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Abstract 

 
Propelled by the driving forces of technology and globalization, the business-to-business 

landscape has in the last decades experienced an unprecedented pace of change. The 

digitalisation of marketplaces has eliminated geographical barriers to global trade. This 

development has forced companies to abandon many of the principles that have guide 

generations of managers. It has also blurred the lines between business and consumer 

marketing.  Despite the availability of global online marketplaces, many companies have not 

been able to take advantage of the opportunities they enable.  

 

While marketing has become prevalent for B2B companies the relative relevance has not 

reached equivalent academic attention. Academic knowledge plays an important role in 

understanding the dynamics of the business environment. Both marketers and researchers face 

a new reality, but there is a lack of conceptual frameworks that provides an understanding of it. 

Existing frameworks such as the marketing mix have been deemed outdated and insufficient in 

explaining today’s environment. This thesis investigates marketing elements available to 

companies pursuing an e-commerce strategy on global online marketplaces. By developing a 

conceptual framework that explains relevant marketing elements, the thesis contributes to the 

understanding of today’s B2B environment.   

 

Findings from the literature on marketplaces, marketing, and conceptual frameworks are 

bridged with the results from a field study with industry experts that participated in semi-

structured interviews. Based on academic and empirical findings the researcher suggests a new 

conceptual framework containing eight interlinked marketing elements that companies 

pursuing an e-commerce strategy on global online marketplaces should consider to enhance 

their adaptation to the platforms.  
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1. Introduction 
 

 
Electronic marketplaces are a fact of life and are becoming more prevalent every day 

- Yannis Bakos (1991) 

 
Looking back at this 30-year-old quote I can only confirm and, frankly, be impressed with just 

how correct Bakos turned out to be. I also believe that as relevant as this quote was back then, 

equally as relevant is it for businesses and researchers today.  

 

A new B2B landscape 

The rise of global online marketplaces (GOMPs) such as Amazon and AliBaba has in a short 

time pushed the progress of business-to-business (B2B) to unprecedented levels. Global B2B 

e-commerce revenue has in recent years outpaced business-to-consumer (B2C) e-commerce 

by far (Mehta & Hamke, 2019). This despite many companies' slow adaptation to GOMPs, 

making the future of B2B e-commerce even more dependent on their ability to adapt to this 

new type of marketplace (ibid).  

 

While developments in technology have enabled this progress, it has also blurred the lines 

between business and consumer marketing. Industrial marketing, or B2B marketing, has in 

many ways become more similar to consumer marketing. The focus has shifted from products 

to customers which has resulted in new power balances in the relationships.  Brand equity has 

become increasingly important, and companies utilise new communication technologies to 

address the total customer experience (Wind, 2006). Typical B2C marketing techniques such a 

targeted advertising, visual communications, and branding have become important components 

in B2B strategies as well (Piñero-Otero & Martínez-Rolán, 2016). This new reality requires 

companies to rethink how they conduct business. Developing into GOMPs has played a 

significant role in the success of companies operating in the global B2B e-commerce space 

(Garner, 2018). Compared to standalone e-commerce sites these marketplaces enable 

companies to target global markets without having to spend a fortune on marketing (Mehta & 

Hamke, 2019).  
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Despite the availability of GOMPs, many companies, especially small and medium-sized 

(SMEs), have not been able to take advantage of the opportunities they enable (Baiyere, Jensen, 

Fischer, Staykova, Wessel & Hedman, 2019). Lack of knowledge and resources, skill levels of 

business operators, and lack of standards have been identified as barriers to adaptation. Another 

barrier is the lack of recognition of the potential and understanding of the realizable benefits. 

SMEs who do not participate in these marketplaces not only risk being left behind, they also 

risk ending up in a market open to outside competition enabled by these global marketplaces 

(Stockdale & Standing, 2004). If there were any doubts about the necessity of digital 

transformation and sales through digital channels before, these have certainly been silenced by 

the coronavirus. The pandemic has been a reality check for companies that have been reluctant 

to embrace the new digital environment and, hence, found themselves unprepared (Cohron, 

Cummings & Yavar, 2020).  

 

Conceptual marketing frameworks 

Robust conceptual frameworks play a critical role in advancing academic and practical 

knowledge (Lindgreen, 2020). Conceptual frameworks do not intend to theoretically explain 

concepts but provide an understanding of them. Meaning that they do not provide a causal 

setting but, rather, an interpretive approach to social reality (Jabareen, 2009). Insightful 

conceptual frameworks are essential to integrate existing knowledge and setting agendas for 

future B2B marketing research, but also for decision-makers to plan their marketing activities. 

Despite their relevance, there is a lack of conceptual frameworks that explains today’s B2B 

environment (Lindgreen, 2020). 

 

Propelled by the driving forces of technology and globalization, the business landscape has in 

the last decades experienced an unprecedented pace of change. Businesses today, both B2C and 

B2B oriented, have abandoned many of the principles that have guided generations of 

managers. To cope with the changing business landscape, companies develop new sets of 

objectives, rules, and practices (Prastacos, Söderquist, Spanos & Wassenhove, 2002). This 

change has paralleled the progress in the field of B2B marketing research. While there has been 

a significant increase in journals and articles, the field is still severely underrepresented in 

scientific research (Hadjikhani & LaPLaca, 2013). Additionally, much of the existing research 
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is concerned with the relationship between companies, leaving other areas of the B2B spectrum 

under-explored (Jensen, 2006). One of those areas is the commerce on GOMPs. 

 

A new conceptual framework 

Managing businesses online requires companies to build capabilities different from those 

tailored to sell offline. In a similar fashion, capabilities required to pursue export in a GOMP 

differ from those needed in domestic e-commerce (Wang & Cavusoglu, 2015). Scholars have 

addressed the subject of B2B e-commerce and conceptual frameworks have been developed to 

understand different forms of modern B2B operations (Goi, 2009). But little research has been 

done to identify and understand the marketing elements associated with the new environment. 

Marketing elements are aspects of marketing that companies should consider, include, and 

utilise when developing strategies (Jensen, 2006). One of the most acclaimed tools for 

identifying marketing elements is the marketing mix (McCarthy, 1960). However, the 

marketing mix has been deemed insufficient when explaining today’s modern business 

environment. Such criticism has resulted in the development of numerous enhanced and 

modified frameworks (Evans and King, 1999; Chaffey et al., 2000; Kambil & Nunes, 2000; 

O’Connor & Galvin, 1997, as cited in Goi, 2009) 

 

Based on the above, the student considers it relevant to investigate and identify marketing 

elements B2B companies should consider when pursuing an e-commerce strategy on a GOMP 

and capture these in a conceptual marketing framework. Thereby, the student seeks to provide 

insights into today’s B2B environment for companies that intend to participate in such 

marketplaces and for future research in the field of marketing.  
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1.1. Research question, aim, and objectives 
This thesis seeks to investigate and define marketing elements relevant for B2B companies 

pursuing an e-commerce strategy on GOMPs and present these in a conceptual framework that 

can guide the formulation of such strategy, as well as function as a basis for future research in 

the field of marketing. Hence, the researcher will answer the following research question: 

 

How can B2B companies pursuing an e-commerce strategy on global online marketplaces 

consider the marketing elements available to them to enhance their adaptation to the platforms? 

 

Based on the research question an overall research aim and four objectives have been defined. 

The research aim intends to provide answers to the research question, while the objectives 

divide the research aim into parts and address each part separately (Dudovskiy, 2019a). The 

research question, research aim, and accompanying objectives are outlined in Figure 1 which 

serve as an overview of areas the researcher will explore to answer the question. 

 

 

 
 
 
 
 

 

 

 

 

 

 

 

 

 

 
 

 
 

Figure 1. Research question, aim and objectives (own creation inspired by Dudovskiy, 2019a) 

Research Question 
How can B2B companies pursuing an e-commerce strategy on global online marketplaces 

consider the marketing elements available to them to enhance their adaptation to the platform? 
 

Research Aim 
Identify marketing elements relevant to B2B companies pursuing e-commerce on global online 

marketplaces. 

Objective 1 
To understand existing conceptual marketing frameworks that explains marketing elements, how 

they were developed, and their limitations. 

Objective 2 
To understand B2B marketplaces as a phenomenon, historically and today, and marketing 

concepts relevant to the context.  

Objective 3 
To understand how it is to pursue e-commerce on a GOMP and identify aspects not revealed in 

literature. 

Objective 4 
To assess the relevance of a new conceptual framework that explains marketing elements on 

global online marketplaces.  
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1.2. Structure of the thesis  
The first chapter defines the territory of the thesis. The topics relevant to the research are 

introduced and the research question, aim, and objectives are defined. The scope and boundaries 

of the study are set in the delimitation section.  

 

In the second and third chapters, literature on the relevant topics is reviewed. As the purpose of 

a conceptual framework is to provide understanding, the researcher must first obtain knowledge 

of the concepts that are to be included and the context to which the framework applies (Jabareen, 

2009). In the first part of the literature review, marketplaces, B2B marketing, and relevant 

marketing concepts are examined. Marketplaces represent the context to which the conceptual 

framework applies and B2B marketing concepts are those relevant to that context. In the second 

part of the literature review, the marketing mix and alternative conceptual frameworks are 

reviewed. By obtaining knowledge on existing marketing frameworks the researcher seeks to 

gain insights and inspiration for the development of a new conceptual framework.  

 

In the fourth chapter, methodological choices and methods adopted to conduct the empirical 

investigation are presented and argued for. The academic findings from chapter two and three 

serves as a basis for the methodology and, hence, for the empirical research. This chapter also 

includes a presentation of the interview participants and an overview of the empirical results. 

 

In the fifth chapter, academic and empirical findings are bridged to discuss and analyse 

marketing elements relevant for B2B companies on GOMPs. The empirical findings and 

academic results are weighed against each other to identify what elements to include in a 

conceptual framework.  

 

In the seventh chapter, the relevance and usability of the suggested conceptual framework are 

analysed from the perspective of a B2B company. Each of the marketing elements identified 

from the discussion are evaluated based on the case company and a GOMP. Lastly, chapter 

eight concludes the thesis and summarizes the answer to the research question. 
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1.3. Delimitations 
With this thesis, the researcher seeks to investigate marketing elements relevant for B2B 

companies pursuing e-commerce on GOMPs. The researcher does not intend to practically 

investigate how these elements are utilised but, rather, identify and define marketing elements 

that hypothetically can be used by B2B companies to make adaptation to GOMPs more 

efficient. 

 

The scope of the empirical investigation is narrowed down to participants from Denmark and 

Sweden. While the topic at hand is relevant from a global perspective, the point of departure in 

Denmark and Sweden was considered necessary with the time constraint under which the 

research had to be conducted. This focus served geographical advantages when finding people 

to participate in the study. Even though the participants are delimited to Denmark and Sweden 

the research provides insights and adds further to the understanding of the topic at hand. 
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2. Marketplaces & B2B marketing | literature review 
 

Marketplaces, both physical and digital, constitute central elements of the world economy and 

enable the trade of products and services, and have done so for thousands of years (Milliou & 

Petrakis, 2004). Marketplaces have three main functions: matching buyers and sellers, 

facilitating the exchange of information, goods, services, and payments, and providing an 

institutional infrastructure that enables the market to function efficiently (Bakos, 1998).  

 
Commerce between organizations has been around since organizations were first developed, 

and B2B marketing practices have existed for millennia. While contributions to B2B marketing 

theory can be traced back to the end of the 1800s, the most significant contributions have been 

made in the last three decades (Hadjikhani & LaPlaca, 2013). Hence, if looking for “history of 

B2B marketing” you are likely to find yourself disappointed. While journals such as The 

Economic History Review contain many articles providing valuable historical perspectives, the 

subject of B2B marketing has remained relatively untouched. Two reasons for this are: 

marketing, the way we understand it, did not exist back then, and businesses were not operating 

in the same way as modern businesses that emerged after the Industrial Revolution do (Sabel, 

2018).  

 
Nevertheless, this first chapter of the literature review takes its starting point from a historical 

perspective. History enables us to analyse and explain problems in the past, but more 

importantly for this thesis, it positions us to see patterns that otherwise are invisible in the 

present, thus, providing us with a perspective of understanding current and future challenges 

(Stearn, 1998). The development of B2B marketplaces, from the ‘first marketplace’ to digital 

platforms, will be reviewed. One of the most renowned online marketplaces, Amazon, is 

examined as an example of a GOMP in where B2B companies can engage in global trade. 

Moreover, B2B marketing and relevant marketing concepts will be examined to provide an 

understanding of the subject. 
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2.1. Marketplaces  
A historical perspective  

The Grand Bazaar in Istanbul was founded in 1461 and is often referred to as the oldest 

marketplace in the world. The Ahi federation that founded the marketplace consisted of 

members from 32 different professions, making the marketplace a vast network of suppliers 

and buyers from different industries (Cetin & Kizilirmak, 2014).  

 

The origins of marketplaces are obscure, and it is safe to say that they have existed long before 

the Great Bazaar. The agoras in Greece served as meeting places, where amongst other 

activities, goods were traded. The agoras are attested as early as the 8th century BC (Lindenlauf, 

2014). During the late Middle Ages, from the 11th to the 15th century, marketplaces became 

common features in the townscapes across Western Europe. In addition to being important 

venues for the trading of goods, marketplaces functioned as growth mechanisms for the towns. 

A well-situated marketplace, near the bridging point of a river, made the town accessible for 

buyers and sellers from further away. To meet the demand for long-distance trade, trade fairs 

were arranged. These happenings ranged from local and regional, to large national or 

international events (Casson & Lee, 2011).  

 
Marketplaces and trade fairs expanded steadily from the 15th to the 17th century with the 

growth of international trade and expansion of credit. Major developments in retailing took 

place in the 18th century as income rose and fashion became available to a broader audience. 

Shops that offered niched products became common, and more sophisticated marketing 

techniques, such as advertising, the display of branded goods, and fixed prices became popular 

(Casson & Lee, 2011).  

 
The emergence of mass production in the late 18th and early 19th century required a more 

efficient and extensive retail system than the one offered by shops and marketplaces. New 

product types and greater volumes lead to a new type of sales channel: the department store. 

Window shopping, i.e., the use of seductive display, and shopping as a social activity were 

important drivers of continuity (Casson & Lee, 2011). 
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The first half of the 20th century gave some indications of what was to come in terms of new 

consumption trends. Retail became an integrated part of the planning in the suburbanization of 

cities. In the ’50s, commercial development came up with a new type of marketplace: shopping 

malls. These shopping centres reflected the new “post-war city” built on mass consumption. 

They were strategically placed in highway intersections and along busy thoroughfares, enabling 

people to reach them by car or public transport. Shopping malls, but also marketplaces, as they 

were planned in the ’50s have had a strong impact on commercial planning today (Cohen, 

1994). 

 
Digital marketplaces  

The first half of the 20th century truly revolutionized the commerce. Alongside the shopping 

centres, a new type of marketplace was developed: the electronic marketplace. Advancements 

in telecommunication technologies enabled auctions to take place by wire. The first electronic 

marketplace can be traced back to the ‘40s where citrus fruits in Florida were auctioned on an 

electronic marketplace (Movahedi, Lavassani & Kumar, 2012). Electronic marketplaces took 

off in the ’70s when the first computer-based marketplace pilot project was initiated. What 

made this new type of marketplace revolutionary was the separation of negotiation function 

from the physical transfer. The systems were open to all buyers and sellers regardless of their 

location and provided instant market information to everyone. Trades could now take place 

without either of the parties being present in the physical marketplace, reducing transportation 

cost for the sellers and travel costs for the buyers (Fong, Chin, Fowler & Swatman, 1997). 

 
In recent decades, with the development of more sophisticated communication technologies, 

electronic marketplaces have been implemented in advanced platforms, often including 

additional integrations. Figure 2 visualises the development in organizational electronic 

networks and the technologies that drove this development (Movahedi et al., 2012).  

 
 

 

 

 
Figure 2. Evolution of electronic networks (own creation inspired by Movahedi et al., 2012) 

1960's
EDI Introduction

1990's
ERP Systems

2000's
Internet-based 
collaborative 

systems

2010's
Agent-based e-
marketplaces
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With the implementation of web-based trading exchanges, electronic networks expanded 

beyond the organizational boundaries. The growth of the Internet as an electronic business 

platform amplified the usage of electronic markets (Movahedi et al., 2012). The application of 

electronic markets expanded from “baseline interaction and directory services to speciality 

market services, such as dynamic trading, and cooperative supply-chain integration and 

marketing” (Ghenniwa, Huhns & Shen, 2005).  

 
In recent years, a key driver in the development of GOMPs has been the exploitation of 

intelligent agents, i.e., software that can identify the need for transactions, conduct negotiations, 

and finalize transactions without human intervention. At the turn of the millennium there was 

a large number of GOMPs worldwide. However, many of them faced challenges in the 

adaptation of new technologies and consequently ceased their operations. Some GOMPs 

persisted and matured to become the prominent platforms that dictate much of the e-commerce 

landscape today (Movahedi et al., 2012). 

 

 
2.2. B2B marketplaces today 
B2B e-commerce is growing rapidly, and GOMPs are major contributors to the progress. Whilst 

the number of companies that participate in these marketplaces are constantly increasing, many 

organizations are yet to include them in their strategies (Milliou & Petrakis, 2004). Even as this 

new type of marketplace is replacing many brick and mortar marketplaces, traditional 

marketplaces remain important channels in many companies’ international marketing strategies 

(Evers & Knight, 2008). To assess the development of marketplaces and B2B marketing 

concepts the researcher has deemed it interesting to examine a modern brick and mortar 

marketplace before delving into GOMPs.  

 

Trade fairs: modern brick and mortar marketplaces 

Trade fairs are defined as “events that bring together, in a single location, a group of suppliers 

who set up physical exhibits of their products and services from a given industry or discipline” 

(Black, 1968). Participation in fairs, especially international fairs, has played an important role 

in many firms’ ability to export and enter new markets (Serginhaus & Rosson, 1994). A study 

by Greipl and Singer (1980) showed that the most important objectives amongst firms 

participating in trade fairs, in descending order, are: development and maintenance of contacts, 
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launching new products, handling customer problems, gathering market intelligence, 

strengthening the company image, and lastly, obtaining sales.  

 

While some success factors of participating in trade fairs, such as the ratio of decision-makers 

amongst participants, are typically uncontrollable by individual firms, there are multiple factors 

that are controllable (Faria & Dickinson, 1985). Controllable activities can be categorised as 

pre-show promotion, at-show sales and follow-up activities. Pre-show promotion refers to 

firms’ efforts in inviting people and companies from the target group. At-show sales are the 

activities that take place at the fair. Follow-up activities refer to the analysis of fair participation 

and relationship building with contacts (Ling-yee, 2008). While pre- and follow-up activities 

do not differ much from regular marketing activities, the activities at the trade fair require 

certain considerations and planning. Firstly, the booth where the personnel stand should attract 

the target audience. Hence, the location, design and layout of the booth must be considered. 

Secondly, the people in the booth must be able to make contact with visitors and generate sales 

leads. Personnel must be trained to understand the visitors, and to represent the company and 

its products (Tanner & Chonko, 1995). Moreover, enough personnel must be placed in the booth 

to maintain contact with the visitors (Ling-yee, 2008). 

 
Global online marketplaces 

An e-marketplace, or global online marketplace, can be defined as “an inter-organizational 

information system providing a ‘virtual space’ where multiple buyers and sellers can 

communicate and transact, very often supported by various additional required services such as 

financial, transport, logistics etc.” (Loukis, Spinellis & Katsigiannis, 2011). The three main 

functions of marketplaces: match buyers and sellers, facilitate trade, and provide institutional 

infrastructure holds true for GOMPs as well (Bakos, 1998).  

 

E-marketplaces as a business model are based on the notion that they can help organizations to 

streamline complex business processes, gain efficiencies, aggregate buyers and sellers in a 

single contact point, enjoy greater economies of scale and liquidity, and eliminate geographical 

barriers (Mohavedi et al., 2012). From a buyer’s perspective, e-marketplace has had a major 

impact by reducing the search cost when obtaining information about price and offerings 

available on the market (Bakos, 1991). Chong, Shafaghi, Woollaston and Lui (2010) argue that 

marketers in SMEs have improved their marketing activities through GOMPs. While the main 
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concerns of smaller businesses are related to limited time, resources, and expertise, B2B e-

marketplaces provide a favourable environment for SMEs to lower their operating and 

marketing costs, improve the promotion of their products and services, and enrich the overall 

communication mix. Chong et al. (2010) has listed some of the benefits of B2B e-marketplaces 

commonly mentioned by academics and practitioners. 

 

q Reduced search cost by enabling comparison of price, products, and services. 

q Improved production and supply capabilities. 

q Improved personalization and customization of product offerings. 

q Enhanced customer relationships. 

q Less marketing staff needed. 

q Operating every hour of the day, every day of the year. 

q Facilitating a global presence; exploring new markets. 

 
Like there is no one type of marketplace, there is no one type of GOMP. The largest GOMPs 

today, based on gross merchandise value, are Taobao (CH), Tmall (CH), Amazon (US), JD.com 

(CH) and eBay (US) (Statista, 2020). The conditions and requirements for doing business on 

these marketplaces vary. Movahedi et al. (2012) has identified nine dimensions on which 

GOMPs differ, that companies seeking to pursue B2B should consider when choosing a 

marketplace. The dimensions are briefly described below. 

 

q Participants: the type of parties that are involved in the marketplace 

q Vertical or horizontal: industry or product-specific, or cross-industry marketplace.  

q Direct or indirect goods: types of products that are being sold on the marketplace.  

q Relationship horizon: long- or short-term relationship with the market maker. 

q Pricing mechanism: how participants are charged - variable or flexible pricing model.  

q Marketplace bias: marketplace may benefit certain parties or the market maker. 

q Marketplace orientation: balance of power between parties involved. 

q Marketplace ownership: can be owned by buyers, sellers or a neutral party.  

q The openness of market and income model: requirements of participation. 
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2.3. Amazon Marketplace  
Amazon started as a bookseller in 1995 but quickly grew into one of the largest e-commerce 

businesses in the world (Garner, 2018). Today, Amazon is a multinational technology company, 

but also the leading e-retailer in the United States with close to 280.5 billion US dollar in net 

sales in 2019. The company offers online retail, computing services, consumer electronics, 

digital content as well as other local services such as daily deals and groceries (Coppola, 2021). 

While being a major supplier of goods, and owner of the platform, offers a neutral marketplace 

for both buyers and sellers (Movahedi et al., 2012). 

 
Amazon Marketplace, henceforth referred to only as Amazon, is a coopetition-based business 

model, referring to the collaboration between competing firms that enables sellers to draw on 

the e-commerce services and tools, and to display their products alongside Amazon’s own 

products (Ritala, Golnam & Wegmann, 2014). The marketplace has had a massive impact on 

e-commerce, especially in the United States where the term “the Amazon Effect” is used to 

describe how increased e-commerce disrupts the traditional retail market (Garner, 2018). There 

are several factors and activities that companies planning on using Amazon’s marketplace need 

to consider. The most important ones, as suggested by Amazon, are presented below. 

 
FBA and FBM 

Companies can register their accounts as either Fulfilment by Amazon (FBA) or Fulfilment by 

Merchant (FBM), or both. FBA means that products are stored in Amazon fulfilment centres, 

and picked, packed and shipped by Amazon. Amazon is also responsible for customer service. 

FBA items are eligible for Amazon Prime free two-day shipping. This alternative comes with 

several fees but is popular among start-up companies, companies who do not have the capacity 

to handle logistics, and large-volume sellers. Sellers with FBM account stores and ships items 

to customers via their own logistics and operational processes (Rogers, 2021).  

 
While FBA is a smooth solution and offers many beneficial services, companies rely on 

Amazon and the company’s processes. The products are sold by Amazon rather than by the 

seller. FBM offers more control over the business, and hence, better opportunities to build a 

brand. Products are sold by sellers who rely less on Amazon's processes and merely use the e-

marketplace to reach customers (Rogers, 2021). 
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Costs 

To sell on Amazon, participants need to sign up for one of two selling plans, the individual plan 

or the professional plan. The individual plan requires no up-front payment, but 0.99 USD per 

item sold. It is suitable for those planning to sell less than 40 products per month. The 

professional plan costs 39.99 USD per month but has no additional selling fees. It also comes 

with benefits such as advertising of products and top placements on product detail pages 

(Amazon.com, 2021a).  

 
In addition to the selling plan, there are fees linked to selling on Amazon. Referral fees are 

charged for each item and depends on the product category. Most referral fees are between 8 

and 15 percent. Fulfilment fees for transportation are charged. Sellers can choose to handle the 

shipping themselves and are then given the amount charged from customers in a form of 

shipping credit. There is a long list of other fees that apply depending on additional services 

offered by Amazon (Amazon.com, 2021a).  

 
Product listings 

Sellers are required to create product listings. The professional plan allows for bulk upload 

using third-party systems, while individual sellers list one product at a time. Products must have 

a Global Trade Item Number, such as UPC, ISBN or an EAN, for Amazon to identify the 

product. Additionally, sellers must provide product ID, SKU, product title, description and 

bullet points, search terms and keywords, and images for each listing (Amazon.com, 2021a). 

Not all product categories can be sold on Amazon. Illegal products, alcohol and narcotics are 

prohibited, but also categories such as surveillance equipment, subscriptions and certain luxury 

products are restricted by Amazon’s policies (Amazon, 2021b).  

 
Advertisement  

Amazon offers sellers with the professional plan advertising solutions to reach and engage new 

customers. Ads are shown to customers where they are most likely to see them, like on the first 

pages of search results or on product detail pages. The different solutions allow sellers to 

advertise their products, brands, or Amazon stores on landing pages or product detail pages. 

There is also a service for sponsored display ads that are shown both on and off Amazon. Sellers 

may also use promotions, such as free shipping, to attract more customers (Amazon.com, 

2021a).  
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The cost of ads is on a cost-per-click basis, meaning that sellers are charged only when an ad is 

clicked. Sellers can control how much they want to spend on each click, and set daily budget 

limits (Amazon.com, 2021c). 

 

 
Amazon Business 
Amazon Business is Amazon’s B2B wholesale marketplace. Compared to the standard Amazon 

marketplace the Business plan has additional features tailored to the needs of B2B companies 

such as bulk pricing, business pricing, tax programmes and business-only products. Amazon 

Business is available through both a seller and buyer program. Companies with a professional 

selling plan can become Business sellers at no additional cost (Amazon.com, 2021d). Some 

benefits of Amazon Business are listed and described below. 

 
Reach 

Through Amazon Business, companies can grow their sales by reaching enterprises of all types 

and sizes, as well as universities, hospitals, government agencies, and non-profit organisations. 

Using Amazon Business does not preclude sales on the standard marketplace, products may be 

listed on both (Rankin, 2021). 

 
Additional branding opportunities   

The seller profile on Amazon Business allows companies to provide buyers with more 

information about the company and add visuals such as banners or logotypes. Additionally, 

sellers can set credentials such as ISO 9001 certified, minority-owned or eco-friendly to 

describe their business. Buyers can filter on these credentials to meet requirements of 

purchasing policies often held by governments, universities and non-profit organisations 

(Valdez, 2019).  

 
Exclusive B2B product listings 

Companies with an Amazon Business plan can create product listings only available to other 

businesses. This also allows sellers to set business prices and quantity discounts. Listings can 

also include information to manufacturers and distributors about part numbers or National 

Stock Numbers. To help potential buyers make informed decisions, additional information such 

as user guides, installation manuals, and safety information can be included. Business buyers 
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can request the number of units they would like to purchase, and sellers can respond to requests 

with a discounted offer (Amazon.com, 2021d) 

 
Tax exemptions 

Companies can enrol in Amazon’s tax-exemption program, and be eligible for tax-exempt 

purchases from Amazon, its affiliates or other participating third-party sellers. If not enrolled, 

companies must contact customer support for refunds (Amazon.com, 2021d). 

 

 

2.4. Barriers to GOMP adaptation 
A lot of SMEs are not achieving even minimal levels of e-commerce adaptation (Stockdale & 

Standing, 2004). Typical barriers to adaptation are lack of knowledge and resources, the skill 

level of business operators, and lack of e-commerce readiness in some sectors. While these 

barriers also apply to GOMPs, there are specific challenges linked to the adaptation and usage 

of these marketplaces. These challenges are listed and briefly described below (ibid).  

 
Lack of support from market makers 

Marketplaces are often biased to benefit large corporations and do not consider the challenges 

and needs of smaller firms. High initial fees for participating in a GOMP is a typical example. 

SMEs are unlikely to commit resources without a recognisable return of benefits (Stockdale & 

Standing, 2004). 

 
Lack of standards 

The lack of a standardised framework amongst GOMPs causes adaptation to be challenging for 

both buyers and sellers. GOMP developers often create their own platform without regard to 

any industry or technological standards (Stockdale & Standing, 2004) 

 
 
Network externalities 

If a company's external network is yet to adapt to GOMPs, the benefits of being a first-mover 

can be perceived as vague, and the incentives are therefore few. There have to be some real 

immediate benefits to encourage the first move (Stockdale & Standing, 2004; Korchak & 

Rodman, 2001).  
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Global trading 

While GOMPs enable global trade, global trade in itself poses challenges for SMEs. Cultural 

differences, language difficulties and legislation are not insurmountable obstacles, but they 

require recognition and understanding (Stockdale & Standing, 2004). 

 

 
2.5. B2B marketing  
The field of B2B marketing research is young and fairly underrepresented in literature. 

According to Hadjikhani and LaPlaca (2013), the pioneer of B2B thinking is John Wanamaker 

who in 1899 proposed an understanding of the customer relationship in a business context. He 

rejected the idea of profit maximization regardless of customer satisfaction and proposed an 

integrative perspective of the roles played by suppliers, retailers, and customers. While B2B 

marketing has become relevant for marketers and economists, the relative relevance has not 

reached equivalent academic attention (Reid & Plank, 2000).  

 

The presence of articles on the topic in the top four marketing journals is scarce. An analysis of 

23 marketing journals from 1936 to 2006 showed that, of 17 853 articles, only 1 204 dealt with 

B2B marketing, accounting for 6.7% of the total (Laplaca & Katrichis, 2009). Marketing 

journals are in general B2C focused, and some researchers claim that the divergence in business 

and consumer marketing is not significant and, hence, requires no specific attention when 

developing marketing concepts (Coviello & Brodie, 2001). Those who argue for an independent 

understanding of B2B marketing often point towards the differences in the buyer-seller 

relationship, which are more prominent in a B2B context, and the more complex decision 

process that characterises B2B transactions (Cortez & Johnston, 2017).  

 
Characteristics 

Early marketing theory was a direct application of economic theory. While actors could 

establish preferences, the understanding of B2B was that the low-cost supplier got the sale. 

Since then, B2B marketing has undergone many transitions, and in the last three decades the 

development of relationship marketing research and theory has gained momentum. Most 

scholars agree that the relationship aspect is a key component. However, the debate is now 

focused on what B2B relationships are and how they should be understood (Hadjikhani & 

LaPlaca, 2013). A simple way of understanding B2B marketing is to compare it to B2C. “B2B 
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and B2C differ primarily in terms of their target audiences and how they communicate to them. 

While B2C marketing focuses on quick solutions and enjoyable content, B2B marketing is more 

concerned with building relationships and proving a product’s return on investment for a 

business customer” (Zenn, 2019).  

 

Two of the most salient attributes of B2B marketing is also what makes it challenging for 

marketers. Firstly, the buying process consists of several stages and there are usually many 

people involved in the purchase decisions. Secondly, while the B2C domain is standardized 

with well-defined product attributes, B2B is more heterogeneous as to customer size and 

performance needs (Cortez & Johnston, 2017). Due to this, B2B marketing requires more 

communication and education of the customers. Customers must feel that they are provided 

with the right knowledge about the product or service to make informed decisions. This is 

especially important if the goal is to maintain a long-term relationship. It must also be clear for 

the customers how they can benefit from the purchase, i.e., what return of investment they can 

expect (Zenn, 2019). 

 

Traditional B2B communication processes are transactional both within and across firms 

(Sharma, 2002). Figure 3 visualises a typical communication pattern of a B2B company. The 

marketing and sales department interact with the customers, and when there is a customer order 

or inquiry, the manufacturing department is contacted. Hence, there is usually no contact 

between customers and manufacturers. Manufacturers are in contact with suppliers and logistic 

firms, independent from the sales and marketing departments. Logistic firms may contact 

customers directly. In these communication processes there is a general lack of data sharing 

within and across organizations (ibid). 
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Figure 3. Traditional B2B communication process (own creation inspired by Sharma, 2020) 
 
 
Digital B2B marketing 

Adaptation to the Internet has been revolutionary for the way marketing is done. Today, rather 

than being a subtype of traditional marketing, digital marketing has become a phenomenon of 

its own. Digital marketing is user-centric, measurable, ubiquitous, and interactive (Piñero-Otero 

& Martínez-Rolán, 2016). As companies adapt to e-commerce, it is expected that their practices 

will change. Digital marketing strategies are commonly developed alongside e-commerce 

strategies, and help companies cope with this change (Sharma, 2002). 

 
While every company has a unique approach to digital marketing as per their business model 

and differentiation strategy (Pandey, Nayal & Rathore, 2019), there are certain opportunities 

that most companies seek to take advantage of. Piñero-Otero and Martínez-Rolán (2016) have 

identified some of these opportunities: 

 

q Branding: the scope, presence and constant updates enabled by the Internet is a great 

opportunity to build a brand image.  

q Interactivity: the communication possibilities enabled through the Internet allow 

companies to enhance their customer relationships. 

q Visual communication: image- and video-based tools offer marketers attractive ways to 

reach their audience. 

q Relevant advertising: data collection simplifies segmentation and customisation of 

advertising in the digital environment.  

Firm Marketing 
& Sales 

Customers 

Logistics Suppliers 

Firm 
Manufacturing 

Customer 
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q Virality: word of mouth is amplified due to the connectivity, instantness and shareability 

of online content.  

q Measuring output: online platforms allow for follow-up options and assessment of 

output. 

 
Researchers have suggested that marketing has undergone a paradigmatic shift toward 

customer-centric marketing. Customer-centric marketing emphasizes understanding and 

satisfying the needs, wants, and resources of individual customers. This has been enabled due 

to advancements in affordable technologies that allow marketers to provide more customisable 

solutions (Sharma, 2002). Consequently, there has been a shift in marketing strategies. 

Traditional strategies are commonly product-focused, relying on research and development, 

and sourcing to manufacturers, sales and service. The digital transition has led companies to 

organize in reverse marketing, i.e., beginning with the customer's needs and making the 

customer a central point in the marketing strategy (ibid).  

 
As companies implement e-commerce and digital marketing strategies, their communication 

processes are expected to change (Sharma, 2002). Figure 4 visualises how the communication 

process from Figure 3 has evolved to be digitally integrated into an online platform. In this 

environment, all internal departments, suppliers and customers access the same platform. Such 

communication processes are expected to reduce cost and other inefficiencies (ibid).  

 

 

 

 

 

 

 

 

 

 

 
 

Figure 4. Communication system in an Internet-based platform (own creation inspired by Sharma, 2020) 
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3. Conceptual frameworks | literature review 
 

Conceptual frameworks are valuable to both marketing practitioners and marketing researchers. 

They provide an understanding of concepts and how concepts are interlinked (Jabareen, 2009). 

Even though conceptual advancements in the field of marketing have slowed down (MacInnis, 

2011), there are a great number of existing conceptual frameworks that address different areas 

of the marketing paradigm. SWOT analysis, Ansoff's Matrix, and Porter’s Five Forces are 

common frameworks and models used in strategy formulation and research (Salwa, Sudarsan 

& Radha, 2016). The conceptual framework deemed most relevant for this thesis is the 

marketing mix, a framework used to identify elements of successful positioning of the market 

offer (Khan, 2014). The marketing mix is one of the most taught and used marketing 

frameworks in the world and has served as an inspiration to numerous modifications and new 

frameworks (Jackson & Ahuja, 2015).  

 
In this chapter, the emergence, role, and criticisms of the marketing mix will be reviewed. As 

the researcher seeks to develop a new conceptual framework that captures important marketing 

elements of today’s B2B environments it is of relevance to understand how and why the 

traditional marketing mix was developed. Moreover, by examining alternative frameworks 

stemming from the marketing mix, the researcher can gain valuable insights for the 

development of a new conceptual framework.  

 

 
3.1. The marketing mix framework 
A marketing mix is used to identify and simplify marketing activities and separate them from 

other activities within the organization. By doing this, the framework can reveal where tasks 

should be delegated and what components need to be changed to enhance the organization’s 

competitive position (Grönroos, 1994). Despite being one of the basic ideas of marketing, 

literature does not agree on what exactly the marketing mix is a mixture of. Early writers such 

as Borden (1964) and Frey (1956) viewed the elements in the mix as procedures and policies, 

whereas most authors today depict them as parameters, tools and instruments (Jackson & Ahuja, 

2015).  
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The definition of the marketing mix differs between scholars, but all definitions rest on the 

concept as a framework. Kotler (2000) defined it as “a controllable group of variables that the 

organization may use to influence consumers' response to a product or service”. McCarthy 

defined marketing mix as “a combination of all the factors at the command of a marketing 

manager to satisfy the target market” (McCarthy, 1964, as cited in Rafiq & Ahmed, 1995). 

 
History of the marketing mix 

The marketing mix concept stems from a notion of the marketing manager as a “mixer of 

ingredients” (Culliton, 1948, as cited in Jackson & Ahuja, 2015). “The marketer plans various 

means of competition and blends them into a ‘marketing mix’ so that a profit function is 

optimized” (Grönroos, 1994). The term ‘marketing mix’ was coined by Borden who deemed 

the concept to consist of 12 elements: product, planning, branding, pricing, distribution 

channels, personal selling, advertising, promotions, packaging, display, servicing and physical 

handling, and fact-finding and analysis. The list of elements was redefined by McCarthy in 

1960, who introduced the highly memorable ‘four Ps’: product, price, place and promotion 

(Jackson & Ahuja, 2015). These four marketing elements were quickly adopted by textbooks 

and soon became the unchallenged basic model of marketing, totally overpowering previous 

models and approaches (Grönroos, 1994).  

 
Booms and Bitner (1981) argued the need for an extended marketing mix that included elements 

of the service industry. They added three ‘Ps’ to the original marketing mix: people, physical 

evidence and processes (Rafiq & Ahmed, 1995). The extended mix, ‘the seven Ps’, has today 

gained much recognition and is commonly referred to together with the traditional mix. The 

extended framework was accepted by Kotler in one of the world’s most used marketing 

textbooks and is today one of the most taught and used marketing models worldwide (Jackson 

& Ahuja, 2015). 

 
Marketing elements: the seven Ps  

Even though the marketing mix as a concept has been, and still is, a subject of debate, the 

traditional framework consisting of four ‘Ps’ has survived in contemporary textbooks and is 

generally accepted as an apt description of elements that marketing managers can control. The 

marketing mix concept is nearly always used in conjunction with the four original elements. 

Even most modified frameworks developed throughout the years incorporate these four 
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elements (Quelch & Jocz, 2008). The traditional four and the additional three marketing 

elements are presented below. 

 
Product 

‘Product’ is defined as “something or anything that can be offered to the customers for attention, 

acquisition, or consumption and satisfies some want or need. It includes physical objects, 

services, places, organizations or ideas” (Khan, 2014). The marketing element considers the 

augmented product, i.e., the additional benefits such as warranties, installations and after-sales 

activities. Quality, brand, product variety, and packaging are some typical variables included in 

the product scope (Kotler & Keller, 2012).  

 
Price 

‘Price’ is the value charged for any product or service (Thabit & Raewf, 2018). While it may 

appear to be the simplest of the Ps, deciding on a price is a complex task. It must reflect demand, 

consider consumers’ ability to pay, and what competitors charge for comparable products 

(Singh, 2012). All variables in the marketing mix are interconnected, but the price is the only 

variable in the traditional marketing mix that must be set in relation to the other three elements. 

This is due to being the only variable that does not infer costs. Product, place, and promotion 

are all variable costs for the organization, while price is the element that generates turnover 

(Khan, 2014).  

 
Place 

‘Place’ refers to the strategy of distribution of a product or services to the end-user (Goi. 2009). 

Commonly, it includes distribution channels, warehouse facilities, mode of transportation, and 

inventory control management (Singh, 2012). Companies may adopt multiple channels to 

distribute their product. These channels can be both direct, such as physical stores or websites, 

and indirect, intermediaries (Khan, 2014). 

 
Promotion 

Khan (2014) and Kotler and Keller (2012) list sales promotion, advertising, public relations, 

personal selling and direct marketing as activities covered by the promotion element. A 

successful product or service means nothing unless the benefits can be communicated to the 

target market (Khan 2014). Promotion depends on the organization’s marketing objectives, but 

advertising tends to be an impactful variable of the promotion element (Thabit & Raewf, 2018). 
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People  

‘People’ are all human actors who play a part in the service delivery or the sales of goods. Due 

to the simultaneity in production and consumption of services, personnel occupy a key position 

in influencing the perceived quality (Hollensen, 2014). The scope of the people element 

includes variables such as training, incentives, interpersonal behaviour, and attitudes (Thabit & 

Raewf, 2018).  

 
Physical Evidence  

‘Physical evidence’ refers to the environment in which the service is delivered, and any tangible 

goods that facilitate the service delivery. The physical environment itself is important, as it 

impacts the perceived quality of the service. The physical environment is often considered a 

part of the product itself (Rafiq & Ahmed, 1995). For services that are not delivered in such 

environments, tangible clues such as case studies or testimonials can help reduce the risk feeling 

customers may have towards a service (Hollensen, 2014).  

 
Processes  

The last of the additional marketing elements, ‘processes’, includes the procedures, 

mechanisms, and flows of activities by which the service is acquired (Rafiq & Ahmed, 1995). 

A classic example is the consumer participation that takes place in fast-food restaurants where 

people manually place orders through self-service screens instead of having an employee doing 

it at the counter. Kotler and Keller (2012) argue that processes also refer to internal activities 

and practices that facilitate marketing as a whole. Creativity, discipline, and structure are listed 

as variables to consider when enhancing internal processes.   

 
Criticisms of the traditional mix 

Despite its global recognition, the traditional marketing mix has received much criticism and 

been subject to debate. The scope has been considered too narrow, which led to the development 

of the extended mix including seven marketing elements (Rafiq & Ahmed, 1995). Some of the 

criticism stems from the discrepancy between the philosophy of the marketing mix on one hand 

and the fundamentals of the Management School of Marketing on the other. As the 

Management School embraced the mix as one of the basic models of marketing, they gave it a 

similar status as the Marketing Concept* and the Marketing Orientation** principles. This is 

problematic as these principles imply that marketing activities should be based on the 

* The consumer-oriented philosophy that companies started adapting after WW2 
** The identification of needs and development of product that satisfy those. 
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identification of customers' needs, factors that are typically external and uncontrollable, while 

the marketing mix views marketing activities as a set of controllable internal elements 

(Constantinides, 2006). More explicitly, the traditional marketing mix has been charged with 

being internally oriented and not considering customer behaviour, relationship building or 

personification of marketing activities (Goi, 2009).  

 
There is also a general agreement amongst critics that the traditional framework is outdated. It 

is argued that due to the dominant position of the traditional marketing mix few marketers and 

scholars have dared to challenge it, which has made the framework static (Grönroos, 1994). In 

the mid-’90s Grönroos stated that the perception of the fundamentals of marketing was 

changing and that the traditional framework was unable to capture new aspects of the marketing 

domain. More recently, critics have pointed out that the mix is too simplistic and unable to help 

managers identify constantly changing customer and industry needs that impact marketing 

activities today (Constantinides, 2006).  

 

 
3.2. Alternative frameworks 
Throughout the years, numerous alternative marketing mix frameworks have been developed 

to address the flaws and weaknesses of the traditional framework. There has been a veritable 

proliferation of new ‘Ps’ as marketers have tried to keep this key characteristic of the framework 

up-to-date. Also, new elements not following acronymic patterns have been suggested (Jackson 

& Ahuja, 2015). 

 
The list of alternative marketing mix frameworks is far too long to be presented here. But by 

reviewing a few of them, one can get a better understanding of scholars’ view on the traditional 

framework and how it can be altered to address new contexts. It can also provide insights to 

how organizations may utilise a marketing mix for their specific needs. Furthermore, it is 

believed that knowledge about alternative frameworks can benefit and inspire the creation of a 

new framework.  
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The SAVE model: a B2B framework 

The SAVE model has been suggested by Ettenson, Conrado and Knowles (2013) as a B2B-

friendly approach to the marketing mix. In their study including 500 marketers from various 

B2B industries, they found that the traditional marketing mix undercuts B2B marketers. The 

proposed SAVE framework addresses this by replacing the original elements with four new 

ones: solution, access, value, and education. By focusing on ‘solution’ instead of the product, 

marketers can define offerings by the need they meet, not by their features, functions or 

technology. ‘Access’ refers to the development of an integrated sales-channel presence that 

considers the customer’s entity purchase journey, rather than individual locations or channels. 

Marketers should focus on ‘value’, or benefits, relative to price, rather than how price is affected 

by production costs, profit margin or competitor’s price. Lastly, ‘education’ means that 

consumers should be provided relevant information at each point in the purchase cycle (ibid). 

 
The eight Ps: a digital framework  

A common factor highlighted by those reviewing the traditional framework from a digital 

stance is the lack of customer orientation (Dominici, 2009). Chen (2006) suggests a framework 

containing eight ‘Ps’. The four traditional elements and four additional elements that address 

customer experience in a digital environment: precision, payment systems, personalization, and 

push and pull. ‘Precision’ refers to the increased accuracy of target segments and market 

positioning in digital contexts, which has been enabled through software. ‘Payment systems’ 

must be secure and user friendly. ‘Personalization’ concerns the importance of digital interfaces 

adapted to the needs and preferences of the users. ‘Push and pull’ addresses the trade-off 

between active communication policies and communication on users’ demand. (ibid) 

 
E-mixes: e-commerce frameworks 

Schultz (2001) argues that there is a need for a new approach to the marketing mix. Today’s 

customer-oriented marketplaces have made the internal focused traditional framework less 

relevant, and hence, the framework should reflect marketing as a network. A marketing 

framework should therefore incorporate digital marketing strategy, employees, and customers 

(Constantinides, 2006).  
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Even though many scholars are in favour of a new approach to the marketing mix when it comes 

to e-commerce, some argue that the traditional mix is still relevant (Constantinides, 2006). 

Allen and Fjermestad (2001) have identified changes that are needed to make the traditional 

framework suitable for e-marketing. Information should be considered a product, and the 

Internet will serve as a platform for product innovation. The Internet is the primary marketplace, 

and an organization's ability to reach an audience online is key. Organizations will employ new 

pricing models when selling online, and there will be an increase in price competition and the 

standardization of prices. While branding will remain important, marketers need to be aware of 

new limitations when promoting online, such as privacy concerns (ibid). 

 

 

3.3. Summary | takeaways from the literature 
The fundamental functions of marketplaces and trade venues have remained the same 

throughout centuries: connect buyers and sellers, facilitate trade and provide institutional 

infrastructure that enables the market to function efficiently (Bakos, 1998). However, with 

recent decades’ digitalisation of marketplaces, the opportunities for companies to access global 

markets has substantially increased. But this digital environment requires companies to rethink 

their strategies and consider new types of marketing elements (Garner, 2018). Before the 

development of electronic marketplaces, marketing techniques and elements had been the same 

for centuries.   

 
While literature does not explicitly state that sellers in 11th century Europe had strategies that 

utilised marketing elements such as product, price, promotion, and place, it can be assumed that 

those elements were highly relevant. Sellers informing about the benefits with their goods, 

offering discounts, wanting their tents to be well located, and displaying the best products 

possible. From a perspective that emphasises McCarthy’s (1960) marketing mix and its four 

marketing elements there are clear similarities between town square trade of that time and 

today’s trade fairs. Even though some scholars credit marketing techniques to certain points in 

time, these techniques have existed in some form for as long as marketplaces have.  
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The business landscape has undergone major changes with breakthroughs such as the Industrial 

Revolution and the ability to mass-produce (Casson & Lee, 2011). Methods of how to utilise 

marketing elements changed, but the elements themselves have remained relevant. A major 

change in the marketing spectrum can be traced to the ’50s and the development of shopping 

malls. The distinction between B2B and B2C marketplaces became more obvious than ever 

before (Cohen, 1994). However, the most prominent turning point for B2B marketing and 

marketplaces was the rise of the Internet. Digital marketplaces posed a whole new environment 

for B2B companies. Advanced technologies have in recent years increased the pace at which 

digital marketplaces evolve. Large online marketplaces, GOMPs, impact whole industries and 

have become cornerstones in B2B companies' e-commerce strategies (Milliou & Petrakis, 

2004).  

 

As companies face a new reality marketing practices have changed. B2B marketing has 

transitioned from being product- to customer-centric, communication processes have become 

digitally integrated, and advanced marketing techniques are now used by all types of companies 

(Sharma, 2002). These changes have somewhat diminished the distinction between B2B and 

B2C marketing (Wind, 2006).    

 
Throughout the years, scholars have tried to explain the dynamics of the business environment 

by developing conceptual frameworks. Robust frameworks are important tools to advance both 

academic and practical knowledge (Lindgreen, 2020). The marketing mix (McCarthy, 1960) is 

one of the most renowned conceptual marketing frameworks. Its purpose is to identify elements 

of successful positioning of the market offer (Khan, 2014). While the traditional marketing mix 

remains relevant to many contexts, such as modern trade fairs, the changing business 

environment has resulted in a variety of modified and new conceptual frameworks. Digital 

marketing and e-commerce have gained the attention of many scholars who have identified and 

explained new elements relevant for companies operating in today’s digital environment (Chen, 

2006; Allen & Fjernestad, 2001; Schultz, 2001).  
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4. Methodology 
 

In this chapter methodological considerations and methods used to conduct the research are 

outlined. Considerations and methods were chosen based on the formulation of the research 

question, the research aim, and the objectives of the thesis. The research question implies that 

marketing elements must be identified, the research aim is therefore to identify marketing 

elements relevant for GOMPs. To do this, the researcher had to assess the relevance of 

marketing elements reviewed in the literature, but also explore marketing elements not yet 

identified. Qualitative empirical data was collected from industry experts in a field study. Due 

to the numerous GOMPs available, the scope of the research is narrowed by using Amazon as 

an example of a GOMP that B2B companies can adapt to. Data was collected through semi-

structured interviews with participants possessing certain experience and knowledge of 

Amazon. While the results from the interviews are based on a specific GOMP, the process and 

analysis seek to generalise the data and make it applicable across GOMP platforms.  

 
In the first section of this chapter, the exploratory research design and the field study is 

described and argued for. Methods used to collect, analyse and interpret data, and relevant 

information about the interviews are presented in the second section. The results from the 

interviews are summarized and highlighted in the third section. In the last section, the researcher 

reflects on the quality and limitations of the methodology and the conducted research.   

 
4.1. Research design 
The design of the research implies that the researcher identifies the types of inquiries that 

provide specific direction for the procedures in the research design. Some refer to it as a research 

strategy (Creswell & Creswell, 2017). Four objectives to address the overall aim of the paper 

were set at the beginning of this paper. Therefore, the researcher had a clear picture of how the 

research design would be formulated. Saunders et al. (2012) state that when defining the design, 

one must think about the purpose of the research, and what answer to the research question that 

can be expected. The purpose of this research is to identify marketing elements relevant for 

B2B companies pursuing an e-commerce strategy on global online marketplaces. The research 

question and purpose are exploratory as the researcher seeks to gain insights by asking questions 

and assessing the phenomena of GOMPs in a new light (Saunders et al., 2012). The study is 
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also exploratory as it is not expected that it will provide final and conclusive answers to the 

research question, but rather provide an understanding of the topic (Dudovskiy, 2019c). 

 
To get an understanding of what it is like to use a GOMP as a sales channel the researcher 

talked to industry experts. The research was conducted as a field study. Field studies are carried 

out in the participants' natural environment, in this case, the participants' workplaces. As 

suggested by Salkind (2010) the aim of the field study was exploratory, seeking to examine 

what exists in order to have a better idea of the dynamics that operate within the natural setting. 

The exploratory design provides flexibility and adaptability throughout the research 

(Dudovskiy, 2019c), which allows the researcher to use the insights gained by talking to experts 

to enhance the ongoing data collection. 

 
To provide consistency it was deemed relevant to focus on a single GOMP. The researcher 

believed that a focus on more than one, or GOMPs as a general phenomenon, would reduce the 

likelihood of gaining detailed insights. Such a scenario would make the discussion and analysis 

of data less interesting and force the researcher to make assumptions that could have been 

avoided with detailed data. Therefore, Amazon was chosen as the GOMP of interest. While 

there are other large and influential GOMPs, Amazon was deemed suitable due to being one of 

the most prominent marketplaces in the Western world (Statista, 2020), which simplified the 

search for interview participants.  

 
While the purpose of the research does not explicitly imply the need for qualitative data, this 

design is better suited for the purpose than a quantitative design. To develop a conceptual 

framework the researcher must understand concepts and the environment (Jabareen, 2009). 

Therefore, the researcher seeks to explore and understand rather than gain conclusive answers 

and use statistical analysis, which quantitative research entails (Crewsell & Creswell, 2017). 

 
 
4.2. Research methods 
The choices of methods reflect if the intent is to specify the type of information to be collected 

in advance or allow it to emerge from participants in the research. It should reflect if data is 

analysed as numeric information or text information and reporting the voice of participants. 

Methods also include how the researcher interprets the data, either as statistical results or as 

themes and patterns that emerge from the data (Creswell & Creswell, 2017).  
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The following sections describe the steps taken by the researcher. Firstly, the collection of 

secondary data is described. Secondary data function as the basis for the choices made in 

empirical investigation. Secondly, the empirical research is presented, and decisions argued for. 

Then, methods for processing and analysing the results from the empirical investigation are 

outlined.  

 
 
4.2.1. Initial research: literature review 
The initial stage of the research was to accumulate general knowledge on the areas of interest. 

Once the researcher had established a direction of the thesis, to identify marketing elements that 

would constitute a new conceptual framework, the search in literature could be narrowed down. 

As a conceptual framework intends to provide understanding, the researcher must first obtain 

knowledge about the concepts to be explained, and the context to which they apply (Jabareen, 

2009). To gain an understanding of concepts and marketing elements the researcher collected 

qualitative secondary data from the literature on the topics of B2B marketing and existing 

conceptual marketing frameworks. By investigating marketplaces as a phenomenon, the 

researcher gained an understanding of the context to which concepts and marketing elements 

apply. Despite being two separate subjects, both in terms of different chapters in this thesis and 

rarely being addressed together in literature, the researcher was able to reflect on the connection 

between marketing elements and marketplaces, and how they impact and depend on each other.  

 
The literature review consisted of secondary qualitative data in the form of articles, journals 

and books. The knowledge obtained from the secondary data collection allowed the researcher 

to identify themes to be explored in the empirical research. By obtaining knowledge, and hence, 

a better understanding of the topics, the researcher could also more efficiently probe answers.  

 

 

4.2.2. Empirical research: semi-structured interviews  
Based on the methodological considerations and the purpose of the research, semi-structured 

interviews were regarded as the most appropriate method for conducting the empirical research. 

This form of interview is characterised by being close to everyday conversations, but with a 

specific purpose as the researcher has a list of themes and topics to be covered (Saunders et al., 
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2012). Themes and topics were derived from the literature review, these are described in sub-

section Interview guide. The questions asked by the researcher were as open-ended as possible, 

which meant that discussion on certain themes overlapped and that the order of when themes 

were discussed developed naturally. Probing was used by asking follow-up questions intended 

to make the participant reflect on or explain their answers (Malhotra et al., 2017). The non-

standardised structure provided flexibility in terms of which themes were discussed. Given the 

organisational context of the participant in certain interviews, some questions and topics could 

be ignored or modified (ibid). This was needed as the sample consisted of participants with 

various experiences and perceptions of GOMPs. The sample is described in sub-section 

Sample.  

 
By adopting the semi-structured interview strategy, the researcher could discuss the identified 

themes from the academic findings, but also explore new topics and themes not found by 

reviewing existing literature. Hence, the semi-structured interviews did not omit what was 

already known, rather discussed it from a contemporary perspective, which in turn could lead 

interviews in new directions.  

 
Sampling 

To understand what marketing elements that characterise today’s B2B environment and the 

relevance of the academic findings, the researcher chose to interview industry 

experts.  Brinkman and Kvale (2018) categorise these types of interviews as ‘elites’, as the 

interviewees are leaders or experts within the field. Due to the scope of the research and the 

time constraint under which the research was conducted, sampling was used. Saunders et al. 

(2012) state that a sample of sub-samples may be used to foster insights and a more general 

understanding of the topic at hand. To identify relevant participants the researcher used a non-

probability sampling method called purposive sampling. The method entails that “you use your 

judgement to select cases that will best enable you to answer your research question and to meet 

your objectives” (Saunders et al., 2012). Three categories of participants were deemed relevant 

for the research: 1) sellers on Amazon, 2) digital marketing agencies and 3) consultants with 

expertise on Amazon. By interviewing people from all categories, the researcher aimed to get 

an understanding of the topic from multiple perspectives.  
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When conducting research using sampling methods, it is important to be aware of the sample 

size, as it affects the validity and quality of the findings. For qualitative research, a general rule 

of thumb is to continuously collect data until additional data collected provides little, if any, 

new information (Saunders et al., 2012). Hence, the researcher cannot know how many 

participants are needed, but Saunders et al. (2012) propose a sample size ranging from five to 

twenty-five participants when conducting semi-structured interviews. Once the categories of 

participants were defined, the researcher contacted several people and organizations that fitted 

the profile. Initially, the researcher took advantage of his workplace and personal network to 

find people with experience within the field. As the number of people and organizations from 

these sources were few, the researcher compiled a list of businesses found via Google searches, 

LinkedIn, and from Onlinemarkedspladser, a project dedicated to informing and help Danish 

B2B companies adapt to GOMPs (Onlinemarkedspladser, 2020).  

 
Interviewing industry experts can be challenging in terms of finding qualified interviewees, but 

also finding the time to conduct the interviews due to their profession and busy schedule 

(Brinkman & Kvale, 2018). It was expected that not everyone on the list would have the time 

and/or be interested in participating. The researcher was able to conduct eight interviews. Even 

though the researcher had hoped to talk to more people, the sample size falls within the range 

as proposed by Saunders et al. (2012). The main reasons why people who were invited to 

participate in the interviews did not attend was either that they did not reply to the invitation or 

that they did not have the time to participate.  

 
Interview guide  

As suggested by Saunders et al. (2012), semi-structured interviews implicate that the researcher 

has a list of themes and questions to be covered. A guide was developed to provide structure 

and bullet points for the interviews, and to make sure that relevant topics were covered. The 

themes included in the guide are briefly described below together with examples of questions 

that were asked. The complete interview guide can be found in the appendices (Appendix 1) 

 
q Amazon as a sales channel: To get a sense of the interviewee’s level of experience the 

first theme includes questions about the interviewee’s background and how he/she uses 

Amazon. The first theme serves as the basis for the rest of the interview. Example 

question: “With what purpose do you use Amazon?” 
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q  Marketing elements: This theme includes questions regarding the marketing elements 

identified from the literature. Example question: “Has being on Amazon made you 

rethink your product strategy? If yes; how?” 

q Marketing concepts: This theme seeks to investigate general marketing aspects, not 

marketing elements, on Amazon. Example questions: “What are your thoughts on 

relationship building on Amazon?” 

q Future of GOMPs: This element sums up the interview and allows the interviewee to 

elaborate on topics previously discussed, speculate on the role of GOMPs, and give 

some final insights into how it is to use Amazon. Example questions: “What role do you 

think e-marketplaces will play in the future?” 

 
The guide includes a wide range of topics, and the researcher did not expect each interview to 

touch upon every one of them. Certain topics and questions were modified depending on the 

interviewee. A marketer within a company does not have the same experience as an external 

consultant working for an agency and, hence, questions need to be formulated differently. 

Questions were formulated as open-ended and as neutral as possible, to avoid framing the 

interview or risk the question being biased. The order of the questions, or themes, must be 

logical to the participants and the language used should be comprehensible (Saunders et al., 

2012). Therefore, the researcher asked some acquaintances to review the interview guide and 

provide feedback, before the interviews. This allowed the researcher to refine the formulation 

of questions and make the structure simpler. However, due to the openness of the questions, it 

was expected that certain themes would overlap, and thereby not follow the order set in the 

guide. 

 
Interview participants 

The experts who participated in the research are presented in Table 1. The table has been divided 

into columns with information about the companies the participants work for, which expert 

category the participants belong to, the participants’ positions within the companies, and a short 

description of the participants’ experience with Amazon. This information is included to 

indicate the respective participant’s expertise and knowledge, and relevance for the study. One 

participant wanted the name of the company to be confidential in the research. 
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Interviewee 

 
Company 

 
Title 

 
Work Experience 

1 
Marketing 

Agency 

Precis Digital 
Agency specialised in 

marketing, measurement 
and data science 

 
Senior Digital 

Specialist 

 
4 years of experience within digital 
marketing and SEO. Both B2C and B2B 
clients. Has used Amazon as a seller. 
 

2 
Consultant 

Digital Crew Nordic 
Consultancy, management 
and development within e-

commerce 

 
Amazon 
Specialist 

Consulting and helping companies adapt 
Amazon in Sweden and Germany. 
Developing a course at university level 
focused on Amazon. 

3 
Seller 

Vida Padel 
E-commerce company 

selling padel equipment 

 
Co-founder 

2,5 years as associate account strategist 
at Google. Has used Amazon as a seller. 

4 
Seller 

The Friendly Swede 
E-commerce company 

selling outdoor equipment, 
and other products, on 
Amazon and via own 

website 

 
CEO 

Established on Amazon since 2011. 
Currently selling on US, Japan and EU 
market. Employees located across all 
markets. 

5 
Seller 

Confidential 
Danish B2B company that 
uses Amazon to reach B2C 
customers across Europe. 

 
CEO 

 
 

6 
Consultant 

& seller 

SellWave 
Full-service Amazon 
consultancy agency. 

Founder, CEO & 
Amazon. 
Specialist 

 
Seven years of experience as seller on 
Amazon. Owner of blog and YouTube 
channel that provides Amazon-related 
content to help sellers. Administrates 
Sweden’s largest Facebook group for 
Amazon sellers. 
 

7 
Seller 

Thürmer Tools 
B2B company with more 

than 100 years of 
experience in delivering 

high quality thread cutting 
tools. 

CEO 

Started using FBA in 2016. Has since 
then transitioned to FBM. Distributing to 
Amazon customers in the Baltics, 
Denmark, Norway, Spain, Italy, England 
and Germany. 

8 
Marketing 

Agency 

 
Innels 

Full-service Amazon 
marketing agency. 

 
 

CEO &  
Co-founder 

Background in digital marketing. Started 
Innels two years ago and are now 
helping companies with everything 
needed to succeed on Amazon. Clients 
on most Amazon markets. 

 

Table 1. Overview of interview participants 
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Interview formalities  

A reminder was sent out to the interviewees three to five days before the interview (Appendix 

2). No questions were handed to the participants beforehand. The participants were informed 

about the purpose of the research and the interviews, as well as briefly described the topics that 

the researcher hoped to discuss. By not sending out a list of questions the researcher hoped that 

the interviews would be more open and in the form of a discussion rather than a question-and-

answer session.  

 
Due to the current COVID-19 situation, the interviews were held online via Google Meet. Using 

an online meetings service provided flexibility when booking the interviews and choosing a 

location. The participants could be located where it suited them. However, it did pose some 

challenges for the researcher as it was complicated to get a sense of the feelings expressed on 

certain topics. The interviews were recorded using Google Meet’s recording function. The 

researcher took notes during the interview, to remember what was said about important topics, 

but primarily as a basis for follow-up questions and probing of answers. Each interview took 

approximately 30 minutes.  

 
Processing and analysing  

After each interview, the researcher re-listened to the recording and noted down key takeaways. 

As topics were expected to overlap between participants, the notes helped the researcher 

distinguish between interviews. This also gave the researcher a chance to reflect on what was 

said and to enhance questions for the next interview.  

 
According to Brinkman and Kvale (2018), there are no standard methods for analysing 

interviews, but rather different modes of analysis. It is argued that these analysis modes are 

focused on meaning, language, or both. As the purpose of the interviews was to gain 

understanding and insights, the focus of the analysis was to obtain the meaning of what was 

said in the interviews. Therefore, it was deemed relevant to use a thematic analysis. This implies 

that the researcher codes the qualitative data to identify themes or patterns related to the subject 

for further analysis (Saunders et al., 2012). While the interview guide was created on a thematic 

basis, these themes were not sufficient when summarising the results of the interviews. To 

create a clear basis for the discussion it was instead decided that the thematic analysis would 

reflect marketing elements. Hence, statements from the interviews were categorized in tables 
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depending on which ‘element’ they referred to. The tables were labelled after overarching 

marketing elements rather than specific components or features of Amazon. Initially, seven 

tables were created, each one representing a ‘P’ from the traditional marketing mix. New tables 

were created depending on the results from the interview. The process is described in the steps 

below. 

 
Transcripts 

To categorise statements the researcher transcribed the recordings using an artificial 

intelligence-powered application called Otter (Otter, 2021). The quality of these transcriptions 

was not perfect, but they served the purpose of extracting statements from the interviews. Due 

to the questionable quality of the transcriptions, and as they only served as means for extracting 

statements, the researcher concluded that it was not necessary to enclose the transcriptions in 

the appendices. The transcribed interviews were manually anonymised by erasing names of 

companies, specific products or persons.   

 
Keywords 

Each transcript was uploaded to an online word counter called WriteWords (WriteWords, 2021) 

that counted the occurrence of each word in the text. As suggested by Malhotra, et al. (2017), 

this provides the researcher with an indication of what keywords are useful when coding 

statements from the transcripts. As there were many synonyms and conjugations the researcher 

had to manually edit and group words. Grouping of keywords was necessary to create some 

kind of consistency, and it allowed the researcher to be more generous when picking keywords. 

The decision of what keywords to pick and how they were grouped was based on the seven 

marketing elements and the judgment of the researcher. Table 2 presents how keywords were 

grouped and how often each keyword occurred in the transcripts.  
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Table 2. Keyword groupings, colours, keywords and occurrence 

 
Colour coding  

As seen in Table 2, each keyword group was assigned a colour. Using the built-in keyword 

finder function in Microsoft Word all keywords in the transcribed texts were assigned their 

respective colour. Statements including relevant keywords could then easily be extracted from 

the transcripts for categorisation into thematic tables. The below statement is an example of 

what the colour coding looked like:  

 
“Amazon is obsessed with the customers. The whole business model is customer-centric. 

Platforms are based on generating traffic, users, and gathering data. Then use this to generate 

more traffic. It is this spiral that creates monopolies like Amazon, Google, Uber etc.” 

 
Many statements were coded with different colours. Therefore, the researcher had to read the 

statements and understand which context they referred to before categorising them. Since there 

was no guarantee that relevant keywords had been used, it was necessary to review uncoloured 

sections of the transcripts to extract valuable statements. 

Group Colour Keyword Occurrence 
Product   Product 82 

Price 
 

Price 34 
Cost 7 

Place 
 

Place 7 
Market 35 
Country 4 

Promotion  
 

Promotion 5 
Ad 10 
Brand 25 

People 

 

People 5 
Employee 3 
Person 5 
Worker 1 

Physical evidence  - - 

Processes 
 

Process 9 
Service  14 

Platform 
 

Platform 38 
Amazon 151 

Data 
 

Data 23 
Analytics 4 
Traffic 9 

Customer 
 

Customer 57 
Relationship 6 
Educate 4 
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Thematic tables 

Once the list of colour-coded statements was created the categorisation into thematic tables 

began. Some statements could be placed in the predefined tables reflecting the seven marketing 

elements from the marketing mix. Unmatched statements were reviewed to identify patterns 

and what marketing element they described. From this, new thematic tables were created, and 

unmatched statements could be categorised. Not all statements are exclusive to a certain table. 

A few statements referred to more than one marketing element and were therefore categorised 

in more tables. This process was time-consuming as it required the researcher to carefully think 

about the meaning of the statements and the context to which they applied. On several 

occasions, the researcher had to re-read and re-listen to the interviews to fully understand how 

to categorise certain statements. 

 
As the categorisation of statements was ongoing alongside the creation of new tables, all 

statements were re-reviewed once all tables had been created. This ensured that the statements 

were placed in the most suitable table. Out of the seven initial thematic tables, six were assigned 

statements. Three additional tables were added.  

 

 
 
4.3. Empirical findings  
Table 3 includes the thematic tables and examples of statements that were assigned to them. It 

serves as a summary of the empirical results. The full list of statements that were categorised 

into these tables can be found in the appendices (Appendix 3).  
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Thematic 
tables  Example of statement   

Initial thematic tables based on the marketing mix 

Product 

 
 “Certain more specific products are more suitable to be sold on a regular site, where we can 
work more with the branding” (Interview 4) 
 

Price 

 
”If you don't have a product that is fairly competitive on price, it may be hard to get any ROI 
from Amazon. Price is a crucial determinant of success. But the idea for us is to enable the 
products on the global market” (Interview 5) 
 

Place 

 
”Usually to attack markets such as Italy, Germany and Spain would take a year, through 
amazon we started selling in only a few months” (Interview 7) 
 

Promotion  

 
“Promotion is about increasing the number of reviews, conversions that impact ranking, and 
be seen on the first page. Ranking high is a huge advantage, similar to how it is on other 
search engines” (Interview 6) 
 

People 

 
“Competencies needed are patience, understanding of IT and technology, it also takes the 
skills to create a product listing, marketing presentation, create a description with text that 
matches Amazon’s way of promoting products. It’s not the same as Google. It’s a form of 
Amazon SEO. They have their own way of ranking products” (Interview 5) 
 

Physical 
evidence 

 
 

Processes 

 
“There is a lack of control of how you structure your pages. But it’s pros and cons that need 
to be considered. Some companies may see it as a disadvantage, if they want to create a unique 
customer journey” (Interview 8) 
 

Additional thematic tables  

Platform 

 
When choosing platform it is important to understand the strategy and needs. Then figure 
out what platform to use; Google, Facebook or YouTube for example. I often have those 
talks with clients: how channels, platforms and strategy is connected” (Interview 1) 
 

Data 

 
You don’t get first party data, customer data and the customer contact when using Amazon, 
which is crucial when you are a small business. You need those Trust Pilot reviews, you 
need the word-of-mouth. On Amazon you give those aspects away” (Interview 3) 
 

Customer 
relationship 

 
“It’s hard to maintain customer relationships on Amazon. It’s easy to be annoyed by it, but 
it's the name of the game. They are running their platform” (Interview 4) 
 
 

 
Table 3. Overview of empirical result: thematic tables 
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4.4. Quality and limitations 
Quality of the research 

There are two primary factors when assessing the quality of conducted research: reliability and 

validity (Saunders et al., 2012). Reliability refers to the extent to which the data collection 

techniques and analysis procedures yield consistent findings. Internal validity refers to the 

extent to which the findings are a true reflection of reality rather than being effects of extraneous 

variables. External validity, or generalisability, addresses the degree to which the findings 

apply to other research settings (Brink, 1993), such as another e-marketplace. 

 
The quality of the collected secondary data is easier to assess than the primary data. The sources 

from which secondary data was collected consisted primarily of marketing books and well-

known journals. Some information was collected from digital sources: blogs and Amazon’s 

website. The blogs were deemed trustworthy as they were written by industry experts. 

 
While it can be expected that a similar empirical investigation of marketing elements on 

GOMPs will yield somewhat similar results, the researcher is aware that it depends on who 

participates in the research and who interprets the results. The results reflect the experiences 

and perceptions of the participants. For example, research with participants who only have 

struggled or failed would likely have resulted in certain marketing elements being more or less 

important. Neither is it expected that similar research would yield similar results years from 

now. As discussed throughout the paper, the B2B environment is constantly changing and 

aspects relevant today may be outdated tomorrow. Findings derived from using non-

standardised methods are not intended to be repeatable, since they reflect reality at the time 

they were collected, in a situation that may be subject to change (Saunders et al., 2012). To 

address potential reliability errors the researcher thoroughly considered what methods of data 

collection and analysis to use, and clearly described the process of how they were carried out. 

A threat to the reliability was the potential bias of the participants. Interviewees may say what 

they believe best reflect the policies and practices of their organization (Saunders et al., 2012). 

This was inevitable as the discussions concerned the participants’ own experiences of GOMPs. 

 
The validity of qualitative research does not pose an issue in itself, but the method tends to not 

result in generalisability. This is due to the small samples, and hence, the inability to be used to 

make statistical generalisations of the entire population (Saunders et al., 2012). The researcher 
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was aware of this, and that the unsatisfactory number of participants amplifies the issue. 

However, the purpose was not to generate statistical generalisation but to understand the subject 

from the perspective of the interviewees. By basing the thematic tables on general marketing 

elements rather than specific components or features of Amazon, the researcher seeks to provide 

a form of generalisability relevant to other GOMPs as well. As previously stated, similar 

research is likely to have a different result depending on the participants. However, it is believed 

that the thematic tables would apply to such research as well, as they refer to general marketing 

elements rather than specific features of the GOMP in question.  

 
By inviting three types of experts, sellers, agencies, and consultants, the researcher ensured that 

the sample was not too homogenous. A sample consisting of only one type of expert would risk 

the research to be limited to a certain perspective. Instead, the experts can be considered to have 

both an internal (sellers) and external perspective (consultants and agencies) on the topic.  

 
Limitations of the research  

The research is limited by the small sample size. A larger set of participants from each expert 

category would strengthen the results as it would allow the researcher to compare answers 

between experts from the same group. The analysis will be based on few statements from each 

perspective, resulting in a weaker basis for discussion and conclusions. Moreover, the varying 

experience of participants within the same category could be a weakness as their perceptions of 

GOMPs are different. One seller works in a company with a yearly turnover of more than 50 

million SEK from GOMPs, while another merely uses it as a channel to display their products 

and does not prioritise it as a sales channel.  

 
Despite being a flexible solution, conducting the interviews online proved to sometimes be a 

limitation. Firstly, as already mentioned, it was complicated to get a sense of the feelings 

amongst the participants. Secondly, two interviewees had not used Google Meet before, which 

resulted in delays and that one interview had to be moved to another video-communication 

service. This could have been avoided by asking the participants if they had a preferred service 

through which the interview could take place.  

 
The processing of keywords had its limitations in terms of efficiency. The colour-coded 

keywords helped the researcher identify relevant statements, but the preparation of keywords 

and colours was time-consuming. Neither did the methods guarantee that all relevant statements 
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were highlighted with colours. Transcripts had to be manually reviewed to ensure that also 

uncoloured statements could be categorised in the thematic tables. The process could potentially 

have been enhanced by including more keywords in the keyword groupings at an early stage.  
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5. Discussion  
 

The discussion bridges academic and empirical findings to identify and define relevant 

marketing elements for B2B companies to consider when pursuing an e-commerce strategy on 

GOMPs. To set the scene of the discussion, impressions and takeaways from the interviews are 

elaborated on. As the interviews focused on the experience of the participants, much of what 

was discussed was the challenges and benefits related to GOMPs. Therefore, a comparison 

between the participants' experiences and what was found in literature constitutes the first part 

of the discussion. Secondly, marketing elements defined in the literature will be discussed in 

relation to what was learnt from the research. The relevance of the seven marketing elements 

will be evaluated based on the empirical results. As new marketing elements have been 

identified, a discussion regarding additional elements will be held. The intention is not only to 

add or dismiss marketing elements but to elaborate on the meaning of the elements. Lastly, the 

researcher will present a new conceptual framework based on the marketing elements deemed 

relevant in the discussion. 

 

 
5.1. Impressions and takeaways from the research 
Challenges with GOMPs 

Four main barriers of adaptation to GOMPs were identified in the literature review: lack of 

support from market makers, lack of standards, weak network externalities and challenges with 

local adaptation (Stockdale & Standing, 2004). The empirical findings confirm these to some 

extent. While not all participants pointed out the same challenges, the findings indicate on a 

general agreement that barriers to using GOMPs cause the adaptation to be more complicated 

than expected.  

 
Support from market makers 

The lack of support from the market maker, the organiser of the marketplace, was considered 

challenging both during the initial phase of adaptation and once the company had started using 

the platform. Two interviewees (interview 6 & 8) both state that the most common issues for 

companies at an early stage are the formal requirements to be eligible to sell on the marketplace. 

Complicated documentation submissions, unclear registration processes and a lack of support 
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during signup were mentioned as challenges for companies of all sizes. This indicates that the 

requirements are very strict and the signup complex, or that the service provided by the market 

maker is insufficient. The latter is confirmed by another interviewee (interview 1) with 

experience from other GOMPs. He states that the provided service varies in quality and that 

there are GOMPs with better service for sellers. The lack of support and communication was 

also highlighted as a problem when issues arose between the company and the market maker 

regarding product listings and lost inventory (interview 5 & 7). In these cases, the sellers relied 

on the platform’s processes to distribute the products.  

 
The support from the market maker, as suggested in the literature, is an aspect companies need 

to consider when participating in a marketplace. The empirical findings suggest that the level 

of support may vary between GOMPs. The level of support a company can expect from a 

market maker could therefore be included in the decision of which GOMP to participate in.  

 
Standards 

The lack of standards can be translated into challenges participants face with the usability of 

marketplaces’ functions and technology. Developers tend to not base the platform on industry 

or technological standards (Stockdale & Standing, 2004; Korchak & Rodman, 2001), which 

affect the users’ perception of usability. Two interviewees (interview 2 & 5) explicitly said that 

it was not intuitive to use the platform. One said that the process of carrying out promotion, 

despite his experience with promotion from other GOMPs, was too complicated for their 

business to continue doing it. The other interviewee stated that the usability was smoother once 

the company had used the platform for a while. The notion that time is a limiting resource is 

mentioned by Chong et al. (2010) who suggests that the main concerns of SMEs when adopting 

GOMPs are time, resources and expertise. Learning to use the platform is time-consuming, it 

also requires resources as someone has to learn it. However, it can be expected that these efforts 

result in expertise, i.e., knowledge of how to use the platform. This is supported by the 

interviewee who considered the usability smoother once adopted, and by another interviewee 

(interview 7) that pointed out the importance of “playing around” with the platform to learn its 

dynamics and features.  

 
Understanding the dynamics of the platform is mentioned by a majority of the interviewees 

(interview 2, 4, 5, 6 & 7) as an important factor to successfully use the GOMP. While this may 
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be obvious to anyone working in the constantly evolving e-commerce domain, the dynamics of 

GOMPs differ from those on, for example, an e-commerce website. Standalone websites are 

controlled by the company who can choose what technologies and functions to implement. 

Changes on GOMPs are implemented by market makers who require the participants to adopt 

the changes, otherwise, they may see a decreasing performance. The importance of being 

flexible and using new features provided by GOMPs is mentioned by two interviewees 

(interview 2 & 7).  

 
The lack of standard between GOMPs was referred to by three interviewees (interview 1, 3 & 

8).  “Google is really into automating things, this is not the case for Amazon. It is way more 

manual labour” (interview 1). The other two interviewees pointed out the difference between 

marketplaces as a drawback in terms of pre-existing knowledge. Neither one of them considered 

their previous experience in digital marketing and other marketplaces applicable to the GOMP 

in question.  

 
Companies seeking to pursue an e-commerce strategy on GOMPs should be aware that there 

are no standards across GOMPs, meaning that previous knowledge may not be directly 

transferable. Neither can it be expected that there is a set standard for each GOMP. Standards 

on the platform change and companies must be flexible to keep up with new features released 

by the market makers.  

 
Network externalities 

There were no clear indications of network externalities being an issue amongst the participants. 

One participant (interview 7) thought that other GOMPs were more suitable for B2B but did 

not state whether or not this was due to the network available on the GOMP in question. In 

general, companies can expect positive network externalities when participating in large 

GOMPs. The reach of the GOMP was highlighted as a key opportunity for companies 

(interview 6). However, one interviewee (interview 2) did point out aspects related to the 

network that could be problematic. There is a risk of cannibalization of resellers’ sales if those 

are already selling the same product on the GOMP. The same interviewee also suggested that 

the number of sellers could be a potential challenge for companies seeking to sell on a GOMP. 

Numerous sellers offering homogenous products tend to result in price competition. Price 
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competition may in turn be amplified due to prices being a determinator in the algorithm that 

decides the ranking of product listings.  

 

Global trading 

The notion that local adaption is challenging was supported by two interviewees. However, 

neither of them stated that it was a barrier to use GOMPs. “Depending on which market you 

are in, you must be able to create listings in that language. No one in Germany is going to look 

at your Google translated product listings” (interview 4). The decision to target markets where 

the language of the company is not spoken means that translations must be considered. Such 

considerations are not limited to GOMPs, it applies to all international marketing activities 

independent of the sales channel. The ability to adapt to changes in laws on a national and 

global level was also suggested as a consideration when deciding to target new markets 

(interview 2). 

 
Benefits with GOMPs 

While the general impression from the interviews is that adaptation to GOMPs is challenging, 

many interviewees discussed how they had, or potentially could benefit from participating. 

Seven benefits with GOMPs were identified in the literature review (Chong et al., 2010): 

 
q Reduced search costs by enabling comparison of price, products, and services. 

q Improved production and supply capabilities. 

q Improved personalization and customization of product offerings. 

q Enhanced customer relationships. 

q Less marketing staff needed. 

q Operating every hour of the day, every day of the year. 

q Facilitating a global presence; exploring new markets. 

 
Not all of these benefits were mentioned in the interviews, and some that were mentioned were 

not indicating them being beneficial. The potential benefits are discussed below.  

 
Reduced search costs 

“Amazon is an important source of information for everyone, not only those purchasing 

products through Amazon. You can check reviews, scores and prices” (interview 2). Having all 

sellers and products located in the same place makes the purchase decision more efficient for 
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the customers. Whether or not it benefits the seller is debatable. As already discussed, price 

competition due to numerous sellers can be challenging, especially if you are not offering the 

lowest price. The statement indicates that presence on GOMPs is not only important for sales 

but also to reach and educate potential buyers. The same interviewee highlighted that in 

Germany, where Amazon is well-established, a majority of purchases made online starts on the 

GOMP, even if they end up somewhere else. Hence, the purpose of participating must not only 

be to sell but to educate customers and ensure that products listings are available at the start of 

the purchase journey.  

 
Production and supply capabilities  

Two interviewees said that they had benefited from a programme in which the GOMP is 

responsible for storing, packaging and delivering the products. “The customers get a nice 

delivery experience, they write better reviews, and we rank higher” (interview 4). Not having 

to handle logistics can benefit the seller in many ways. In this case, the seller considered the 

delivery service offered by the GOMP superior to what they could offer themselves. Quality in 

delivery is important as customers consider this when writing reviews of products. Companies 

may also make use of logistic services to improve, or enable, transportation to new markets. 

“We can sell in Spain, Italy, Greece, Portugal, or in any of the EU countries. Transportation 

costs are minimal compared to if we would send anything from Denmark. The products are 

shipped from Germany” (interview 5).  

 
Another interviewee (interview 7) stated that his company chose to stop using the programme 

described above. The quality of the service was not as good as expected, making the loss of 

control over the delivery process not worth it. The trade-off between using such services and 

loss of control was described as the main concern for many companies when formulating their 

GOMP strategy (interview 6). The idea that participating in a GOMP can lead to enhanced 

production and supply capabilities is partly supported by the empirical results.  

 
Customer relationship  

Relationship building and educating the customers were in the literature pointed out as key 

characteristics of B2B marketing (Zenn, 2019). Chong et al. (2019) argues that GOMPs 

facilitate enhanced customer relations. However, the general perception amongst the 

interviewees is that GOMPs are not ideal for building or maintaining relationships. The primary 
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counterargument is that sellers have limited access to data on their customers. “Amazon 

provides education of products for customers. But I’m interested in knowing how they could 

foster a B2B relationship. The largest drawback for companies choosing to sell on Amazon is 

the loss of customer data” (interview 3). Another interviewee simply said that “customers who 

purchase something on Amazon, they purchase it from Amazon, and not from the company 

behind the product. Amazon wants to own the customers” (interview 4: seller). In an 

environment where everything is carried out digitally, data is incredibly valuable. The lack of 

data directly impacts the seller's ability to familiarise themselves with the customer and hence, 

erase much of the basis for building a relationship. While this is problematic, it seems to be a 

price that companies are willing to pay when selling on GOMPs. As one interviewee said: “You 

need to look at the pros and cons. You don’t have customer data, but as a smaller company, you 

may not have sales if you don’t use Amazon” (interview 4).  

 
Relationship building on GOMPs may be complicated, but not impossible. Contact from sellers 

to customers are limited to the platform, but customers are free to contact the seller any way 

they like (interview 3 & 4). Therefore, it is crucial to ensure that the customer’s purchase 

experience is pleasant, and that the quality of the products is what the customers expect. In 

terms of educating customers about products, none of the interviewees had anything negative 

to say. The product listings are created by the sellers and may include whatever information 

considered necessary. As expectations on a product are based on the product listing, these play 

an important role in the customer’s purchase experience. 

 
The empirical results oppose the notion that relationships with customers can be enhanced 

through GOMPs. The lack of access to customer data and restrictions of how sellers may contact 

customers can potentially pose great challenges for sellers seeking to initiate relationships. 

However, by creating descriptive product listings and delivering products of expected quality, 

companies can increase the chances of initiating contact with customers.  

 

Personnel  

The empirical results neither support nor oppose that less marketing staff is needed. Several of 

the interviewees stated that they had hired additional personnel to carry out their activities, and 

the marketing agencies could of course testify to the demand for external expertise. To evaluate 

whether or not less marketing staff is needed, one would need to compare it with the number of 



 

50 

 

employees needed to sell through another channel, a brick-and-mortar marketplace for example. 

Such comparison would also need to account for the increase or decrease in employees needed 

to distribute the products and handle customer service. Nevertheless, all interviewees pointed 

out the importance of personnel when participating in a GOMP. “Smaller e-commerce 

companies won’t have the time to learn Amazon quickly, especially if you have 20 other things 

to be on top of” (interview 3). Two interviewees (interview 5 & 7) said that they hired additional 

personnel to solely focus on their GOMP activities.  

 
The researcher’s overall impression from the interviews is that learning to use a GOMP is time-

consuming. The skills and competencies needed when working with activities in a GOMP also 

differ from those needed when selling through other channels. “You need patience, 

understanding of the system and technology, and it takes certain skills to create product listings, 

presentations and descriptions with text that matches the way Amazon promotes products. It’s 

not the same as Google. It’s a form of Amazon SEO (search engine optimization). They have 

their own way of ranking products” (interview 5). It is unlikely that a company that seeks to 

use a GOMP as an additional sales channel will need less marketing staff. However, as 

participation in GOMPs enables the usage of additional services such as storage and delivery 

of products, the total number of employees needed could be less than if the company were to 

carry out all activities themselves. Hypothetically, a large company that decreases its activity 

on another sales channel and lets this workforce focus on sales through GOMPs could in the 

long run decrease their marketing staff. A smaller company that is able to scale on a GOMP 

may need to hire more personnel. But to achieve the same growth outside of a GOMP they 

would possibly have needed to hire even more. Such evaluations need to be done on a case-to-

case basis.  

 
Even though the empirical results do not indicate the number of employees needed, it can be 

concluded that employees are needed. To successfully participate in a GOMP companies need 

employees with certain expertise and employees that are fully dedicated to these activities. 

Whether this means hiring new people, restructuring the current workforce or hiring an agency 

is up to the company and could be based on available resources or preferences.  
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Global presence  

Access to global markets is probably the most obvious benefit enabled by GOMPs and e-

commerce in general. As learnt from the literature review, B2B companies have traditionally 

turned to venues, such as trade fairs, to establish a global presence (Serginhaus & Rosson, 

1994). While such channels are still relevant for many businesses, it is fair to say that it has 

become much easier for companies to target new markets via e-marketplaces. One interviewee 

(interview 7), with experience of ‘traditional’ B2B and GOMPs, stated that “attacking markets 

such as Italy, Germany and Spain would take a year. Through Amazon we started selling in 

only a few months”. The interviewee emphasises the pace at which it is possible to enter a new 

market through GOMPs.   

 
Another interviewee (interview 8) stated that GOMPs have numerous benefits not offered by 

standalone e-commerce sites, “using Amazon is a much easier and efficient way to target new 

markets, compared to going through your own site. You have fulfilment centres, additional 

services, and a market with millions of users. As we say, it is one of the cheapest ways for 

companies to export online”. While the cost of selling on GOMPs vary depending on which 

additional services you use, what product category you sell, and promotion strategies, the 

interviewee argued that compared to alternative solutions and other promotion channels, the 

GOMP in question was cheap. During several of the interviews (interview 2, 4, 5, 6, 7 & 8) the 

value of reaching millions of potential customers was discussed. One seller, who identified as 

a ‘low-volume seller’ (interview 5), said that they not only had expanded into new markets but 

expanded their audience to also include B2C customers by using a GOMP.   

 
While not being explicitly stated by all the interviewees, there seemed to be a consensus that 

the global reach enabled via GOMPs is the primary incentive for participating in such 

marketplaces. Many of the drawbacks associated with GOMPs were also seen as trade-offs to 

reach the millions of potential customers on the platform. 

 

 
5.2. Traditional marketing elements 
In this section, the seven marketing elements as suggested by McCarthy (1960), and Booms 

and Bitner (1981), are discussed in relation to the results from the interviews. Their relevance 
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for companies pursuing business on GOMPs is evaluated based on statements from the 

interviews, the discussion regarding challenges and benefits, and the academic findings. 

 

Product 

Six out of eight interviewees emphasised the product when talking about GOMPs (interview 3, 

4, 5, 6, 7 & 8). In literature, the product element refers to anything being offered to the 

customers. It can be physical objects, services, places, organizations or ideas (Khan, 2014). The 

interviews imply a narrower definition of products when selling on GOMPs. A product is 

primarily a physical object that can be stored, picked, packed, and delivered to the customers. 

Which type of product and product category that can be sold differ between GOMPs. Movahedi 

et al. (2012) argue that GOMPs differ on several dimensions, two of them directly referring to 

the product. From the literature review, we know that there are policies and regulations 

regarding what products that can be sold on Amazon. Hence, it can be assumed that certain 

marketplaces are more suitable for a certain type of product depending on their policies.  

 
Neither the literature nor the interviewees state that certain products should not be sold, except 

illegal or prohibited products. However, there are preferred characteristics making the product 

suitable to be sold in a GOMP. Three of the interviewees believed that low-cost and simple 

products were beneficial (interview 3, 4 & 6). Another interview emphasised choosing products 

that can be expected to be sold. “We list our 100 most sold products” (interview 7). This is also 

discussed by one interviewee who said that the number of different product listings directly 

impacts the work one has to put in. “If you have 10 products, you must optimise 10 product 

listings. If you have 20 products, 20 product listings. It’s very expensive to focus on all listings 

on all markets” (interview 4). 

 
As discussed in the sub-section Customer relationships, in section 5.1. Impressions and 

takeaways from the interviews, the quality of the product is a cornerstone in establishing 

relationships with customers and collecting positive reviews that positively impact ranking. The 

product element is deemed highly relevant for companies participating in GOMPs. The scope 

of the product element is narrower than what is suggested in the literature due to the limitations 

of what can be sold on a GOMP.  
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Price 

The price of products was discussed by five interviewees (interview 2, 5, 6, 7 & 8). One of the 

interviewees said that listing products on a GOMP can have a negative impact on the price 

(interview 2). He argued that the heavy competition caused by sellers offering homogenous 

products resulted in a “price race to the bottom”. Another interviewee, a seller of niched 

products, said that the price of their products had remained the same (interview 7). Price 

competition can therefore be expected to exist depending on which product category the 

company sells. Even if prices are not impacted by the product being listed on a GOMP, several 

interviewees agreed that a competitive price is a determinant to success (interview 2, 5, 6 & 8). 

Customer’s purchase behaviour on GOMPs was also discussed in relation to prices. High-priced 

products were deemed less suitable as visitors are likely to look for alternative products. 

Companies listing high-priced products also risk missing out on impulse purchases (interview 

6). Even though this is more relevant for B2C it should not be completely ignored by B2B 

companies. Two interviewees said that by addressing B2C customers and creating demand, the 

chances of closing deals with retailers were increased (interview 5 & 8). 

 
Based on the interviews the product price can be considered a relevant element for companies 

pursuing e-commerce on GOMPs. The price can be impacted by the many substitutes available 

in the same marketplace. Moreover, companies can make use of pricing strategies, such as bulk 

pricing and discounts, available on the platform to target specific customer segments.  

 
Place 

The place element as suggested in literature roughly refers to decisions about where and how 

the product should be distributed. These considerations are to some extent predetermined when 

selling through a GOMP. The place where products are sold is the platform. This notion is 

similar to one of Allen and Fjermestad (2001) who argue that the Internet is the predefined 

place for companies pursuing e-commerce. Storing, packaging, transportations and other 

logistics are still considerations companies must address when participating in a GOMP. 

However, depending on the additional services available, logistics can be handled by the market 

maker. Two interviewees (interview 4 & 5) both make use of such services. Another 

interviewee (interview 7) sold through a GOMP but used their own logistic processes. 
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The meaning of ‘place’ as it is described in the traditional marketing mix differs much from 

how the interviewees discussed topics of distribution and where to sell products. Rather than 

discussing where products are sold in terms of stores and websites, the interviewees discussed 

what new markets they could target (interview 5, 6, 7 & 8). Several interviewees have already 

been quoted when discussing benefits in the sub-section Global presence in section 5.1. 

Impressions and takeaways from the interviews, and as stated, the efficiency in which new 

markets can be targeted seem to be a primary motivator for those participating in GOMPs.  

 

While the relevance of place as a marketing element remains true for companies on GOMPs, 

the different considerations and possibilities related to the element calls for a renewal of how it 

is defined. Place as an element is therefore replaced with reach. Reach is a modification of the 

original marketing element that, amongst other aspects, includes the global reach of the 

marketplace and how products may be distributed through the GOMP.  

 
Promotion 

Six of the interviewees discussed topics that relate to promotion. The most frequently discussed 

topic was how promotion can be used to get a higher ranking, referring to how far up in the 

search results a product listing appears (interview 2, 4 & 6). “Promotion is about increasing the 

number of reviews, conversions that impact ranking, and be seen on the first page. Ranking 

high is a huge advantage, similar to how it is on other search engines” (interview 6). The 

interviewee, a consultant with expertise in optimisation, further stated that how well a product 

listing ranks depends on the algorithm on the GOMP. To optimise product listings, one must 

learn what positively affects the algorithm. While algorithms are likely to differ between 

GOMPs, the basic methods to optimise towards them are expected to be fairly similar. As stated 

by one interviewee: “there are no secrets, everyone is doing the same thing” (interview 4). Some 

key methods that were mentioned are relevant keyword and product descriptions, good visuals, 

positive reviews from customers, trying out new features from the market makers, and 

advertising. 

 
As promotion is vaguely defined in the literature and includes a wide set of activities, the 

element applies to all settings where promotion activities are carried out. Similar to how the 

purpose of traditional advertising is to present products to potential customers, promotion on 

GOMPs is carried out to rank products higher and thereby increase the chances of people seeing 
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them. The interviews revealed that typical promotion activities such as advertising, visuals, and 

keywords are essential parts of optimising product listings, but also that customer reviews play 

a major role. Hence, it is not enough to solely focus on promotion activities, the customer 

experience as a whole must be prioritised.  

 

People 

All of the interviewees discussed topics that could be assigned to the people element. Like in 

any form of business, personnel working with GOMP activities occupy a key position in 

influencing the quality of the product. The scope of the element includes training, incentives, 

behaviour and attitudes (Thabit & Raewf, 2018). Hence, the element and how it is formulated 

in literature remains relevant. However, it is worth highlighting the shift in focus for companies 

participating in GOMPs. Face-to-face interactions are not important as customer contact takes 

place digitally. For many companies, customer contact is close to zero due to automated 

processes. The general opinion amongst the interviewees was that personnel must have some 

level of technological skills (interview 1, 2, 4, 5 & 6). Specific skills such as translating, 

creativity, search engine optimisation, and analytics were emphasised when describing how to 

create product listings (interview 4, 5 & 6). Creating good product listings is crucial as 

customer’s expectations of the products are based on these.  

 
While the marketing element and how it is described in the literature remain relevant on 

GOMPs, companies should be aware of what skills employees should have. The role of 

employees has shifted from front and back office, to primarily back office. Personnel needs to 

be tech-savvy and adaptable to change. When GOMPs change, the practices of how to work 

with them changes as well. Learning and using new features is key to stay ahead of the 

competition (interview 2).  

 
Physical Evidence 

Physical evidence refers to the environment in which a service is delivered (Rafiq & Ahmed, 

1995). On a GOMP this environment is the platform on which purchases take place. While the 

platform was discussed in most interviews, none of the topics could be assigned to the 

marketing element. Similar to how the platform is the predefined ‘place’, its features are the 

predefined interior that facilitates the experience. It could be argued that product listings are 

equivalent to physical evidence, but since product listings are merely information and visuals, 
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such a definition was considered vague by the researcher. Therefore, the marketing element as 

it is described in the literature is not deemed as relevant when pursuing e-commerce on 

GOMPs.  

 

Processes 

Like other aspects of GOMP platforms, processes are predefined by the market maker. The 

discussion around processes was therefore focused on the level of control companies have over 

them. Several interviews stated that the control of processes is lost when selling through 

GOMPs (interview 2, 3, 6 & 8). Three of these interviewees talked about the loss of control in 

a negative sense (interview 2, 3 & 6) and one said that companies must evaluate the pros and 

cons of relying on predefined processes. While there is limited freedom to customise processes, 

such as checkout steps, processes set by market makers are likely to be free from errors and 

optimised to increase conversions (interview 8).  

 
Processes, as described by the interviewees, do not differ much from how it is described in the 

literature. But the relevance of processes is significantly decreased as the control of them is lost. 

While the process element as a whole is deemed less relevant compared to other marketing 

elements, companies should still be aware of the trade-off between control and the ability to 

customise processes.  

 

 

5.3. New marketing elements  
The results from the empirical research indicate that there are additional important marketing 

elements for companies to consider when pursuing an e-commerce strategy on GOMPs. These 

marketing elements are presented and discussed below.  

 
Platform  

It came as no surprise that many of the topics discussed during the interviews were in some 

way related to the platform on which trade takes place, and in many ways that constitute the 

GOMP. As described in previous sections, especially in sub-section Processes in section 5.2. 

Traditional marketing elements, the platform dictates the formalities of participating in these 

marketplaces. The word platform was mentioned 38 times during the interviews and ‘Amazon’ 

was mentioned roughly 150 times, often in a context referring to the platform, making it the 
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most occurring keyword category. The intention is not to create new marketing elements based 

on how many times a word occurred, but the impact the platform has on how business is 

conducted cannot be overlooked. The researcher, therefore, considers it relevant to define it as 

an overarching element that is intertwined with the other marketing elements. The idea is that 

the element addresses why a certain GOMP is chosen.  

 
“When choosing a platform it is important to understand strategy and needs. Then figure out 

which platform to use” (interview 1). The interviewee emphasises the importance of choosing 

a GOMP that matches the company’s strategy and in which the purpose of participation gives 

meaning. As learnt from the literature, GOMPs differ on numerous dimensions making them 

suitable for certain purposes (Movahedi et al., 2012). The decision of which GOMP to 

participate in should therefore include an evaluation of how well these dimensions fit the overall 

purpose of participation. For companies seeking to pursue B2B in a GOMP, it is essential that 

the ‘participant’ dimension includes actors with whom they may trade.  

 
From the interviews, it was clarified that particular skills are needed to work in the platform. It 

was also stated that adapting to a GOMP is not an easy task. It may require additional workforce 

and extensive training. Hence, companies must understand what capabilities and resources they 

need to allocate when choosing a GOMP. To understand this, companies must review what 

support they can expect from the market makers. Support can be in the form of communication 

between the market maker and the company, but also the availability of additional services such 

as storing and delivery. For small or new businesses, it may not be viable to participate in 

GOMPs without enough support from the market makers.  

 
Even though processes as an element were deemed less relevant, they need to be considered 

when choosing a platform. Companies must be aware of, and evaluate, eventual trade-offs such 

as limited customisation when choosing to rely on predefined processes. Also, the type of 

processes and special features available on the platform is important. Processes should be 

optimised to facilitate trading between companies and include features such as bulk pricing and 

exclusive B2B product listings.  
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Data  

Access to data, especially customer data, was a recurring topic during the interviews (interview 

2, 3, 4, 5, 6 & 8). In many ways, it makes sense that data is an important aspect when business 

takes place on global online marketplaces. Topics around data emerged from discussions 

around processes and customer contact. The interviewees acknowledged the importance of data 

but also stated that access to it is limited due to not owning the processes and not being able to 

collect data on customers. “The loss of data is one thing you have to pay when using the 

platform” (interview 6). One interviewee stated that “platforms are based on generating traffic, 

users and gathering data” (interview 2). This is supported by another interviewee who argued 

that customers are owned by the GOMP rather than being the sellers’ customers (interview 4). 

If market markers gave away all data, their business models would be worthless. It can therefore 

be expected that the access to data is limited on all GOMPs.  

 
This marketing element is not defined to highlight or explain the restricted access to data, but 

to emphasise the importance of data and how companies may utilise data in an environment 

where access to it is scarce. Data is the underlying cornerstone in many of the previously 

discussed marketing elements. Promotion techniques such as targeted ads rely on customer 

data, product listings can be optimised based on performance data, and data on competitors’ 

prices are used to adjust product prices.  

 

While access to useful data may be insufficient, there are methods that companies can use. 

“There are third-party tools to extract useful data. We can build perfect SEO lists with keywords 

and much more” (interview 8). The notion that third-party tools should be used on GOMPs was 

supported by another interviewee who argued that monitoring of pricing, inventory, SEO, and 

resellers could be outsourced (interview 2). Using data to drive traffic to product listings from 

outside the platform was emphasised by one interviewee (interview 4). This could be in the 

form of ads on search engines, websites or other platforms that generate traffic to the product 

listing on the GOMP. Hence, this new marketing element includes considerations of how data 

can be used and worked with on the platform, as well as outside of the platform. 

 

Customer relationship 

Relationship with the customers is a key component in B2B (Hadjikhani & LaPlaca, 2013). 

When asked about how GOMPs facilitate relationship building, five of the interviewees said 
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that it was complicated or non-existent (interview 2, 3, 4, 6 & 7). There seem to be two main 

reasons for this. Firstly, since the access to customer data is limited companies cannot target 

audiences as they would with other digital marketing techniques. Secondly, as mentioned by 

two interviewees, customer contact is restricted. Companies are not allowed to contact 

customers outside of the platform, i.e., potential relationship building is restricted to the 

platform (interview 2 & 6). Opportunities to build relationships with customers can be expected 

to vary between GOMPs based on policies and restrictions set by the market makers.  

 
Similar to the data element, this element draws from a challenge that companies face on 

GOMPs. Nevertheless, since customer relationship plays a central role in the B2B domain it is 

an aspect the researcher believes is relevant to consider and work with, despite the limited 

methods available. Apart from communication, the literature emphasises the education of 

customers and the importance of providing information that enables them to make informed 

decisions (Zenn, 2019). Two of the interviewees stated that educating customers via the 

platform works well (interview 2 & 5). From reviewing the case of Amazon, we know that on 

this platform it is possible to include additional information about products such as user guides, 

safety instructions, and installation manuals. Providing such information was emphasised by 

one interviewee who sold products that require the users to understand its functions (interview 

5). Hence, companies can improve relationship building by enhancing product listings with 

information that supports customers in their purchase decision. 

 
The idea with this marketing element is to highlight limitations associated with relationship 

building on GOMPs and for companies to consider how they can incorporate relationship 

building in their strategy despite these limitations. One method is to create excellent product 

listings. Another method is to ensure an overall satisfying purchase experience. This can be 

done by choosing the most efficient and trustworthy delivery method. While communication 

from sellers to customers is restricted to the platform, customers may initiate communication 

with sellers through other channels (interview 4). Ensuring an exceptional experience can 

thereby increase the chances of initiating a relationship outside of the GOMP. Relationship 

building is partially intertwined with the platform element and the choice of which platform to 

use. When evaluating actors participating in GOMPs, companies should consider what types of 

business there are and if they can be expected to generate recurring purchases.   
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Figure 5. Transition from the traditional marketing mix to a new conceptual framework (own creation) 
 
 

5.4. A new conceptual framework 
As stated in the introduction to this thesis, managing business on a GOMP requires companies 

to build capabilities different from those tailored to sell offline or through other digital channels 

(Wang & Cavusoglu, 2015). This is confirmed by the results from the empirical investigation. 

Moreover, both academic and empirical findings point out a variety of challenges faced by 

companies pursuing business on GOMPs. This supports the notion that there is a need for a 

conceptual framework that explains this new environment. 

 

Based on findings from literature and the empirical investigation the researcher has identified 

and defined eight marketing elements that B2B companies pursuing e-commerce on GOMP 

should consider. Four marketing elements, as they are described in the literature, are 

transferable. These are product, price, promotion and people. ‘Place’ is to some extent relevant 

on GOMPs, but the conditions for how products are distributed has changed. The element is 

therefore replaced with a modified element: reach. Three new marketing elements have been 

identified: platform, data and customer relationship. ‘Processess’ as a separate marketing 

element was deemed redundant. Consideration around processes is instead included in the new 

platform element.  

 

The seven ‘Ps’ marketing mix (McCarthy, 1960; Booms & Bitner, 1981) 

Conceptual framework: GOMP 

Processes 
Physical 
evidence People Promotion Place Price Product 

Product Price Reach Promotion People Customer 
relationship Data Platform 



 

61 

 

Figure 5 visualises the transition from the initial seven to the eight new marketing elements. 

The discussion around marketing elements is concluded in the next section where the researcher 

reflects on how the elements in the suggested conceptual framework complement and impact 

each other. A summary of the marketing elements included in the new conceptual framework 

can be found in the end of this chapter (Table 4).  

 

 

5.5. Relations between marketing elements 
The purpose of a conceptual framework is not only to present and explain concepts relating to 

a certain environment but to provide an understanding of how concepts are interlinked 

(Jabareen, 2009). While the connection between marketing elements such as product and price 

are obvious, the relationship between other elements is less clear. How the marketing elements 

depend on and impact each other has been briefly examined throughout the discussion, but the 

researcher believes it is of relevance to highlight these links to understand the implication of 

the suggested conceptual framework.  

 
The choice of platform is fundamental for companies pursuing business on GOMPs. The 

platform must fit the company’s strategy and purpose with participating in a GOMP. The 

platform dictates the activities that need to be performed, best practices to carry out the 

activities, and by who they should be carried out. Even though there is no set order in which 

the elements should be addressed, it is recommended that the choice of platform is considered 

before the other elements. Based on the choice companies may have access to additional 

services that allow for the outsourcing of activities. Hence, it directly impacts the number of 

employees needed and what competencies employees should possess. The knowledge and skills 

of the employees are based on the training they receive and impacts the quality of promotion 

activities. The success of promotion is not only dependent on the personnel, but promotion 

methods and strategies adopted by the company. The strength of such methods and strategies 

on GOMPs partly rely on how well the company can utilise data and to what extent customer 

relationships are incorporated. The ability to work with these aspects are likely to be restricted 

by the platform.  

 
The quality and price of a product are strong determinants in customers’ purchase decisions. 

But to successfully adapt an e-commerce strategy on a GOMP all of the underlying elements 
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must be addressed. The shift in focus from product- to customer-centric that characterises B2B 

marketing (Sharma, 2002) permeates the interviewees’ descriptions of what it is like to sell in 

a GOMP. The aim of most activities is to optimise towards the algorithm that decides how high 

product listings rank. The algorithm is based on how well a company’s efforts result in 

customers finding what they are looking for.  

 

 

 

Element Description 

Product 

‘Product’ is defined as something that can be offered to customers in a GOMP. The product 
must be meet requirements, such as allowed product categories, that are set by the market 
makers. Due to the nature of e-commerce, the product is likely to be in the form of a physical 
good. Variables such as quality, packaging and variety are included in the product scope.  

Price 

‘Price’ is the value charged for any product (Thabit & Raewf, 2018). A wide range of 
substitutes and the inability to differentiate through branding on GOMPs means that prices 
must be competitive. This element emphasizes the usage of B2B pricing strategies, such as 
bulk pricing and business discounts, available in GOMPs.   

Promotion 

‘Promotion’ refers to activities carried out on or off the platform that generates traffic to 
product listings and customer reviews, and the optimisation of product listings. Typical 
activities are SEO, paid ads, adding keywords and product descriptions. The purpose of 
promotion is to optimise towards the platform’s algorithm, and thereby rank product listings 
higher, i.e., making them visible to customers.     

People 

‘People’ are all human actors who play a part in the sales of goods (Hollensen, 2014). 
Customer contact is less salient in GOMPs, instead personnel should possess technological 
skills needed to carry out promotion, create product listings and be adaptable to change. The 
scope of the element includes variables such as training, incentives, interpersonal behaviour 
and attitudes (Thabit & Raewf, 2018).  

Reach 

‘Reach’ refers to the access to global markets enabled by GOMPs and how products can be 
distributed in those markets. To where companies can sell is a key motivator for participating 
in a GOMP. How to distribute the product requires companies to consider warehouse 
facilities, mode of transportation and inventory control.  
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Platform 

‘Platform’ refers to the decision of which GOMPs to participate in and addresses why a certain 
GOMP is chosen. GOMPs differ on numerous dimensions and companies must evaluate 
which one that suits their purpose. Variables that are included in the element’s scope are the 
expected support from market makers, control of processes, availability of additional services, 
and participants in the marketplace. Companies need to consider their internal capabilities 
when evaluating whether or not it is feasible to adapt to a certain GOMP.  

Data 

‘Data’ is a cornerstone in doing business online. It is used for promotion, pricing strategies, 
product trends and market analysis. Access to data from market makers is likely limited. 
Companies must learn to work with data despite this. Techniques such as third-party tools and 
inbound traffic from other channels can be efficient components in a company’s strategy.  

Customer 
Relationship 

Traditional methods to initiate and maintain a relationship with customer through GOMPs are 
limited. Companies should therefore have strategy of how they can enhance their customer 
relationships through other activities. This element is a mind-set rather than a physical activity. 
The purpose of such strategy should be to ensure the quality of the customers’ overall purchase 
experience.  

 
Table 4. Summary of marketing elements included in the conceptual framework 
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6. Analysis      
 

To analyse the relevance and usability of the proposed conceptual framework, the eight 

marketing elements are discussed from the perspective of a B2B company. As the researcher 

has obtained knowledge on Amazon through the literature and the empirical results it is chosen 

as the example of GOMP which the case company could participate in. It should be noted that 

the analysis is not carried out together with a company. The conceptual framework is merely 

applied to a company hypothetically to analyse how the different marketing elements can be 

considered.  

 
The case company is Veo, a Danish start-up that has designed a video camera and cloud-based 

subscription service to record and analyse sports matches (Lunden, 2021). Veo was suggested 

by the researcher’s supervisor Jonas Hedman. Besides being an interesting company with a 

unique product, it fulfilled the requirements of analysis set by the researcher. Firstly, the 

company has to offer a product that can be listed on Amazon. Secondly, the company and its 

product should not already be listed on the platform as this would make the analysis less 

interesting. Thirdly, the company should already have a digital marketing strategy in place. This 

requirement allows the researcher to make some assumptions on the technological capabilities 

within the company. Lastly, the company strives to export their product. 

 
 
6.1. Veo 
Veo is a Danish company that sells an advanced camera and an analysis tool for recording and 

analysis of sports games such as football, basketball, and volleyball (Lunden, 2021). The 

product is used by more than 6000 clubs located in 79 different countries all over the world. 

Users vary from families and youth teams to professional clubs in the Premier League. Veo 

ships their product to all countries in the world. The company has more than 50 employees and 

the office is located in Copenhagen (Veo, 2021a).  

 
Product  

The 180° camera is equipped with two 4K lenses that record 30 frames per second. As it weighs 

less than one kilogram it is portable and can be transported between home and away games. It 
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is built to resist all kinds of weather conditions and used for both indoor and outdoor sports. To 

use the camera, it must be mounted on a tripod. Tripods vary in height, weight, and functionality 

(Veo, 2021b). Customers purchasing a camera must buy a tripod and sign up for the 

subscription that gives them access to the platform. The platform is used for uploading and 

analysing recordings. The analysis software relies on AI and provides users with tracking of 

player movements and sequences from the game (Veo, 2021c).  

 
Pricing 

Veo offers four different pricing plans: family, team, club and school. The price of the camera 

and tripod is the same across plans, but the monthly subscription fee depends on the pricing 

plan. The choice of pricing plan gives users different access to features in the platform (Veo, 

2021, d). Approximate prices are presented below: 

 

q Camera: 7 999 DKK  

q Tripod: between 399 to 2 999 DKK depending on the choice of tripod.  

q Subscription: between 208 - 417 DKK per month depending on pricing plan  

  

Requirements for analysis  

As it is mandatory to subscribe to the platform when purchasing a camera, this product offering 

is not allowed on Amazon. Amazon prohibits the sale of subscriptions. However, the camera 

comes with accessories such as cables, adapters and a protection case. Users must also buy a 

tripod together with the camera. These are components that can break or be lost. There even is 

an article on the website on how to repair and maintain tripods (Veo, 2021e). As the tripods 

have different functionalities and benefits, users may want to buy additional tripods to expand 

the usability of the camera. This is currently not offered on the website. The camera and 

subscription are not eligible to be sold on Amazon, but spare parts and tripods are. Neither of 

these are currently listed on Amazon. 

 
It can be assumed that a company working with AI also possesses advanced technological 

marketing capabilities. To confirm this the researcher looked in the website’s console and used 

third-party tools (Facebook pixel helper, Google tag assistant, Adswerve datalayer checker). 

These tools will not be explained but links and screenshots of how they are used can be found 

in the appendices (Appendix 4). It was found that Veo makes use of technologies for data 
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collection, targeted ads, social media ads, optimisation, and a tag management system. The 

researcher concludes that Veo utilises advanced marketing tools and possesses good 

technological capabilities. Lastly, since Veo has users all over the world and explicitly states 

that they ship to every country, it is concluded that there is a willingness to export the product.  

 
 
6.2. Applying the conceptual framework 
In this section, each marketing element is analysed using VEO as an example. The analysis is 

hypothetical, and the researcher will make several assumptions. The point of the analysis is not 

to give recommendations or conclude if Veo should list their products on Amazon, but to set 

an example of how the conceptual framework can be used to discuss the adaptation of an e-

commerce strategy on a GOMP. As stated in the discussion there is no order in which the 

element should be addressed, but the researcher has chosen to apply them in the order believed 

to be most logical.  

 
Platform 

The platform element implies the company finds the GOMP that best suits the purpose of their 

strategy. For this analysis, Amazon has already been chosen as the platform on which the 

conceptual framework is analysed.  

 
Veo’s primary product offering, camera and subscription, are not eligible to be sold on Amazon. 

As these products can be assumed to be the main sources of revenue, the purpose of 

participating will not be to increase revenue and profits. The researcher suggests that the 

purpose of the strategy is to increase customer satisfaction by enabling them to purchase spare 

parts and tripods. Amazon is a suitable platform to distribute these types of products and, hence, 

suitable for the suggested purpose. Even though Veo has an established global distribution 

network, they can choose to outsource logistics by utilizing the additional services offered by 

Amazon. For example, by using FBA (Fulfilment by Amazon) the products can be stored and 

transported from Amazon’s facilities that are located closer to the customers. Short delivery 

times are appreciated by customers, especially if it is a spare part needed to use the product.   

 
In terms of participants, Amazon is available to all types of customers and any user of a Veo 

camera can easily visit the platform to purchase the products. As the product is used by both 

organization and individual consumers it is important the marketplace is not limited to only 
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B2B trades. The customisation of processes is deemed irrelevant due to the purpose of the 

strategy. The idea is to enable the users to purchase the product as efficiently as possible. 

Processes on Amazon meet this need.  

 
Reach 

As Amazon is available to users worldwide the ability to target global customers is considered 

good. Veo has an established distribution network and can therefore choose to handle 

transportation themselves. If not, they can make use of Amazon’s additional services. An 

efficient solution is to use FBA to shorten down the delivery time. The logistic services offered 

by Amazon can also be used in cases where Veo’s network is considered insufficient. The 

decision of how products are distributed should be based on delivery time, cost, and 

trustworthiness of the transportation solution.  

 

Product 

Spare parts and tripods are well suited to be sold on Amazon. The number of different products 

Veo chooses to list will impact the amount of time they need to spend on creating and 

maintaining product listings and on promotion. As Veo offers five variants of tripods, one type 

of protection case, and a few cables and adapter, it is considered manageable to list all of them. 

However, the availability of substitutes on the platform and elsewhere are likely to be high on 

standardised products such as adapters and cables. If prioritising, these may be less relevant as 

product listings.  

 
Price 

If choosing to become a Business seller Veo can utilise B2B features such as business pricing 

and discounts. This can be an efficient strategy when selling to larger organisations that need 

tripods for different environments. The actual price of the products is not expected to be affected 

by listing them on the platform. The product listings are not created to attract new users looking 

for affordable tripods, but to offer existing users an alternative channel for purchasing what 

they need to use the camera. 

 
Promotion 

The purpose of participating on Amazon does not necessarily require Veo to spend too much 

time on promotion. Promotion is crucial for companies to rank high in the search results and 
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increase their sales. As the suggested strategy is meant to enable users to find Veo’s products 

on the platform there is no real need for them to rank high. Hence, promotion activities such as 

paid ads and conversion can largely be ignored. Nevertheless, the product listings must include 

all the necessary information that users may need to make an informed decision. This could be 

in the form of elaborate descriptions, users guides and/or installation manuals. It is important 

that the product listings include relevant keywords so that users searching for the products can 

find them.  

 
Even though there is no clear need for aggressive promotion on the platform it can benefit Veo 

to do some optimising towards the algorithm. If there are many substitutes and listings 

hindering customers from finding the products, the purpose of participating is not fulfilled. One 

method to ensure that the users find the product listing is to carry out promotion outside of the 

platform. Veo can use their existing knowledge in SEO and other marketing techniques to rank 

their Amazon listings higher on search engines such as Google.  

 
People 

Due to few product listings and little promotion, Veo should be able to carry out all activities 

with their current workforce. The technological skills within the company are deemed more 

than sufficient. Some basic training may be needed to understand how to register a seller 

account and set up product listings. The strategy is not to outrank competitors, hence, training 

to learn the latest functions and optimisation is not deemed necessary. Depending on which 

markets Veo choose to list their product on, there is a need to translate the product listings.  

 
Data 

The investigation of Veo’s various technical implementations revealed that they collect data for 

various types of digital marketing purposes. The limited access to data on Amazon can be an 

unusual situation for the company. It is therefore highly relevant to use third-party tools to 

exploit the data they receive from the platform. On the bright side, since promotion and 

optimisation are not priorities the lack of data is not as problematic as it could have been. Since 

the products are sold to those already using the Veo camera, customer data from Amazon is 

less relevant. This data has already been collected on Veo’s website.  

 
Data should still be used to analyse the performance of product listings and evaluate if they are 

contributing to the purpose of participating. Performance data can also provide valuable insights 
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such which spare parts or tripods that generate conversions. These insights can be used to 

address shifts in demand or find flaws with the products. If many users are purchasing new 

protection cases, there might be something wrong with the case. The data element also includes 

consideration of how data is used outside of the platform. As discussed under ‘promotion’, Veo 

could utilise data and work with SEO to rank higher on search engines. A search on “Veo tripod 

3.8 meters” should ideally result in links to the product listing where such tripod can be 

purchased, rather than showing alternative products.  

 
Customer relationship  

The suggested purpose of participating on Amazon is to increase customer satisfaction and 

thereby enhance customer relationships. Veo does not rely on the platform to initiate relations 

with customers, it should rather be seen as an effort to enhance current relations by offering 

more purchase alternatives for customers. Hence, restrictions set by the market makers do not 

have a significant impact on Veo’s ability to maintain relationships with their customers. As 

discussed under ‘platform’, using Amazon's logistic services can increase customer satisfaction 

if delivery times are shortened. Nevertheless, Veo must ensure that their product listings include 

the necessary information to support customers purchase decisions.  

 
 
6.3. Reflection on the analysis  
The above application of the conceptual framework is an example of how companies can reflect 

on and make use of marketing elements in their strategy when pursuing business in a GOMP. 

Several of the elements are intertwined and the purpose of participating dictates how activities 

should be carried out. In this case, the researcher suggested a simple purpose that did not require 

any fundamental internal changes. The GOMP was merely suggested as an additional sales 

channel for certain products that are not currently offered on the website. The application of the 

conceptual framework would have been different if the researcher adopted another perspective. 

If the suggested purpose would have been to use a GOMP to target retailers that could distribute 

Veo’s products, the efforts needed would have been more extensive and similar to those 

described throughout the discussion in chapter six.  

 
It may be argued that Veo, due to its primary product offering not being compatible with 

GOMPs, is not the best case to analyse. However, looking at a rather atypical case allowed the 
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researcher to reflect on how GOMPs can benefit companies in various ways. The suggested 

purpose in the analysis was partly inspired by one interviewee (interview 5). He described how 

they had used a GOMP to move beyond their traditional B2B audience by targeting a B2C 

audience in places where they had few resellers.  
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7. Conclusion  
 

The development of digital marketplaces has eliminated geographical barriers and provided 

opportunities for all types of companies to export their product globally. Despite the obvious 

benefits and availability of these marketplaces, many companies have not been able to take 

advantage of them. Lack of knowledge, resources, and skills have been suggested as reasons 

for the slow adaptation. However, internal limitations do not fully explain why companies are 

unable to make use of these marketplaces. While some barriers linked to global export are 

eliminated with GOMPs, these marketplaces pose a whole new set of challenges for companies 

seeking to participate in them. Challenges have been a recurring theme during this thesis and 

the research revealed that they are affecting companies of all types and sizes. While adaptation 

may seem like an obvious strategic choice, this research indicates that adaptation to GOMPs is 

not as straightforward as it may seem. It is not a sales channel companies simply add to their 

strategy, it requires a profound strategy of its own. 

 
Inspired by the article ‘Navigating Global Online Market Places (GOMPs) - An ADR 

Perspective” (Baiyere et al., 2019) in which the authors describe the low adaptation to GOMPs 

amongst Danish companies, I set out to investigate how a marketing perspective could 

contribute to the understanding to the topic. While I had a preconception about B2B companies 

being unwilling to adapt to change, I realised that testing such hypotheses would likely not 

contribute to the understanding of the topic from a marketing perspective. Instead, I deemed it 

relevant to investigate the environment that GOMPs constitute. Hence, the aim of the thesis was 

to identify and define marketing elements that B2B companies should consider when pursuing 

an e-commerce strategy on GOMPs.  

 
As the aim of the research was exploratory, I adopted a qualitative approach. Rather than 

gaining conclusive answers, the intention was to understand the dynamics of the environment. 

To provide structure to the research, the renowned marketing mix served as inspiration and as 

a basis for discussion on new findings. This was necessary to narrow down the scope and set a 

direction for the research in terms of what to focus on. To investigate the research question, a 

thorough literature review on relevant topics was conducted. The academic findings were used 
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to guide the empirical investigation, i.e., semi-structured interviews with industry experts. The 

interviews were conducted with the intention to explore how the topic was understood by people 

working with it.  

 
Drawing from findings in both literature and the empirical study, eight marketing elements were 

identified as relevant for B2B companies on GOMPs. The elements of product, price, 

promotion and people as they are described in the literature were considered relevant to the new 

context as well. Reach, a modified element that considers the new conditions for distributing 

products replaced the place element. Three new elements: platform, data, and customer 

relationship, were identified as significant components to consider in an e-commerce strategy 

for companies pursuing e-commerce on a GOMP.  

 
To address the research question the identified marketing elements were presented in a 

conceptual framework that describes how they are interconnected and influence each other. By 

hypothetically applying the framework to a case company I could discuss how a B2B company 

can consider the marketing elements available to enhance adaptation to a GOMP. As the 

usability and relevance of the suggested framework depend on the company and GOMP, there 

are no definite answers to the research question. However, the research suggests that companies 

must have a clear understanding of the purpose of participation and match their strategy with a 

GOMP that favours this purpose. The purpose and choice dictate what activities companies 

must engage in and the effort needed to successfully adapt to a GOMP. 

 
I defined four research objectives that would guide me when investigating the research question. 

The first objective was to understand existing conceptual frameworks that explain marketing 

elements, how and why they were developed, and the limitations of them. The literature 

confirms that conceptual frameworks play an important role in the field of marketing for both 

researchers and practitioners. They provide an understanding of concepts but also explains how 

concepts are interlinked. As variables explained by conceptual frameworks and the context to 

which they apply change over time, there is an ongoing need for new frameworks that provides 

understanding of the current reality. An obvious weakness with conceptual frameworks is that 

perception of reality differs between observers. Hence, an understanding provided by a certain 

framework will not be true for all who use it.    
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The second objective was to understand B2B marketplaces as a phenomenon and marketing 

concepts relevant to this context. The purpose of this objective was to understand the context 

from which marketing elements would be identified and, hence, to which the conceptual 

framework would apply. Examining the historical development of marketplaces allowed me to 

reflect on how marketing elements have changed over time. While the fundamental principles 

of marketplaces have been the same for thousands of years, the means by which companies can 

participate in marketplaces has changed. Emerging forms of marketplaces have been propelled 

by advancements in technology. While some traditional brick and mortar marketplaces have 

remained as outlets facilitating global trade, the digitalisation of marketplaces has impacted all 

types of industries. As new sales channels such as GOMPs have become accessible, traditional 

practices and aspects of marketing have been replaced. B2B marketing practitioners make use 

of advanced marketing techniques and tools, and strategies have transitioned from product- to 

customer-centric. To succeed in today’s digital environment, companies must adapt and address 

new types of marketing elements linked to the digital channels they use.  

 
The third objective was to understand how it is to pursue e-commerce on a GOMP and thereby 

identify aspects not explained in the literature. The empirical investigation revealed that there 

are numerous challenges associated with GOMPs. Due to extensive efforts required to make 

participating profitable, internal capabilities and resources can limit companies' ability to 

participate in GOMPs. Additional challenges are linked to the usage of the platform and how 

to optimise towards the algorithm that decides product rankings. Stemming from these 

challenges, numerous suggestions of how to succeed on a GOMP were presented. Throughout 

the research, it became clear that a certain level of technical skill and understanding of how to 

use data is required. While a company may overcome these challenges and possess the skills 

needed, it must accept that many of the processes they normally would own are defined and 

controlled by the market maker. 

 
Objectives one to three allowed me to identify relevant marketing elements from literature and 

the empirical results. The fourth objective was to assess the relevance of the new conceptual 

framework including the identified marketing elements. By hypothetically applying the 

framework to a case company the researchers could discuss how the different marketing 

elements are interconnected and how a company can consider them when formulating a strategy 
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for pursuing e-commerce in a GOMP. Thereby, the last objective allowed the researcher to 

reflect on the research question. 

 

 
7.1. Managerial and academic contributions  
Conceptual frameworks play a critical role in advancing academic and practical knowledge. 

The research contributes to the academic field of B2B marketing by providing insight to 

GOMPs and understanding of how companies can consider marketing elements available to 

them. A traditional marketing framework, the marketing mix, served as inspiration for the 

research and the development of a new conceptual framework. Hence, the new framework is 

added to the list of existing modified marketing mixes. Furthermore, I have throughout the 

thesis highlighted the dynamic environment in which B2B companies operate and emphasised 

the need for frequent renewal of how this environment is understood. While the field of B2B 

marketing is underrepresented in literature, topics such as GOMPs have gained increased 

attention. Hopefully, this means that more articles and studies that can advance our 

understanding of the topics will be written. 

 
The research also contributes to managerial knowledge as it points out barriers of adaptation to 

GOMPs and the challenges companies are likely to face when using the platforms. While no 

practical knowledge is obtained from the research, it provides understanding and guidance on 

how marketing elements can be considered when developing an e-commerce strategy for 

GOMPs.  

 

 

7.2. Limitation 
I was limited in the collection of both secondary and primary data. Even though the field of 

B2B marketing is underrepresented, there are more than enough articles available to write a 

thesis. But I sought to investigate B2B marketplaces and marketing from a historical 

perspective, which proved to be challenging. The field of B2B marketing is relatively young 

and up until a few centuries ago, it was not regarded as very different from B2C marketing. 

The empirical investigation was limited by its small sample of interview participants. While the 

result was satisfactory and provided valuable insights, a larger sample would have been 
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preferred. Finding potential participants proved to be more complicated than the researcher had 

expected. Firstly, the number of potential participants that could be reached through his 

personal and professional network were fewer than anticipated. Secondly, several invitations 

were unanswered or declined, due to the person not having the time to participate.  

 
Even though the conceptual framework was developed with the intention to provide 

generalisability, it is limited by the scope of the empirical investigation. The participants' 

expertise is limited to one specific GOMP. Hence, the conceptual framework’s relevance to 

other contexts cannot be guaranteed.  

 

 
7.3. Future research  
Based on the limitations of this research, future research investigating the same question could 

make use of a wider sample of participants and types of experts. Such research would provide 

a more robust basis for discussion. Research not restricted by a given time frame could also 

investigate the relevance of the suggested conceptual framework by conducting follow-up 

interviews with the participants. Feedback given from the experts could enhance the 

framework. The marketing elements suggested in this thesis are partly based on insights 

provided by participants whose expertise is limited to a certain GOMP. A more extensive study 

could benefit from using participants with expertise in various marketplaces and apply the 

suggested framework to various contexts. This would allow the generalisability of the 

framework to be tested and improved.  

 
I did not intend to practically investigate how companies can take advantage of the available 

marketing elements. However, based on the findings, some recommendations on how 

companies could consider various marketing elements were given. The thesis does not provide 

indications regarding the effectiveness of these recommendations. It could therefore be 

interesting to practically investigate how valid the recommendation, and the conceptual 

framework as a whole, are. This could be done by conducting research together with a case 

company, allowing the researcher to delve into the dynamics of the marketplace and the 

interrelation between marketing elements.  
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9. Appendices  
 

 
1. Interview guide 
 

Setting the scene of the interview 
1. Define the situation for the interviewee  
2. Opening: Thank the interviewee for participating in the interview and contributing to the 

thesis. 
3. Introduction of student, study programme, and the student’s interest in the field being 

researched. 
4. Aim of thesis: to identify marketing elements that characterise GOMPs, and explain how B2B 

companies may utilise these in their e-commerce strategies.  
5. Purpose of interview: to get insights from industry experts what it is like to pursue e-

commerce on a GOMP (Amazon); activities, skills, capabilities, challenges etc.  
6. Formal set up: the interview will be recorded. The idea is to have an open dialogue on, but not 

limited to, the predefined topics. Ask if the student may use the company name of the 
participant in his research, and describe the participants with education and experience.  

 
Theme: Using Amazon  
Researcher’s note: to get a sense of the interviewee’s level of experience the initial theme is focused 
on the participant’s background and experience of using Amazon. The first theme serves as a basis for 
the rest of the interview 
 

1. What is your experience of using Amazon? 
- For what purposes do you use Amazon? 
- Why did you choose Amazon over other GOMPs?  
- What differences are there between Amazon and other GOMPs you have used? 
 

2. What important aspects should be considered before deciding to sell on Amazon? 
- What skills and capabilities did you consider before adapting to Amazon? 
- What challenges did you as an organization have internally? 
- What challenges did you experience on the platform?  
 

3. How is it to use Amazon?  
- What skills and capabilities have you developed after starting using Amazon? 
- What skills and capabilities that you already had were useful in Amazon?  
- What are some typical tasks that you engage with on Amazon?  
- What challenges are you still experiencing?  
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Theme: marketing elements and impact  
Researcher’s note: this theme seeks to delve into the different marketing elements, what impact they 
have had on the participant, and how they can be addressed to successfully use Amazon.  

1. How do you believe the role of ‘people’ has changed? 
- What skills and capabilities must employees have? 
- Has your training of employees changed?  
  If yes: how?  
 

2. Has your pricing strategy changed? 
  If yes; how? 
 

3. Has Amazon made you rethink your product strategy? 
   If yes; how?  
- What do you believe are beneficial product characteristics on Amazon?  
- Is Amazon a marketplace for all kinds of products?  
  If no; what product and why? 
 

4. What are your thoughts on promotion on Amazon? 
- What skills and capabilities are needed to promote on Amazon? 
- Have you been able to use existing promotion skills and knowledge on Amazon? 
  If no; how does it differ? 
  If yes; how is it similar?  
 

5. What are your thoughts on Amazon's processes? 
- Have you used Amazon’s services? 
  If yes; How has using these services affected your company and/or your customers? 
- What are your thoughts on relying on Amazon's predefined processes? 
- Are there any drawbacks with Amazon’s processes? 
   If any; how have you worked with overcoming these?  
 

Theme: Marketing 
Researchers note: this theme investigates marketing in general on Amazon. Much of the topics are 
likely discussed in previous themes. 
 

1. What is your perception of marketing on a marketplace like Amazon? 
- Is it more customer or product-focused? 
  In what way?  
 

2. What are your thoughts on relationship building on Amazon? 
- How does Amazon enable companies to educate their customers? 
- Does Amazon facilitate relationship building? 
   If yes; how? 
   If no; why?  
- How do you think companies should work with relationship building using Amazon?  
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Theme: Impact of Amazon 
Researcher note: This theme rounds up the interview, and allows both the researcher and participant to 
speculate on the impact of Amazon and what the future holds for the marketplace. 
 

1. What role do you think e-marketplaces will play in the near future?  
 

2. What is your advice to anyone, company or person, planning on pursuing business on 
Amazon?  

 
Debrief: rounding off the interview 

1. Ask about any additional comments or thoughts. 
2. Ask if the researcher can send follow-up emails to the interviewee. 
3. Thank the interviewee for participating and comment on the experience 

 
 

2. Email sent prior to interview 
 
Dear [name] 
 
I’m looking forward to our interview on [date] at [time].  
The interview will be held via [service] and can be accessed through [link].  
 
Just to give you a brief intro to my research and the topics that I hope to discuss; I want to create a 
marketing framework that captures important elements of pursuing B2B e-commerce on global online 
marketplaces, such as Amazon. Many of the traditional frameworks that are taught, such as 7P 
marketing mix, have been around for decades and not changed much to reflect today’s digital 
environment.  
 
Topics for the interview: 

1. Your experience of working with marketing; in general, and with global online marketplaces. 
2. Usage of marketing frameworks; in general, and in relation to e-commerce and global online 

marketplaces.  
3. Skills and capabilities needed sell in global online marketplaces. 
4. Important aspects of e-commerce in global online marketplace 

 
The interview will take approximately 25-30 minutes and be in the form of an open dialogue.  
There is no need for you to prepare anything prior to the interview.  
 
Thanks again for taking the time to participate in my research. 
 
Talk to you on [date] at [time]. 
Best regard, 
Axel 
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3. Thematic tables  
 

Product  

Interviewee Statement 

2 

 
“Our biggest challenge is to monitor the product codes. As a brand, when you are to take 
control over the brand on the platform, the resellers are likely to be afraid – cannibalism of 
resellers. Therefore, ideally, there’s one reseller on the platform with which the brand can 
discuss pricing strategies and what products that are listed; what codes are available and 
what products do we have available”. 
 
”A lot of fees “eats” the profit. And on top of that; heavy price competition. And more 
companies promote on amazon; ads are more expensive. Therefore the product price 
strategy is extremely important”. 
 

3 

 
”I definitely think that if you are able to build a follower base, with a simple product, like 
lifestyle or kitchen product, you are able to make lots of money on Amazon” 
 
“I believe the platform is really good for simple and cheap products that offer good 
margins”  
 
“There is a risk that Amazon themselves create products similar to the ones you want to sell” 
 

4 

 
“We run our own e-commerce site as we believe some products are more suited here than 
on Amazon. But all products do not fit on the site. Some products, such as fire starters, are 
better suited for Amazon. We have really spent time looking at which product to sell where” 
 
“Certain more specific products are more suitable to be sold on a regular site, where we can 
work more with the branding.”  
 

5 

 
“Our product is typically sold online; because it is niched. And this is true for customers in 
other countries as well. So to reach international customers we choose to list our products on 
Amazon” 
 
“If you don't have a product that is fairly competitive on price, it may be hard to get any ROI 
from Amazon. Price is a crucial determinant of success. But the idea for us is to enable the 
products on the global market” 
 

6 

 
“Talking about products on Amazon is always pretty general. But cheap products where you 
can compete on price is beneficial. Cheap products overall have an advantage. Customers 
may be ready to randomly buy something for under a certain amount, let's say 400 swedish 
krona, but they will probably not impulse buy something for 6-700” 
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7 

 
”We use a top-down model, where we list our 100 most sold products. I have an idea that all 
of our products can be listed on Amazon at some point”. 
 
”We use Amazon for our own purpose as well, when buying products for our company. ” 
 

8 

 
“The initial challenges companies face depends on how they start using Amazon. I would say 
that companies are bad at evaluating the onboarding strategy. Their product is not good 
enough, the niche is too competitive and they therefore choose the wrong market - the wrong 
strategy where they should start selling. The strategy is the biggest challenge for companies 
when they initially start using Amazon”. 
 
“Our basic rule is that we don’t recommend products that cost more than 200 euros per unit; 
and don't weigh more than 5 kilos as the shipping fees are high. Household, sport, 
electronics, and in general products with a search volume on the platform are suitable” 
 

 

Price  

Interviewee Statement 

2 

 
“Many run price monitor software. Those who can afford it, hire external partners to do 
SEO, logistics for ordering new products, dynamic pricing software, and software to 
monitor resellers. Doing business on Amazon is a lot about outsourcing activities to other 
actors” 
 
“Since every seller is behind the same product; think of a physical marketplace, where the 
customer wants to buy something, but all the sellers stand in a line based on their sales 
statistics, price and reviews. Therefore, platforms like Amazon impact the price in a “race to 
the bottom” way. The prices are lowered until the margins are not sustainable anymore. One 
of the biggest challenges for sellers on Amazon; price margins”. 
 

5 

 
”If you don't have a product that is fairly competitive on price, it may be hard to get any ROI 
from Amazon. Price is a crucial determinant of success. But the idea for us is to enable the 
products on the global market” 
 
“The percentage, the fees, that goes to Amazon is actually lower than what we pay the 
companies we otherwise sell to (B2B)”  
 

6 

 
“Many purchases depend on stuff Amazon recommends. And if it's not something the 
customer is specifically looking for, then the price needs to be low in order for the customer 
to buy it”. 
 
 
“You can sell as a third party, to consumers, or as a second party, where you sell to 
Amazon, who then resells the products. This is done via vendor central. If using this you 



 

87 

 

lose much control over the processes. Neither can you decide the price, you can suggest a 
price, but Amazon decided the price. Almost all clients i’ve talked to are worried about 
this” 
 

7 

 
”The price has at large remained the same for the listed products. But there are fees connected 
to using Amazon that eventually decrease the margins. ” 
 

8 

 
“Our basic rule is that we don’t recommend products that cost more than 200 euros per unit; 
and don't weigh more than 5 kilos as the shipping fees are high. Household, sport, 
electronics, and in general products with a search volume on the platform are suitable 

 

Place  

Interviewee Statement 

1 

 
“Amazon will definitely be a way for companies to export. It’s not long ago when Amazon 
opened an office in Sweden. I’m not sure if the Swedish office will be like a HQ in Nordics. 
Or if they will open in Norway and Denmark. But they are currently looking for Danish 
companies to put on the Swedish market” 
 

2 

 
“Amazon is an important source in the purchase decision, not only for those purchasing 
products through Amazon, but for everyone. You can check reviews, scores and price”. 
 
“Since Amazon opens up markets world-wide, place needs to be considered. And depending 
on the market you choose; Sweden for example, the company must be able to put in the correct 
keywords in ads and product listings. Hence, language is important”. 
 

4 

 
“Even though their launch in Sweden has not been great, I believe they have a long-term 
plan. They are already established in Germany for example. They will most certainly find a 
way in Sweden as well”.  

5 

 
“We did spend 90% of our time on developing a new product. We needed a strategy to 
better reach the end consumers. And so in 2016 we decided to sell on Amazon”. 
 
“We have an online shop where we used to sell directly to end customers. But now we use 
our website to direct the customers to Amazon instead. It is simply better business for us; 
margin per product; than if we sell through resellers” 
 
“We can sell in Spain, Italy, Greece, Portugal in any of the EU countries. Transportation 
costs are minimal compared to if we would send anything from Denmark. The products are 
shipped from Germany” 
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6 

 
“Amazon is incredibly large, and there are lots of possibilities to run business on the 
platform, and scale the business quickly” 
 

7 

 
”Usually to attack markets such as Italy, Germany and Spain would take a year, through 
amazon we started selling in only a few months” 
 

8 

 
“When going into a new market and country you need to have a developer, translator, 
delivery service in the new market which is totally different. All of this takes time and 
requires investments. Using Amazon is a much easier and efficient way to target new 
markets, compared to going through your own webshop. You have fulfillment centers, 
additional services, and a market with millions of users. As we say, it is one of the cheapest 
ways for companies to export online” 
 
“If you want to sell in Germany, you cannot just use FBA. You need to register your 
company for VAT. It’s not always easy. Therefore, we now help companies with VAT 
registration, tax compliance, shipping strategy...  I think we have clients on almost all 
Amazon markets over the world” 
 

 

Promotion  

Interviewee Statement 

1 

 
“On Amazon there is a lot of focus on the creative parts. I think all ads need an image, 
which is not the case on Google. Where you can do either text or picture ads”. 

2 

 
“Customer reviews and scores are crucial for selling on Amazon. Many companies are 
trying out different strategies to generate more reviews and better scores, especially in the 
start of using Amazon” 
 
“In Germany where we are working on a project, 80% of purchases start on Amazon. It’s 
crucial for brands to care about the upper funnel” 
 
“We are running a brand image project. Because it's important to monitor the brand image 
on all channels. This includes Amazon, as many purchases start there” 
 
“What does the product even look like on Amazon? “Oh they look like that”, there’s no 
value for the resellers then, and they are not going to sell anything. In terms of B2B there’s 
a value of caring for your brand on Amazon. Better product listings will increase sales and 
resellers will order more” 

4 

 
“When buying something on Amazon you don't look for a brand. You look for ‘earphones’ 
then you see those products independent of brand” 
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“One challenge is to get customers to see your products above other products. That’s the 
competition. Generate traffic to product listing through organic ranking or PPC. In the US 
for example you can now use movies to rank. There are new features developed all the 
time”.  
 
“We run FBA; the customers get a nice transportation experience; better reviews; we rank 
higher”. 
 
“On Amazon you drive traffic to one product, on a website you drive traffic to the site. So if 
you have 10 products, you must work with optimising 10 listings. 20 products, 20 listings. 
It’s very expensive to focus on all listings on all markets” 
 
”There are no secrets, everyone is doing the same thing when it comes to promotion” 
 

5 

 
“We don’t sell high volumes. It’s typically fairly small quantities per sale. This is not only 
for us, but for all competitors as well. It’s a challenge. We could probably have needed to 
put more resources on marketing” 
 
“It takes advertising to succeed. This cost is on top of the fees of using Amazon. This can be 
pretty expensive”. 

6 

 
“Promotion on Amazon is at large focused on Amazon’s algorithms. Brand building does 
not happen on Amazon, it happens on other channels. You can buy brand stores and do 
some brand building, but in my experience this form of branding is rather an extension of 
the already existing brand building strategy.”  
 
“Promotion is about increasing the number of reviews, conversions that impact ranking, and 
be seen on the first page. Ranking high is a huge advantage, similar to how it is on other 
search engines”. 
 
“Clients are worried about using the vending central; Amazons decide the price, which they 
believe hurt their brand. The company may want to run some promotions with discounts. 
But then Amazons offer the same products at a lower discount, and the company can't do 
anything about it”. 
 
“Branding is problematic for many companies” 
 

8 

 
“Promotion on Amazon is cheaper than Google Ads for example. It’s more cost effective, 
maybe not for brand awareness but for conversions and sales” 
 

 
 
 

People 

Interviewee Statement 
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1 

 
“It requires a lot of time to educate yourself on using the Amazon platform. And the product 
listings are time consuming as well. A lot of companies have great tech-savy employees, but 
obviously not everyone” 
 
“I don’t talk about the people involved with the clients. But of course, it's important to know 
if they have any developers employed. For us, we often talk about how we can increase our 
knowledge and improve our knowledge. I spend 10% of my weekly time looking at this”. 
 

2 

 
“Flexibility is important, both to adopt to Amazon’s changes, but also to laws on national 
and global levels”. 
 
“Since Amazon opens up markets world-wide, place needs to be considered. And depending 
on the market you choose; Sweden for example, the company must be able to put in the correct 
keywords in ads and product listings. Hence, language is important”. 
 
“Many run price monitor software. Those who can afford it, hire external partners to do 
SEO, logistics for ordering new products, dynamic pricing software, and software to 
monitor resellers. Doing business on Amazon is a lot about outsourcing activities to other 
actors” 
 

3 

 
“Smaller e-commerce companies won’t have the time to learn Amazon quickly. Especially 
if you have 20 other things to be on top off”. 
 
“I couldn't really use my previous experience from, e.g. Facebook Business Manager, when 
setting up ads and optimising on Amazon. But of course, if you spend 40 hours a week on 
Amazon you’ll learn it”. 
 

4 

 
“It’s one thing selling on Amazon if you are a one-person-company, and another if you are 
established. It’s not only to list a product and expect it to grow. You must have an idea of 
how you are going to drive traffic. As a company you must be able to look at numbers, 
analyse data, look into the details, trends, conversions and much more. The analytical 
capabilities are important”. 
 
“Companies should also have a form of creative soul, to work with content; pictures and 
texts. And depending on which markets you are in you must be able to create listings in that 
language. No one in Germany is gonna look at your Google Translated product listing. We 
sell in Japan, I don't know a word Japanese!” 
 
“Local adaption to the market you’re in is super important” 
 
“You must learn the platform to sell on the platform”  
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5 

 
We are self-taught on the platform. We already had a student worker who did marketing and 
content. The student dived into Amazon and spent much time learning it”.  
 
“Competencies are patience, understanding of IT and technology, it also takes the skills to 
create a product listing, marketing presentation, create a description with text that matches 
Amazons way of promoting products. It’s not the same as Google. It’s a form of Amazon 
SEO. They have their own way of ranking products”   
 

6 

 
“Often we have clients with weak pictures and creatives. As a consult agency we need to 
point this out, but smaller clients tend to take it more personal, as they probably are 
personally involved in these. Larger clients are likely to care less”.  
 
“What happens when we raise the marketing budget, improve our listings with pictures… All 
of these surrounding features are incredibly important. I don't think companies realise how 
much manpower and time it takes to optimise these things”. 
 

7 

 
” We knew nothing before we started selling on Amazon. First we hired a consultant. And 
then an engineer that was in charge of everything on Amazon. This was maybe a bit overkill. 
But he did a great job” 
 

8 

 
“I would say that some expertise in Amazon is needed. There are many pitfalls that you 
may end up in if you don’t know how to use it. Have at least a person or an agency that 
knows how to deal with Amazon”  

 

Physical Evidence  

Interviewee Statement 

  
 

 

Processes  

Interviewee Statement 

1 

 
“While Google is really into automating things, it’s not the case for Amazon. It’s way more 
manual labour. Neither their bidding solution is automated”. 
 

2 

 
“Many run price monitor software. Those who can afford it, hire external partners to do 
SEO, logistics for ordering new products, dynamic pricing software, and software to 
monitor resellers. Doing business on Amazon is a lot about outsourcing activities to other 
actors” 
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“The process is basically depending on what Amazon decides. Everyone that’s been on 
Amazon for a while understands how to build product pages. The standard is pretty high for 
many, so taking shares from others is challenging. The only way to do this is to be flexible, 
adopt to beta services offered by Amazon, and to use new features and functions; live 
streamlining is one example” 
 

3 

 
“I believe that it’s worse for both the seller and the buyer that Amazon somewhat controls the 
purchase process. If something screws up, you want to inform the customer about it. But it's 
not as straightforward when using Amazon. But it depends on what you buy. If you’re buying 
something like a random cable, you don’t really care. But if you’ve ordered a padel bat for 
2000 kroners, you want more insight to the process”.  
 

4 

 
“We run FBA; the customers get a nice delivery experience, they write better reviews and 
we rank higher”. 

6 

 
“You can sell as a third party, to consumers, or as a second party, where you sell to 
Amazon, who then resells the products. This is done via vendor central. If using this you 
lose much control over the processes. Neither can you decide the price, you can suggest a 
price, but Amazon decided the price. Almost all clients i’ve talked to are worried about 
this” 
  

7 

 
“The experience with Amazon was very weird. When we used FBA in the UK, they lost half 
of our stock and billed us for finding it. A very bad experience I would say. And they sent us 
bills for no reason. I have also heard other SMEs describe Amazon like this.” 
 
”We are using FBM now. Where we handle the process ourselves” 
 

8 

 
“There is a lack of control of how you structure your pages. But it’s pros and cons that need 
to be considered. Some companies may see it as a disadvantage, if they want to create a unique 
customer journey. But the primary advantage with Amazon is that it is a proven concept” 
 
“On Amazon you have a perfect system that they have built for many years. It is well 
functioning. They have services that are tested. They know how to build product listings 
and so on. And the checkout process has been constructed to support purchases” 
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Platform 

Interviewee Statement 

1 

 
“If you are new in e-commerce, I think Google is a better place to start. It’s more automated 
and requires less time. The whole support service is also better than competitor’s platforms. 
The support offered by Amazon is not that good in my experience”. 
 
“When choosing platform it is important to understand the strategy and needs. Then figure 
out what platform to use; Google, Facebook or YouTube for example. I often have those talks 
with clients: how channels, platforms and strategy is connected” 
 

2 

 
“When pursuing business on a large e-marketplace platform, companies must be humble 
and follow their policies. One must follow their way of e-commerce, their algorithm, and 
somewhere understand that they lose control of many factors” 
 
“Many of the guides that Amazon provide are not relevant for us. The trend on amazon is 
affiliate marketing or drop shipping; importing products, make use of amazons services, and 
in short time distribute the products” 
 

3 

 
“It’s margin-driven, you must be able to account for all the costs, in a way that is not needed 
on other platforms. On other platforms it’s easier to plan what it will cost, also because you 
have more data at your hand”. 
 
“It was pretty complicated when Amazon launched in Sweden. They had no Swedish support 
for resellers”. 
 
“The fees are high, compared to Shopify you get way less for what you pay for (in terms of 
services)”  
 
“Our goal of using Amazon was somewhere to raise reviews and awareness of us as a reseller, 
with the main product brands. In that sense I believe Amazon can be a component in one's 
strategy”. 
 

4 

 
“You must learn the platform to sell on the platform”  
 
“We run FBA; the customers get a nice transportation experience; better reviews; we rank 
higher”. 
 
“It’s clear that Amazon is developing in a direction that makes it harder for ‘middle men’. 
Customers that purchase from Amazon, they purchase FROM Amazon and not from the 
company behind the product. Amazon wants to own the customers”. 
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5 

 
“The percentage, the fees, that goes to Amazon is actually lower than what we pay the 
companies we otherwise sell to (B2B)”  
 
“We can sell in Spain, Italy, Greece, Portugal in any of the EU countries. Transportation costs 
are minimal compared to if we would send anything from Denmark. The products are shipped 
from Germany” 
 

6 

 
“Amazon is incredibly large, and there are lots of possibilities to run business on the 
platform, and scale the business quickly” 
 
“You need to understand how the platform works. And how sellers that sell much work. We 
have had clients who assume that if the best selling listing is sold in 5 million units per 
month, they can list the same product and sell the same quantities. It does not work like 
that”.  
 
“My tip to companies that are thinking about using Amazon are that they must understand 
the platform. The choices you make direct how you will then succeed. You can learn it 
yourself or use external consultants. I believe it's crucial to do a thorough analysis before 
adapting the platform. Both to understand the risks, but also not to have too low 
expectations on what it takes. It takes dedication to get conversions and rank high” 
 

8 

 
“It’s a very hard platform to learn. Sometimes Amazon is not that well-structured, and you 
cannot get category approval, document approval, and other verifications done. Sometimes 
its robots who handles the service - their automatic replies does not give you any 
understanding of what it is that needs to be fixed. Therefore, it is important to know how this 
stuff works to even use the platform”. 
 
“In the 90’s Amazon had very few third-party sellers. Now it’s roughly 60 percent I believe. 
They are building tools to help third party seller: brand awareness tools, analytics tools, 
brand campaigns, display ads, demand side platforms with AI, and tools to drive traffic to 
your Amazon listings” 
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Data 

Interviewee Statement 

2 

 
“Amazon is obsessed with the customers. The whole business model is customer centric. 
Platforms are based on generating traffic, users, and gathering data. Then use this to 
generate more traffic. It is this spiral that creates monopolies like Amazon, Google, Uber 
etc.” 
 
“Amazon provides education of products for customers. But I’m interested in knowing how 
they could foster a B2B relationship. The largest drawback for companies choosing to sell 
on Amazon is the loss of customer data. You get sales data; conversions, traffic and product 
statistics. But the customer data is totally lost. And you are not really allowed to ask a 
purchasing customer to continue a relationship in any other way than through Amazon. You 
can even report your competitors if they send, for example, a note where they ask customers 
to like them on Facebook” 
 
“Amazon is an important source in the purchase decision, not only for those purchasing 
products through Amazon, but for everyone. You can check reviews, scores and price”. 
 

3 

 
“You don’t get first party data, customer data and the customer contact when using Amazon, 
which is crucial when you are a small business. You need those Trust Pilot reviews, you need 
the word-of-mouth. On Amazon you give those aspects away” 

4 

 
“We can't access data; we don't know if you have bought anything on Amazon. We can 
proactively work with customer data. This was possible to some extent before, but not now. 
It’s up to the customer to contact us as sellers”. 
 
”You need to look at the pros and cons. You don't have customer data through Amazon, but 
as a smaller company, you may not have sales if you don't use Amazon” 
 

5 

 
“As a B2B company we don’t have access to the data from retailers anyway. So it is not a 
big difference. But via Amazon I can see who buys the products. But I can’t use this 
information to target customers, but there is a possibility to contact them and ask if they like 
the products.” 

6 
 
“The loss of data is one of the things you have to pay to use the platform” 

8 

 
“While some companies want to know everything about the customers, and don't use Amazon 
due to that, you can actually get some pretty nice data from it. There are many tools that can 
be used to extract data. And this is only going to develop in the future”  
 
“There are third party tools to extract useful data. These tools offer so many KPIs and metrics 
that you need. We can build perfect SEO lists with keywords and much more” 
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Customer relationship 

Interviewee Statement 

2 

 
“Amazon provides education of products for customers. But I’m interested in knowing how 
they could foster a B2B relationship. The largest drawback for companies choosing to sell 
on Amazon is the loss of customer data. You get sales data; conversions, traffic and product 
statistics. But the customer data is totally lost. And you are not really allowed to ask a 
purchasing customer to continue a relationship in any other way than through Amazon. You 
can even report your competitors if they send, for example, a note where they ask customers 
to like them on Facebook” 
 

3 

 
“You don’t get first party data, customer data and the customer contact when using Amazon, 
which is crucial when you are a small business. You need those Trust Pilot reviews, you need 
the word-of-mouth. On Amazon you give those aspects away” 
 

4 

 
“It’s hard to maintain customer relationships on Amazon. It’s easy to be annoyed by it, but 
it's the name of the game. They are running their platform” 
 
“It’s clear that Amazon is developing in a direction that makes it harder for ‘middle men’. 
Customers that purchase from Amazon, they purchase FROM Amazon and not from the 
company behind the product. Amazon wants to own the customers”. 
 
“We can send mail to customers and ask for reviews. But many customers opt out of this. 
So we cannot contact them. Previously you could comment on reviews on your listings, but 
this feature has also been cut down. This is good in one sense, as companies used to 
manipulate their reviews. But of course we see the customers as OUR customers. I believe 
this is a drawback on whatever marketplace you are on”.  
 

5 

 
“Educating the customer works well. Typically, the customers visit Amazon from our 
website, as we refer to Amazon. And on Amazon we have a basic description of the 
products and a manual of how to use it” 
 

6 

 
“When letting Amazon handle transportation for example, they will also handle customer 
service. So you lose this customer contact, but the customer can always choose to contact 
the selling company. But in general customer contact is handled either by Amazon, and if 
not, you need to handle it through Amazon's services”  
 

7 

 
“There is really no relationship building on Amazon. Maybe some customers will return. 
But my experience is that Amazon does not care. But we have seen more returing users on 
eBay” 
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8 

 
“People are visiting Amazon with a purpose to purchase something. On Google they search 
for something to get inspired” 
 
“People on Amazon are shoppers, they are not just visitors. They visit the platform to shop”. 
 

 
 
 
 
 
4. Investigation of Veo’s digital marketing implementation  
 
 
 
 
 
 
 
 
 
 
 
Facebook pixel helper confirmed implementation of a Facebook pixel used for collecting data to Facebook 
Business Manager. More info: https://developers.facebook.com/docs/facebook-pixel/ 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Google Tag Assistant confirmed the implementation of a tag management system that collects data, an analytics 
programme, and additional implementation. More information: https://chrome.google.com/webstore/detail/tag-
assistant-legacy-by-g/kejbdjndbnbjgmefkgdddjlbokphdefk?hl=en 
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Adswerve datalayer inspector confirmed the implementation of a tag management system that collects data. 
https://chrome.google.com/webstore/detail/adswerve-datalayer-inspec/kmcbdogdandhihllalknlcjfpdjcleom 


