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Abstract- The advances in information and communication 

technology (ICT) and the astounding developments brought 

about by the Internet have robustly transformed the 

marketing landscape and how marketers conduct business. 

ICT allow marketers to deploy customerization and 

technologicalship marketing in a financially prudent way of 

creating and sustaining relationship with customers.   ICT 

in marketing must be brought to a new paradigm, where the 

tools of ICT will be used maximally, effectively and 

efficiently to gain business value and competitive advantage. 

Numerous researches that investigated various ICT usage, 

adoption, diffusion and utilization can be found in 

information systems and marketing literatures. Different 

ICT have been studied individually by different researchers. 

A study is hitherto need to be done to examine the 

absorption and exploitation of all adopted ICT together in 

an organization for the purpose of comprehensive 

marketing activities in particular and organizational 

transformation in general. 
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I. INTRODUCTION 

To develop technology, small and medium enterprises 

due to limited resources and relative inability to absorb 

the costs and risks associated with technological 

development within the company, must often make use 

of the technology transfer process. Considering the 

potential of small and medium enterprises in economic 

development as well as their ability to innovate that has 

a large impact on long-term survival, their determine 

primary obstacles in the face the development of new 

technologies and acquisition as well as provide its 

appropriate tools and policies designed to overcome 

these challenges, have great importance. Rapid changes 

in technology and industry developments, intense 

competitive pressure enter into the country economy. 

Generally component of competitive advantage 

including value creation, market orientation, customer 

satisfaction, identifying potential, moving actual ability, 

motivation making, skill making, reasonable price, 

responsiveness and innovation.  

Today, technology has brought systems for 

business that can help to companies. The use of 

computers, peripheral devices connected to it and 

communication tools for collecting, processing, storage 

and dissemination of information called information 

and communication technology. Information and 

communication technology is a term that applied to any 

communication device or program, such as: radio, 

television, cellular phones, computers, software, 

hardware, networking, satellite systems and the like it 

that is related numerous services, programs and services 

to them. Information and communication technology is 

often in specific concept and position in a more 

accurate review of application, such as information and 

communication technologies in education and health, 

libraries and so on, convergence between computer and 

communications. The most important feature of 

information and communication technology is storage 

method, processing and access to information. 

Information and communication technology (ICT) 

connectivity (PCs and Internet) is very widespread in 

businesses of all sizes. As is the case with all 

technologies, small businesses are slower than large 

ones to adopt new ICTs. Potential small business 

benefits and firm and sector-specific strategies drive the 

adoption and use of ICTs. Furthermore, sectors are 

increasingly global and dominated by large firms and 

the structure of their values chains and operations shape 

opportunities for small and medium size enterprises. 

Continuous automation of production and 

advent and fast scale development of information  

technologies have been slowly moving economy away 

from manufacturing base to information services and 

content creation. Hollywood has done well during the 

current economic crisis as well as gaming industry, and 

companies like Apple that have concentrated on 

providing content through iTunes and Apple App Store 

while providing integrated product designed to deliver 

it. New business and recent successful products have 

been about providing a user with new experiences. 

Facebook has crossed 500 million mark and is still 
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growing, Nintendo Wii has completely change the way 

people play games by providing direct physical 

interaction with a console, and the new Augmented 

Realty Applications seem to be the future of GPS 

navigation. Tourism is an industry that has always been 

about providing the user with that new experience, and 

the development of ICT has provided the industry with 

new and interesting ways of further promoting its 

products. This article will cover how the web has 

change; statistics covering user inclinations when it 

comes to the usage of ICT and how they influence trip 

planning; importance of human touch and interaction; 

services and technologies that are available and are 

sensible to use; as well as some experimental services 

that could prove important o the future. 

II. ICT  DIFFUSION 

ICT has diffused in various ways over the years but still 

have a long way to go in achieving perfection or near 

perfection. In a speech at Harvard in 1990, Michael 

Porter was insisting upon the crucial role that ICT 

would play in the 1990‟s. According to him, the 

mastering of the processes, the access and the 

circulation of Information had become fundamental in 

the acquisition of a competitive advantage across one‟s 

industry - or even across industries when they are 

competing with one another. Moreover, he established 

that there existed a hierarchy of the effects of the 

implementation of Information Technology. We 

described these effects below: 

 
Figure1: Effect of ICT on Business 

The presence of ICT is strong in marketing – in the area 

of collecting information, analyses, data mining, 

statistics, market surveys, information dissemination 

and Executive Information Systems and Marketing 

Orientated Information Systems. These are the major 

event in the informational revolution of marketing 

(Yann A. Gourvennec, 1996). Having said all that it is 

important to note the distinction between Information 

and Information Technology. According to Yann A. 

Gourvennec,  because of the prevailing role that IT is 

playing at the end of this century, on the changes in 

behaviours on organisations, there is a tendency to 

exaggerate the importance of technology itself. 

Technical problems become the focal point, and the 

basics are often shifted to the background. Not to 

mention the reason why the Information System has to 

be built in the first place.  

The approach, on the contrary, is not to focus 

on the tools (i.e. ICT) that transfer Information, but 

instead on the understanding of the big picture of the 

Information System. A holistic approach must be 

applied at all times to achieve best results. 

III. ICT IN MARKETING 

ICT in marketing has come of age and organizations of 

various sizes employ various ICT techniques. 

According to Judith Redoli et al., 2008, it is widely 

accepted that both „„innovation in-house‟‟ and 

„„innovative small and medium enterprises (SMEs) 

cooperation‟‟ require for SMEs to use information and 

communication technologies (ICTs). Moreover, ICT 

expenditures are productivity improvement drivers by 

themselves. 

That is, the use of ICTs can be considered as 

key factors for innovation and entrepreneurship. ICTs 

are a must for SMEs to innovate.  According to 

Bengtsson et al., (2007) the process of adopting and 

developing Internet applications in firms can be very 

rapid because of the international diffusion of computer 

and Internet technology. Furthermore, stage models are 

derived mainly from studies of small and medium-sized 

enterprises (SMEs). Similar adoption processes also 

take place in large organizations but are weakly covered 

in the literature. 

Studies suggest that a more basic use of the 

Internet is adopted before more advanced applications 

are developed. However, they neither elaborate 

adequately on the challenges of introducing more 

advanced applications, nor on how the introduction of 

different innovations is stimulated or hindered. Basic 

use of the Internet includes online presentation of the 

firm, its products or services, and simple information 

exchange via email. Advanced use of the Internet 

assumes more sophisticated two-way interaction and 

data processing, and includes online ordering and 



The International Journal of Mathematics, Science, Technology and Management 

(ISSN : 2319-8125) Vol. 1 Issue 1  
 

www.klresearch.org Page 21 
 

payment, collecting feedback from customers and 

integrating the homepage with the firm‟s internal 

functions.  

According to GourvennecYann A., (1996), 

“Marketing is a very broad ranging discipline which is 

undergoing radical changes. The approach that should 

be adopted by Marketing management in the 21st 

century is conditioned by the deep social and cultural 

changes that we are going through at the end of this 

century. It is also greatly impacted by the significant 

alterations of today‟s business practices”. 

IV. ICT  TOOLS FOR  MARKETING   

This paper shows  the use of ICT in marketing in 

companies, the variations and combination of their use 

of ICT tools like, internet, emails, sms, mms and other 

methods they may prefer.  Using information 

Communication Technology (ICT), is crucial to most 

businesses, regardless of size. It is important to a 

company aiming to expand and to improve efficiency. 

The use of good ICT also improves customer services 

and customer demand. From database development, 

website design to market research, translation software, 

direct mail marketing and training, the application of 

ICT is critical for a economic success. 

ICT provides companies with a range of tools, 

crucial to marketing and success. ICT drives the 

manufacturing process, at almost every stage of 

production, including the production line to quality 

control. In today‟s world it is unlikely that a business 

can be successful, without applying ICT solutions. 

Much of the world‟s economy is driven and managed 

by ICT. Governments, companies and often individuals 

rely on the use of ICT. In order to secure a business 

future, companies, constantly look for the next step in 

the use and application of ICT, hoping to ahead of their 

competitors. 

A. eICT 

The internet is one of the ways in which media 

companies / businesses advertise. The main form is 

advertisements or „prompts‟ on media focussed 

websites. Adopting the Internet for advanced marketing 

operations opens up challenging opportunities for firms 

of all sizes. The Internet has become an important 

medium with a wide spectrum of applications used by 

private persons, firms and organizations. The easily 

accessible application introduced initially for basic 

information exchange is now widespread and it is 

apparent that most firms use electronic mail and many 

have company presentations on websites. One example 

is the i-Tunes website, through which millions of 

people purchase and download music. The site 

automatically recommends similar CDs / DVDs to the 

one being purchased by the customer. This is direct 

marketing, taylor-made for the individual customer. 

Precise and deliberate programming, ensures that the 

customer is directed potential to further potential 

purchases. Furthermore, previous customer purchases 

are recorded, allowing the software to build an accurate 

customer profile on each i-Tune member. 

The process within a firm of investing in the 

equipment necessary to utilize the potential of the 

Internet as a business instrument, and not least the 

process of developing competence and routines for 

„Internet management‟, is often a process that develops 

successively in sequential steps over time. 

E-mail marketing is arguably the most used 

and fastest way of getting information, mostly 

marketing information to a targeted audience today. 

eICT comprises of e-marketing in which email 

marketing is one of its tools. In an article by Kristina 

Joukhadar,(2006) where she spoke to circulation 

directors on both consumer and b-to-b print 

publications and Web sites; findings were that email 

marketing and e-newsletters run the gamut from a small 

part of the marketing process to a full-blown, money 

making product channel. Everywhere, it seems, email 

techniques are being used to save money and grow new 

revenue. 

B. mICT 

M-Internet is a fast growing enabling technology for 

Mobile Commerce. However, despite its phenomenal 

growth and although M-Internet essentially provides the 

same services as stationary Internet, its adoption rate in 

many countries is very low compared to that of 

stationary Internet. The well-known Technology 

Adoption Model (TAM) has been used for explaining 

the adoption of traditional technologies. 

Short message service (SMS) is a very clever and 

economical resourse that was designed back in the 

1980s when GSM specifications were taken from 

CNET (the research centre of France Telecom) and 

redeveloped as a worldwide standard. These services 

have been tremendously successful and multimedia 

messaging (MMS) will have the same success. For the 

same network resourses as a telephone call, SMS 

services provide about 100 times more revenue to the 

operators. 

Currently, when a telephone call is made to 

any number in the world, the called party is reached. 

For SMS, this is not yet the case because of lack of 

connections, lack of commercial agreements, and 

differences in standards among GSM (Global system 

for mobile communications), IS-41 (CDMA & TDMA 
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– used in the U.S), and others, including Japanese 

standards. While developing solutions to interwork 

SMS and later MMS, several non-standard procedures 

were implemented to provide termination and two-way 

SMS, such as the dynamic reply path procedure.  

MMS technology has been introduced with the 

development of GPRS networks and handsets which 

provides GSM subscribers with the ability to send 

messages that are a combination of text, images or 

video, and sounds. MMS  is the evolution of basic text 

messaging services into a wide range of multimedia 

content and services delivered to a mobile device 

(Ralph, Daniel and Graham, Paul (2004). 

C. Tele-marketing 

Tele Marketing  is often used by media companies,  

specially „sales departments‟ to generate appointments 

with potential customers. Company Directory Software 

is used to identify decision makers within companies, 

capturing their details. Often electronic versions of 

customer database lists are purchased, allowing sales to 

contact potential customers directly. The objective 

being, to secure appointments that lead to orders. 

D. Social media 

Social media is a quick and easy way to establish an 

internet presence and harness the power of online 

advertising free of charge, providing an easy outlet to 

inform users while allowing for social interaction and 

sharing of user generated content. There are numerous 

platforms to consider, here are descriptions of main 

ones to consider and why: 

 Facebook is the largest social networking site 

with over 500 million users. It is and excellent 

platform for to share news, alerts, and to 

establish a personal association with the 

identity of the product. It is important to note 

that as a closed community Facebook does not 

rank in the search engines and optimizing your 

Facebook profile with your relative keyword 

can make it an invaluable marketing effort. 

 YouTube is the largest video sharing platform; 

it is one of the best platforms available to 

create a viral marketing campaign to publish 

visitor‟s video testimonials. Another 

advantage of having a YouTube channel is the 

easy with which other website owners can 

embed provided content to their websites. 

Each new video is a new opportunity to 

optimize for a different keyword. For each 

video, be sure to include your keyword in the 

title and at least once in the description 

section. 

 Blogs are a good way to inform the public, 

share news, and provide for user interaction. 

They can be used as a mix of marketing and 

education. Blogs can easily be integrated with 

your website. They are also easy for search 

engine to index and rank. As with YouTube 

use a keyword tool, and select your keyword 

before writing. 

 Twitter is a micro blogging platform with 

limited message length. However research has 

thrown a skeptical light on quality information 

being shared, Twitter plugins allow you to 

update Twitter and literally push it out to your 

other platforms, such as Facebook. Also 

Twitter posts rank in the search engines. As 

mentioned before it is important to select one 

keyword and include that in all your Twitter 

posts and it also advisable to personalize your 

Twitter background for a totally unique and 

branded look and feel. 

E. Promotional Presentations 

Promotional Presentations such as; PowerPoint 

presentations, video presentations and animation 

software are used to promote your products, usually 

new releases. Sony promote new music releases 

through YouTube, sonymusic SME's Channel. Videos 

promote singles and music from a range fo bands and 

artists.  

F. Search Engine Optimization 

Search engine optimization (SEO) is the process of 

improving the visibility of a website or a web page in 

search engines search results. In general, the earlier (or 

higher on the page), and more frequently a site appears 

in the search results list, the more visitors it will receive 

from the search engine. SEO may target different kinds 

of search, including image search, local search, video 

search and industry-specific vertical search engines. 

This gives a website web presence. As an Internet 

marketing strategy, SEO considers how search engines 

work and what people search for. Optimizing a website 

may involve editing its content and HTML and 

associated coding to both increase its relevance to 

specific keywords. This is can be achieved by editing 

websites met tags.  

Another SEO tactic is to promoting a site to 

increase the number of back links, or inbound links. 

Inbound links and back links are achieved by increasing 

the traffic to your website and getting other websites to 

link back to yours.  

Another way to improve website ranking is to 

use Google Webmaster Tools that allows you to 

diagnose possible problems with the website, discover 

your internal and external links to your site as well as 

share the information about your site to a point 

influencing how your URLS will appear in the search 

engine. 
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G. Questionnaires  

Questionnaires are used as a marketing and research 

tool. A well designed questionnaire will allow 

companies to compile up to date and accurate 

information. The questionnaire should be composed of 

appropriate questions, with proper wording and flow. 

Production companies use this approach, especially 

when gathering information on the internet.  Companies 

use questionnaires to gain information that will increase 

sales. Questionnaires have always been an appropriate 

instrument for gathering information. These are often 

customer satisfaction questionnaires Free software such 

as Google Docs allows online questionnaires to be 

compiled and then analyzed automatically. This 

software is available for all to use. 

V. BENEFITS OF USING ICT 

These are some benefits for using ICT for marketing of 

business products: 

 

1. Far Cheaper and Much More Flexible Than 

Print Advertising 

The Internet is extremely different from print 

advertising in that space is cheap, your advertisement is 

accessible for a longer period of time, the content can 

be changed without having to ask someone to do it for 

you (if you use a content management system) and you 

can potentially reach a wider audience. 

This is not to say that you should not use other forms of 

advertising at all – You can use it to entice people to 

visit your website and find out about your company and 

potentially open two-way communication between the 

potential customer and a sales person. 

2.  Market Expansion 

The Internet has allowed businesses to break through 

the geographical barriers and become accessible, 

virtually, from any country in the world by a potential 

customer that has Internet access. 

3. Diversify Revenue Streams 

A website is not just a medium for representation of 

your company; it is a form of media from which 

everybody can acquire information. You can use this 

media to sell advertising space to other businesses. A 

recent trend has risen where businesses feature their 

very own directory of complimentary services, where 

the visitor can search for information on a business that 

will enhance the use of your service. The business sells 

complimentary businesses a listing in their directory. A 

good example is a catering company featuring a 

directory with businesses such as event co-ordinators, 

electronic equipment rental companies, etc. 

4. No more turning customers away  

when its time to close shop, putting up a note saying 

“closed for public holiday”, or leaving an irritating 

message on your answering service specifying your 

trading hours – tell them to visit your website for 

information they are looking for. 

5. Offer Convenience 

It is far more convenient for a person to research a 

product on the Internet than it is to get in a car, drive 

somewhere and look for or ask someone for 

information on a product. Also, a potential customer 

won‟t have to judge a call centre agent to determine 

whether he/she has their best interests in mind, or just 

wants to make a sale. The potential customer can visit 

your website whenever they like in their own privacy 

and comfort, without the stresses and distractions that 

exist in the “real world”. 

6. Add Value and Satisfaction 

By offering convenience, a point of reference and that 

touch of individualized customer service, you 

ultimately add value to your offering and your 

customers experience a higher level of satisfaction. 

Your website can add value in other ways too, by 

featuring tips, advice and general interest content you 

can “entertain” your customers. This will also help 

them remember you better. 

7. Standardize Sales Performance 

By looking at which approaches / pitches have worked 

in the past and those which have not, you can produce 

the ultimate pitch and use it with your website, so that 

you use it on every customer. No more training of sales 

people and waiting for them to get a feel for your line 

of trade. 

8.  Improve credibility 

A website gives you the opportunity to tell potential 

customers what you are about and why you deserve 

their trust and confidence. In fact, many people use the 

internet for pre-purchase research so that they can 

determine for themselves whether a particular supplier 

or brand is worthy of their patronage, and won‟t take 

them for a ride. 

The Internet also allows for Viral Marketing – where 

your website visitors spread positive word-of-mouth 

about your business - your customers do your 

marketing!  

9. Promote your “Brick „n‟ Mortar” Presence 

Getting lost trying to find a place can be frustrating for 

a potential customer. You can publish what they call a 

“dummy map” on your website, which shows directions 

and landmarks graphically, and the potential customer 

can print it out when looking for your “Brick „n‟ 

Mortar” premises. 

You might advertise a promotion on your website 

encouraging the visitor to visit your “Brick „n‟ Mortar” 

premises (eg. “At a branch near you!”). Also, if you 

recently moved to a new location, you will have to wait 

for the next 'phone directory to come out before people 

figure out where you currently are. Because a website is 

flexible – you can change the content as you like – you 
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can change your contact details instantly and lower the 

risk of losing customers when moving to a new 

location. 

10. Growth Opportunity 

A website serves as a great place to refer potential 

investors to, to show them what your company is about, 

what it has achieved and what it can achieve in future. 

11. Two-Way Communicative Marketing 

Customers can quickly and easily give feedback on 

your product and/or marketing approach. 

12. Affordable Market Research 

You can use features on your website such as visitor 

polls, online surveys and your website statistics to find 

out what your customers like more and how they feel 

about certain aspects of your business to determine how 

you can improve your product and the way you do 

business. 

VI. MARKETING EVALUATION 

We discussed above about metrics of effectiveness in 

terms of on-line marketing and certain tools/software 

used for measurements. But we need to remember that 

this is just one aspect of a business – focusing on the 

use of ICT in Marketing. The marketing ideology has to 

be whole – that is, the general marketing well being of a 

business is crucial to sustainable profit and competitive 

advantage. ICT is just a tool in marketing and emphasis 

should be more on a market orientation not just the 

tools. Today, marketing should be every employee's 

priority and not just that of the marketing department. A 

“hello” and “thank you” would matter a lot to a 

company‟s image. The ultimate idea is to have satisfied 

customers who will become loyal and translate to 

sustained profit, value and competitive advantage. 

VII. CONCLUSION 

This was a basic set of technologies that would help 

increase the interest and user experience that we are 

offering. It is important to know that all the described 

technologies will not suite everyone. What was 

described in the ICT Model represents a core of 

communication tools that is used by the largest number 

of people every day. The impact this would have cannot 

be known within the scope of this research but a 

company without a functioning website and therefore 

no personal web presence is giving out a lot to 

competition. Such companies cannot tell the added 

value or how much market share is lost by not investing 

in that marketing channel. For example, if adverts by 

such companies were made basically via flyers and 

newspapers the audience out-reach is more limited than 

a company with a working website and can reach other 

targets outside its locality. People continually look for 

variety and low price. If in a locality you are marketing 

to 500,000 people, with a functioning web presence, 

email and SMS/MMS marketing channels, your reach 

go far beyond your locality and will definitely draw 

other prospective customers if your products and 

services are unique and price conscious. 

A lot has to be done on the part of 

organizations to sensitize the public about the 

advantage of ICT use in marketing (in terms of email 

and SMS/MMS) to them, bearing in mind anti-spam 

laws. The public should be well informed about privacy 

issues to put their minds at rest when giving out their 

personal details to companies or businesses they deal 

with. The power of information and communication 

technology should not be underestimated especially in 

marketing. This research is in no way exhaustive and it 

opens a window into various areas in which further 

researches into the problems companies face when 

implementing ICT use in marketing. 
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