allows you to see how your post will look before officially publishing it. 

Save Draft

Allows you to save your post as a draft rather than immediately publishing it. 

To return to your drafts later, click the Manage tab, click the Drafts link that 

appears below the Manage Posts title, and then click your draft post. 

Permalink

After you save your post, the Permalink below the title shows the potential 

URL for the post. The URL is generated from your title. The commas, 

quotes, apostrophes, and other non-HTML favorable characters are changed 

and a dash is put between each word. If your title is "My Site - Here's Lookin' 

at You, Kid", it will be cleaned up to be "my-site-heres-lookin-at-you-kid" as 

the title. You can manually change this, maybe shortening it to "my-site-

lookin-at-you-kid". 

Publish

Publishes your post on the site. You can edit the time when the post is 

published by clicking the Edit link above the Publish button and specifying 

the time you want the post to be published. By default, at the time the post is 

first auto-saved, that will be the date and time of the post within the database. 
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Tags

Refers to micro-categories for your blog, similar to including index entries 

for a page. Posts with similar tags are linked together when a user clicks one 

of the tags. 

Categories

The general topic the post can be classified in. Generally, bloggers have 7-10 

categories for their content. Readers can browse specific categories to see all 

posts in the category. To add a new category, click the +Add New Category 

link in this section. You can manage your categories by going to Manage > 

Categories. 

Content 

o Write the type and quality of content for your own website that you would 

want to find yourself, if you were searching on the search engines.36

o Use paragraphs and titles. Don’t post chunks of text. Instead, make it easy for 

the readers to skim by having titles and sub-titles. I.e.:

Cars

Lorem ipsum dolor sit amet, consectetur adipiscing elit. Ut mi odio, condimentum vel, 

porta nec, blandit vitae, orci. Curabitur dictum. Sed sollicitudin euismod velit. Nullam 

scelerisque. Maecenas libero nunc, vehicula sed, ultricies lobortis, fermentum sed, ipsum. 

Praesent sed justo. Class aptent taciti sociosqu ad litora torquent per conubia nostra, per 

inceptos himenaeos. 

BMW

Lorem ipsum dolor sit amet, consectetur adipiscing elit. Ut mi odio, condimentum vel, 

porta nec, blandit vitae, orci. Curabitur dictum. Sed sollicitudin euismod velit. Nullam 

scelerisque. 

                                                
36 http://webmarketing.veracart.com/ecommerce-seo-guide-30-1-top-tips/ Last Accessed, 17 March 2009
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MERCEDES

Lorem ipsum dolor sit amet, consectetur adipiscing elit. Ut mi odio, condimentum vel, 

porta nec, blandit vitae, orci. Curabitur dictum. Sed sollicitudin euismod velit. Nullam 

scelerisque. Maecenas libero nunc, vehicula sed, ultricies lobortis, fermentum sed, ipsum. 

Praesent sed justo. Class aptent taciti sociosqu ad litora torquent per conubia nostra, per 

inceptos himenaeos. 

To achieve this, think about what you are going to write and make a logical outline 

of your text before starting it. A reader should be able to get an overview of your 

content just by reading through the titles and the bold words.

o Try to use descriptive images when possible. But never use image for a text 

otherwise search engines will not be able to track it.

o Write about the content that most interests you. Show the passion in your text 

to the visitors. Don’t write solely for Google, focus on the people.

o Proofread your work before posting.

o Read related blogs and follow what they are writing about. You can add a 

new point of view or challenge them as well to increase the activity.

o Think about the frequency of your posts. Instead of having many short posts, 

consider combining them in a longer post.

o Sometimes timing is more important then the content, if there is an event or 

news that everybody needs to know now, be as fast as possible to blog about 

it.

o Ask questions and encourage readers to interact with you. At the end of each 

post, you can ask a question like, “What’s your opinion on this one” to 

stimulate the interactivity.
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o Try to have a catchy headline. Sometimes writing “How To” guides help a 

lot. I.e. “How to diagnose your car?” or” Three things you need to know 

about OBD”.

o Use bulleted lists where possible.

Search Engine Optimization

o Link to other websites as well as other posts of yourself. I.e. If you are

writing about “Advantages of AMX 530” and you have written about “How 

to use AMX 530” before, you should add a link to this article in your post. 

You can have a title like “Further Reading:” and list the other links there or 

use the links in the sentences. 

o When you link to other websites or your older posts, use “definitive titles” 

for your links. I.e.:

Bad Linking:

To learn how to use AMX 530, click here.

Good Linking:

You can also check “How To Use AMX 530”.

This kind of linking lets Google associate your link with the keywords 

that you have used for naming that link.

o Read other people’s blogs and comment on their posts adding a link to your 

related post. I.e. if somebody has written about “OBD Readers” you can 

make a comment on his blog and say “I have also written about this in my 

blog, you can check it at this address”. You can even make a couple of 

friends during this process.
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o After defining the keywords for certain products, use these keywords in your 

text whenever you write about them. I.e. assume that we have the following 

keywords for AMX 530, “obd reader” “eobd codes” “fault code reader”. 

When you write your content, you should use these keywords here and there 

in the sentences. Be careful about using them too much. Try to make it as 

natural as possible.

o Permalinks [see Figure 4] are editable. It is better to have page names that 

contain some keywords or description about the content. Wordpress creates 

them automatically but consider revising them. I.e. If your post title is “How 

to Use OBD Reader” your page name will automatically be something like 

“how-to-use-obd-reader” you may consider revising it and writing “obd-

usage” if that is an important keyword for us.

o Link to products on the WebShop whenever possible. I.e. if you write about 

AMX 530 it is pretty natural to have a link to the “product page” on the 

WebShop.

o Use the pre-defined tags for your content. 
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7.2. Appendix 2 – Blog Checklist

Use this checklist before you post anything to the blog:

1. Did you proofread your text?

2. Did you choose a catchy title for your post ?

3. Did you add tags related your content?

4. Did you select the category of your content?

5. Did you use paragraphs, titles and subtitles in your content?

6. Did you use the pre-defines keywords in your content?

7. Did you link to other post in-site and out-side related with the content?

8. Did you link to the product page on the WebShop?
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7.3. Appendix 3 – Second Action Plan

Action Responsible Target Indicator Time Frame
Improve Google Ads 
Campaign

Gökhan o 60 clicks / day (March:~35) Daily Clicks End Of April

Increase Visits Gökhan o 3000 visits / month (Visits for March: 1565 
visits)

“Visits” in 
Google Analytics

End of April

Increase Unique 
Visitors

Gökhan o 2200 unique visitors / month (Unique Visitors 
for March : 1202)

“Absolute 
Unique Visitors” 
in Google 
Analytics

End Of April

Decrease Bounce 
Rate

Gökhan o %50 Bounce Rate (March: %55.58, 
Feb:%59.70,Jan:%57.35)

“Bounce Rate” in 
Google Analytics

End of April

Increase Visitor 
Loyalty

Gökhan o %11 2 times visitors (March: %8.29)
o %5 3 times visitors (March: %3.70)

“Visitor Loyalty” 
in Google 
Analytics

End of April

Create a Facebook 
Group about Forteks

Gökhan o Have 50 members in the group Number of 
Members

End of April

Create Blog Posts Kristian o Write at least 3 posts / week. Number of Posts 
on the Blog

Every Week

Identify other 
bloggers in the 
industry

Kristian o Find 5 related blogs / week Other Blogs Every Week

Connect with other 
Bloggers

Kristian o Be Linked from 5 websites Incoming Links End of April

Comment on other 
Blogs

Kristian o 2 comments / day Being 
commented by 
the others

Every Day

Improve the “Product 
Descriptions”

Rogerio and 
Magnus(?)

o Vivid Workshop Data product page’s bounce 
rate %60 (Current : %76.03)

“Bounce Rate” 
and “Exit” in 
Google Analytics

A.S.A.P

Create Promotional 
Videos for Youtube

Rogerio,
Gökhan,
Kristian

o 4 YouTube Videos with 100 views / each (1 
Video / Every week)

Number of 
Videos and their 
views

End of April

Create Offline 
Marketing

Rogerio o Network with people from the industry Word of Mouth Forever
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Write two-paragraphs 
description of what 
Forteks is doing.(in 
Swedish)

Rogerio o Two-paragraphs description N/A A.S.A.P

Table 15 - Second Action Plan

7.4. Appendix 4 – Second Iteration Report

Action Responsible Target Indicator Time Frame Status as of 
23.04.2009

Improve Google 
Ads Campaign

Gökhan o 60 clicks / day (March:~35) Daily Clicks End Of April o ~110 clicks / 
day (%83 
increase)

Increase Visits Gökhan o 3000 visits / month (Visits for 
March: 1565 visits)

“Visits” in 
Google 
Analytics

End of April o 2514 visits ( 
3279 visits are 
expected till the 
end of the 
month)

Increase Unique 
Visitors

Gökhan o 2200 unique visitors / month 
(Unique Visitors for March : 1202)

“Absolute 
Unique 
Visitors” in 
Google 
Analytics

End Of April o 2190 unique 
visitors (2856 
unique visitors 
are expected till 
the end of the 
month

Decrease Bounce 
Rate

Gökhan o %50 Bounce Rate (March: 
%55.58, Feb:%59.70,Jan:%57.35)

“Bounce 
Rate” in 
Google 
Analytics

End of April o %49.67 Bounce 
Rate (April 1-
23)

Increase Visitor 
Loyalty

Gökhan o %11 2 times visitors (March: 
%8.29)

o %5 3 times visitors (March: 
%3.70)

“Visitor 
Loyalty” in 
Google 
Analytics

End of April o %7.71  2 times 
visitors 

o %2.03 3 times 
visitors (March: 
%3.70)

Create a 
Facebook Group 

Gökhan o Have 50 members in the group Number of 
Members

End of April o Done
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about Forteks
Create Blog 
Posts

Kristian o Write at least 3 posts / week. Number of 
Posts on the 
Blog

Every Week o 7 posts in three 
weeks

Identify other 
bloggers in the 
industry

Kristian o Find 5 related blogs / week Other Blogs Every Week o ?

Connect with 
other Bloggers

Kristian o Be Linked from 5 websites Incoming 
Links

End of April o We had 
incoming traffic 
from 3 different 
websites

Comment on 
other Blogs

Kristian o 2 comments / day Being 
commented by 
the others

Every Day o ?

Improve the 
“Product 
Descriptions”

Rogerio and 
Magnus(?)

o Vivid Workshop Data product 
page’s bounce rate %60 (Current : 
%76.03)

“Bounce 
Rate” and 
“Exit” in 
Google 
Analytics

A.S.A.P o 73.38 in April

Create 
Promotional
Videos for 
Youtube

Rogerio,
Gökhan,
Kristian

o 4 YouTube Videos with 100 views 
/ each (1 Video / Every week)

Number of 
Videos and 
their views

End of April o Videos have 
been recorded 
and will be 
edited this 
week.

Create Offline 
Marketing

Rogerio o Network with people from the 
industry

Word of 
Mouth

Forever o Sold the 
inventory

Write two-
paragraphs 
description of 
what Forteks is 
doing.(in 
Swedish)

Rogerio o Two-paragraphs description N/A A.S.A.P o Done


