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Executive Summary 

During the last years Internet has converted to a new way to make commerce. 

Companies use Internet as a way to promote their products and services, and present 

them to the customer. It offers new promotional opportunities. Through the websites 

the customer can have access to the information the company publishes about 

products, services and their characteristics. 

Car companies have used the website as a mean to present their products, they can 

offer the product information 24 hours a day and customers can visit the website 

whenever they want. Car companies use different tools to present and promote the 

product. According to that the researchers have made this study with the purpose to 

explore what the tools are that the car companies, in concrete Audi, use to present 

their products and how Audi uses these tools to achieve its online marketing goals as 

well as the influence on consumer behaviour. 

This purpose leads to the following research question: 

How does Audi configure its website to communicate the product assortment to the 

customers? 

The methodological part is based on a set of methods that were followed to do this 

case study. 

Several theories about the different website tools, website goals and consumer 

behaviour, which are related to another are applied. 

Afterwards in the empirical part, information about the company Audi, an interview 

with an employee of Audi, who is responsible for the website content of 

HTUwww.audiusa.comUTH, will give a deeper understanding of the applied tools and the goals 

which should be reached by the website tools. Further more an observation will 

contribute to this study. 
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Finally the empirical will be related to the theoretical part. This will give an answer to 

the research question formulated in the beginning. 

The thesis will finish with a short conclusion about the relevance of the thesis and 

suggestions for further research. 
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1 Introduction 

<<First, the topic and the reasons which lead to it will be explained. After that the 

background will be presented and the problem discussion will be carried out. This 

leads to the research question, and finally to the purpose>> 
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1.1 Introduction to the Subject 

 

What is the topic? 

The topic of study will be, which the tools are that car companies, concretely Audi 

USA, use on their website to present the product assortment to the customers. 

 

Why this topic in general? 

As companies in general have to compete on several marketing fields, they have to be 

present in the internet, too. Internet is becoming increasingly accepted by the people 

and therefore by the customers as a way to gather information for purchasing 

decisions. The technical development of the internet is also experiencing quick 

progress what offers companies new opportunities or tools to promote their products 

online.  

 

Why Internet? 

Internet was chosen, because in the new digital age, companies use Internet as a mean 

to establish a new commerce, to establish good relationships with customers, to create 

value between them and gain profit. They think internet has a lot of advantages for 

companies and customers as speed, convenience, information about all features and 

assortment of product and services.TPF

1
FPT  

 

Why website tools? 

The content of websites can be structured in infinite different ways. They can be 

created with a selection of tools, like audio or video to attract the visitor of the 

website in a perceptual way; or tools in an application-sense, like the product 

configuration function. Since multiple tools with various impacts on the consumer 

exist, a company has to select and combine these tools to create the aimed influence 

on the customers’ buying decision.   

                                                        
TP

1
PT Philip Kotler, 2003, Principles of Marketing  
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Why car companies? 

Car companies were chosen because they think that the use of cars is widely spread 

over the population and almost everyone is getting in touch with this product group 

regularly, and is therefore involved in it. Car companies use several technologies or 

methods to make people buy their cars instead of one of the competitors. They use all 

marketing means that are necessary to achieve their goals and to get the best position 

in the market. 

 

Why Audi USA? 

The researchers chose Audi in the USA because it is interesting how a German 

company like Audi acts in another, different country. The USA is the second biggest 

market for Audi (after Germany).TPF

2
FPT 67% of US new-vehicle buyers used the Internet in 

their shopping process (compared to 70% in China, 62% in France and 50% in 

Germany) TPF

3
FPT. These facts make it obvious that a valuable Internet presence in the US is 

important for Audi.  

The most advanced technologies were found to present and introduce its product in 

this market. The “US web shoppers” are very demanding when it comes to 

entertainment, they “want to be infotained” when searching for information on the 

web.TPF

4
FPT “Getting the Web right is essential in the U.S. where the Internet is a powerful 

and growing force for automotive consumers. 46% use manufacturer websites (like 

audiusa.com) vs. 30% across all countries.”TPF

5
FPT 

Boase et al. found in a survey that “about 60 million Americans say the Internet has 

played an important or crucial role in helping them deal with at least one major life 

decision.” Thereby, “Buying a car” belongs to the eight major decisions. “About 16 

million said the Internet had played a crucial or important role in this.”TPF

6
FPT 

                                                        
TP

2
PT Audi Annual Report, 2005 

TP

3
PT Audi US Online Marketing Department 

TP

4
PT Ibid 

TP

5
PT Capgemini, 05/06, Cars Online 

TP

6
PT Boase et.al. , 2006, The Strength of Internet Ties 
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1.2 Background 

 

Over the last few years the popularity of the Internet has grown at an amazing rate as 

it changed its overall purpose from defense to commercial applications. It consists of 

thousands of computer networks interconnected on a global level. Those Networks 

may offer services that people use to communicate with one another or to find and 

retrieve information all around the world.TPF

7
FPT Internet enables people to gather 

information about a company or its products “without ever leaving their home or 

office”.TPF

8
FPT  

The internet offers various ways of communication: “e-mail, discussion groups, 

electronic data interchange from computer to computer, online advertisements and 

websites.”TPF

9
FPT 

Websites provide companies huge profits: “an easy, inexpensive, fast and 

technologically sophisticated marketing tool for advertising, taking and placing orders, 

promoting their philosophies and get in touch with their customers all over the 

world.”TPF

10
FPT ”Through the web, company logos and branding can get out to millions of 

users in a wide variety of places very cost effectively”.TPF

11
FPT 

A company can promote a complete presentation “with sounds, pictures and videos to 

millions of potential consumers”TPF

12
FPT 

Companies use different methods to offer their products, all of them have a website 

where they offer products and services. 

 

Why do these companies use the website? 

                                                        
TP

7
PT Palumbo and Herbig, 1998, International marketing tool: the internet  

TP

8
PT Komenar, 1997, Electronic Marketing 

TP

9
PT McDonald and Wilson, 1999, e-Marketing, 

TP

10
PT Mathiesen ,1997, Marketing on the Internet  

TP

11
PT Komenar, 1997, Electronic Marketing, p.361 

TP

12
PT Mathiesen, 1997, Marketing on the Internet 
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“Because Web is a dynamic, real-time, interactive multimedia mechanism, it has 

attributes unlike other mass media – notably, direct interaction and involvement.”TPF

13
FPT 

With tools like audio, video, graphics and text companies can present the different 

kinds of products that are offered to the customers. With these tools companies attract 

the attention of customers, for example with videos, the customer can see the products 

that they want to buy. The quality of images and design has an impact on the 

customers. Sounds or melodies are reminding elements for the customer, one kind of 

song can create the memory of a product, or the way to explain the products and their 

characteristics with the language can cause more curiosity to the customers. TPF

14
FPT  

 

Very important is the quality of information that these websites provide the customer. 

Companies’ websites should allow them to get the information that they are searching 

for. They have to make an appropriate use of the tools to make a good presentation, 

because it is difficult for the customers to understand the terms, conditions and 

description of product and services, it could be dangerous for the possible sale.TPF

15
FPT 

 

The automotive industry is undergoing a huge increase of sales of its products. 

Customers are more sophisticated than before, so they use the website to find the 

product that they want.TPF

16
FPT 

 

Internet has obviously changed consumer behavior. Any automotive brand that has no 

online existence would stand for going to lose a big amount of customers.F17F   

Chrys Philalithes director of search engine Espotting says: “car brands are increasing 

awareness that the internet is a medium where consumers decide which marques 

interest them and online interest will hopefully result in offline sales”.TPF

18
FPT 

 
                                                        
TP

13
PT Evans and King, 1999, Business-to-Business Marketing and the World Wide Web: Planning, Managing and 

Assessing Websites, Industrial Marketing Management 28, p. 343-358 
TP

14
PT Ibid 

TP

15
PT Art.Shaohan Cai and Minjoon Jun.Internet User’s perceptions online service quality. 

TP

16
PT Capgemini, 05/06, Cars Online  

TP

17
PT Bonello, Deborah, 2004, Car makers find value in the web  

TP

18
PT Ibid 
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Car companies use Internet as a method to promote their cars. The customers can 

enter several websites to look at all the different models, check the diverse 

characteristics and prices of the cars. The websites offer 24 hours availability and 

quicker access of information, since the customers do not have to visit a local car 

dealer anymore to get information by brochure or on the verbal way by a salesperson.  

 

Car companies have to know what the customers want or what they are looking for. 

Customers focus on their needs in different products and services, and car companies 

try to offer the latest models. The customers make a decision when they have visited 

different websites, so the advertising and the forms of media are very important, 

because they have a big influence in the decision-making process.  

Car manufacturers pay more attention in the forms to present the product and attract 

customers. TPF

19
FPT 

 

 

This study deals with the US subsidiary of Audi, Audi USA. 

“One key aspect in U.S is work in the web.”TPF

20
FPT They have the best capabilities in the 

web. Customers want to go to the website to find the information that they need, and 

compare one car with another. “Internet is a powerful and growing force for 

consumers” TPF

21
FPT More than one third of the customers in the US use the website to seek 

a vehicle. 
 
 
 
 

1.3 T Problem Discussion 

The amount of people with Internet connection increases. Web surfers spend more 

time in the Internet, gathering information or being entertained by its offerings. The 
                                                        
TP

19
PT Capgemini, 05/06, Cars Online. 

TP

20
PT Ibid 

TP

21
PT Ibid 
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popularity of the Internet increases at an “amazing rate”.TPF

22
FPT Also the content of the 

Internet improves, since new developments in the multimedia area enrich the range of 

facilities to be entertained or even emotionally touched. For example an advertising 

video as a marketing tool on a website has a high impact on the consumers’ 

involvement. Thereby it is necessary that people have broadband internet connection, 

which is necessary to download these files (streams) in an appropriate time, without 

letting the visitor of the website wait too long. But even this problem of slow 

connection is getting solved since the number of people with broadband connection 

increases. “In December 2005, about 74 million Americans had broadband at home”TPF

23
FPT, 

(28% of the population), and are therefore potential recipients for the complete range 

of multimedia exposure that is currently possible on the web. Consumers of these 

media get used to these appeals, what makes higher doses in arousal to evoke a 

response. 

These developments of Internet community and the facilities on the web can be 

exploited by companies for example for marketing reasons. Videos in combination 

with audio streams could offer the customer deeper impressions of the advertised 

product. Therefore, the companies should be aware of the opportunity to 

communicate its products or the brand image through this medium. As mentioned 

earlier, video is one tool besides many others, like pictures or text that can be used for 

creating a website. These elements or communication tools could also be part of a 

web tool like car configurator. This tool gives the customer the opportunity to 

“ Tconfigure the ideal engine, colors, and packages (of a car), then (to) locate a 

dealer.”TTPF

24
FPTT  

TAudi, as a manufacturer of cars in the premium segment, has its second biggest 

market in the USA. Therefore it has a website presence for this market to promote its 

products and the company itself.  Keeping in mind the earlier mentioned 

developments of the internet landscape and its users, one will be led to the question, 

how Audi USA creates its website to be geared to the needs of the US-Customers? 
                                                        
TP

22
PT Palumbo and Herbig, 1998, International marketing tool: the internet  

TP

23
PT Horrigan, 2006, Online News, For many home broadband users, the internet is a primary news source  

TP

24
PT Audi USA 2006 
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And more concretely, which communication and web tools places Audi on 

HTUwww.audiusa.comUTTTH to reach its customers. 

 

1.4 Research Question 

How does the Audi USA website communicate its product assortment? 

 

1.5 Purpose 

The main purpose of this thesis is to describe the website tools Audi uses to present 

the product assortment to the customers. As well as, which are the main goals that 

Audi wants to achieve by the website?  

 

1.6 Limitations  

The phrase “Internet tools” finds several meanings in the literature. Therefore it has to 

be differentiated. For some authors it consists of communication tools, like audio, 

video, text and sounds, and the other speak about tools in the sense of applications 

like 3-D animations, car configurators or dealer locator (called web-tools). This thesis 

will only treat these two groups of internet tools and not those that are technically 

related, like programming tools. 
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2 Methodology 

 

<< In this chapter the authors present appropriate methods; the 

selected research method that has been applied in this study is 

described. It explains how the empirical data is collected and with 

which model it has been analysed  >> 
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2.1 Research Methodology  

According to the book of research study case of Robert Yin, researchers can use 

different ways of doing social science research: experiments, surveys, histories, 

archival analysis and case study. 

Table no. 1 – Relevant Situations for Different Research Strategies TPF

25
FPT 

Strategy Form of Research 
Question 

Requires Control 
Behavioural Events? 

Focuses on 
Contemporary 

Events? 
Experiments How, Why? Yes Yes 

Surveys Who, What, Where, 
How many, How much? 

No Yes 

Histories How, Why? No No 

Archival Analysis Who, What, Where, 
How many, How much? 

No Yes/No 

Case Study How, Why? No Yes 

In table no. 2 one can see five different types of research strategies that can be used 

for writing the thesis. This research strategy is important to carry out three important 

conditions: what is the form of research question, the control of behavioural events 

and the time focus.  

The type of research question of this study is the “How”-question. This kind of 

question is more explanatory. The authors are trying to explain how the Audi website 

presents the product assortment to customers and with which tools the company 

achieves to present its products and how the customers can get information about the 

product assortment. 

Another important aspect is specifying the time focus. The study includes an 

interview and some direct website documentations. This is called a case study 

research strategy. 

                                                        
TP

25
PT Gummesson, 2000, Qualitative Methods in Management Research,  
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2.2 Scientific Perspectives 

With this theory the reader can find the differences between the following different 

kinds of research approaches: Inductive versus Deductive and Positivism Paradigm 

versus Hermeneutic Paradigm.    

2.1.1 Inductive versus Deductive Approach 
The exact definition of the deductive method is written below to know what the 

approach which the authors use exactly is. 

“Deductive research starts with existing theories and concepts and formulates 

hypotheses that are consequently tested. The inductive research starts with real-world 

data, and categories, concepts, patterns, models, and eventually, theories emerge from 

this input”.TPF

26
FPT This thesis follows the deductive approach because it tries to investigate 

what the different website tools are, that car companies use to present the products 

with. Concrete, how Audi uses the website as a marketing tool to communicate the 

product assortment in the new digital age. The research is based on existing theories 

from books and articles.  

2.1.2 Positivistic Paradigm versus Hermeneutic Paradigm 

According to Gumesson’s definition, scientific paradigms are thoughts and actions of 

academic researchers that are subject to underlying paradigms.TPF

27
FPT The author declares 

that there are two types of scientific paradigms, the positivistic paradigm and the 

hermeneutic paradigm. The following table is a tool for the readers to understand 

which scientific paradigm is more appropriate to do the study. 

 

                                                        
TP

26
PT Gummesson, 2000, Qualitative Methods in Management Research 

TP

27
PT Ibid. 
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Table no. 2 - Positivistic Paradigm versus Hermeneutic Paradigm TPF

28
FPT 

UPositivistic ParadigmU UHermeneutic ParadigmU UPosition of this ThesisU 

Research concentrates on 
description and explanation. 

Research concentrates on 
understanding and 
interpretation. 

The study is concentrated on 
description and explanation. 

Well-defined, narrow studies. Narrow as well as total studies 
(holistic view). 

The study is narrow because it 
is focused on particular aspect 

of a phenomenon, it 
concentrates on the tools Audi 
uses on the website only and 
does not include factors like 

the customers and their 
perception of these tools 

The vantage point is primarily 
deductive; thought is governed 
by explicitly stated theories and 
hypothesis. 

The vantage point is primarily 
inductive; researchers’ attention 
is less focused and is allowed to 
“float” more widely. 

The authors have followed a 
deductive study because the 

explicitly stated theories give a 
frame to be able to investigate 

Audi’s website 
Research concentrates on 
generalizations and abstraction. 

Research concentrates on 
specific and concrete (“local 
theory”) but also attempts 
generalizations. 

The research refers to a 
specific and concrete problem 

and aims at generalizing its 
findings. Companies in the 
same sector with the same 

problem can find help through 
this study. 

Researchers seek to maintain a 
clear distinction between facts 
and value judgements; search 
for objectivity. 

Distinction between facts and 
value judgements is less clear; 
recognition of subjectivity. 

The authors are objective, they 
do not judge subjectively 

Researchers strive to use a 
consistently rational, verbal and 
logical approach to their object 
of research. 

Preunderstanding that often 
cannot be articulated in words or 
is not entirely conscious – tacit 
knowledge – takes on an 
important rule 

The authors try to act in a 
rational way and have a 

logical approach of the object 
of the study. 

Statistical and mathematical 
techniques for quantitative 
processing of data are central. 

Data are primarily non 
quantitative. 

The authors use qualitative 
information to formulate the 

empirical data, e.g. the website 
tools are documented to gather 
data which could be compared 

with the theories 
Researchers are detached- i.e., 
they maintain a distance 
between themselves and the 
object of research; take on the 
rule of external observer. 

Both distance and involvement; 
researchers are actors who also 
want to experience what they 
are studying from the inside. 

External observation is 
preferred, because the website 
tools are inspected from the 
researcher’s perspective and 

not from the one of the 
customer to gain objectivity 

Distinction between science and 
personal experience. 

Researchers accept influence 
from both science and personal 
experience; they use their 
personality as an instrument. 

Researchers are using 
primarily science and a little 
personal experience ,but they 
make a distinction between 

them 

                                                        
TP

28
PT Ibid. 
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Researchers try to be 
emotionally neutral and make a 
clear distinction between reason 
and feeling. 

Researchers allow both feelings 
and reason to govern their 
actions. 

The researchers are not 
emotionally influenced 

Researchers discover an object 
of research external to 
themselves rather than 
“creating” the actual object of 
study.  

Researchers partially create 
what they study, for example, 
the meaning of a process or a 
document. 

The field of study is new for 
the researchers. 

According to this table the thesis we follow the positivistic paradigm. 

 

2.2 Data Collection 

There are two main aspects to show the research’s credibility. 

According to Gumesson “…the researcher’s number 1 problem. (…) the ability to get 

close to the object of study (…)”.TPF

29
FPT  

2.2.1 Theoretical Data 

The theoretical data used in this research is based on articles from databases like 

Emerald, Elin, Academic Search Elite and Business Source Premiere. Books were 

used to do the most important part of the theory, which were found in the Växjö 

university library.  

2.2.2 Empirical Data 
Yin refers to the six main sources of evidence: documentation, interviews, archival 

records, direct observations, participant-observation and physical artefacts. TPF

30
FPT  

The qualitative research technique is appropriate for this thesis, since an employee 

from the Audi U.S. online marketing department is interviewed. The interview is 

chosen to be as close to the responsible employee as possible. The correspondent 

documentation and the direct website documentation is used.  

Articles from scientific journals and magazines as well as annual reports give 

information which belongs to the group of secondary data.  

                                                        
TP

29
PT Ibid 

TP

30
PT Yin, 2003, p. 85 
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This work will be enriched also by texts and documents that will be offered by the 

Audi U.S. online marketing department. These will offer data on which their website 

marketing is based.  

They will be compared to current theories regarding their effects on the website 

visitors.  

By the website documentation will be recognized how Audi is present to everyone 

who will visit www.audiusa.com (text, pictures, animations, sounds etc.) 

 

Interview: This interview with an employee from the online marketing department 

U.S. answers these questions and gives an understanding of the concept that Audi 

follows with its online contents. 

A structured questionnaire in the way of about 12 concrete questions is sent to the 

interview partner. In contrast to a telephone interview, the conversation partner has 

more time for giving more detailed answers and has the opportunity for corrections 

when reviewing his answers. Further more, if the given answers are not appropriate or 

detailed enough, there is still the opportunity to get more valuable information by 

telephone interviewing with the interview partner. 

 

2.3 Quality of research designs TPF

31
FPT 

“Research design is supposed to represent a logical set of statements; you also can 

judge the quality of any given design according to certain logical test”TPF

32
FPT 

The main concepts include Trustworthiness, credibility; confirm ability, and data 

dependability 

 

Table no.3 Case study Tactics for four Design tests.TPF

33
FPT 

Test Case study  Phase research in which 

tactic occurs 

                                                        
TP

31
PT Ibid 

TP

32
PT Ibid,p.33 

TP

33
PT Ibid,34 
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Construct validity Sources of evidence 

Evidence 

Key informants 

Data collection 

Data collection 

Composition 

Internal validity Pattern matching 

Explanation building 

Rival explanations 

Logic models 

 

            Data analysis 

External validity Theory in single studies 

Replication logic in 

multiple-case studies 

 

Research design 

Research design 

Reliability Protocol 

Develop date base 

 

Data collection  

Data collection  

 This table reflects several case study tactics; these four tactics are common in all 

scientific methods. 

 

2.3.1 Construct Validity 
To study each concept these tactics establish correct measures to have validity. To 

build validity it is necessary to establish a chain of evidence and use a set of evidence 

sources and to check the case study with keys informants. There are two important 

steps that researchers must cover: First to select what changes are studied and to relate 

with the goals of the study case; second demonstrate that the measures selected are 

appropriates to the changes selected. The two first steps should occur during the data 

collection activity and the third while writing the composition.F34F  

To create validity, the authors used multiple sources (interview data, internet 

documentation of the website, articles from scientific magazines and public 

documents about the company and general information from newspapers or time 

business magazines). 
                                                        
TP

34
PT Ibid., p. 34 
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2.3.2 Internal Validity 
According to Yin, internal validity is only to explain causal studies. This tactic 

establishes a causal relationship, whereby certain conditions are shown to lead to 

other conditions.F35F The investigator establishes a relationship between X AND Y. The 

investigator tries to understand whether event X causes event Y, but sometimes there 

is another third element.  

This study is based on the research how car companies, in concrete Audi, present the 

product assortment. Audi aims at fulfilling certain online marketing goals (event X). 

These aims have an effect on the tools which are used by the company (event Y). 

2.3.3 External Validity 

In this test it is necessary to establish the domain to which a study’s findings can be 

generalized.TPF

36
FPT It is the major problem to do case studies. To achieve external validity 

there are two important steps. First make one interview minimum in the company; to 

analyze the interview and find which theories support the results of the case study. In 

this case the results of the Audi case study can be compared with other car companies. 

But it can only be generalised to similar companies (like big premium car 

manufacturers), in the same country (on the American market), with a similar target 

group. But a broad external validity can not be guaranteed since other companies 

could follow totally different online marketing strategies but with the same aims.  

2.3.4 Reliability 

“Demonstrating that the operations of study such as data collection procedures can 

be repeated, with the same results”TPF

37
FPTThis test is useful to minimize the possible errors. 

The last test and the main objective is to check that if two or more investigators use 

the same procedures and the same method to do the case study, they will get the same 

results and the same conclusions.TPF

38
FPT If another new researcher caries out the same 

study with the background used and with the same interview they should achieve the 
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same conclusions, because the data collection has been made close to core of the 

investigated topic. For example to find out the website tools that a company use, the 

authors believe that it is best to do a detailed website documentation and to try out all 

functionalities on the investigated or inspected website of the company. But to have 

information about the aims that the company has behind using these tools, the authors 

think it necessary to receive data from the people who are in charge of the site design. 

Therefore, the interview of a responsible manager is the best method to get 

appropriate answers, what has been done during the studies for this thesis. To fill 

some “gaps” of research, the authors decided to take into account data from 

documents and further resources like reports about Audi’s online marketing. 

2.4 Summary of Methodology 

In table no.5 the authors summarise the chosen methods. It will facilitate the 

understanding of readers. 

Table no. 4 – Summary of the Chosen Methodology 
General Methodology Thesis Methodology 

Research Methodology Case study 

Scientific Approach Deductive 

Scientific Paradigm Positivistic 

Theoretical Data Collection Books, articles, website 

Empirical Data Collection Articles, Interviews, Detailed Description of 
Company’s Website, Annual Reports 

Scientific Credibility Construct Validity, External Validity, 
Reliability 
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3 Theory 
 

<<The following theories should support the understanding of website and 

communication tools with which the marketing goals of the company are met. The 

theories will explain website tools in detail. It will be complemented with further 

theories about the general marketing goals that companies want to achieve by the 

website>> 
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Graphic No. 1 Structure of Thesis 

 

 

3.1 Website Goals and Benefits 

The following theories are used to explain which benefits are offered and which the 

most important goals are that a company pursues by its website. 

3.1.1 Setting website objectivesTP

 
F

39
FPT 

For the companies the main objective is not only to generate sales; another two more 

important aspects are generating profits and establish long-term relationship. 

Companies have several ways to present their products and services, and to support 

their customers. The companies can use Internet in several areas to try improving 

marketing process. One of these areas is the Website; it is an area where the company 

can present the different products and services. 

The following goals are a few of these which want to be achieved from the company 

by the website: Creating product awareness; Establishing relationships with prospect 

(presales-support) and current (post-sales support) customers as well as with 
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shareholders and suppliers; Links to related web content; Improving the brand image; 

Creating employment.TP

 
PT 

 

Schaupp mentions further aspects of websites that companies aim at: TPF

40
FPT 

To give information about the product to influence the user in the decision process as 

well as Knowledge enhancement, which gives information about the next events or 

defined topic. There is also entertainment, which consists of music etc. E-commerce 

allows doing transactions online. 

 

Companies use Internet to promote and sell their products for several reasons and 

advantages. The internet offers low costs to distribute the information about the 

company and about the products. These products can be distributed on-line. 

Companies can change their advertising campaigns without of traditional costs. They 

can improve their internal operations offering quick and easy. TPF

41
FPT 

 

3.2 Recommendations for a website 

Evans and King mention general recommendations for a website: “1. Keep popular 

information close to the home page; 2. Create organized, easy-to-navigate pages; 3. 

Given the Web’s real time nature, update the material regularly; 4. Consider the 

tradeoffs between graphics and speed.”TPF

42
FPT 

 

Companies have to be conscious about some factors which improve the service 

quality to the customers. The catalogs must have a clear structure, contents and 

features and be logical and easy to follow. The design of the site should be attractive, 

concise and easy to understand. Phone and mail contact is another factor which should 
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be included on a website. TP

 
F

43
FPT 

It has to pay attention not only to the buyers, also to the potential customers, Website 

try to transfer the information searchers in buyers. One factor to satisfy the need of the 

customer is the personalization, to know where the visitor come from, what is the 

language and what information is more important to offer them according the place 

where they live. 

A good communication in the website will be necessary to enable customers to find 

the information that they need.TPF

44
FPT 

 

3.2.1 Valuable Company Sites  
The Website of a company addresses several audiences with different needs. A 

website “that does not balance these needs in proportion to the audience size will not 

succeed”.TPF

45
FPT The audience usually contains of customers, partners, investors and 

potential employees, whereas the primary visitors’ needs should be focused. The 

homepage, as the “page that customers usually visit first, must direct them to the 

information they need”.TP

 
F

46
FPT Potential and current customers want to seek information 

about products and services. But a valuable website has to give information to all 

visitors. Therefore it has to be built considering the various needs or questions.  

The derived solutions to the upcoming questions of “everyone” and “current 

and potential customers” are summarised by van Duyne in the following list. 

To everyone a company has to provide information about the offering in the form of 

printable pages of the products with a service overview and a description of the 

company. News of the latest product, press releases and the opportunity to do an 

email-subscription to a free company newsletter offer the opportunity to keep updated. 

The products (of the past and current) should be listed with detailed descriptions. 

To current and potential customers the company should offer guidance of how to use 
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the product (online manuals) and external links to reviews and testimonials as well as 

frequently asked questions. Ordering information and clean product details are further 

helpful factors.TPF

47
FPT 

 

The possibility to access the website increases the communication between the 

company and the customers, and decrease the number of calls, the information about 

the products is really easy in the home page and the order forms.  

It is a way to save time and money and gain higher customer satisfaction. 

They can write all kinds of suggestions by mail and it is good to offer different 

discounts to motivate the customers. 

All companies offer customers a good service, the customers can contact them, and 

they receive an answer immediately, another kind of services is that the companies 

offer a service post-sales to receive all kind of question, problems…They guarantee a 

good and quick service.  

In some companies there are special sites for the customer that sometime have bought 

their product. 

 

Customer satisfaction depends on the product’s performance according to the 

customer’s expectations. 

If the performance is short according to the expectations, the customers will be 

unsatisfied, but if the performance exceeds the expectations then, they will be 

satisfied. 

In this case the companies have to find a way to satisfy the customers with several 

strategies.TPF

48
FPT 
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3.3 Introduction of website tools 

Marketing tools in general are subdivided into two main groups: Marketing offering 

tools and marketing communication tools.TPF

49
FPT 

The three aims of marketing communication tools are:   

1. To express the “value of marketing offerings”,  

2. To “show the way to the offerings” for example information about the way a 

product can be purchased. 

3. To remind the buyers that this product exists and how it can be acquired. 

The seller or buyer may initiate the communication process. The seller can 

initiate through advertising (i.e. TV or direct mail). The buyer’s initiatives can emerge 

in the way of orders (where the buyer is not influenced by the seller) or inquiries 

when further information about the product is required. “Examples of enquiries would 

be when a potential consumer actively seeks information from a car dealer’s 

representative”.TP

 
F

50
FPT  

Regarding types of marketing communication, the “internet in general belongs 

to the impersonal mass communication, whereas interactive use of the internet 

belongs to the personal individual communication”.TPF

51
FPT 

 

 

3.3.1 Publishing Information 

The website’s main purpose is to allow the users to find specific information 

according to their needs. 

  

The Information quality must be accurate, relevant, complete and easy to understand 

for all users.TPF

52
FPT 

As the Web offers “virtually infinite space, companies can post as much information 
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as needed to fully explain a product...” Company websites usually “tell customers 

what products are all about, how they are positioned, what they do, how they’re 

used…”TPF

53
FPT 

 
Clean Product Details 
Is a customer interested in buying a product, he seeks for product details to be able to 

make a buying decision. For the company it means that in-depth information has to be 

published on the website.TPF

54
FPT “Shoppers need to scan for basic, valuable blocks of 

information, including product photos, thorough descriptions, features, prices, and 

even benefits. If your customers are unfamiliar with a product, detailed information 

including images and demonstrations can give them what they need to make 

decisions”TPF

55
FPT 

To make it easier for the customer to gain information, a “quick to scan and 

read product detail page” offers the best solution. “A standardized product template 

helps customers find the details they need as they move from one product page to the 

next.”TPF

56
FPT Thereby they could also be emotionally touched by a satisfying performance 

of the site. 

General information, like the price should be placed at the top of the page or at 

least in a position that is easy to scan. A small product thumbnail that is clickable and 

links to more detailed information support the information seeking customer.TPF

57
FPT 

3.3.1.1 Information applications 

 
“Locate a Dealer” 
For a company that has several subsidiaries or contracted dealers, it is important to 

offer the function “locate a dealer” which “is a great service to the customer and a 

great time-saver. It also saves the company on costly phone calls to dealers, 

manufacturers, and customers so that more of a dealer’s resources can be spent selling 

                                                        
TP

53
PT Komenar, 1997, Electronic Marketing 

TP

54
PT Van Duyne et al., The design of sites, 2003, 

TP

55
PT Ibid  

TP

56
PT Ibid 

TP

57
PT Ibid 



www.audiusa.com 

 31

a car of focusing on customer service.”TPF

58
FPT To locate a dealer on a website one has to 

type the zip-code of the area of interest into a field. Afterwards the system offers one 

or more dealers that are situated close by. 
 
 

Product Catalogs on the Internet 

The website offers the opportunity to present a product catalog. A web catalog reaches 

a bigger audience and is far cheaper than reaching the same amount of people by a 

hard copy catalog. Vassos mentions further advances of the web catalogs towards the 

hard copy catalog. These are: “The opportunity to change the content when necessary. 

The product selection may change; daily specials can be announced based on sales 

trends. New products can be launched. Up-to-date information can be provided 

regarding the availability of specific colours and sizes that may not longer be in 

stock.” TPF

59
FPT 

 

 
 

3.3.2 Building Customer Relationships 
The organizations must gain a successful relationship with the customers by the 

website, it is not supposed to sell immediately, but it is a success factor for the 

company.TPF

60
FPT 

 
On the website there are two points of view, on one hand the website user, and on the 

other hand the company that offers the product on its website. 

The expectations of users must be met when they visit the website and they have to be 

reminded as a positive experience.TPF

61
FPT 

 

Relationship with the customers: Satisfying the customers: Satisfying the needs 

Companies must pay attention to these users: 
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- Online buyers: they use Internet and the correspondent website of the product 

to carry out the purchases of products and services. 

- Information searchers: They use Internet only to get information. 

One of the most important mistakes is that companies pay more attention to 

perceptions of the buyers and they do not pay attention to the people that are only 

seeking information, and those who could be potential buyers.TPF

62
FPT 

 

3.3.3 Multimedia and Entertainment 
 

Multimedia describes contents which consist of several digital media (like text, photo, 

graphic, animation, audio and video). TPF

63
FPT 

Issing and Klimsa define Multimedia as „the integration of digital media, like for 

example text, pixel-pictures, graphics, video and sound, in hardware und software 

technologies”.TPF

64
FPT 

 

Solomon claims that music, videos and movements in advertisements increase 

attention of customers. Also changes of volume in the music, fast action and pictures 

with different colours have positive effects on it. The customer becomes more 

involved that way.TP

 
F

65
FPT 

 

Komenar explains, regarding Products and Service Marketing “on the Web, 

multimedia can add visual and audio flair to a presentation of products” and “in 

addition to text, animation, graphics, and audio can all be utilized to interest and 

inform the customer.”  

Further he talks about two media examples how a product can be shown: By a “small 

clickable graphic (thumbnail) linked to further information or even an animation”. 

Thereby the customer has the opportunity to collect more information of the 
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product.TPF

66
FPT  

These factors are also mentioned by Andrew Dahl and Leslie Lesnic. They also claim 

that the design of the web pages must be attractive to the customers, with audio, video, 

texts, colours, images, graphics; there are unlimited possibilities to establish the 

website. 

The only reason is to attract the attention to the customers to create curiosity to look 

what the company is offering.TPF

67
FPT 

 

Advanced Web Technologies 

Multimedia and interactive Internet tools have their advantages and disadvantages. 

Positively to mention is that “they contain features that can add both attractiveness 

and functionality to your Web site. This can be in the form of photographs, videos, 

audio feeds, scrolling information, simulated 3D environments, and real time 

communication”.TPF

68
FPT Negative is that the visitor has to have installed the necessary 

program to use the applications and not everyone has all these programs installed. 

Photographs on the net: “A picture is worth a thousand words.” 

A photography does not only have to contain the product, it can also show 

content that creates a certain atmosphere (i.e. a sunset) and thereby improve the 

attractiveness of the website.  

“An (interactive) ad can interest the customer in becoming involved with your 

product. With interactive advertising, the goal becomes getting customers to interact 

with a company’s product by offering compelling interactive content, ideally, content 

that is targeted particularly to them.”TPF

69
FPT 

 

Multimedia - Making it work 

1. Designing with text 

The screens of computers provide just a little space for showing multiple ideas. The 
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value of text can vary between high-impact or exact information. When the user 

searches for information, it is necessary to fill the page with a lot of text to avoid 

unnecessary use of the mouse or keyboard for moving the text on the screen. Too 

small and much text, on the other hand, appears less appealing. Therefore, the right 

balance between the amount of information and website appeal has to be found. 

“Seekers want dense material, and while they travel along your navigational pathways, 

they will scroll through relevant text and study the details.”TPF

70
FPT 

To satisfy customers’ needs, the website should provide content that is “easy to 

understand”. “Even though a Web site can combine text, graphics, video, and audio in 

an attractive way, for many users, text content is still king (…). Compared to graphics, 

video, and audio Web files, text files download quicker.” TPF

71
FPT 

Animating Text 

Animating text can retain viewer’s attention. For example it can fly onto the screen or 

the headline can grow when scrolling over it.TPF

72
FPT 

2. The power of sound 

”Sound is the most sensuous way of multimedia.” It can evoke listening pleasure by 

music, providing a mood when it is in the background or accentuate an on-screen 

activity. “Misuse of sound can wreck your project”. TPF

73
FPT 

3. Images 

”What you see on a multimedia computer screen at any given time is a composite of 

elements: text, symbols, photograph-like bitmaps, vector drawn graphics , three-

dimensional renderings, distinctive buttons to click and windows to of motion video.” 

Moving pictures tempt the eye and evoke attention.TPF

74
FPT 

4. Animation 

”Animation adds visual impact to your web pages.” “You can animate your whole 

project, or you can animate here and there, accenting and adding spice. For a brief 
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product demonstration with little user interaction, it might make sense to design the 

entire project as a movie and keep the presentation always in motion.” TPF

75
FPT 

5. Video 

Motion video is has the ability to hold the viewer’s interest over a longer period. 

“Digital video is the most engaging of multimedia venues, and it is a powerful tool for 

bringing computer users closer to the real world”. “With video elements in your 

message you can effectively present your messages and reinforce your story and 

viewers tend to retain more of what they see.” But it is necessary to show a video that 

suits to the viewer’s demands, because bad videos can have a negative effect.TPF

76
FPT 

 

 

 

Richardson quotes the model of Palmer and Griffith (1998). This should give a 

general idea of the relation between basic marketing functions as well as technical 

characteristics. 

 

Graphic no.2 Basic Marketing Functions and Technical Characteristics 
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Image no.1 Screenshot www.audiusa.com 
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Empirical Data 
 

<<This part contains all information collected from the interview; this information is 

called data collection. The interview is sent and answered by e-mail. According to 

following the deductive approach, this part is based on the conceptual model. First, 

information about the company, then the information obtained in the description of 

the website and the information obtained in the interview is given. After that further 

empirical findings from books and articles will be presented>> 
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3.4 Company overall 

Audi is a manufacturer of premium cars which have sportive and luxury characters. 

It accounts with the best management forms and technological advances, ”customers’ 

wishes are placed at the very heart of its unceasing quest to find ever better 

solutions”TPF

77
FPT 

The products range from small cars, like the A2 to big Sports Utility Vehicles (SUVs), 

like the new Q7. The company is one brand of the Volkswagen AG, which is situated 

in Wolfsburg, Germany, whereas Audi is located in Ingolstadt, Germany. The 

company sign, four connected rings, stands for the union of four car manufacturers in 

1932, which are the routs of the current Audi AG. In 2005 Audi sold 829.000 cars 

worldwide.TPF

78
FPT 

The main competitors are BMW, Mercedes-Benz, Lexus, and Jaguar. Their slogan is 

"Vorsprung durch Technik”, that means “leading by technology”. 

Audi U.S.: The research shows that 81 percent of Audi customers use the Internet in 

some capacity before they purchase their cars. 

Audi of America was aiming for at least 100 exclusive dealerships by 2004. These 

dealers in North America sell an average of 320 new cars per year per outlet and they 

try to increase to 400 annually.TPF

79
FPT 

Dr. Martin Winterkorn, CEO of the Audi AG, describes the current economical 

situation as very good since the sales of cars have increased 7.4%. TPF

80
FPT For example, the 

Audi AG gives consumers the opportunity to choose a car, by providing the lists of 

available options that consumers may add to their own model.  

Websites have been superior at communicating emotion through the technology and 

new advertisement formats. Many car companies afford the creative and sportive 

attributes on their website aiming to attract the consumers and helping to convert the 

viewers into their customers. For instance, the notion on Audi’s website is “A picture 

can be moving; it can delight, relax or inspire us. A picture says more than a thousand 
                                                        
TP
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words. Audi has put together a selection of fascinating photos for you – look for 

yourself!TPF

81
FPT” They try to take the customers to the world of captured moments, of 

colors and shapes of feelings and thoughts. 

 

The principle of Audi is: “The wishes and emotions of our customers are the guiding 

principle behind our approach”.TPF

82
FPT  

 

The Audi AG has developed its products over the century; one important factor for 

this is that the cars, made by Audi were driven by high standards. The cars are “good, 

strong vehicles for discerning tastes”. The Audi brand stands for advanced technology, 

progressive design and exemplary environmental protection.TPF

83
FPT 

 

Vehicle sales – largest markets 

Despite the difficulties in the market in 2005, the worldwide sales of Audi were 

829,109 units, an increase of 6.4 percent compared to 2004, a new sales record.  

In Germany, the Audi Group sold 247,125 Audi vehicles.  

In the western of Europe the sales were satisfactory. The sales in Italy were up 10.0 

percent, Spain up 13.0 percent and France up 10.1 percent. 

 The brand had great success in the competitive USA market with vehicle sales of 

83,066 units.  

 

3.5 Interview 

 

The Interview Partner 

The following answers were given from Marcel Aslund, Online Content Manager of 

Audi USA. He is responsible for the Information Architecture, applications and all 
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contents on the North American brand portals (audiusa.com and audicanada.ca).  

 

General goals of the website 

The goal of these brand websites is to provide an efficient and effective sales and 

marketing tool to deliver a comprehensive shopping and purchase experience for the 

clientele of luxury vehicles.  Well-executed maintenance support, with best-in-class 

service and online functionality is imperative to the on-going success of these two 

sites (USA and Canada). 

 

Concrete goals and objectives of the website 

Audi mentions business objectives or goals that should be reached by the website as 

followed.  

First of all, marketing goals:  

The website should heighten the brand awareness for Audi. The differentiating 

product offerings shall be established. By communicating programs and building 

customer loyalty, the ownership experience is enhanced. Another marketing goal is to 

build an “inclusive retail experience”. 

Sales: The website generates online leads through communicating retail programs 

for new and certified pre-owned vehicles. 

Other goals: Building a stable infrastructure and supporting all internal business goals 

as well as providing ongoing support for affinity partners. At least the website should 

support public relations and offer employee career growth. 

 

Services offered on the website 

The website audiusa.com offers several Services. The visitor can send a car-

configuration/page to a friend, request a brochure or a quote form a dealer as well as 

fill in “Audi Conctact Forms” and sign up for Email campaign signups (prospect 

newsletters, product campaigns, owner newsletter, motor sports, other mostly part of 

flash mini applications) 
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Products offered on the website 

Audiusa.com shows all products (cars) that are currently offered as well as products 

from the collection.audiusa.com shop, which mainly presents lifestyle accessories like 

fashion. 

 

The tools that Audi USA uses to present the product assortment: 

• Model Explore pages (gives a visual and informational impression of the 

desired car) 

• Configurator (gives the visitor the opportunity to configure the car in a 

personal specific way and give an outlook of how the personally preferred car 

could look like and how much it costs) 

• Dealer locator (shows where the nearest dealer is situated) 

• Pre-owned car search (informs about available used cars that are on stock) 

• Site search (one can find information of a concrete topic without searching via 

navigating through the pages but with searching for a word or item which is 

mentioned on any of the present web pages of Audi’s website content) 

• Payment Estimator (gives a first price estimation of a specific car) 

• Micro-sites (could be understood as a “cyber showroom” for a concrete model, 

where the presentation of the product is targeted on visitors who want to gain 

deeper impressions of the car) 

 

Attracted Customer groups 

Customer groups that should be attracted by the website are: Prospects (potential 

customers), Shopper/Buyer, Owner (current customers), Other (like press, job seekers 

and affinity partnerships). 

 

Tools and services that satisfy different customer groups 

The different customer groups are satisfied by various tools and services: 
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• Prospect: Educate new Audi prospects about Audi vehicle offerings as well as 

provide constant, up-to-date product information, product information and 

brand events and activities to our brand-loyal clientele. 

• Shopper/Buyer: (1) provide purchase decision information from an 

authoritative source by providing information on models, vehicle features and 

specifications, pricing and financing information. (2) provide shopping and 

buying tools such as: vehicle configurator, vehicle comparator, and dealer 

locator 

• Owner: provide ownership assistance from an authoritative source through 

product/service assistance, confirming the brand decision and providing brand 

lifestyle information 

• Other: provide up to date information for the press, job seekers and affinity 

partnerships 

 

Tools to focus on certain products 

To emotionalize and focus on certain products Audi uses microsites. These 

independent satellites (pop ups) offer detailed content on one special product or theme 

(e.g. Audi Q7 microsite or motor sport microsite). 

The brand portal itself is using high bandwidth content to give the visitor a rich media 

experience. Through flash theatres on the homepage and all model explore pages, we 

highlight the key features of our cars. From these flash theatres a user can use a 

selection of the tray items (flash mini applications) to get in touch with Audi in form 

of email subscriptions, dealer contact or just requesting a brochure to keep in touch 

with the brand, when offline. 

 

Attributes of the US website visitor 

US web shoppers want to be “info-tained” 

• Audi customers are tech savvy and more than the average customer using the 

internet to research throughout the whole shopping process 

• Visitors demand Flash Theatre, downloadable screensavers, wallpapers, etc 
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• Rich Media is hugely cost intensive, but standardized in the US 

• Complexity of the website grows with growing product program 

 

General information about the information gathering process 

In general, Internet is the primary influencer among 66% of auto shoppers.  

Auto purchase intenders spend more than 4x as much time online as they do reading 

newspapers.  

Before internet, the research cycle time was 90 days; currently, a buying process is 

less than 25 days. 

 

The website must be able to fulfil the needs of a prospect/customer throughout all 

stages.  

The tools are not targeted at a specific group only. A first time visitor may as well 

configure an Audi, as much as the customer, who is buying a car next morning. 

 

The following table shows the demands that researching or purchasing consumers of 

automobiles have, when visiting a website, comparing the years 2003 and 2005. One 

can find that these visitors of the websites aim at researching for the product 

characteristics mainly; e.g. the price, vehicle specifics and features, and the 

comparison of these factors. 
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Table no.5 Reasons that US Customers use the Internet when Researching or 

Purchasing Automotive Products and Services, 2003&2005 

3.6 Documentation of the Website 

The URL (uniform resource locators) or the address to type in the browser to gain 

access to Audi’s U.S. homepage is www.audiusa.com. 

The homepage – that is the fist site that appears when visiting a web site, here 

audiusa.com – consists of the slogan “Welcome to Audi of America, Never Follow” 

in the top left, next to the company emblem (the four rings with the red “Audi” 

writing) in the top right corner. 

The background colour is white, the colours of the graphics or texts are black or 

have several grey and a few red and orange tones. 

In the centre left of this site an animated short video appears dominantly in a 

window that covers the biggest part of the homepage. It shows cars like the sporty 

RS4 and the new Q7 in combination with written, moving text like “comfort and 

style”.  

Ambient music is used to form the background to the movie. In the end a link 
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appears - HTUwww.audistreetsoftomorrow.comUTH –, which is linked to a microsite, 

containing dates of lifestyle events.  

Between the header of the homepage and this animation window, a line mentioning 

the models offered on the U.S.-American market as buttons (A3, A4, S4/RS4, A6, 

A8, TT and Q7). Moving with the hand over these fields, popup appear in the 

former mentioned window that shows different versions of the models like Avant 

(estate car) or Cabriolet (convertible). Again, scrolling over these versions, fields 

come into view containing the options: “Media Gallery”, “Features & Specs”, 

“Build your own Audi” and price information. After selecting one of the car 

versions an animation of the car appears again, that shows moving but static 

pictures.  

On the right site of the homepage another column is visible that shows again the 

models in written form with a grey background plus the buttons for “Certified pre-

owned”, “Financial Services” and with a darker background the fields “Build Your 

Audi”, Special Offers, Estimate Payments and Locate a Dealer. 

 

 

Image no.2 Screenshot www.audiusa.com 

 Below that in the same column (bottom right) categories like My Audi, Shop 

Accessories, Experience Audi, News and Events, Careers and Search offer the 

further options to gain deeper information depending on interest. 

The bottom line of the homepage has additional the categories. 1. New at Audi, 

including “Ride and Drive Experience” and the opportunity to switch to the content 
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written Spanish language, 2. Build your Audi offers the same content as the earlier 

mentioned button in the right column that gives the visitor the opportunity to 

configure the desired car in all its varieties and orderable features and to check the 

price and in the end of the process to be linked to the local or nearest car dealer for a 

request, 3. The Streets of Tomorrow Sweepstake that proposes to register for a 

lottery for a luxury adventure trip for four. “Privacy Policy and Agreement”, “Site 

Index” and “Contact Audi” further options to select.  

For gathering further information Audi offers tools like “Search” for a certain site, 

the “Audi Lexicon” that is a glossary of Audi-related terms that also allow one to 

search the site for pages containing a given glossary word as well as “Contact Audi” 

to find answers to the most frequently asked questions, contact Audi for assistance. 

 

Image no.3 Screenshot www.audiusa.com 

 

Examples to explain how Audi uses its website to present the product: 

Example 1.Over 110,000 Registrations for "Q7 Globe” 
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The film offered for Audi content images of trials, the designers situate the car in the 

desert. The company uses the language to explain the future Sport Utility vehicle. In 

the website the customers can observe picture, photos and films clips as downloads. 

The users can get information about the technology and competition. 

Around 110.000 prospective customershave visited HTUwww.audi.com/q7globeUTH. 

The website tools used have attracted the interest of the customers and potential 

customers. Q7 is only a website, but it is a key element to support the prospective 

customers. 

The website has different languages for the different countries.  

The customers can feel the tradition and the innovation, they can see the model 

through films, and photographs to download that can be used as backgrounds and 

screensavers. Audi tries to transmit the performance, it is possible through 3D 

animations as well providing information about engine, drive trains, quality, and 

extras…Audi wants to transmit Comfort and Flexibility in its message. TPF

84
FPT 

 

Example 2.The mini-site of Audi A8 is led to a target of market that does not use 

Internet usually. The best way to attract this kind of customers is doing a direct and 

intuitive navigation. In the catalogs the customers can find videos and different 

characteristics of vehicle.  

In the catalog Audi tries to give a dynamic model through double pages, music etc. TPF

85
FPT 

                                                        
TP

84
PT audiworld.com, 2005 

TP

85
PT doubleyou.com, 2006 
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Example 3. When Audi presents the A4 on the website, Audi wants to transmit 

security, dynamism, design, and quality. It focuses on movement, beauty, essence…  

The microsite use a cyclical structure, all elements are in movement. Audi uses 

language, images and music to complement the information. The language is clear, 

and the images talk about the characteristics of Audi, creating feelings to the 

customers. 

 

 

3.7 Further Empirical Findings from Books and Articles 

Online video ads prove effective,  

Maddox refers to a study of an Internet research company Dynamic Logic: “ads that 

use audio and video have a higher impact on brand awareness at lower frequency 

exposure than other standard online ad formats.”TPF

86
FPT 

 

 

Internet is a big source of information and more than 60% of customers seek 

information about the vehicles by the website. The biggest number of consumers that 

use the web is situated in China and U.S as it is shown in the next graphic. TPF

87
FPT 
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PT Maddox, 2005, Online video ads prove effective 
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87
PT Capgemini 2005 Cars online  



www.audiusa.com 

 49

“What web users want?” TPF

88
FPT 

Most of the consumers who are researching cars, are visiting the manufacturer 

website and third-party websites, but the use of manufacturer websites is higher. 

Normally they visit the manufacturer website the first time and after that they usually 

meet another one. Consumers have a lot of options when they visit the website, they 

can visit them for different reasons. 
 
Graphic no.3 Most important website options (% online customers saying) TPF

89
FPT 

  

 

Full range of product information 

Configure vehicle from features 

Price information 

Cost calculator 

Compare vehicles 

Obtain quota 

Site specific search engine 

Locate vehicle 

Purchase accessories 

Interaction with dealer 

Zippy graphics 

Marketing and campaign information 

Trade-in information 

Easy to use/fast/non-pop-ups 

Schedule test drives/maintenance 

Schedule test driver 

Native language 

 

 

 

 

 

Manufacturers improve Website capabilities. To provide the customer an effective 

service and satisfy the needs they use a set of key elements, they try to show a 

detailed information to facilitate the understanding of the customer, to capture the 
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areas that the customer has used frequently, to know which tools are more used to get 

information; TPF

90
FPT 

 

 

Graphic no.4 Manufacturers website capabilities (% manufacturers saying)TPF

91
FPT 
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Graphic no.5 United States: Expected Use of Information Sources (% consumers 
saying) TPF

92
FPT 
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Audi is one of the most successful sellers of premium cars. For Audi the USA is one 
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4 Analysis 

<<The Analysis aims at giving an answer to the research question. Therefore the 

theoretical and empirical findings will be compared. The concept model will be 

adjusted according to the empirical findings and with the theories related >> 
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4.1 Website goals and benefits 

4.1.1 Setting website objectives 
When we refer to the theory in relation to the empirical part we can observe which the 

different goals are that Audi wants to achieve by the website, this way we can see that 

Audi wants to give brand awareness to the customers, and inform the customers what 

the different kinds of products are that the company offers.  

To be successful the company uses different communicating programs and builds 

customer loyalty. Some of the objectives that companies want to achieve by the 

website are creating awareness of the products and services and improve the brand 

image. It is one of the objectives of Audi that we mentioned before about the brand 

awareness, another one is to establish a good relationship with prospects.  

Audi wants to establish a differentiating product offering. Regarding to the sales, Audi 

generates online leads through communicating programmes. Audi, through the 

different programmes and using quality information, creates awareness of the product, 

interest, awakes the desires of customers and after that, if Audi establishes a good 

relationship with their customers and a positive response, the customers carry out the 

action and they buy the product. 

 

The interview showed that Audi builds a stable structure, support all internal goals 

and provide support for the partners, relationship with customers, employees and even 

allow the growth of the employees in the company. In this case we can find in the 

theory, that some objectives of the companies by the website, consists in establish the 

relationship with the stakeholders as customers, suppliers and shareholders to conduct 

the market research. Companies as Audi offer pre-sales support and post-sales support 

their customers, we can relate with this theory that one of the objectives of Audi is 

also to promote the career of employees. 

 

In the interview, Audi explains that the goal of this brand is to provide efficient and 
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effective sales, and to create a positive experience to customers, and establish or 

maintain support with the best service. 

One can say that the empirical part fulfils what the theory is trying to explain, because 

in theory one can read that the main goal is not only generate sales, two further 

important goals are establish a relationship with customers and generate profits. 

 

In the Interview we can find that all these goals are attained through communicating 

programs and a good information about the product the company are offering. 

It is directly related with the theory in the way that the companies have to give good 

information about the product and services to help to the users to make an appropriate 

decision, it is interesting to establish an area where the people have common interest, 

in the case of Audi we can see in the website Audi has an space for its customers. 

 

The main objective of  website is provide specific information according to the needs 

of customers, in this way websites as Audi USA website offer the necessary 

information to satisfy the customers and create loyalty. 
 

4.2 Recommendations for a website 

General recommendations for a website mentioned by Evans and King 

1. Keep popular information close to the home page;  

The product assortment of Audi is quickly accessible already on the first page, the 

homepage. A column in the right side of the page with a listing of the products is 

always present, independently on the depth of navigation. 

2. Create organized, easy-to-navigate pages; 

The observed website gives the visitor always the opportunity to find back to the 

beginning, with the “home”-button. The navigation through the car descriptions 

shows similar templates.   

3. Given the Web’s real time nature, update the material regularly;  

The website is updated regularly, with always the latest price and available equipment 
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information. Even news or articles that are positively relevant for Audi’s products are 

weather published or linked on the website. 

4. Consider the tradeoffs between graphics and speed;  

The website is equipped with a lot of animations or high resolution graphics that need 

a quick broadband internet connection.  

5. Test the site with as many browser platforms as possible to assure that commands 

work well and hot links are correct.  

The website runs on all popular browser platforms (explorer, firefox, Netscape). 

 

4.2.1 Valuable Company Sites  
A valuable website has to inform all visitors. Therefore it has to be built considering 

the various needs of the visitors. The Audi website is able to fulfil the needs of all 

prospects/customers throughout all stages.  

A valuable website has to derive solutions to the questions that visitors have, as 

summarised by van Duyne in the following list as well as Audi’s solutions to these 

questions. 

Table no.6 Valuable Company Sites 
Question or Task  What to Provide as a Solution What Audi provides as a 

Solution 
What does this company 

offer? 

A set of printable pages for 

product and services overview 

and details, description of the 

company background 

Multiple ways to get an impression 

of the products and 

services(pictures, animations),  

Information about the company 

What's new? Headlines of the latest product 

and service announcements, 

press releases, E-mail 

subscriptions to a free company 

newsletter 

A separate column “What is new at 

Audi” for news about special 

product offers, events or new web 

offerings as well as newsletter 

subscription and press releases 

What products and services 

does the company offer? 

Listing and detailed descriptions 

of all products and services, both 

current and past, organized in 

multiple ways based on customer 

needs 

Products and services are 

described in a detailed way  

Each customer group is served 

with specific information 
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Who uses the products and 

services? 

Typical customer profiles  and list 

of existing customers 

Audi mentions the groups: 

Prospects, Shopper/Buyer, Owner 

and Other (incl. press and job 

seekers) 

How do people use the 

products and services? 

Case Studies and white papers, 

external links to reviews, 

testimonials 

With “Get information about your 

vehicle” customers are informed 

more detailed.  

How do I buy the products 

and services? 

Ordering information, clean 

product details, shopping card 

“Locate a Dealer” is the tool Audi 

uses to find the dealer who is 

responsible for product orders.  

What are the options? Customer service, training, 

product specifications, online 

manuals and support guides, 

frequently asked questions, 

message boards 

The website offers information 

about driver trainings and, by 

connecting to the local car dealer, 

customer support; frequently 

asked questions are answered 

regarding product features 

 

The table shows that Audi fulfils the demands that van Duyne claims for a valuable 

website very well. 
 

4.3 Introduction of tools 

4.3.1 Publishing Information 
As Komenar claims multimedia (video, audio) can ad flair to a presentation of 

products. This can be supported by text, animation, graphics, and audio to inform the 

customer.  

Audiusa.com offers all of these elements to inform the customer about the product 

assortment. 

Already the very first page, the homepage, is equipped with an animation with audio, 

what creates more flair than a simple graphic, and the customer is getting more 

involved through this medium. But also graphics are used to show the product in its 

several varieties. Text gives details about specifications like engine data. 

 

Clean Product Details 
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As von Duyne requires further, a website has to show in-depth information including 

product photos, thorough descriptions, features, prices, and even benefits. All given 

on audiusa.com, every product is shown following these aspects of presentation as 

well as a product detail page with all specifications available. 

Also the “standardized product template “applied for each car is used to supply the 

visitor with an easy-to-handle navigation pattern. Price information is given for 

example in the end of the car configuration process, which varies depending on the 

chosen features. 

To offer clean product details the following aspects have to be considered: 

• A small product thumbnail that is clickable 

Audi offers a lot of pictures which show the cars from different perspectives  

Audi informs the potential customer as well as the current customer with 

information about their car of interest or owned car  

A needs-orientated description that goes along with the product title 

• The product price and currency 

Estimated payments can be delivered 

• Product option quick picks or a configuration button 

The visitor can configure the desired car  

• Links to more detailed information 

The “Build your Audi” option offers even details about the orderable features 
 
 

4.3.1.1 Information Applications 

“Locate a Dealer” 

The “Locate a Dealer” function saves time and money. It saves the customer and the 

company on costly phone calls to dealers and manufacturers. And the customer does 

not have to wait in telephone queues until he is connected to the information service.  

Audi implicated this function, the only step to do is typing in the zip code of one’s 

address. 
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Product Catalogs on the Internet 

The presentation of the cars on the website, with all the given information, can be 

seen as a product catalog. Daily specials, up-to-date information and new products 

can be provided very quickly. The customer can always be up-to-date and in contrast 

to hard copy catalogs, does not have to check the validity time for the published 

information. 
 
 

4.3.2 Establish a relationship by the marketing mix in the Internet 
 Relating to this theory we found information in the empirical part about 

communication and branding. 

In the theory we found that branding is the main factor to establish a good relationship 

between company and customer. Communication is the best way to inform the 

customers about the firm and about the product, this communication is important to 

establish a strong bond between customers and firms. Companies must use tools in 

advertising to inform about the product assortment, the product characteristics. 

Branding: the customers have to perceive the power of the brand, it is important to 

know how they perceive the brand; to create an important brand is important to do a 

strong advertising to impact the user of the website. In the empirical part we can see 

how the company uses different communicating programs to generate awareness of 

products and services, and brand loyalty to the customers.  

It is very important to establish a relationship with the customers and support them 

with services pre-sales and post-sales. 
 

Relationship with the customers: satisfying to the customers 

 The theory talks about the quality of service is perceived by two groups of internet 

users, online buyers and information searchers, the quality service is important to 

satisfy the needs of consumers, in the empirical part the manager did not answer 

exactly about what kind of internet users the visitors are but we received the 
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information that the most of them use internet to search information and another 

group visit OEM (Original Equipment Manufacturer) sites. 
 

4.3.3 Multimedia Tools 
 

Advanced Web Technologies 

Multimedia and interactive Internet tools add attractiveness and functionality to a 

Website.  

Photographs, videos, audio feeds, scrolling information, simulated 3D environments 

are the forms to use in this case.  

Audi is in charge of all these elements, even the simulated 3D environment is offered 

for the interiors of the cars. 

Another example of an element: Photography does not only have to contain the 

product, it can also show content that creates a certain atmosphere.  

Audi offers photography like wallpapers with a high resolution and attractive 

surroundings the car is placed in. 

 

Multimedia - Making it work 

1. Designing with text 

Text can be high-impacting or informing exactly. For example high-impacting text 

can appear in the form of animated text, which retains the viewer’s attention. Audi 

uses this form especially during the presentation of animated pictures as text is 

“flying” into the screen.  

Exact information is given in the case of “Features and Specs” of cars, which 

describes details and equipments of cars in a simple textual way.  

A website should provide content that is “easy to understand”. The content of 

audiusa.com does not consist of difficult to understand text, in this case it is the 

opposite, no single site is overwhelming with textual information. As the theory says, 

for many users, text content is still king. Audi contradicts in this point and comments 

that the customer wants to be “infotained” through the “flash theatre” for example. 
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2. The power of sound 

Sound is a very sensuous way of multimedia it can evoke listening pleasure and is 

therefore high involving. Music provides a mood when it is in the background. It can 

also accentuate an on-screen activity. As the visitor of audiusa.com gets on the 

homepage, he will realize that the animation is provided with ambient music in the 

background. Also all the other short movies that present the cars are supported by 

dynamic background music. 

 

3. Images 

What the visitor of a website sees on a computer screen is a composite of elements. 

These elements can be text, symbols, graphics, three-dimensional depictions etc. 

Moving pictures create attraction of the observer. Audi uses all these elements on its 

website.  

 

4. Animation 

As mentioned above, animation adds visual impact to a website. The observer will not 

be bored. Audi avoids boredom with multiple animations. 

 

5. Video 

A video can hold the visitor’s interest over a longer period and digital video is the 

most engaging of multimedia venues. As it is a useful tool to bring visitors of the 

website closer to the real world. It is also advanced in presenting the message 

effectively. Viewers tend to remember more what they have seen, instead of what they 

just read. Audi works with video (calling it “flash theatre”) to “infotain” the customer. 
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5  Conclusion 

 

<<This part gives an explanation about the results achieved in this study and 

explains if theses results can be generalized. The conclusion reflect the relevance of 

the thesis and the researchers will finish with some critics about the study made and 

will suggest some ideas for the following studies>> 
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5.1 Results 

Research Question: “How does the Audi USA website communicate its product 

assortment?”  

After the comparison and analysis of the theory chapter with the empirical data, the 

researchers can answer the research question.  

The tools Audi USA communicates its product assortment with are found out and 

described.  The influence of these tools on the customer and the goals of the company 

that stand behind the website are researched as well.  

The tools, found, have to be divided in communication tools and online marketing 

tools or applications. The former are: audio, video, graphic/images, text and sound. 

The latter are for example: “build your Audi” (car configurator), “dealer locator” or 

site search. 

Audiusa.com could also be called a valuable company site, since it fulfils all demands 

that an up-to-date website has to satisfy. 

The opportunity to build one’s Audi with the car configurator as well as the 

opportunity to gather detailed information about a car could be seen as a very 

advanced method of an online catalog. These functions supply the customer not only 

with textual information but give also the opportunity to be emotionalized through 

multimedia like videos or background music. These tools have a higher impact on the 

consumer of the website than just text.  

Videos and animation are applied more during the last years since the number of 

customers with a quick internet connection increases. That gives the company the 

opportunity to use technically demanding tools like “flash theatres” (audio-video-

formats). The use of these tools on the website of Audi USA should “infotain” the 

customer, who is tech savvy and using internet more than the average car customers 
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The offerings on the website give benefits to the customer and the company. The 

customer does not have to go to the car dealer to get information about the car and 

saves therefore time and money that would have been paid in the case of calling a the 

companies hotline. The company can save money in the way that it does not have to 

offer payments for phone calls or employees who answer them. 

One of our purposes was to know the goal which Audi wants to achieve; there is a 

clear relation between the empirical findings and the theory before explained in our 

analysis. 

The main goal of Audi is to build brand awareness; Audi does not aim at gaining 

profits but also to establish a relationship with the customers, create brand-loyalty. 

The other main goals are establishing a specific structure, to provide support to 

customers, to maintain the relationship with them, public relations and promote the 

career of employees. 

Audi has further objectives, to satisfy the needs of customer, in this way Audi 

provides all necessary information about the product assortment and the new brand 

events, this information it is useful not only for buyers but also useful for people who 

are seeking information. 

Thanks to a good system of information the customers have all they need to carry out 

the purchase. This information will be up-date in a short term to offer the latest 

products and services, and to give an image of tradition and innovation about the best 

luxury cars. 

Our last purpose was to know what the influences of the website tools are on 

consumer behaviour and what the perception of customer was. It is very difficult to 

know what are the right tools to use in every moment because customer are different 

and their needs are various, for example, some of them use the website to search car 

price or the specific brand while another one prefers to get information about the car 

features, observing pictures, videos… 

They suffer a process of perception, they can feel the sounds and the vision through 

the sensory systems, and they can have different sensation, such as the colours, the 
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movements, the 3D animations can cause the customers have different perceptions 

when they make decisions. 

 

Communication, the service of quality and the quality of information are important to 

establish a good relationship and to satisfy the needs of customers. To improve the 

service the website must be easy to understand and must have all information required 

by customers.  

All companies must to pay attention to take in account all aspects related to the 

product because even one aspect can change the making decision of customer.  

 

5.2 Generalization 

The thesis uses the deductive approach, as mentioned in the methodological part. A 

generalization is therefore only possible when the websites of the competing 

companies have been investigated and similarities had been found. 

Since this is not the case, the researchers con not commit a generalization. 

5.3 Reflection and criticism 

 
The empirical findings have been based on only one interview and in the observation 

done in the Audi use website. It was a big problem for the researcher to find 

information about what are the different tools that Audi use to present the products 

due to the most information about that it was confidential and to know how these 

website tools influence in the consumer behaviour it was difficult to know it in an 

exact way, because different tools influence in a different way to the customers. 

 

It could be possible to talk about further website tools to present the product 

assortment and attract the customers but it is a really broad topic to analyze correctly. 
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5.4 Future research opportunities 

 
From the first time the researchers thought website tools were an interesting topic to 

do research about. Nowadays, many companies use Internet as a mean to have a new 

opportunity to introduce their products, as a new opportunity of marketing. The 

researchers thought that it was very interesting to know what the tools the companies 

use to attract the attention of customers are and how each tool impacts the consumer. 

 

The researchers suggest for the next studies similar to this topic, taking in account 

some different companies in the same sector. For example: What are the main tools 

that all companies have in common when they are presenting the products to the 

customers and if they have the same goals and if these tools cause the same effects in 

the consumer behaviour? 

 

Image no.4 Screenshot www.audiusa.com 
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