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Abstract 

Digital channels and information technology are changing the way that companies 

communicate and maintain relationships with their customers. The Internet, email, mobile 

phones, digital TV, and other evolving channels offer opportunities for frequent, cost-

effective, personalized, and interactive communication between the company and their 

customers. In addition to traditional offers and persuasion, customers can be provided with 

relational communication like newsletters, usage tips, maintenance reminders, and interactive 

games. Being regularly in touch with customers via digital marketing communication (DMC) 

offers marketers new ways to cultivate customer relationships, which can lead to increased 

customer loyalty. This is important, because the effects of customer loyalty on company 

profitability are known to be significant. 

  

Despite the growing use of digital channels in marketing and the research evolving around 

them, there are few models that explain how DMC works, especially for cultivating customer 

loyalty. Dispersed ideas of how marketers could use digital channels to develop and sustain 

customer relationships are suggested in various areas of marketing literature. In this 

dissertation we draw together previous research into an integrative model that explains how 

DMC interacts with customer loyalty. In addition to a literature review, the model is based on 

empirical studies from companies practicing DMC. 

 

The model proposes that brand communication builds customer loyalty mainly through 

frequency and relational content. Information processing triggered by brand communication 

generates customer value and commitment. Increases in these can improve customer loyalty, 

both attitudinal and behavioral. It is suggested that personalization and interactivity moderate 

the effects of brand communication on customer loyalty.  

 

While it is apparent that digital channels in marketing are still mainly to be used for 

campaigns and short-term results, the findings of this dissertation show that marketers can 

benefit from harnessing DMC in building long-term customer loyalty. The model offers a 

framework for building customer loyalty in the modern interactive marketing environment. 

 

Key words: digital marketing communication; personalization; interactivity; customer      

loyalty; customer relationship management 
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1 Introduction 

1.1 Background 

The question of how companies could improve their marketing performance by using new 

technology and digital channels is interesting for a number of reasons. First, the issue of how 

companies should interact with their customers is gaining in importance, especially as 

companies consider the cost differences between traditional communications media, such as 

television and sales forces, and electronic media, such as the Internet and email (Reinartz et 

al. 2005). However, the potential cost effectiveness of digital channels is only one of their 

advantages. Hence, even if companies have begun to use digital channels for marketing and 

brand building, they may not be using them to the fullest potential. For example, it has been 

argued that “companies may be especially lacking in exploiting the potential of brand sites in 

building a positive experience through interactivity, cultivating loyal customers, and 

supporting cross-channel promotions.” (Dou and Krishnamurthy 2007). A couple of years ago 

it was suggested that customer-focused digital communication like permission-based email 

newsletters can be regarded as a service offering vehicles for establishing ongoing dialogue 

with customers and communicating a highly personalized blend of information, 

entertainment, and promotions (Brondmo 2000). Similarly, Rust and Lemon (2001) suggested 

that the focus of digital marketing is shifting from creating transactions to creating service. 

Today, the customer relationship and loyalty building aspect of digital marketing is even more 

relevant as the Internet and mobile have become essential tools of communication for many 

consumers. 

 

Our main claim is that being frequently in touch with customers via the Internet, email, 

mobile phones, digital TV, and other evolving channels should help achieve positive effects 

on customer relationships, especially on customer loyalty. This should motivate marketers to 

engage in digital marketing communication, as the positive effects of increased customer 

loyalty on company profitability are known to be significant (Reichheld 1990, 1993). The 

positive effects of digital marketing on company profitability have gained increasing attention 

in recent studies (Reinartz et al. 2005; Venkatesan and Kumar 2004). Previous research has 

found that the number of mailing efforts of a company is positively related to profitable 

customer lifetime duration (Reinartz and Kumar 2003). From the profitability perspective 

marketers should concentrate attention on retaining rather than attracting customers on the 

Internet (Reichheld and Schefter 2000). Despite the concerns of customers’ decreased loyalty 
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on the Internet caused by reduced transaction costs and easier search for different alternatives 

(see e.g. Bakos 1997), research suggests that customer loyalty on the Internet can even be 

greater than in a traditional retail environment (Brynjolfsson and Smith 2000). Therefore, 

better understanding of the mechanism of how the Internet and other digital channels build 

customer loyalty is needed. 

 

Increased frequency of communication and the interactive nature of digital channels allow 

marketers to expand message content from selling to telling. This is important, as it has been 

argued that communication rather than persuasion is the foundation of customer-focused 

marketing efforts (Duncan and Moriarty 1998). While promotional communication like price 

promotions are intended to quickly generate sales and other responses, relational 

communication focuses on enhancing customer’s attitudes and loyalty in the long term. For 

instance, customers can be offered additional brand communication when buying products or 

when using them. This can include newsletters, maintenance and repurchase reminders, help 

for keeping their products up-to-date, and tools for interacting with friends and peers. This 

brings customers value, for example in the form of saved time, useful information, or positive 

emotions for being remembered.  

 

Such brand-related interaction can strengthen customer-brand relationships with positive 

changes in customer loyalty (see e.g. Aaker 1996; Kapferer 1998). In line with Fournier’s 

(1998) ideas, marketers increasingly bring brands closer to consumers’ everyday life. The 

changing role of customers as co-producers of value is becoming increasingly important 

(Prahalad and Ramaswamy 2004). Interactivity in digital media provides customers value by 

offering them better options to search for information, work as initiators, and get help. 

Interactivity also offers customers new ways to spend time with a brand, like playing games, 

participating in an activity on a website, or learning about the product or service they are 

using.  

 

This kind of reasoning represents new thinking in marketing theory. It has been suggested that 

the dominant logic of marketing is shifting from the exchange of goods toward service, 

interactivity, connectivity and ongoing relationships (Vargo and Lusch 2004). Technological 

innovations, CRM applications, new channels, and changing media environments facilitate 

this shift (Bhattacharya and Bolton 2000; Deighton and Barwise 2000; Peppers and Rogers 
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2004). Thus, it can be argued that digital channels and communication via them offer 

marketers a promising way of conducting this relationship-oriented marketing thinking. 

 

With such prospects in mind, it is not surprising that the use of digital channels in marketing 

is increasing in many companies. General Motors’s internet-based owner center My GMLink 

(www.mygmlink.com) offers customers a single location to manage all post-purchase needs, 

and get value from services like email service reminders, maintenance tips, seasonal safety 

tips, and special privileges and offers. Customers’ increased brand contacts by using My 

GMLink service possibly strengthen GM’s customer relationships with more sales, and 

enhanced loyalty. Nike targets the youth segment by launching a digital spring fashion show, 

which allows consumers to use the brand’s latest fashion catalogue online to create their own 

looks and photos and a virtual identity (Hargrave-Silk 2005). L’Oréal’s brand Lancôme uses 

email newsletters to keep in touch with customers and hence strengthen their brand loyalty 

(Merisavo and Raulas 2004). Magazine publishers can activate and drive their customers to 

the Internet with email and SMS messages to improve resubscription rate (Merisavo et al. 

2004). Interactive and virtual brand communities, like those built by Harley Davidson and 

Ducati, bring consumers with specific interests together from different geographic areas to 

strengthen customers’ brand loyalty (McAlexander et al. 2002; Wind et al. 2002, 97). 

McDonald’s uses online channel to reinforce brand messages and relationships, focusing their 

online community building on communities for children, such as the Happy Meal website 

with educative and entertaining games (Rowley 2004). Canon’s iMage Gateway service helps 

consumers share their digital photos with friends online with the aim to better serve their 

customers and tie them to be in touch with the brand on their site. 

 

Digital channels also contain opportunities and tools for personalization. By using digital 

channels, customers can actively create or shape the form of brand communication, for 

example by stating their channel and content preferences. Likewise, marketers can create 

more personal brand communication based on customers’ behavior and preferences, which 

can increase the effectiveness of brand communication by making customers perceive it as 

more relevant and interesting, and wanting to maintain a relationship with the marketer 

(Simonson 2005). For example, L´Oréal’s CRM initiative aims to enhance personal 

communications with customers by analytical profiling, segmentation, database build and 

design, and bolstered data gathering (Brown 2003). This way L´Oréal seeks to increase the 

return on investment and capitalize on their customer insight for the long term. 
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1.2 Research question and objectives 

 
Despite the growing use of digital channels in marketing and the research evolving around it, 

this domain is still often approached as a “technical” perspective (e.g. tactical plans and an 

addition to promotion mix) and strategy-based work is less common (Kimiloğlu 2004).   

Moreover, there are a few models for explaining the mechanism of how digital marketing 

communication (DMC) works from a relationship marketing perspective, especially for 

enhancing customer loyalty. Ideas of this kind have been suggested in several areas of 

marketing literature, ranging from consumer behavior and basic advertising theories to 

modern e-marketing books and customer relationship and brand management literature, which 

are discussed in more detail in the next chapter. 

 

In this dissertation we draw together previous research and empirical studies into an 

integrative model. The main objective of this dissertation is to examine: What is the 

interaction between digital marketing communication and customer loyalty? 

 

This main research question can be divided into three sub questions: 

1. What are the key elements of DMC that interact with customer loyalty? 

2. What is the mechanism with which DMC interacts with customer loyalty? 

3. What are the outcomes of DMC for customer loyalty? 

 

1. Research on digital marketing has in many cases focused on particular channel (e.g. 

Internet or email) and tactical or technical issues like banner size or copy text while 

the strategic perspective and more comprehensive view of the elements that interact 

with customer loyalty has remained vague. This dissertation aims to close this gap by 

identifying and explaining the key elements of DMC on a conceptual level to facilitate 

theory building. These key elements (brand communication, personalization, and 

interactivity) have also been illustrated with examples of real cases from leading 

marketers and brands. 

 

2. There is clearly a lack of integrated models explaining how DMC works from a 

relationship marketing perspective, especially for enhancing customer loyalty. This 

dissertation focuses on building an integrated model that explains the mechanism. This 

model is based on a literature review that integrates findings from several areas of 

 9



marketing literature. Relevant theories and empirical evidence are applied into the 

conceptual foundation of the model. This comprehensive approach prepares a 

theoretical ground for better understanding DMC and its effects on customer loyalty, 

as well as provides a base model that can be utilized and further developed in future 

empirical research. 

 

3. The outcomes of DMC are clearly conceptually distinguished in the model. While the 

main outcome (customer loyalty) is mainly examined from a marketer’s point of view, 

the model also proposes prerequisites (perceived value and commitment) that are 

examined from a customer’s point of view. In current research of this field the 

empirical evidence of the interaction between DMC and customer loyalty is still 

scarce and scattered in many conceptual ideas. The empirical research of this 

dissertation focuses on the findings of real cases where companies have conducted 

DMC for their customers. This empirical evidence has been used both to develop and 

verify the proposed model. However, the main objective of this dissertation is not to 

provide a causal model that has been thoroughly tested. Instead, the approach is more 

explorative than conclusive and it is acknowledged that the model needs more testing. 

 

The structure of the dissertation is the following. We first position the study within the 

marketing discipline and define digital marketing communication. Research strategy and 

methodology are described next. The next section presents a summary of the publications of 

this dissertation along with a model of the interaction between digital marketing 

communication and customer loyalty. The original publications follow. Last, we discuss the 

contributions and limitations of the dissertation, and suggest areas for future research. 

 

2 Positioning and defining digital marketing communication (DMC) 

2.1 Positioning the study 

Recently it has been argued that marketing is moving away from focusing on the exchange of 

goods toward intangibles such as, skills, information, knowledge, interactivity, connectivity 

and ongoing relationships (Vargo and Lusch 2004). We have seen similar discussion about 

the dominant school of thoughts and paradigms in marketing and shifts from one to another. 

For example, it has been suggested that relationship marketing would be replacing marketing 

mix (the four P’s) as the leading marketing paradigm (see e.g. Grönroos 1994; Sheth and 
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Parvatiyar 1995). Currently, there is increasing discussion about the role of digital marketing 

in contemporary marketing practice and how it can be used to cultivate customer relationships 

(see e.g. Coviello et al. 2003; Reichheld and Schefter 2000; Reinartz et al. 2005). 

 

The ideas of how digital marketing communication (DMC) might work from a relationship 

marketing perspective are discussed in a variety of marketing literature. Some of those are 

more traditional and established, while others are more novel and evolving. As there is no 

single theory on DMC, it needs to be compiled from several sources of marketing literature. 

Many of them offer useful ideas and theories of how to build customer relationships and 

communicate with customers to strengthen their loyalty. We have divided the relevant 

literature into three broader perspectives: relationship marketing, direct marketing, and 

advertising and branding. Next we will briefly describe the central ideas of each of these 

marketing areas that contribute to our ideas about DMC. 

 

2.1.1 Relationship marketing perspective 

 

Relationship Marketing (RM) 

 

The ideas of relationship marketing have evolved from b2b and network theories to b2c 

marketing, and even c2c marketing like brand communities. According to this diffuse 

approach the term relationship has also extended to cover non-personal, technology-driven 

contacts associated with direct marketing and CRM (Egan 2003). Today organizations are 

increasingly applying concepts of relationships marketing in mass markets, and many of these 

practices are enabled by advances in information and communication technology and the 

availability of new exchange forums such as the Internet (Bhattacharya and Bolton 2000).  

Although the ideas of RM are not new and its appropriate application in consumer markets 

has been formerly questioned (O’Malley and Tynan 2000), it could be argued that advances in 

IT and communication technology have now enabled the effective use of RM in consumer 

and mass markets. For example, the opportunities for personalization and interactivity offered 

by digital channels have enabled better reciprocity, which is one of the central ideas of RM 

(Bagozzi 1995). More personalized content of communication also often means that 

customers consider it to be more valuable. That is, digital channels can enhance interaction, 
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communication and value processes, which are suggested to be vital in successful execution 

of a relationship marketing strategy (Grönroos 2004). 

 

When consumers engage in relationships and process communication, they begin to perceive 

value. Perceived value can be divided into functional, economical, emotional, social/self-

expressive, epistemic, and conditional (Aaker 1996, 95-101; Bhat and Reddy 1998; de 

Chernatony 1993; Holbrook 1994; Long and Schiffman 2000; Sheth et al. 1991; Zeithaml 

1988). Perceived value is regarded as a key element for customers in sustaining a relationship 

with a marketer (Berry and Parasuraman 1991; Long and Schiffman 2000). Thus, perceived 

value can be viewed as an antecedent of customer loyalty. In addition to traditional products, 

brands, and services, researchers have also successfully used these dimensions of perceived 

value to assess consumers’ perceptions of technology-based self-services, like mobile services 

(Heinonen and Strandvik 2003: Heinonen 2004; Pura 2005). Hence, we believe that these 

value categories should also be effective in capturing the effects of DMC on customer loyalty. 

 

Commitment is also a central concept in RM. Commitment is defined as a desire to maintain a 

relationship (Moorman et al. 1992; Morgan and Hunt 1994). Commitment can be divided into 

affective and continuance commitment (Gundlach et al. 1995; Fullerton 2003). Affective 

commitment is based on emotional attachments: identification, shared values, belongingness, 

dedication, friendship, and similarity (Price and Arnould 1999; Pritchard et al. 1999). 

Continuance commitment is based on switching costs, investments, dependence, and lack of 

choices (Gundlach et al. 1995; Meyer et al. 1990). Also a concept of (cognitive) lock-in is 

also related to continuance commitment, defined as “consumers’ decreased propensity to 

search and switch after an initial investment.” (Johnson et al. 2003; Zauberman 2003). This 

term seems to be sometimes used as a synonym for continuance commitment, and describes 

consumer behavior on the Internet. Interactive media changes the way in which commitment 

is formed. It has been found that on the Internet consumer lock-in is greater than in a 

traditional retail environment (Brynjolfsson and Smith 2000). The Internet can also be 

effective in creating affective commitment, one example being virtual communities.  

 

Commitment can be viewed as a key precursor to customer loyalty (Pritchard et al. 1999). 

Fullerton (2005) also emphasizes the role of commitment as a central mediating construct 

between brand evaluations and loyalty. He has found that both continuance and affective 

commitment can have a positive influence on behavioral loyalty (e.g. repurchase intentions), 
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but affective commitment contributes positively to attitudinal loyalty (e.g. advocacy 

intentions). In our conceptual model (see Publication I) we also treat commitment as an 

antecedent of customer loyalty. 

 

Customer Relationship Management (CRM) 

 

Although very close to RM, the term CRM is often considered rather vague and there is a 

wide range of views about what it means (Payne and Frow 2005). Furthermore, in the 

marketing literature the terms CRM and RM are often used interchangeably (see Parvatiyar 

and Sheth 2001). One definition of CRM is offered by Parvatiyar and Sheth (2001, 5) who 

suggest that “Customer Relationship Management is a comprehensive strategy and process of 

acquiring, retaining, and partnering with selective customers to create superior value for the 

company and the customer. It involves the integration of marketing, sales, customer service, 

and the supply-chain functions of the organization to achieve greater efficiencies and 

effectiveness in delivering customer value.” A panel of CRM experts on a leading Customer 

Management Portal (www.crmguru.com) suggests the following definition: “Customer 

Relationship Management (CRM) is a business strategy to select and manage customers to 

optimize long-term value. CRM requires a customer-centric business philosophy and culture 

to support effective marketing, sales, and service processes. CRM applications can enable 

effective Customer Relationship Management, provided that an enterprise has the right 

leadership, strategy, and culture.” In a more concise definition CRM can be viewed as 

“information-enabled relationship marketing” (Ryals and Payne 2001, 3). In our view, the 

CRM philosophy should guide the conducting of DMC, the emphasis being on retention and 

optimizing the long-term value of existing customers. In this sense we focus more on the 

narrower view of CRM that considers CRM only as seeking customer retention by using a 

variety of after marketing tactics that lead to customer bonding or staying in touch with the 

customer after a sale is made (Vavra 1992). 

 

CRM literature suggests that marketers can benefit from being in regular and active contacts 

with their customers to build and maintain loyalty (see e.g. Barnes 2001; Brondmo 2000; 

Cram 2001; Hansotia 2002; O’Brien and Jones 1995). Recent studies of CRM have 

concentrated on customer lifetime value, profitability, marketing productivity, and customer 

loyalty (Gustaffson et al. 2005; Kumar and Shah 2004; Reinartz and Kumar 2003; Reinartz et 

al. 2005; Ryals 2005; Tan and Mookerjee 2005; Venkatesan and Kumar 2004). Particularly 
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important results supporting our ideas of DMC are those suggesting that the number of 

mailing efforts of a company is positively related to profitable customer lifetime duration 

(Reinartz and Kumar 2003), and that the relational information processes of CRM (regular 

communication, information collection, etc.) play a vital role in enhancing an organization’s 

customer relationship performance (Jayachandran et al. 2005). The use of CRM is also 

positively associated with improved customer knowledge and improved customer satisfaction 

(Mithas et al. 2005). 

 

From the marketer’s viewpoint, interactivity and the use of CRM provide more information 

about customer needs, preferences and interests, which can lead to better segmentation and 

targeting. This, in turn, can help to accomplish better responses, satisfaction, and perceived 

value. It has been shown that the effectiveness of various types of CRM and communication 

varies between different customer groups. Rust and Verhoef (2005) found that the level of 

loyalty affects how marketing interventions in intermediate-term CRM work. Their results 

show that relationship-marketing activities (relationship magazines) are more effective with 

loyal customers, while action-oriented activities (direct mailings) are more effective with 

nonloyal customers. Similarly, Merisavo and Raulas (2004) found that consumers with higher 

brand loyalty appreciated regular communication from the brand more and find many 

different contents useful in addition to sales offers (e.g. product information, contests, news 

and trends about the product category), while less loyal consumers mainly prefer sales offers 

(see Publication II). 

 

2.1.2 Direct marketing perspective 

 

Direct and Database Marketing (DM) 

 

Targeting marketing activities based on customer long-term customer value rather than 

optimizing segmentation and targeting on a campaign profitability level is gaining growing 

interest among direct marketing literature, too (see Bitran and Mondschein 1996; Elsner et al. 

2003). Direct marketers have long relied on being actively in touch with those customers that 

have a high potential response rate and high estimated future value in the company’s 

database. Academic publications on direct marketing, for example by Bult and Wansbeek 

(1995) or Colombo and Jiang (1999), also recommend this traditional approach. Approaches 

 14



like RFM models, scoring models, neural networks, and customer lifetime value have been 

used to estimate the future value of customers. However, Elsner et al (2004) note that all of 

these approaches concentrate on the question of which customer should be contacted in the 

next campaign, but fail to address the issues of when and how often customers should receive 

communication over a given period. Elsner et al (2004) show how direct marketers can 

improve their performance by considering also long-term customer value in the mailings as 

opposed to following the standard marketing approach to managing customer contacts and 

selecting profitable customers for each mailing. 

 

This kind of rethinking and use of targeted customer communication for also other than not 

just direct response and sales purposes of direct marketing is becoming more lucrative with 

new digital communication channels which drastically changes the economies of scale and 

scope of producing and sending messages to target groups. In effect, it makes sense for 

marketers to increase the frequency of their mailings to also non-active customers if they can 

do this with marginal cost, for example with email or mobile or what ever low production and 

leverage cost digital medium. This means that marketers should not just obtain short-term 

response which is usually measured by a buy or no-buy decision but also keep in touch with 

those existing customers who are not expected to respond directly based on a mailing. This 

also changes the content of mailings whereby an offer should not be main message type, but 

instead messages that keep the customer informed, involved and interested (Merisavo and 

Raulas 2004). 

 

E-marketing and e-services 

 

Often following the ideas of DM, this evolving area of marketing literature includes several 

topics and related terms like Internet/online marketing, 1-to-1 marketing, and interactive 

marketing. Coviello, Milley and Marcolin (2001, 26) have defined e-marketing as “using the 

Internet and other interactive technologies to create and mediate dialogue between the firm 

and identified customers.” They also consider e-marketing a subset of e-commerce, which 

refers to a wide variety of Internet-based business models which typically incorporate various 

elements of the marketing mix to drive users to a website for the purpose of purchasing a 

product or service (American Marketing Association 2008). More than creating discrete 

transactions, e-marketing is focused on managing continuous IT-enabled relationships with 

customers by creating dialogue and interactivity (Coviello et al. 2001). In practice, companies 
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often use database marketing techniques with e-marketing to target segments or personalize 

communication to individuals, and also mix these marketing practices with more traditional 

aspects of marketing (Coviello et al. 2003). This suggests that e-marketing may still not drive 

marketing practices in many firms and is mainly used to facilitate or support more traditional 

transactional and relational marketing (Coviello et al. 2003). However, cases like Amazon, e-

Bay, and Skype illustrate that e-marketing can be a driving marketing strategy. Also, web 

retailing is gradually evolving and has received increasing research attention (see e.g. Bodkin 

and Perry 2004; O’Cass and Fenech 2003). 

 

E-marketing literature that most importantly contributes to our ideas about DMC concerns the 

concepts of personalization and interactivity. For example Peppers and Rogers (1993; 1997) 

have described the benefits of using 1-to-1 marketing and personalization to cultivate 

customer relationships. More recently, Simonson (2005) has explored personalization and its 

effects to customer relationships. Interactivity has also been a central topic of e-marketing, for 

example the nature of marketing in interactive media and customer experience on the Web 

(Chen and Wells 1999; Chen et al. 2002; Hoffman and Novak 1996; Novak et al. 2000; 

Novak et al. 2003). Especially interesting in our view are studies indicating the positive 

effects of interactivity on purchases and loyalty (Ballantine 2005; Johnson et al. 2003; Kwak 

et al. 2002; Venkatesan and Kumar 2004). In our conceptual model (see Publication I) we 

suggest that personalization and interactivity moderate the effects of brand communication on 

customer loyalty. 

 

From the service marketing viewpoint, the development of the Internet and other new 

channels has made it possible for firms to create new services and develop interactive and 

relationship-building contacts with their customers (Grönroos 2000). These services include 

websites, newsletters, search engines, e-magazines, alert services, online chat, and usage 

demonstrations. The most experienced and successful companies using the Internet are 

beginning to realize that the key to success is not based only on presence or low prices, but 

instead on delivering electronic service quality (Zeithaml 2002). For example, extensive 

survey data from more than 2000 e-tail sites shows that price-sensitive customers may be the 

least loyal, whereas customer service support is the main factor that attracts repeat buying 

(Reibstein 2002). 
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The service marketing literature concerning digital channels most commonly tackles 

electronic service quality related to online shopping (Lee and Lin 2005; Santos 2003; Swinder 

et al. 2002; Zeithaml 2002; Zeithaml et al. 2002) and customer attitudes toward self-service 

technologies (Dabholkar and Bagozzi 2002; Meuter et al. 2000). An important point of view 

concerns the effects of customers’ usage of electronic services on their loyalty. However, 

research on this issue is scarce. Srinivasan et al. (2002) show that the availability and 

effectiveness of customer support tools (information, search processes, etc.) and the degree to 

which two-way communication (contact forms, chat, etc.) was facilitated have a positive 

effect on loyalty toward an e-retailer. However, the loyalty effects of additional digital 

services that customers can be offered when buying products or when using them should also 

be explored. For example, the Canon iMage Gateway helps consumers share their digital 

photos with friends online. 

 

2.1.3 Advertising and branding perspective 

 

Consumer behavior and advertising research 

 

The rationale behind frequently communicating with customers has been addressed in 

numerous consumer behavior and advertising studies. A central finding is that repeating 

messages or objects to consumers will translate into awareness and learning, possibly more 

positive attitudes toward the object, and eventually result in action (Broussard 2000; Crowder 

1976; Howard-Brown 1998; Sawyer 1973; Zajonc and Markus 1982; Zielske 1959). Repeated 

exposure to brand communication also enhances brand attitudes by allowing the customer to 

process more information (Berger and Mitchell, 1989). Moreover, messages that become 

familiar through repetition have a tendency to be perceived as more valid (Bacon 1979; 

Hasher et al. 1977). It has been found that learning and increased positive experiences with a 

certain brand decrease the search for information about alternative brands (Dick and Basu 

1994; Newman and Staelin 1972), thus enhancing customer loyalty. 

 

The frequency of marketing communication and its effects on customer relationships has also 

gained interest in recent studies. Reinartz and Kumar (2003) found that the number of mailing 

efforts of a company is positively related to profitable customer lifetime duration. Being 

regularly in touch with customers has positive effects on their loyalty. For example, regular e-
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mailings have positive effects on brand attitudes, purchases and loyalty (DuFrene 2005; 

Merisavo and Raulas 2004). Similarly, the usage of mobile services and receiving of mobile 

advertising messages are found to have positive effects on consumers’ brand relationships and 

long-term purchase behavior (Merisavo et al. 2006; Nysveen et al. 2005). 

 

New media can also change the way in which advertising works and how its effects should be 

measured. For example, Stewart and Pavlou (2002, 381) stress the different nature of 

measurement in interactive media: “Research that treats marketing communication as an 

independent variable, useful for predicting consumer response, ignores the reciprocal 

influence that consumer response has on subsequent communication.” That is, the interactive 

nature of new media has to be taken account when assessing the effectiveness of advertising 

and other forms of marketing communications. The body of web advertising research offers 

good ideas on understanding the nature and effects of interactivity (see e.g. Chen and Wells 

1999; Chen et al. 2002; McMillan and Hwang 2002; Sundar et al. 2003; Sundar and Kim 

2005; Wu 2005). 

 

Brand Management 

 

Brand management literature offers many useful ideas to DMC, the central thought of which 

is that keeping in touch with customers with regular brand communication can be used to 

cultivate customer relationships. Brand literature shows how frequent communication has 

positive effects on customers’ brand loyalty, and customer-brand relationships are deepened 

(Aaker 1996; Kapferer 1998). When consumers engage in brand relationships and process 

brand communication, they begin to perceive value related to the brand (Aaker 1996), and 

when the relationship develops, a consumer may begin to perceive a brand as a person, a 

trusted friend who is part of his or her everyday life (Fournier 1998; Aaker 1997). From a 

company point of view, digital channels offer cost efficient opportunities for a brand to keep 

in frequent touch with customers. For instance, email is in effect substantially cheaper to send 

than conventional paper mail (see e.g. Brondmo 2000). In addition to immediate behavioral 

effects (i.e. clicks) online advertising can build the attitudinal equity of a brand just like 

traditional media (Hollis 2005). This brand building effect does not require people exposed to 

advertising to have an immediate need for the category but if such a need exists, the online 

medium creates the potential for click-through, which indicates a more direct interest in the 

advertised brand. Recent studies also indicate that regular brand communication via digital 
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channels can enhance customer relationships and loyalty (DuFrene 2005; Merisavo and 

Raulas 2004; Merisavo et al. 2004; Merisavo et al. 2006).  

 

Digital environment offers consumers new ways to spend time with a brand. They no longer 

need to go to stores to see the products and to talk with sales people. Over the Internet, 

consumers can access a vast amount of product information, view 3D-images and test 

different product variations, play games and interact with other brand users. Marketers are 

also encouraged to create brand communities, because customers belonging to them are more 

loyal than others; they are less apt to switch brands and more motivated to provide feedback 

(McAlexander et al. 2002). Prahalad and Ramaswamy (2004, 3) even suggest that “thematic 

consumer communities, in which consumers share ideas and feelings without geographic and 

social barriers, are revolutionalizing emerging markets and transforming established ones.” 

An example of a popular consumer community is Facebook, which is a social utility that 

connects people with friends and others who work, study and live around them. People use 

Facebook to keep up with friends, upload photos, share links and videos, and learn more 

about the people they meet (see www.facebook.com). 

 

2.2 Digital Marketing Communication (DMC) 

2.2.1 Definition 

It is rather difficult to find definitions of digital marketing communication from the literature 

and the term is not very commonly used. Deighton and Barwise (2000) use the term digital 

marketing communication and explore its nature in their working paper. However, they do not 

explicitly define the term. Urban (2004, 2) suggests the following definition: “Digital 

marketing uses the Internet and information technology to extend and improve traditional 

marketing functions.” This is a broad definition, focusing on developing the traditional 4 P’s 

of marketing. We acknowledge that terms like “interactive marketing,” “one-to-one 

marketing,” and “e-marketing”, discussed in previous section, are close to digital marketing, 

but neither are they defined very precisely. Even if the term digital marketing is not used very 

often in the academic literature, it is quite common in business literature and practitioners’ 

vocabulary. In Wikipedia (2008), digital marketing is defined as “the practice of promoting 

products and services using digital distribution channels to reach consumers in a timely, 

relevant, personal and cost-effective manner”. This definition differs from the more general 

ones by incorporating a normative view; digital marketing should be timely, relevant, 
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personal, and cost-effective – features often recognized as the possible benefits of using 

digital media. This definition also emphasizes that even if digital marketing includes 

numerous techniques and practices used in Internet marketing, it extends beyond this by 

including other channels with which to reach people that do not necessarily require the use of 

the Internet. That is, the field of digital marketing also encompasses other channels or 

elements such as email, mobile phones, sms/mms messages, digital TV, banner ads, RSS 

feeds, blogging, podcasting, video streams, instant messaging, and digital outdoor. In this way 

digital marketing as a term is much more extensive than for example Internet marketing or 

mobile marketing, which are limited to a single channel. As new digital channels and 

elements are constantly evolving and mixing with each other, the term should be flexible 

enough to cover them all. This is also the main reason why we use the term digital marketing 

in this dissertation. 

 

As the objectives and effects of digital marketing vary case by case, we do not want to include 

normative thinking in the definition used in this dissertation. Hence, we suggest a definition 

and in this dissertation we refer to digital marketing communication (DMC) as 

communication and interaction between a company or brand and its customers using digital 

channels (e.g. the Internet, email, mobile phones, and digital TV) and information technology. 

This definition appreciates that communication can be two-way, initiated by either the 

marketer or the customer. 

 

In this dissertation we focus mainly on the communication function of digital marketing, and 

how it helps to enhance the loyalty of existing customers. We think that brand communication 

is the key element when cultivating customer loyalty via DMC, and elements of 

personalization and interactivity can be mixed into communication to reinforce its effects. 

Next, we briefly discuss these key elements. (More detailed discussion and a comprehensive 

conceptual model are presented in Publication I) 

2.2.2 Brand communication 

Our main claim is that being frequently in touch with customers via DMC should help 

achieve positive effects on customer loyalty. In this dissertation we use the term “brand 

communication” to refer to communication between a company or brand and its customers. 

This can include advertising, direct marketing, newsletters, or consumer’s activity in a brand 

community. Hence, we accept the broad view that a brand is not just a product or service, but 
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also an organization, a person and a symbol (Aaker 1996). The brand-as-organization 

perspective focuses on the various associations of the company to which all customer 

communication is also connected. Thus the process of building brands and customer 

relationships is much more than traditional media advertising (see e.g. Aaker and 

Joachimsthaler 2000, 42; Duncan and Moriarty 1998). Communication can be general 

messages to a larger audience or personalized messages. A customer relationship aspect 

acknowledges that communication can also include relational and service elements (e.g. news, 

reminders, tips), not just advertising and offers aiming for immediate purchasing transactions. 

This complies with the argument that communication rather than persuasion is the foundation 

of customer-focused marketing efforts (Duncan and Moriarty 1998). That is, in our view in 

addition to increasing sales DMC can especially be used to enhance customer loyalty in the 

long term. 

 

2.2.3 Personalization 

One of the advantages of digital channels is the ability to identify individual customers, and 

gather information from and about them. Personalization is expected to be an element that can 

work to boost customer loyalty by creating more personal, interesting and relevant brand 

communication, and better service. At the conceptual level, personalization means different 

things to different people in different fields. Even in marketing literature personalization has 

various definitions (see Fan and Poole 2006; Vesanen 2006). 

 

Related terms, sometimes used as synonyms, include segmentation, (mass) customization, 

profiling, and one-to-one marketing (see e.g. Kotler 2001; Peppers and Rogers 1993; Peppers 

and Rogers 1997; Pine II 1999). One useful distinction is to divide personalization into 

customized products and services and customized marketing, the latter being called 

“customerization” by Wind and Rangaswamy (2001). In this thesis we focus on personalized 

brand communication, which can be accomplished by both marketer and customer. Marketers 

can use behavioral or demographic information to create better segmentation (up to individual 

level), and target them with more personal brand communication. Likewise, customers can 

provide marketers information about themselves, such as their interest areas or channel and 

content preferences. The output of this personalization process has value for both customer 

and marketer (Vesanen 2006). In this thesis we concentrate on the interaction between 

personalized brand communication and customer loyalty. 
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2.2.4 Interactivity 

The digital environment offers cost effective and convenient opportunities to move from one-

way to interactive communication. From a general communication perspective interactivity 

can be defined as “the ability to address an individual and the ability to gather and remember 

the response of that individual, and to address the individual once more in a way that takes 

into account his or her unique response.” (Deighton 1996). However, interactivity can also be 

studied from various other perspectives, the most important being functional, process, and 

perception view. An extensive categorization of definitions is provided by McMillan and 

Hwang (2002). We suggest that interactivity also includes customers’ search for information, 

inquiries, feedback and engagement in various other activities with marketers or other 

customers, for example by playing games on brand’s website, and chatting with other brand 

users. Both marketer and customer can initiate interaction and typical communication 

processes (i.e. marketing message  response) are not always followed. Greater interactivity 

can advance greater brand learning through improved information assimilation (Erdem et al. 

1999). 

 

Research shows that interactivity can have positive effects on customer loyalty (see e.g. 

Johnson et al. 2003; McAlexander et al. 2002; McMillan et al. 2003; Venkatesan and Kumar 

2004). For example, a study of a magazine publisher found that the resubscription rate of 

those who respond to email or mobile marketing by visiting the magazine’s website is higher 

than that of those who do not visit the website (Merisavo et al. 2004). Visits to a high-

involvement-product website can also increase consumer’s brand attitudes (Dahlén et al. 

2003). In this thesis we concentrate on the interaction between interactive brand 

communication and customer loyalty. 

 

2.2.5 Outcomes of DMC for customer loyalty 

We use the concept of customer loyalty to assess the outcomes of DMC. Customer loyalty, a 

term close to brand loyalty, was chosen as the main concept in this dissertation as it tends to 

be the more general of these two, and is applicable to both b2c and b2b markets. The 

discussion of how to define and measure both customer and brand loyalty has a long history 

(Dick and Basu 1994; Odin et al. 2001; Oliver 1999). Oliver (1999, 34) has defined loyalty as 

“a deeply held commitment to rebuy or repatronize a preferred product/service consistently in 

the future, thereby causing repetitive same-brand or same brand-set purchasing, despite 
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situational influences and marketing efforts having the potential to cause switching behavior.” 

The most frequently used definition of brand loyalty is that it is a form of repeat purchasing 

behavior reflecting a conscious decision to continue buying the same brand (Jakoby and 

Chestnut 1978). That is, for brand loyalty to exist, a pattern of repeat purchase must be 

accompanied by a positive attitude towards the brand. Accordingly, most researchers believe 

that the best way to operationalize loyalty is to measure both attitudes and behavior (Rundle-

Thiele and Bennett 2001). When behavior alone is considered, the loyalty measured is 

spurious; it is a low relative attitude accompanied by high repeat patronage due to situational 

effects (see Dick and Basu 1994). Therefore, the metrics that we suggest for measuring the 

interaction between DMC and customer loyalty are both behavioral and attitudinal. A more 

specific division of loyalty into separate phases - described by Oliver (1999) as a cognitive, 

affective, conative, and action loyalty – was not seen necessary in this dissertation. The ideas 

of these loyalty classifications are built into our conceptual model, for example cognitive 

loyalty is related to information processing (see Publication I). However, in this dissertation 

we do not focus on the specific order of how different types of loyalty formulate. 

 

In the conceptual model of this dissertation (presented in Publication I) behavioral customer 

loyalty metrics consist of purchases, product or service usage, store/website visits, and 

recommendation (WOM). Attitudinal metrics in the model include brand attitudes, brand 

image, brand knowledge, satisfaction, and service perceptions. Both traditional advertising 

and brand literature (e.g. Aaker 1997; Batra and Ray 1986; Rossiter and Percy 1998), and 

more recent literature related to digital channels (e.g. Chen et al. 2002; McMillan et al. 2002; 

Ribbink et al. 2006; Srinivasan et al. 2002; Zeithaml et al. 2002) were used to formulate these 

metrics and offer good operational metrics and scales for assessing the outcomes of DMC on 

customer loyalty. 

 

3 Research strategy and methodology 

3.1 Background 

The empirical cases of this dissertation are based on a research project on digital marketing 

(DiViA - Digital Marketing and Customer Relationships) that has been carried out by 

Helsinki School of Economics and the Swedish School of Economics and Business 

Administration since 2002. In addition to the original articles listed, the ideas and results of 

our work are also published in many research and conference papers, along with chapters in 
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edited books. In the beginning of the project we conducted qualitative research that explored 

how marketers use digital channels (Merisavo et al. 2002). In the DiViA project we have 

facilitated discussion and organized seminars to obtain a picture of how companies utilize 

DMC and how it can be used to cultivate customer relationships. Working together with 

companies attending the project we managed to get data on DMC and explore its effects on 

customer loyalty. 

 

The research strategy in this thesis is more explorative than confirmative because DMC is still 

a developing phenomenon. There is relatively little empirical evidence exists regarding to it, 

especially its interaction with customer loyalty. We thought it would be valuable to conduct 

empirical research with real cases, real customers, and real data.  

3.2 Research phases 

The research process of this thesis has been iterative, and theory building has happened 

throughout the process. Figure 1 illustrates the three research phases. 

 

Figure 1: Research phases 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

In Phase I, our idea was to first explore how DMC could be used to cultivate customer 

relationships. We chose to study permission-based email marketing. Although commercially 
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important, and a remarkable tool for relationship marketing, email marketing had been 

relatively neglected by academic research. Empirical evidence of email marketing was 

collected from a real-world case to support our hypotheses and build an initial model. We 

preferred a real-world case to e.g. a student sample, because email marketing is a new area 

and questionnaires concerning hypothetical situations and perceptions could be non-reliable. 

In contrast, a survey of existing customers who have been exposed to email marketing could 

yield more realistic and valid results. Publications II and III from the cosmetics field examine 

the effects of email marketing on brand loyalty, and how it drives consumers to visit the 

company website and sales outlets. These results gave preliminary evidence that DMC can 

have positive effects on customer loyalty. 

 

Phase II extends the generalization of the implications made in Phase I. We considered it 

important to have more evidence from a different channel and business field to test the main 

hypothesis that DMC can be used to cultivate customer loyalty. In Publication IV we 

analyzed behavioral and sales data of customers of mobile service provider to find out the 

impact of mobile advertising by short messages (SMS) on customer loyalty, and possible 

differences in it between various customer segments. Although we did not have attitudinal 

measures of customer loyalty as in Publication II, we believed it would also be beneficial to 

have results on behavioral customer loyalty, based on real sales data. Results reveal that 

mobile advertising is effective in increasing behavioral customer loyalty (purchases) toward a 

mobile service provider. 

 

In Phase III, empirical evidence gathered from previous phases was integrated into theories 

from different fields of marketing literature to build a comprehensive conceptual model of the 

interaction between DMC and customer loyalty. This is one of the main contributions of the 

dissertation. In Publication I, research propositions are presented along with the model. Even 

if our empirical cases cover mainly email and mobile marketing, this comprehensive model 

covers all digital channels and suggests the mechanism of the interaction between DMC and 

customer loyalty. 

3.3 Data collection and analysis 

In our research, we mainly used quantitative data collection techniques, a customer survey 

and a database analysis. We chose to use quantitative methods for getting larger samples and 

to be better able to generalize the results regarding interaction between DMC and customer 
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loyalty. While qualitative research would also be valuable in exploring a new research area 

like digital marketing, we judged that the use of established methods (see Wind et al. 1991) 

would be a safer way to produce empirical results. While Publications II and III are based on 

self-report measures, Publication IV is based on database analysis. The individual research 

methods are listed in Table 1. 

 

Table 1: Data gathering and analysis methods 

 

 
 

 

 

 

 

 

 

 

 

 

Publication I is a conceptual work, which derives from an extensive literature review and 

provides a synthesis of literature, research propositions and a model as the main outcome of 

this dissertation. 

 

Publications II and III are based on the same cross-sectional survey, which results are 

analysed from a different perspective and methods. Publication II utilizes brand loyalty 

classification based on Rossiter and Percy’s (1998) classification scheme. Descriptive 

analysis and means are used to reveal differences in the effectiveness of email marketing 

between different loyalty groups. Although the survey is cross-sectional, its questions were 

formulated to find out consumers’ perceptions and actions influenced by email marketing 

over a longer time period (18 months) during which the case company had conducted regular 

email marketing.  

 

In Publication III, binary logistic regression is used to reveal more specific effects of email 

marketing: the factors that influence consumers to visit the company website and sales outlets.  
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Publication IV is based on a longitudinal (18 months) analysis of behavioral and sales data of 

a mobile service provider’s random sample of customers. Analysis of variance (ANOVA) was 

used to reveal the effects of mobile marketing on customer loyalty and significant interactions 

between different customer segments. 

 

3.4 Reliability and validity of the study 

3.4.1 Reliability 

Reliability refers to the extent to which a scale, experiment, test, or any measuring procedure 

yields the same result on repeated trials (Malhotra and Birks 2000; Merriam-Webster 

Dictionary 2007). In other words, reliability can be defined as the extent to which measures 

are free of random error. To obtain larger samples and to allow more reliable generalization of 

results, the research methods used in this study were quantitative. Sample sizes ranging from 

838 to 5500 respondents were large enough for obtaining statistically significant results.  

 

To enhance reliability in Publications II and III, Rossiter and Percy’s (1998) established scale 

was used for brand loyalty measures. In Publication III the original data (890 respondents) 

were analyzed for missing values. Cases with missing values for more than 10% of the 

variables were excluded from the analysis. Missing values for the remaining cases were 

estimated using the expectation-maximization method (Dempster et al. 1977). A posterior test 

on means and variances did not reveal differences between the variables before and after the 

imputation, meaning that the original data distribution was not distorted. The final sample size 

in this publication was 838. 

 

In Publication IV a random sample of 5500 Finnish customers were selected from data 

comprising 1.8 million Western European customers. Analysis of variance (ANOVA) was 

used to reveal significant interactions in the data. The sample covered individual sales and 

response data for those customers from a period of 18 months. The usage of database analysis 

in Publication IV helps to overcome the common problems of post-purchase surveys, such as 

consumers’ inadequate recall or tendency to rationalize one’s behavior (see e.g. Newman 

1977). A limitation in this publication is that we had to use behavioral and sales data. Richer 

data on customers, including demographics and attitudinal data, could help better track the 

impact of mobile advertising. 
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3.4.2 Validity 

Validity refers to the degree to which instruments measure the constructs that they are 

intended to measure (Peter 1979). Internal validity refers to the rigor with which the study 

was conducted and the extent to which the designers of a study have taken into account 

alternative explanations for any causal relationships they explore (Huitt and Kaeck 1999). In 

order to increase internal validity this study has been conducted with the help of extensive 

literature review. The literature review finalized in Publication I has been the most important 

contributor guiding the research process. The usage of established theories has improved the 

content validity, i.e. the extent to which measurement reflects the specific intended domain of 

content (see Carmines and Zeller 1991, 20). The usage of literature and empirical evidence 

has been an iterative process; concepts and ideas derived from literature have been used to 

design empirical settings and the model. However, it is equally important that the empirical 

evidence acquired has been used to refine the model and develop new synthesis of literature. 

The main purpose of this study is not to prove causal relationships. Even if the publications 

give some evidence of causal relationships between the researched concepts, they are by no 

means conclusive. Although the model proposes mechanisms of interaction between DMC 

and customer loyalty, the actual causal relationships have to be tested and verified in future 

research. 

 

External validity refers to the level to which the results of a study can be generalized (Calder 

et al. 1982). Real-world empirical cases were used to improve external validity. Hence, we 

agree with the view that because of the frequently poor external validity, student samples and 

surveys using hypothetical descriptions and situations are not accurate ways of generalizing 

about consumer behavior or testing a theory (Liefeld 2003). This was especially true for DMC 

at the time the first empirical studies were conducted, when the common knowledge and 

experience of digital marketing among consumers was very limited. Because real-world cases 

were used the results of this study can be generalized more effectively (and in the future 

studies compared) to today’s marketing environment. Still, the fact that digital marketing 

methods have evolved and volumes are much higher today somewhat limits generalization of 

the results. Another significant limitation in Publications II and III is that due to the nature of 

the brand examined, we only had female respondents in our data. This also limits the 

generalization. 
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4 Summary of publications 

The dissertation comprises four publications. We will next briefly present the central ideas 

and findings of each publication. 

4.1 Publication I: The Interaction between Digital Marketing Communication and 
Customer Loyalty: An Integrative Model and Research Propositions 

In Publication I, a comprehensive conceptual model of DMC is described and discussed. The 

model explains how the key elements of DMC – the frequency and content of brand 

communication, personalization, and interactivity - can lead to improved customer value, 

commitment, and customer loyalty. The model is based on theories from different fields of 

marketing literature, as well as empirical evidence. Compilation of such a model is the key 

contribution of this dissertation. It offers a solid conceptual foundation for understanding how 

DMC works from a customer loyalty perspective. It can be used to guide future research in 

this field. 

 

Figure 2 proposes an integrative model of the interaction between digital marketing 

communication and customer loyalty. 

 

Figure 2: An integrative model of the interaction between digital marketing communication and customer 
loyalty 
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The model consists of means (brand communication), main moderators (personalization and 

interactivity), other moderators (customer characteristics, involvement, and relationship), and 

outcomes (perceived value, commitment, and customer loyalty). Publication I examines in 

more detail the components of the model and theories behind them, and constructs research 

propositions. As there is no single theory on DMC, the model was compiled from several 

sources of marketing literature. This included relationship marketing, consumer behavior, 

advertising, brand management, direct marketing, CRM, and e-marketing literature. The 

importance and rational of conducting DMC and its proposed positive effects on customer 

loyalty were illustrated with the supporting ideas found in recent studies published in major 

academic journals (e.g. Jayachandran et al. 2005; Reinartz and Kumar 2003; Reinartz et al. 

2005; Simonson 2005; Venkatesan and Kumar 2004). 

4.2 Publication II: The Impact of Email Marketing on Brand Loyalty 

Publication II mainly examines the basic idea of the comprehensive model, which proposes 

that regular brand communication can have positive effects on customer loyalty. This is tested 

with empirical data gathered from 890 consumers who were users of a multinational 

cosmetics brand and had received regular permission-based email messages from the 

marketer. To measure the effects of email marketing on brand loyalty, we analyzed 

respondents’ recommendation of the brand, number of store visits, the recentness of the last 

purchase, and brand attitudes. Figure 3 positions the Publications II and III (based on the 

same data) within the conceptual model and highlights the researched components. 
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Figure 3: Positioning and researched components of Publications II and III 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Although not a complete test of the conceptual model, its key elements (brand 

communication, personalization, interactivity, and their effect on customer loyalty) were 

included in Publication II. However, such elements as perceived value and commitment were 

not thoroughly operationalized, and were only measured on a general level (e.g. the 

usefulness of email messages). 

 

The results suggest that regular email contacts have a positive effect on customer loyalty. 

Consumers who had regularly received email messages had strong brand attitudes. Email 

activated consumers to visit retail stores, buy the brand’s products, and visit the brand’s site 

on the Internet via email links. Those who had made more use of the email links also visited 

retail stores more often, giving support to the positive moderating role of interactivity that is 

suggested in the conceptual model. Consumers exposed to email marketing also 

recommended the brand to their friends. The data also show that consumers with higher brand 

loyalty appreciated regular communication from the brand more and their evaluations of 

received emails were more positive than those who were less loyal (see Rust and Verhoef 

2005 for similar results). Moreover, loyal consumers find many different contents useful in 

addition to sales offers (product information, contests, news and trends about the product 
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category, information about events, and links to Internet pages), while the respondents who do 

not appreciate regular communication mainly prefer sales offers. This provides a rationale for 

personalizing the content of brand communication based on brand loyalty classifications to 

maximize its effects on customer loyalty, supporting the moderating role of personalization in 

the conceptual model. It also indicates support for some of the other moderators of the model 

(customer characteristics and relationship).  

 

Overall, these findings support our main claim that being frequently in touch with customers 

via DMC helps achieve positive effects on customer loyalty, both behavioral and attitudinal. 

The results imply that the strategic focus of email marketing should be in creating brand 

encounters and deepening consumer-brand relationships with loyal customers, and not just in 

seeking additional sales in the short term. 

 

4.3 Publication III: Email Advertising: Exploratory Insights from Finland 

Publication III investigates some of the aspects of Publication II in more detail, especially 

what email marketing factors influence consumer visits to the company website and sales 

outlets. The data are the same as those used in Publication II, excluding cases with missing 

values for more than 10 percent of the variables, resulting in a sample size of 838. Different 

methodology, binary logistic regression was used to analyze factors that affect whether 

consumer had visited company website (via a hyperlink provided in the email or otherwise) or 

company sales outlet. The independent variables were email usefulness, amount of emails 

received, interest generated by the emails, usefulness of the Internet, and the importance of 

the company staying in touch. 

 

The results indicate that the more useful an email message, and the greater the number of such 

emails received, the less likely consumers are to visit the company’s website. In contrast, 

results show that consumers are more likely to visit a store if they perceive emails as useful 

and interesting, and if they have received many emails from the company. The most important 

reasons to visit a retail store were to buy a product and to see the product. This gives support 

to the main elements of the conceptual model (frequency and content of brand 

communication) and their effects on behavioral customer loyalty. What is interesting to note 

is that messages without offers or rewards drove store traffic. Results on interactivity suggest 

that since consumers were unable to purchase the products directly via the company website 
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(no on-line store) but need to visit a physical store, useful emails may represent a reason and 

contain sufficient information for why people go directly to the store and purchase. Useful 

email content included special sales offerings, new products, competitions, and information 

about beauty and treatments. 

 

In the case of cosmetics it is understandable that consumers visit the store to see if the product 

advertised by email suits them. Because consumers who find emails useful want the company 

to stay in regular contact with them, email offers marketers the opportunity to become an 

important avenue for consumers to obtain information. This helps to achieve positive effects 

on customer loyalty. 

 

4.4 Publication IV: The Effectiveness of Targeted Mobile Advertising in Selling 
Mobile Services: An Empirical Study 

Publication IV extends the empirical evidence of the interaction between DMC and customer 

loyalty with a different channel and data. We considered it important to have more evidence 

from a different channel and business field. In Publication IV we analyzed behavioral and 

sales data of 5500 customers of a mobile service provider to find out the impact of mobile 

advertising (SMS) on customer loyalty, and possible differences in it between various 

customer segments. Although we did not have attitudinal measures of customer loyalty as in 

Publication II, we believed it would also be beneficial to have results on behavioral customer 

loyalty, based on real sales data (in contrast to self-report measures in Publication II). Figure 

4 positions the Publication IV within the conceptual model and highlights the researched 

components. 
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Figure 4: Positioning and researched components of Publication IV 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

  

 
 

The results of the study show that permission-based mobile marketing (using promotional 

SMS messages) is effective in increasing customers’ behavioral loyalty in the long term (i.e. 

purchases of mobile services), as we found a significant difference (+35%) in average daily 

expenditure among customers who were exposed to mobile marketing versus those non-

exposed. Exploration of the time period before mobile advertising had started reveals that the 

average daily expenditure of mobile services by those who had given permission for mobile 

advertising did not statistically differ, indicating that customers who had given permission 

were not inherently different in their purchase behavior. This supports the main elements of 

the conceptual model (frequency and content of brand communication) and their effects on 

behavioral customer loyalty. 

 

Mobile marketing works differently for different customer segments. The effectiveness of 

mobile marketing varies between customers with different content preferences (entertainment, 

information, or both) and service usage levels (heavy, medium, or light users). This gives 

support to the moderating role of personalization in the conceptual model. The highest gains 

in sales, when measured in money, were for the heavy users of the company’s mobile 

services, while the highest proportional gains were for the medium and light users. These 

results imply that customers’ content preferences and usage levels (relationship moderator in 
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the model) can be used as differentiating variables to target the right customers and achieve 

better results with mobile marketing. 
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ABSTRACT 
The cost efficiency and diversity of digital channels facilitate marketers’ frequent and 

interactive communication with their customers. Digital channels like the Internet, email, 

mobile phones and digital television offer new prospects to cultivate customer relationships. 

However, there are a few models explaining how digital marketing communication (DMC) 

works from a relationship marketing perspective, especially for cultivating customer loyalty. In 

this paper, we draw together previous research into an integrative conceptual model that 

explains how the key elements of DMC - frequency and content of brand communication, 

personalization, and interactivity - can lead to improved customer value, commitment, and 
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1 INTRODUCTION 
 

Marketers are learning how regular contacting affects the building and sustaining of customer 

relationships. The dominant logic of marketing is shifting from the exchange of goods toward 

service, interactivity, connectivity and ongoing relationships (Vargo and Lusch 2004). 

Technological innovations, new channels, and changing media environments facilitate this 

shift (Bhattacharya and Bolton 2000), and the question of how firms should interact with their 

customers is gaining in importance, especially as firms consider the cost differences between 

traditional communications media, such as television and sales forces, and electronic media, 

such as the Web and email (Reinartz et al. 2005). The cost efficiency and interactivity of digital 

channels facilitate ongoing dialogue between the enterprise and the customer (see e.g. 

Deighton and Barwise 2000; Peppers and Rogers 2004). Marketers can now be in touch with 

their customers on a more frequent basis and increase the level of personalization and 

interactivity with low or non-excessive cost. Our main claim is that being frequently in touch 

with customers should help achieve positive effects on customer loyalty. 

 

For instance, customers can be offered additional information and brand communication when 

buying products or when using them. This can include newsletters, maintenance and 

repurchase reminders, help for keeping their products up-to-date, and tools for interacting with 

friends and peers. For example, Lensmart sends their customers email reminders when they 

expect customers to start running out of their supply of contact lenses. Lensmart uses database 

and purchase information to predict the repurchase moment and produce the personalized 

email. This way Lensmart can sell cost-effectively to their existing customers, and automate 

the re-selling process. While Lensmart gains in decreased sales costs, this kind of reminder also 

adds value to the customer. It may strengthen customer loyalty as customers feel that Lensmart 

takes care of their stock and assists them to repurchase at the right time with low effort. 

Customers might perceive emotional value for being personally remembered and cared, and 

appreciate the extra service (see e.g. Cram 2001).  

 

For being regularly in touch with customers is also one of the central ideas of CRM. Recent 

studies have found that the relational information processes of CRM (regular communication, 

information collection, etc.) play a vital role in enhancing an organization’s customer 

relationship performance (Jayachandran et al. 2005). Furthermore, the use of CRM applications 

is positively associated with improved customer knowledge and improved customer 
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satisfaction (Mithas et al. 2005). Reinartz and Kumar (2003) show how profitable customer 

lifetime duration is positively related to the number of mailing efforts of the company. 

Simulations show that to maximize customer profitability by optimising spending the dominant 

form of communication should be email (Reinartz et al. 2005). While email is substantially 

cheaper to send than conventional direct mail, research also suggests that in some cases it can 

deliver significantly better response rates (Brondmo 2000; Di Ianni 2000; Rosenspan 2000). 

That is, from a company point of view, digital channels offer cost efficient opportunities for a 

brand to keep frequently in touch with customers which not only improves marketing 

performance, but particularly customer loyalty. 

 

With such prospects in mind, it is not surprising that the use of digital channels in marketing is 

becoming an essential part of strategy in many companies. Car manufacturers use the Internet 

and email to launch new models, as well as engaging their customers into interaction on their 

websites and with email. BMW uses a mobile portal to distinguish itself from its competitors, 

providing customers pictures of new models, games, and service. Nike targets the youth 

segment by launching a digital spring fashion show, which allows consumers to use the brand’s 

latest fashion catalogue online to create their own looks and photos, and a virtual identity 

(Hargrave-Silk 2005). Canon iMage Gateway helps consumers share their digital photos with 

friends online. L’Oréal’s brand Lancôme uses email newsletters to keep in touch with 

customers and hence strengthen their brand loyalty (Merisavo and Raulas 2004). Magazine 

publishers can activate and drive their customers into the Internet with email and SMS 

messages to improve resubscription rate (Merisavo et al. 2004). Such interaction and low cost 

communication with customers increases the effectiveness compared with traditional direct 

marketing efforts that publishers have used to win orders. 

 

In line with Fournier’s (1998) ideas, marketers increasingly bring brands closer to consumers’ 

everyday life. The changing role of customers as co-producers of value is becoming 

increasingly important (Prahalad and Ramaswamy 2004). Interactivity in digital media offers 

customers better options to search for information, work as initiators, and get help. Interactivity 

also offers customers new ways to spend time with a brand, like playing games, participating in 

an activity on a website, or learning about the product or service they are using. This is what 

Canon pursues with iMage Gateway service, which can lead to improved customer 

involvement and satisfaction. Interactivity also provides marketers with more information 

about customer needs, preferences and interests. Interactive and virtual brand communities, 
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like those built by Harley Davidson and Ducati, bring consumers with specific interests 

together from different geographic areas to strengthen their brand loyalty (McAlexander et al. 

2002; Wind et al. 2002, 97). McDonald’s uses online channel to reinforce brand messages and 

relationships. They have focused their online community building on communities for children, 

such as the Happy Meal website with educative and entertaining games (Rowley 2004). 

 

Digital channels also contain opportunities and tools for personalization. By using digital 

channels, customers can actively create or shape the form of communication, for example by 

stating their channel and content preferences. Likewise, marketers can create more personal 

communication based on customers’ behavior and preferences, which can increase the 

effectiveness of communication by making customers perceive it as more relevant and 

interesting, and wanting to maintain a relationship with the marketer (Simonson 2005). As 

Simonson notes about customized offers; “If successful, marketers will be rewarded for the 

superior value they provide with higher customer loyalty.” (see also Peppers and Rogers 1997, 

177). For example, L´Oréal’s CRM initiative aims to enhance personal communications with 

customers by analytical profiling, segmentation, database build and design, and bolstered data 

gathering (Brown 2003). This way L´Oréal seeks to increase the return on investment and 

capitalise on their customer insight for the long term. 

 

Despite the growing use of digital channels in marketing and the evolving research around it, 

there are few models for explaining the mechanism of how digital marketing communication 

works from a relationship marketing perspective, especially for enhancing customer loyalty. 

Ideas have been suggested in many areas of marketing literature. Relationship marketing (RM), 

customer relationship management (CRM), as well as brand management and service literature 

emphasize the importance of building and managing customer relationships, and offer useful 

models. Also consumer behavior, advertising, direct marketing, and e-marketing literature give 

insight into how digital channels can be used to enhance customer loyalty. 

 

The objective of this paper is to draw together previous research into an integrative 

conceptual model for understanding the interaction between digital marketing communication 

and customer loyalty. In the following, we first define digital marketing communication. We 

then present and describe the model. Next we examine in more detail the components of the 

model and the theories behind it, and construct research propositions. The paper concludes 

with a discussion and suggestions for future research. 
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2 DEFINITION OF DIGITAL MARKETING COMMUNICATION 
 

The use of digital channels to strengthen customer loyalty has received surprisingly little 

attention, despite the obvious opportunities for using these channels to keep in touch and serve 

customers cost-effectively. It seems like the concept of “digital marketing” has been used more 

operationally, while the theoretical understanding and comprehensive models of how and why 

to use different digital channels are still developing. Despite the growing use of ICT in 

marketing, there are few definitions of digital marketing. Urban (2004, 2) suggests that 

“Digital marketing uses the Internet and information technology to extend and improve 

traditional marketing functions.” This is a broad definition, concerning all of the traditional 4 

P’s, and both customer acquisition and retention. We also acknowledge that terms like 

“interactive marketing,” “one-to-one marketing,” and “e-marketing” are close to digital 

marketing, but neither are they defined very precisely. Coviello, Milley and Marcolin (2001, 

26) have defined e-marketing as “using the Internet and other interactive technologies to create 

and mediate dialogue between the firm and identified customers.” They also consider e-

marketing as a subset of e-commerce. In their view, more than creating discrete transactions, e-

marketing is focused on managing continuous IT-enabled relationships with customers by 

creating dialogue and interactivity. 

 

In this paper we focus mainly on the communication function of digital marketing, and how it 

helps to enhance the loyalty of existing customers. Hence, in this paper we refer to digital 

marketing communication (DMC) as communication and interaction between a company or 

brand and its customers using digital channels (e.g. the Internet, email, mobile phones, and 

digital TV) and information technology. This definition appreciates that communication can be 

two-way, initiated by either the marketer or the customer. Communication can be general 

messages to a larger audience or personalized messages. A customer relationship aspect 

acknowledges that communication can also include relational and service elements (e.g. news, 

reminders, tips), not just advertising and offers aiming for immediate purchasing transactions. 

That is, in addition to increasing sales DMC can be used to enhance customer loyalty in the 

long term. 
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3 AN INTEGRATIVE MODEL OF THE INTERACTION BETWEEN 

DIGITAL MARKETING COMMUNICATION AND CUSTOMER 

LOYALTY 
 

In this section we draw together previous research into an integrative conceptual model. Figure 

1 proposes an integrative model of the interaction between digital marketing communication 

and customer loyalty. 

 

FIGURE 1 

An Integrative Model of the Interaction between Digital Marketing Communication and 
Customer Loyalty 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
The model consists of means (brand communication), main moderators (personalization and 

interactivity), other moderators (customer characteristics, involvement, and relationship), and 

outcomes (perceived value, commitment, and customer loyalty). By “brand communication” 

we refer to communication between the company/brand and customers via different channels. 

This can include advertising, direct marketing, newsletters, or consumer’s activity in a brand 

community. This complies with the view that the process of building brands and customer 

relationships is much more than traditional media advertising of (see e.g. Aaker and 
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Joachimsthaler 2000, 42; Duncan and Moriarty 1998). The main focus in our model is on how 

brand communication interacts with customer loyalty. Two main factors in brand 

communication that are expected to affect customer loyalty are frequency (e.g. how many 

messages in a given time period) and content (e.g. promotional or relational). The main 

outcome, customer loyalty is divided into behavioral (e.g. purchases) and attitudinal loyalty 

(e.g. brand attitudes). For true customer loyalty to exist, a pattern of repeat purchase must be 

accompanied by a positive attitude (see Jakoby and Chestnut 1978). This distinguishes it from 

spurious loyalty, where only behavioral loyalty is detected with low relative attitudes (Dick 

and Basu 1994). We acknowledge that different elements of DMC can influence both types of 

loyalty. 

 

We also suggest that building customer loyalty is a process. The effects of brand 

communication are constructed in customers’ minds through information processing, leading to 

perceived value and commitment. Finally, the effects of brand communication on customer 

loyalty can be detected from behavior and attitudes: e.g. purchases, website visits, brand 

attitudes, and satisfaction. 

 

Brand communication can also be personalized. For example, customer profiles or preferences 

can be used to create customized message content for different segments or individual 

customers, sent via their preferred channels. This should increase the value of communication 

to the customer. We have identified substance, timing, and channels to be the personalized 

elements. Furthermore, brand contacts can be interactive; customers can search for 

information, make inquiries, give feedback and engage in various other activities with 

marketers or other customers. This can likewise have positive effect on customer loyalty. We 

have divided interactivity into functions (e.g. a web contact form, a game on brand’s website), 

processes (e.g. that messages are contingent upon previous messages), and perceptions (how 

customers perceive interactivity). There are also other moderating factors that affect how the 

loyalty effects of DMC are created. In this model we have identified customer characteristics, 

involvement, and relationship. 

 

One example to demonstrate the model is General Motors’s internet-based owner center My 

GMLink (www.mygmlink.com), which offers customers a single location to manage all post-

purchase needs. With the use of this information and service portal, customer-brand 

communication and interactivity are increased because customers are able to visit the website 
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anytime, anywhere - more often than stores. This way, the frequency of brand communication 

is increased, with the positive moderating role of interactivity. Customers also get different 

types of value from services like email service reminders, maintenance tips, seasonal safety 

tips, and special privileges and offers. GM also provides personalized information to 

customers. For example, they can check the current resale value estimate of their own car and 

determine the optimal time for selling it, which brings economic value. This can also lead to a 

shorter buying or trading cycle for cars. When customers get used to visiting the website 

regularly they may become emotionally attached to it, which builds commitment. Overall, 

customers’ increased brand contacts by using My GMLink service possibly strengthen GM’s 

customer relationships with more sales, and enhanced attitudinal and behavioral loyalty. 

 

Next we examine in more detail the components of the model and theories behind it, and 

construct research propositions. We first discuss the effects of regular brand communication on 

customer loyalty, and then examine the additional effects of personalization and interactivity, 

and finally examine how to measure the outcomes of DMC on customer loyalty. 

 
 
3.1 Regular Brand Communication – Benefits of Being in Touch with 

Customers 
 

3.1.1 Frequency 
 

The frequency of marketing communication and its effects on customer relationships has 

gained interest in recent studies. Reinartz and Kumar (2003) found that the number of mailing 

efforts of a company is positively related to profitable customer lifetime duration. Indeed, 

being regularly in touch with customers can have positive effects on their loyalty. For example, 

regular e-mailings have positive effects on brand attitudes, purchases and loyalty (DuFrene 

2005; Merisavo and Raulas 2004). Similarly, the usage of mobile services and receiving of 

mobile advertising messages are found to have positive effects on consumers’ brand 

relationships and long-term purchase behavior (Merisavo et al. 2006; Nysveen et al. 2005). 

These results imply that the strategic focus of ongoing brand communication via digital 

channels should be in creating meaningful brand encounters and deepening consumer-brand 

relationships, not just in seeking additional sales. This proposition is, for sure, not a new one in 

marketing as the frequency of marketing communication has been a central research topic. 
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However, combining frequency with other variables more unique to DMC, such as 

personalization and interactivity, provides an established base for building a theory and model 

for understanding how DMC interacts with customer loyalty. 

 

The rationale behind frequently communicating with customers has been addressed in 

numerous advertising studies. Regular communication is important, as it has been found that 

90% of the cumulative effects of advertising on sales occur within 3 to 9 months of the 

advertisement (Clarke 1976; Leone 1995). A central finding is that repeating messages or 

objects to consumers will translate into awareness and learning, possibly more positive 

attitudes toward the object, and eventually result in action (Broussard 2000; Crowder 1976; 

Howard-Brown 1998; Sawyer 1973; Zajonc and Markus 1982; Zielske 1959).  

 

Moreover, the repetition of messages is effective only to an extent; the positive effects of 

repetition increase up to a certain level until the advertisement starts to wear-out. After this 

point it no longer has an effect or the effect is negative. That is, the relationship between 

repetition and advertising effects typically takes the shape of an inverted ‘U’ (Batra and Ray 

1986; Cacioppo and Petty 1980; Ray and Swayer 1971; Venkatesan and Kumar 2004;). 

Similarly, DuFrene et al. (2005) have found the positive effects of email campaigns on 

customers’ brand attitudes diminish over time after the first three messages. However, the 

focus of advertising and campaigns is often on the short-term and immediate results. More 

research is needed concerning the long-term effects of ongoing brand communication. 

 

Brand literature shows how frequent communication has positive effects on customers’ brand 

loyalty, and customer-brand relationships are deepened (Aaker 1996; Kapferer 1998). The 

development of customer-brand relationships can be described as a process of communication. 

For instance, Barnes (2001, 259-261) suggests that a brand can be conceptualized as moving 

through four stages on its journey from being merely a name to being a genuine relationship 

partner: The following development path has been suggested: brand awareness (using 

advertising to make customers in the target segment aware of the brand)  brand 

characteristics (associating the brand with certain characteristics and positioning it against 

competitors)  brand personality (attaching personality traits to the brand that are appreciated 

by the consumer)  brand relationships (the brand becomes important in the life of the 

consumer). That is, a marketer who is frequently in contact with its customers should recognize 

the different requirements of communication to customers in different stages of the 
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relationship. Our thinking aligns with modern brand theory’s ideas of how brand relationships 

are developed. When consumers are regularly in contact with a brand, they may begin to 

perceive it as a person, a trusted friend who is part of their everyday life (Aaker 1997; Fournier 

1998). 

 

The following propositions conclude the previous discussion. The effect of brand 

communication on customer loyalty can be stated as: 

 

Proposition 1a: Increasing the frequency of brand communication (X1) has positive effects on 

behavioral customer loyalty (Y1). 

Proposition 1b: Increasing the frequency of brand communication (X1) has positive effects on 

attitudinal customer loyalty (Y2). 

Proposition 1c: Positive effects of increasing the frequency of brand communication (X1) on 

both behavioral (Y1) and attitudinal customer loyalty (Y2) increase up to a certain level 

until the communication starts to wear out. After this point it either has no effect, or has a 

negative effect due to irritation. 

 

3.1.2 Content  
 

While so far we have discussed how frequency affects customer loyalty, also the content of 

communication has an effect on how customers perceive and value the information they 

receive, or retrieve, and how this affects their relationship with the brand and the marketer. 

 

It has been argued that communication rather than persuasion is the foundation of customer-

focused marketing efforts (Duncan and Moriarty 1998). A basic way to classify the content of 

brand communication would be to divide it into promotional and relational communication. 

While promotional communication like price promotions and persuasive letters are intended to 

quickly generate sales and other responses, relational communication focuses on enhancing 

customer’s attitudes and loyalty in the long term by providing content such as information 

about new products, usage tips, or invitations to events. Relational brand communication can 

be perceived by the recipient as a service rather than as advertisement or offer, which might 

allow increased frequency before the messages start to wear out. This is also suggested by 

Tellis (1997), who states that complex messages, including soft-sell or emotional appeals and 

novel messages, may be able to sustain and benefit from higher ad frequency. 
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In their research on consumer packaged goods, Mela et al. (1997) found that in the long run 

price promotions (temporary price reduction, feature, or coupon) make consumers more price 

sensitive in both loyal and nonloyal segments. In contrast, non-price-oriented advertising (e.g. 

brand building) makes consumers less price sensitive in both segments, the impact being 

stronger on the nonloyal consumers. Hence, brand advertising increases the relative strength of 

brand preference, making consumers more loyal. Similarly, Jedidi et al. (1999) found that in 

the long term, advertising has a positive effect on brand equity while promotions have a 

negative effect. Furthermore, their results suggest that in some cases frequent promotions of 

brands may also make it unnecessary for consumers to switch brands because it becomes 

increasingly likely that a deal on the favored brand will be forthcoming. However, frequent 

promotions are often unprofitable for a company and may not enhance attitudinal customer 

loyalty, making customers more likely to switch brands if they get better price deals elsewhere.  

 

Parallel implications on the relation of the content of brand communication and customer 

loyalty can be drawn from more recent studies concerning digital channels. Extensive survey 

data from more than 2,000 e-tail sites shows that price-sensitive customers may be the least 

loyal, whereas customer service support is the main factor that attracts repeat buying (Reibstein 

2002). Moreover, studies of email marketing have found that nonloyal customers mainly want 

promotional offers, but loyal customers also appreciate other content, like news, invitations to 

events, and usage tips (Martin et al. 2003; Merisavo and Raulas 2004). 

 

Based on the discussion of the content of brand communication we expect that: 

  

Proposition 2a: Brand communication with relational content (X21) has positive effects on 

behavioral customer loyalty (Y1). 

Proposition 2b: Brand communication with relational content (X21) has positive effects on 

attitudinal customer loyalty (Y2). 

Proposition 2c: Brand communication with promotional content (X22) has positive effects on 

behavioral customer loyalty (Y1). 

Proposition 2d: Brand communication with promotional content (X22) has negative effects on 

attitudinal customer loyalty (Y2). 
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3.1.3 Information Processing 
 

In sections 3.1.3-3.1.5 we take a more detailed view of the processes how brand 

communication finally leads to customer loyalty. We describe how the effects of brand 

communication are constructed in customers’ minds through information processing, leading to 

perceived value and commitment. 

 

Consumers engage in brand relationships to simplify buying and consuming tasks, to process 

information, and to maintain cognitive consistency and a state of psychological comfort and 

gratification (Sheth and Parvatiyar 1995). It has been found that previously presented stimuli 

are easier to encode and process than are novel or unfamiliar stimuli, which is interpreted by 

the individual as liking (Bornstein and D’Agostino 1994). That is, increased frequency helps 

consumers to process brand communication. Repeated exposure to brand communication also 

enhances brand attitudes by allowing the customer to process more information (Berger and 

Mitchell, 1989). Also, messages that become familiar through repetition have a tendency to be 

perceived as more valid (Bacon 1979; Hasher et al. 1977). Repetition also has effects on 

customer loyalty. It has been found that learning and increased positive experiences with a 

certain brand decrease the search for information about alternative brands (Dick and Basu 

1994; Newman and Staelin 1972). A similar finding is that the more attributes associated with 

a brand the more loyal the customer (Romaniuk and Sharp 2003). Furthermore, when a 

consumer spends time with a brand and processes information, positive affective responses 

(emotions, feelings, moods, primary affect, satisfaction) about the brand are evoked in the 

consumer’s mind (Dick and Basu 1994). In the literature, this information processing is also 

described as cognitive loyalty, a phase where information on the brand at attribute performance 

level is the dominant driver of loyalty (Oliver 1999). Later, if the consumer is satisfied, 

affective effects start to build. 

 

3.1.4 Perceived Value 
 

When consumers engage in brand relationships and process brand communication, they begin 

to perceive the value (also often referred as benefits) related to the brand. Customers who have 

greater expected benefits and utility from an ongoing relationship are more likely to commit to 

it (Anderson and Narus 1990). Perceived value can be divided into functional, economical, 

emotional, social/self-expressive, and epistemic (Aaker 1996, 95-101; Bhat and Reddy 1998; 
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de Chernatony 1993; Long and Schiffman 2000; Sheth et al. 1991; Zeithaml 1988). Functional 

value describes overall satisfaction with the functional quality of a product or service (e.g. a car 

is reliable). Economic value may be constant (e.g. regular customer’s low price), immediate 

(e.g. sales offers) or possible (collecting points, competitions). Emotional value includes 

feelings like enjoyment and entertainment. Social and self-expressive value relates to our 

relationships with others (e.g. brand as a status symbol, belonging to a community). Epistemic 

value relates to experienced curiosity, novelty or knowledge gained and learning. Customers 

may also perceive conditional value that exists only within a specific situation (Holbrook 

1994). Due to the unspecific nature of conditional value it is not explicitly listed in our model. 

 

In a more holistic view, customer-perceived value can be regarded as a ratio between perceived 

benefits and perceived sacrifice (Monroe 1991), or in another words “the consumer’s overall 

assessment of the utility of a product based on a perception of what is received and what is 

given.” (Zeithaml 1988). Thus, from the communication perspective marketer’s active 

contacting decreases perceived sacrifice by lowering customer’s effort to search for 

information. 

 

In addition to traditional products, brands, and services, researchers have also successfully used 

the previously discussed dimensions of perceived value to assess consumers’ perceptions of 

technology-based self-services, like mobile services (Heinonen and Strandvik 2003: Heinonen 

2004; Pura 2005). Hence, we believe that these value categories should also be effective in 

capturing the effects of DMC on customer loyalty. 

 

3.1.5 Commitment 
 

In our model, the perceived value of brand communication relates to commitment, and they 

both relate to customer loyalty. This is consistent with research indicating that commitment 

mediates the relationship between brand satisfaction and loyalty (Fullerton 2005). Commitment 

is defined as a desire to maintain a relationship (Moorman et al. 1992; Morgan and Hunt 1994). 

Generally, commitment limits the impact of negative brand-related information and enhances 

the impact of brand-related positive information, which leads customers to resist switching 

inducements (Ahluwalia et al. 2001). 
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Commitment can be divided into affective and continuance commitment (Gundlach et al. 1995; 

Fullerton 2003). Affective commitment is based on emotional attachments: identification, 

shared values, belongingness, dedication, friendship, and similarity (Price and Arnould 1999; 

Pritchard et al. 1999). Trust is also suggested to be closely related to affective commitment 

(Morgan and Hunt 1994). Therefore, in our model we include trust as an antecedent of loyalty 

(see e.g. Reichheld and Schefter 2000) under the affective commitment component. It has been 

found that affective commitment is positively related to both repurchase intentions and 

advocacy intentions for a brand (Fullerton 2005). 

 

Continuance commitment is based on switching costs, investments, dependence, and lack of 

choices (Gundlach et al. 1995; Meyer et al. 1990). For example, service agreements can be 

perceived as continuance commitment. Continuance commitment has been found to be 

positively but weakly related to repurchase intentions and negatively related to advocacy 

intentions for a brand (Fullerton 2005). It is worth noting that also a concept of (cognitive) 

lock-in is also related to continuance commitment, defined as “Consumers’ decreased 

propensity to search and switch after an initial investment.” (Johnson et al. 2003; Zauberman 

2003). This term seems to be sometimes used as a synonym for continuance commitment, and 

describes consumer behavior on the Internet. 

 

The number of contacts can also prevent the customer from having interest or time to look for 

competitive offerings, be the contacts initiated by marketer’s active contacting or customer’s 

active browsing. Customer-initiated contacts are a way to signal commitment, and there is 

evidence that frequency of communication is positively associated with a partner’s 

commitment (Anderson and Narus 1990). 

 

Interactive media changes the way in which commitment is formed. It has been found that on 

the Internet consumer lock-in is greater than in a traditional retail environment (Brynjolfsson 

and Smith 2000). For example, when customers learn how to use a web store and personalize 

their own menus, continuance commitment is created. Also, the Internet can be very effective 

in creating affective commitment, one example being virtual communities like Habbo Hotel 

(www.habbohotel.com). Habbo Hotel is a virtual hotel where you can hang out with your 

friends or meet new people: walk, dance, eat, drink and chat in the cafes, restaurants, 

swimming pools and game rooms. You can even decorate and furnish your own room. 
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3.2 Personalized Brand Communication 
 

Personalization is expected to be an element that can work to boost customer loyalty by 

creating more personal, interesting and relevant brand communication, and better service. In 

the literature different terms are used when talking about personalization (e.g. customization, 

targeting, segmentation, profiling, and one-to-one marketing). Kotler’s (1997) idea of 

personalization is that the ultimate level of segmentation leads to segment of one, customized 

marketing, or one-to-one marketing. Peppers and Rogers (1993) define one-to-one marketing 

quite simply: treating different customers differently. The goal is to differentiate customers 

individually and customize marketing messages to each customer’s needs. This is also the 

basic idea of personalized brand communication. For example, the timing of brand 

communication could be different for different customers, based on their purchase frequency, 

need for assistance, etc. Or if a marketer would know at what time and where a customer 

would like to have her coffee, a local café could send a personalized offer to the customer’s 

mobile phone. This would comply with the recency theory, which suggests that advertising is 

most effective when it occurs close to the time when consumers are ready to buy (Broussard 

2000). In addition, mobile location services could be used to detect the customer being near his 

favorite café and he would automatically receive an invitation to visit. Thus, the marketing 

communication would have the potential for a stronger effect on boosting sales and customer 

loyalty because of using personalization. Marketers are increasingly using personalization. For 

example, Tesco, the UK’s largest grocer, has over 8 million different message configurations, 

and offers tailored mailings to specific audiences (Humby et al. 2003). 

 

The rational for personalization is already recognized in earlier studies on advertising and 

consumers’ information processing, which show that when the personal relevance of a message 

is high, people spend more time processing it, generate more product-relevant thoughts, and 

spontaneously draw more conclusions about the product (Celsi and Olson 1988; Kardes 1988; 

Leippe and Elkin 1987; Petty and Cacioppo 1979). Thus, when customers perceive brand 

communication relevant and the substance is meaningful the messages are likely to be more 

effective. Personalization can also be initiated by the customer, for example by selecting 

interesting topics for a newsletter. This way personalization also builds continuance 

commitment by creating customer exit barriers. For example, the time devoted by the customer 

to give information or personalize his own service may feel like an investment, a great effort 
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that is not easy to do all over again with another service provider (see e.g. Burnham et al. 2003; 

Pine II et al. 1995) 

 

There is support that personalization in digital channels is important to customers. A study 

sponsored by the CRM vendor Kana found that almost 75% of respondents cited 

personalization as a major contributor to their most satisfying purchasing experience, online or 

offline (CyberAtlas 2002). Personalization capabilities in this study included self-service, 

personalized voice or email interactions, the ability to track purchases and requests, and 

knowledgeable customer service representatives who are educated in the customer's history.   

 

Personalization can also improve response rates for brand communication; Ansari and Mela 

(2003) have found that response rates could be increased by 62% if the email’s design and 

content are personalized. Another example, eBag, was able to increase average revenue per 

recipient by 187% by finding the optimal timing for email messages, i.e. sending them to 

consumers on the same day of the week and time of day as they had originally opted-in 

(Nussey 2004). They could therefore get their messages through the clutter, and were able to 

reach people when they had more time to shop. 

 

With optimal timing customers may perceive conditional value, which is defined by Sheth et 

al. (1991) as “the perceived utility acquired by an alternative as the result of the specific 

situation or set of circumstances facing the choice maker.” Conditional value depends on the 

context in which the value judgement occurs and exists only within a specific situation 

(Holbrook (1994). Such situations may be seasonal, once in a lifetime events or emergency 

situations (Sheth et al. 1991). Situational factors can also be regarded as triggers, factors or 

events that change the basis of a relationship (Roos et al. 2004). Situational triggers alter 

customers’ evaluations of an offering based on changes in their lives or in something affecting 

their lives (e.g. demographic changes in the family, changes in job situations, and changes in 

the economic situations) (see Gardial et al. 1996; Gustafsson et al. 2005). Personalized brand 

communication can be used to make messages more relevant to specific situations, and thus 

create extra value for customers (e.g. children’s health insurance offer when a child is born). 

 

Furthermore, Simonson (2005) suggests that consumers’ responses to customized offers are 

determined by how stable and well-developed their preferences are and by the consumers’ self-

insight into those preferences. Marketers can create more personal brand communication based 
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on customers’ behavior and preferences, which can increase the effectiveness of brand 

communication by making customers perceive it as more relevant and interesting, and hence 

want to maintain their relationship with the marketer. This way the substance of messages is 

meaningful to customers and they are likely to perceive additional value from communication. 

 

In addition to personalizing the substance and timing of messages, channels of brand 

communication are also important. Customers’ channel preferences and perceived channel 

benefits vary individually, and change according to information search and purchasing stages 

(Louvieris and Oppewal 2004). Customer’s channel behavior can be dynamic as they are made 

aware of channel options and gradually learn which channel best suits their needs (Knox 2005). 

Therefore it is critical to identify the customers’ current and future channel preferences and 

benefits and provide an optimal channel combination in order to make brand communication 

more effective and more valuable to customers. However, customers’ preferences may 

sometimes conflict with company’s business view. For example, a bank customer may favour 

personal service at the counter whereas self-service technologies such as teller machines, 

interactive voice response or e-banking facilities are much more cost-efficient for the bank 

(Bitner et al. 2002). 

 

To conclude, there are three main elements that can be personalized in brand communication: 

substance, timing, and channels. We expect that: 

 

Proposition 3a: Personalizing the substance of brand communication (Z11) positively 

moderates its effects on both behavioral (Y1) and attitudinal customer loyalty (Y2). 

Proposition 3b: Personalizing the timing of brand communication (Z12) positively moderates 

its effects on both behavioral (Y1) and attitudinal customer loyalty (Y2). 

Proposition 3c: Personalizing the channels of brand communication (Z13) positively moderates 

its effects on both behavioral (Y1) and attitudinal customer loyalty (Y2). 

 

3.3 Interactive Brand Communication 
 

The digital environment offers cost effective and convenient opportunities to convert 

communication from one-way into interactive and give customers access to information and 

communication. When customers can easily search and find desired services or support, and 
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filter out the information they need, they see this as a convenience and as better service. In 

effect, companies increasingly offer customers interactive tools to make better decisions about 

financial issues, purchases, health care, and other complex issues (Wind et al. 2002, 180). The 

same is true in the b2b sector, for example, eRoom provides collaboration tools in the form of a 

digital workplace to help companies bring together cross-functional, cross-enterprise teams to 

build and manage relationships with customers, partners and suppliers, and to innovate in the 

design, development and delivery of products and services. 

 

Interactivity can be studied from different perspectives. An extensive categorization of 

definitions is provided by McMillan and Hwang (2002). Functional view (see Sundar et al. 

2003; Sundar and Kim 2005) concerns the functions of an interface (e.g. feedback forms, chat, 

downloads), features (e.g. audio, video, games), attributes (e.g. presence and choice of control), 

processes (e.g. reciprocal communication), and outcomes (e.g. user satisfaction). These 

functional elements may be different, depending on the channel and media being used. 

 

Interactive functions enable a search process that can quickly locate a desired product or 

service, thereby replacing dependence on detailed customer memory (Alba et. al. 1997). 

Interactivity also increases the amount of information that can be presented to a customer 

(Deighton 1996; Watson et al. 1998). This can increase brand knowledge and thereby customer 

loyalty. Srinivasan et al. (2002) show how that interactivity has a positive effect on loyalty 

toward an e-retailer in a study conducted among 1211 online customers, where the availability 

and effectiveness of customer support tools (information, search processes, etc.) and the degree 

to which two-way communication (contact forms, chat, etc.) was facilitated were independent 

variables.  

 

Interactive functions also offer consumers new ways to spend time with a brand. They no 

longer need to go to stores to see the products and to talk with sales people. Over the Internet, 

consumers can access a vast amount of product information, view 3D-images and test different 

product variations, as well as play games and interact with other brand users. For example, 

Nokia has invented an annual game event. Nokia Game is an interactive multimedia adventure 

provided by Nokia since 1999. In Nokia Game, players are called upon to collect and act on a 

series of clues, delivered via a host of channels – including the Internet, newspapers, 

magazines, radio, email, mobile phone and TV. All media are closely linked to one another. 

The player that interprets all information best and excels in the online games wins. Gaming 
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keeps consumers interacting with the Nokia brand for 10 to 25 days. In 2003, the game was 

running in 35 countries at the same time, and there were over 6 million visitors to its home 

page (www.nokiagame.com). In 2005 Nokia’s new online and multi-channel game 20Lives 

entertained almost 750,000 registered users from 21 countries (www.nokia.com/20lives). 

 

Prahalad and Ramaswamy (2004, 3) suggest that “thematic consumer communities, in which 

consumers share ideas and feelings without geographic and social barriers, are 

revolutionalizing emerging markets and transforming established ones.” Marketers are 

encouraged to create brand communities, because customers belonging to them are more loyal 

than others; they are less apt to switch brands and more motivated to provide feedback 

(McAlexander et al. 2002). Active community members can also be considered as opinion 

leaders who can be used to test new ideas and concepts, and hopefully to spread positive 

information by word of mouth. Recommendations are very effective, as in some cases they can 

double sales or response rate (Howard and Kerin 2004; Senecal and Nantel 2004). 

 

Process (i.e. contingency) view, originated by Rafaeli (1988), emphasizes the behavioral nature 

and processes of interaction between user and system. Under this view interactivity is realized 

when messages are contingent upon previous messages. Key elements include responsiveness, 

two-way communication, reciprocity, exchange, and participation. These are also very 

common terms in relationship marketing literature. For example, Grönroos (2004, 103) argues 

that “the management of an interaction process is the core of relationship marketing.” In this 

process, planned communication and dialogue potentially lead to value-enhancing interactions. 

The firm is not always the party that starts the interaction or dialogue; instead customers often 

act as initiators. Customers’ activity may have positive effects on their purchases and loyalty. 

In support of this, Kwak et al. (2002) found that product information requests over the Web are 

positively related to online purchases. Interactive communication enables marketers and 

customers to connect in ongoing learning relationships, where individual customers teach the 

company more and more about their preferences and needs. The more customers teach the 

company the better it becomes at providing what they want (Pine II et al. 1995). Relationship 

performance can be improved through relationship learning (Selnes and Sallis 2003). For 

instance, visitors to a website learn to be more efficient at using that website the more often 

they use it, which increases the probability of purchase (Johnson et al. 2003). It has also been 

found that the higher the bidirectional communication between the customer and supplier, the 

higher the purchase frequency (Venkatesan and Kumar 2004). 
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Interactivity is no longer entirely based on personal communication from the marketer’s side. 

Digital channels like email make it easier and less expensive to carry out life cycle automation 

than in the offline world (see Nussey 2004). Life cycle automation times each message so that 

each recipient gets a message at time most appropriate for them. Timing can be executed by 

external events (e.g. customer opt-in), threshold (e.g. a certain number of miles for a frequent 

flyer), or time and date (e.g. birthday). Also, the state of customer relationship and changes in 

it could be used as interaction triggers (e.g. a frequent flyer approaching next membership 

level). Lifecycle automation has the potential to increase interaction between customers and 

companies, as sending the messages is not dependent on the employees’ memory and response 

times. This can create more value for customers. 

 

The proper understanding of the process view also creates challenges for research. Stewart and 

Pavlou (2002, 381) stress the different nature of measurement in interactive media: “Research 

that treats marketing communication as an independent variable, useful for predicting 

consumer response, ignores the reciprocal influence that consumer response has on subsequent 

communication.” That is, any response to marketing communication, including that of simply 

taking part, may be contingent on other factors. Perhaps due to this complexity, the psychology 

behind the development of customer loyalty achieved with interactive marketing methods is 

not well understood. 

 

The Perception view underlines that even if interactive media have a high potential for 

interaction, whether and to what extent such interaction can be realized to benefit both 

interaction participants is largely determined by how interactions are perceived (Wu 2005). 

Indeed, in addition to actual interactivity (i.e. potential features for interaction in a medium), 

some researchers highlight consumers’ perceived interactivity (Bucy 2004; McMillan and 

Hwang 2002). Many studies related to this view have concentrated on measuring attitudes 

toward websites (see Chen and Wells 1999; Chen et al. 2002; Chung and Chao 2004; Wu 

2005) or service quality delivery through websites (see Zeithaml 2000; Zeithaml et al. 2002; 

Parasuraman et al. 2005).  

 

It has been found that perceived interactivity is positively correlated with attitude toward the 

website, memory of its content, as well as with trust and product evaluations (McMillan et al. 

2003; Chen et al. 2005). Furthermore, McMillan et al. (2003) found that perceptual variables 

seem to be stronger predictors of attitude toward the site than structural variables (i.e. website 
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features). However, there is positive correlation between these variables, and both should be 

considered when researching interactivity (Wu 2005). Also, research on service quality 

delivery through websites highlights both actual and perceived interactivity, for example, 

efficiency concerning the ease and speed of accessing and using the site, and responsiveness 

concerning the effective handling of problems and returns through the site (Parasuraman et al. 

2005). However, some products benefit from different kind of interactivity than others. A study 

by Martin et al. (2003) of email advertising in cosmetics showed a negative relation between 

the perceived usefulness of messages and website visits, but positive relations regarding store 

visits. This suggests that cosmetics are products which may require more real-world sensory 

contacts. 

 

The perceptions of interactivity also depend on the customers’ goals in online behavior. The 

nature of marketing in interactive media and customer experience on the Web has been an 

essential research topic (see Hoffman and Novak 1996; Novak et al. 2000; Novak et al. 2003). 

This research finds that goal directed and experiential are the main attributes of online 

consumption behavior. Consumer choice in goal directed behavior is based on a clearly 

definable goal hierarchy, which involves choices among products and services, information 

sources, and navigational alternatives (e.g. ordering a book). Consumer choice in experiential 

behavior is dominated by choices among navigational alternatives based on a relatively 

unstructured and continually changing goal hierarchy (e.g. net surfing). Consumers’ 

perceptions of interactivity and its effects on perceived value and customer loyalty depend on 

their mode of online behavior. Liu (2002) states that higher active control of interactivity and 

information will produce higher satisfaction when a user browses a website for information 

(i.e. goal directed behavior), and two-way communication is valued more when browsing for 

pleasure (i.e. experiential behavior). 

 

To conclude, interactivity is likely to positively moderate the effects of brand communication 

on customer loyalty by increasing the number of brand contacts and time spent with the brand. 

Similarly, interactivity can enhance customers’ service perceptions and bring more value 

because customers have better tools and options to control service situations, get help in 

problematic situations, and to modify their service profiles. Based on this discussion, we 

propose the following: 
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Proposition 4a: Customers’ usage of interactive brand communication functions (Z21) 

positively moderates the effects of brand communication on both behavioral (Y1) and 

attitudinal customer loyalty (Y2). 

Proposition 4b: Company’s learning in interactive brand communication processes (i.e. 

messages that are contingent upon previous messages) (Z22) positively moderates the 

effects of brand communication on both behavioral (Y1) and attitudinal customer loyalty 

(Y2). 

Proposition 4c: Customers’ perceived value of interactivity in brand communication (Z23) 

positively moderates the effects of brand communication on both behavioral (Y1) and 

attitudinal customer loyalty (Y2). 

 

Table 1 summarizes the integrative model and its propositions discussed in previous sections. 
 
 

TABLE 1 
Propositions of an Integrative Model of the Interaction between Digital Marketing 

Communication and Customer Loyalty 
 

 
 
 
3.4 Other Moderating Variables 
 

Although in our model the variables that mainly moderate brand communication are 

personalization and interactivity, there are other moderating variables which affect how 

customer loyalty effects of DMC are created.  
 
3.4.1 Customer Characteristics 
 
All customers are not equally responsive to DMC or willing to engage in it. It is useful for a 

company to know which customers have the most future potential, and which are more likely 

worth the investments in extensive communication and relationship building. 
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For example, Cram (2001, 80-84), suggests that customers have four primary needs and 

motivations, which drive their behavior and relationship orientation. Best-deal customers seek 

for lowest price, and there is no value in a relationship for them. Novelty seekers are 

innovators, whose driving force is curiosity. They seek variety and take risks. Involvement 

customers want to belong, to be recognized and to be regularly in touch with the marketer. 

Certainty customers avoid risks and do not want any surprises. They want continuity but do not 

actively seek a relationship with the supplier. Although this classification is a broad 

generalization, it would be useful in a similar way to examine what motivates different 

customers to engage in a relationship with a marketer in the digital environment. Some studies 

related to this have already been conducted. 

 

Kwak et al. (2002) surveyed Internet users and explored consumer attitudes, Internet 

experiences, demographics, and personality traits that may potentially influence consumers’ 

online purchasing, and the type of purchases they are willing to make. In the study it was found 

that gender (male), high income, and opinion leadership increase the odds for online purchases. 

Furthermore, it was found that consumers’ web purchasing may not be considerably enhanced 

by their mere exposure to Internet advertising. Instead, online consumers’ buying behavior may 

be rooted in their self-generated interests with the subjects of the web before they surf the 

online marketplace. 

 

It is important to examine what drives consumer attitudes towards using online and other 

technology-based services. Dabholkar and Bagozzi (2002) tested the moderating effects of 

consumer traits and situational factors on attitudes and intentions toward using technology-

based self-services. They identified ease of use, performance, and fun to have direct effects on 

attitudes toward using the services, and self-efficacy (level of confidence to use technology-

based self-service), inherent novelty seeking, need for interaction (with a service employee), 

self-consciousness, perceived waiting time, and social anxiety (discomfort through perceived 

crowding) to be moderating variables. Similarly, consumers’ tendency to engage in web 

communities and other relational activities varies a lot, depending on their communal, 

exchange, and relationship orientation traits (Mathwick 2002). 

 

These findings suggest that in order to enhance customer loyalty marketers should develop and 

promote different factors of DMC depending on customer characteristics. 
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3.4.2 Involvement 
 

Different products and services can be differently suitable for digital marketing, and the 

opportunities for relationship building can also be diverse. Involvement concerns an ongoing 

commitment on the part of the consumer with regard to thoughts, feelings, and behavioral 

responses to a product (Gordon et al. 1998). Product involvement affects consumer’s 

relationship proneness (Christy et al. 1996; Dick and Basu 1994; Gordon et al. 1998; Pine II et 

al. 1995; Warrington and Shim 2000). For example, cosmetics, cars and clothes are high 

involvement products to many consumers (Fisher 1985; Kapferer 1998, 31).  In the case of 

low-involvement products, brand choice is less connected with the consumer’s lifestyle and 

variety seeking is increased; it is therefore easier to attract consumers to switch brands with 

promotions (de Chernatony 1998, 75). 

 

Involvement affects the way in which customers process marketing communication. When 

involvement is high, consumers devote more attention to advertisements, exert greater 

cognitive effort to understand them, and focus more attention on product-related information 

(Celsi and Olson 1988; Petty et al. 1983). The Elaboration Likelihood Model states that high 

involvement increases the likelihood of elaboration (i.e. the central/cognitive route of attitude 

formation), which results in more enduring attitude change (Chaiken 1980; Petty et al. 1983; 

Wright 1973). 

 

A consumer’s involvement also affects how different media evoke responses. Retrieval media 

(print and Internet) are more effective under high product involvement, whereas delivery media 

(television) are better suited for influencing uninvolved consumers (Dijkstra et al. 2005). On 

the web, those with high product involvement are more interactive with product-related content 

than those with low involvement (Chung and Zhao 2004). Gordon et al. (1998) also argue that 

when involvement is high, buyers are more likely to value customization of the marketing mix, 

interaction with the company representatives, and an ongoing relationship with the firm. 

 

We expect that when involvement is high, the effects of DMC on customer loyalty are 

stronger. 
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3.4.3 Relationship 
 
Customer relationships tend to be very heterogeneous; they differ in duration, strength, 

interactivity, and in many other aspects. Customer relationships also change dynamically over 

time, and are shaped by different stages and incidents. There are a number of factors embedded 

in the relationship between a marketer or a brand and the customer that have an impact on how 

DMC affects loyalty. Next, we discuss these factors. 

 
Brand Familiarity and Loyalty 

 

Brand familiarity reflects the extent of a consumer’s direct and indirect experience with a 

brand, familiar and unfamiliar brands differing in terms of the knowledge regarding the brand 

that a consumer has stored in memory (Alba et al. 1987; Campbell and Keller 2003; Kent and 

Allen 1994). It has been found that communication effectiveness depends on the prior 

familiarity of the brand: repetition wear out is postponed when the brand is familiar to the 

consumer (Campbell and Keller 2003; Snyder and Stukas 1999). Communication from a 

trusted source is also expected to influence attitudes more strongly and feel more personal than 

from unfamiliar sources which may be disputed and thus not have as less impact on attitudes 

(Dick and Basu 1994; Howard-Brown 1998; Smith and Swinyard 1988). 

 

Repetition of a brand’s advertising has stronger effects (responses, satisfaction, etc.) on those 

consumers who already use the brand and are familiar and/or loyal with/to it (Cacioppo and 

Petty 1985; Ehrenberg 1974; Sawyer 1981; Simon and Arndt 1980; Tellis 1988; Zauberman 

2003). Accordingly, Merisavo and Raulas (2004) found that regular email newsletters had 

better impact on the brand loyalty of the loyal customers than on the nonloyal. 

 

In effect, we predict that DMC works better with customers that are already familiar and/or 

loyal with the brand. 

 
Switching Costs 

 

Over a series of transactions, customers build switching costs through the development of 

personal relationship and the accumulation of firm-specific knowledge and sunk costs (Bell et 

al. 2005). Customers will be more likely to engage in relational behaviors when they perceive 
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that the monetary and nonmonetary switching costs are high (Bhattacharya and Bolton 2000; 

Burnham et al. 2003; Fornell 1992; Sheth and Parvatiyar 1995). 

 

Product categories where switching costs are high include insurance, child care, and financial 

services (Bhattacharaya and Bolton 2000). As a term, switching cost is related to perceived 

risk. Consumers are more brand loyal and willing to engage in long-term relationships with 

products that they perceive as high-risk. Risks can be functional, physical, financial, social, 

psychological or time-based (Keller 1998, 8-9). High-risk product categories include airlines, 

clothing, medicines, and financial services (Bhattacharaya and Bolton 2000). Consequently, 

products and services with high risks are also in many cases those where the switching costs 

are high. 

 

Switching costs are likely to moderate the effects of digital marketing communication on 

customer loyalty. For example, if financial and relational switching costs are low, regular 

marketing communication could have little or no effect on customer loyalty. An example of 

this is the fierce price competition between mobile phone operators, which has made 

differentiation among them difficult and lowered the switching costs perceived by consumers. 

A study in the Turkish mobile phone market found that perceived switching costs had a direct 

and positive effect on customer loyalty (Aydin et al. 2005). 

 

Hence, we predict that the higher the switching costs, the stronger the effects of DMC on 

customer loyalty are, and vice versa. 

 
There are also a number of other factors in the relationship that have an impact on how DMC 

affects customer loyalty, such as previous purchases, frequency of transactions, cross-buying 

behavior, and share of wallet (see Reinartz et al. 2005), to name a few. These other 

relationship-related factors are in this paper modeled in as factors that explain in their part how 

relationships develop. 

 

3.5 Outcomes of Digital Marketing Communication for Customer Loyalty 
 

The outcomes of digital marketing communication in our model include perceived value, 

commitment, and customer loyalty. Perceived value and commitment were discussed in earlier 

sections. We use the term “customer loyalty” as the ultimate dependent variable, a term close 
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to brand loyalty, because it is  more general of these two and is applicable to both b2c and b2b 

markets. The discussion of how to define and measure both customer and brand loyalty has a 

long history (Dick and Basu 1994; Odin et al. 2001; Oliver 1999). The most frequently used 

definition of brand loyalty is that it is a form of repeat purchasing behavior reflecting a 

conscious decision to continue buying the same brand (Jakoby and Chestnut 1978). That is, for 

brand loyalty to exist, a pattern of repeat purchase must be accompanied by a positive attitude 

towards the brand. Accordingly, Oliver (1999, 34) has defined customer loyalty as “a deeply 

held commitment to rebuy or repatronize a preferred product/service consistently in the future, 

thereby causing repetitive same-brand or same brand-set purchasing, despite situational 

influences and marketing efforts having the potential to cause switching behavior.” Most 

researchers believe that the best way to operationalize loyalty is to measure both attitudes and 

behavior (Rundle-Thiele and Bennett 2001). If only behavior were measured, it could be only 

spurious loyalty, a low relative attitude accompanied by high repeat patronage due to 

situational effects (Dick and Basu 1994). Therefore, the metrics that we suggest for measuring 

the effects of digital marketing communication on customer loyalty are both behavioral and 

attitudinal. More specific division of loyalty to separate phases - described by Oliver (1999) as 

cognitive, affective, conative, and action loyalty – was not seen necessary in this paper. These 

loyalty phases are included in the main categories of behavioral and attitudinal. 

 

In our model, behavioral customer loyalty metrics consist of purchases (including measures of 

RFM, LTV, etc.), product or service usage, store/website visits, and recommendation (WOM). 

Attitudinal metrics in our model include brand attitudes, brand image, brand knowledge, 

satisfaction, and service perceptions. Both traditional advertising and brand literature (e.g. 

Aaker 1997; Batra and Ray 1986; Rossiter and Percy 1998), and more recent literature related 

to digital channels (e.g. Chen et al. 2002; McMillan et al. 2002; Ribbink et al. 2006; Srinivasan 

et al. 2002; Zeithaml et al. 2002) offer good operational metrics and scales for assessing the 

outcomes for digital marketing. Operationalization details, however, are not discussed in this 

paper.  
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4 DISCUSSION 
 

When the dominant logic of marketing is shifting from exchange of goods toward service 

(Vargo and Lusch 2004), digital marketing communication (DMC) can help marketers improve 

their return on marketing and profitability (Reinartz and Kumar 2003; Reinartz et al. 2005). 

Digital channels offer cost efficient opportunities for marketers to keep frequently in touch 

with customers and improve customer loyalty. With such prospects in mind, it is not surprising 

that the use of digital channels in marketing is becoming an essential part of strategy in many 

companies. Despite these opportunities, there is a lack of models explaining the interaction 

between DMC and customer loyalty. While parts of DMC, such as web advertising, attitude 

toward a site, perceptions of interactivity, and electronic service quality have been studied, 

integrated theories of DMC are scarce. Our conceptual model integrates ideas and findings 

suggested in many areas of marketing literature to show how brand communication, 

personalization, and interactivity interact with customer loyalty. We present research 

propositions for testing in future research. 

 

We suggest that brand communication builds customer loyalty mainly through increased 

frequency and relational content. Information processing triggered by regular brand 

communication generates customer value and commitment. Increases in these improve 

customer loyalty, both attitudinal and behavioral. Personalization and interactivity moderate 

the effects of brand communication on customer loyalty. Finally, we propose that customer 

characteristics, involvement, and relationship can also act as moderators. 

 

The proposed model needs more empirical support. Because of the number of constructs and 

the complex relationship among them, it could be best to test it in two or more parts before 

testing the entire model. There are also a number of operationalization issues; while some 

measurement scales already exist, some have to be designed. It should also be considered 

carefully which parts of the model need real world behavioral data (e.g. purchases, perceptions 

of received brand communication) and which can be asked hypothetically in a survey (e.g. 

“What value would you perceive if you would get personalized communication?”). Qualitative 

research could also be valuable for clarifying certain concepts and outcomes of DMC, such as 

information processing, perceived value, commitment, and their link to customer loyalty. 
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Although there are some cases where DMC has been effective, it is still unclear in which 

product or service categories and to what type of customers DMC works best to build and 

enhance customer loyalty, and where marketing via conventional channels works better. In 

practice, companies often mix digital marketing with more traditional aspects of marketing 

(Coviello et al. 2003). Systems and process issues have to support this kind of multi-channel 

marketing (see Vesanen and Raulas 2006). Both transactional and relational customer data 

from various channels and customer touch points should be brought together (Zahay et al. 

2004). Thus, the process of DMC and its integration to other marketing would also be a 

valuable research topic. 

 

DMC also requires permission and willingness from customers. Although customers can 

perceive marketer’s personalized and interactive communication valuable, it can also raise 

social concerns such as privacy invasion arising from the collection and use of personal details 

(Evans 2003). Therefore, marketers should be cautious and follow the rules of permission 

marketing (see Godin 1999). Future research could focus on understanding how customers 

would like their personal information to be collected and used in DMC. 

 

Moreover, as our model suggests how to strengthen the loyalty of existing customers, it could 

also be applied to new customer acquisition. For example, if a potential customer has visited 

the marketer’s website and inquired something or expressed interest for receiving information 

about products or services, we expect it would make sense for the marketer to stay in touch 

with these prospects not only with promotional or selling activities but with informative and 

brand-related digital communication to keep the brand in the consideration set. It would be 

interesting to further examine the effects of this kind of interactivity and optimization of 

acquisition and retention efforts (see Reinartz et al. 2005). 
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Abstract

The study examines the effects of e-mail marketing on brand
loyalty and also reveals the kinds of e-mail content valued by
consumers. Data were gathered from 890 consumers, who were
users of a multinational cosmetics brand and had received
regular permission-based e-mail messages from the marketer.
Results reveal that regular e-mail marketing has positive effects
on brand loyalty. E-mail-activated consumers visited retail stores.
Consumers exposed to e-mail marketing recommended the
brand to their friends. Loyal customers appreciated regular
communication and various other information content from the
brand more than mere offers. These results encourage marketers
to keep in frequent contact with customers via e-mail with the
aim of enhancing brand loyalty.
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Introduction

E-mail offers a promising tool to enhance brand

loyalty as it helps marketers keep in touch with

their customers on a regular basis at low cost. The

benefits of an active marketer are described in

considerable detail in the customer relationship

management (CRM) literature, which suggests

that marketers could enhance customer loyalty by

being active and in regular contact with their

customers (see, e.g. O’Brien and Jones, 1995;

Brondmo, 2000; Peppers and Rogers Group,

2001; Hansotia, 2002). Brand literature likewise

shows how active brand communication helps

build and strengthen brand loyalty. Despite the

potential of frequent e-mail marketing for building

and maintaining customer loyalty, it has only

recently started to gain importance in corporate

marketing and CRM strategies[1]. This is also

noted by Reichheld and Schefter (2000), who

discuss how marketers should concentrate

attention on retaining rather than attracting

customers on the internet. There is, however, little

empirical evidence on how e-mail really works to

retain customers.

This paper presents results from a real life case

in which a leading cosmetics brand company had

sent permission-based e-mails to their customers

on a regular basis for over a year. We explore how

regular non-personalized e-mailings (newsletters)

affect brand loyalty, how consumers appreciate

this form of e-mail marketing, and what kinds of

e-mail content are to be appreciated.

We first discuss the use of e-mail marketing and

how marketers could use e-mail to enhance brand

loyalty. We then discuss how brand loyalty can be

defined and measured and describe what kinds of

measures were used in this research. The research

methodology and the results obtained constitute

the next two sections. The paper concludes with a

discussion of the results, its academic and

managerial implications, and suggestions for

future research.

Background: the use of e-mail

For financial reasons it is not hard to see why

e-mail communication is expanding rapidly. The

cost of sending a large number of e-mail messages

is marginal compared with print mail. E-mail also

offers potential for targeted and personalized
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communication. In effect, e-mail has become a

widely adopted marketing medium. For example,

already in 1999 the number of e-mails sent in the

USA was twice that of letters[2]. By the end of

2000, there were 891.1 million e-mail boxes

worldwide; this was a 67 percent increase from the

previous year[3]. Consumers have also adopted

e-mail. Several research reports show how e-mail

has become the most popular online activity

among internet users (see, e.g. Godin, 1999).

E-mail can be used for various marketing

purposes, for example to share information about

products and services, to promote them, to build

brands, to guide customers to web sites, to alert

customers, and to tell the status of orders.

Marketers today use various e-mail techniques,

such as newsletters, reward programs and

community building (see, e.g. Brondmo, 2000;

Roberts et al., 2001). Newsletters, as Brondmo

(2000, p. 51) suggests, “are perhaps the most

common vehicles for establishing ongoing dialogue

with customers, probably because they provide a

terrific mechanism for communicating a highly

personalized blend of information, entertainment,

and promotions.”

Enhancing brand loyalty with e-mail
communication

The customer relationship management (CRM)

and direct marketing literatures suggest that

regular contacts with customers help marketers

enhance customer loyalty. Direct mail is used to

cross- and up-sell, to increase customers’

purchasing frequency, and to induce customers to

respond and to become involved in a dialogue. The

idea is that the more frequently a customer buys or

responds to messages, and the more recent the

purchase or response has been, the more loyal the

customer is. Direct marketers frequently use offers

to build loyalty.

Another aspect of understanding how regular

communication can enhance customer loyalty is

how communication from a brand and interaction

with the brand affect brand attitudes.

Communication and consumer behaviour

theories suggest that when consumers have a

preference for a brand, they are more keen and

willing to receive information from it and also to

search for information about it. Repeated exposure

potentially enhances brand attitudes by allowing

the customer to process more information (Berger

and Mitchell, 1989). When a consumer spends

time with the brand and processes information,

positive affective responses (emotions, feelings,

moods, primary affect, satisfaction) about the

brand are evoked in the consumer’s mind (Dick

and Basu, 1994). Brand loyalty is reinforced as

learning and increased positive experiences with a

certain brand decrease the search for information

about alternative brands (Newman and Staelin,

1972).

Advertising research offers similar insight into

how loyalty mediates communication

effectiveness. Raj (1982) and Sawyer (1973)

provide empirical evidence showing how

advertising has a disproportionate effect on those

loyal to a brand. Raj found that loyal users

increased their volume purchases of the subject

brand in response to increased advertising,

whereas consumers with low loyalty did not show

volume increases. In effect, regular e-mail

communication could be expected to have similar

positive effects on brand loyalty, especially among

brand loyal consumers.

Brand literature shows how marketers could

raise brand loyalty by deepening consumer-brand

relationships (Aaker, 1996; Fournier, 1998;

Kapferer, 1998; Keller, 1998). One way to do this

is to communicate actively with customers.

Regular communication brings value to the users

of the brand by providing them with relevant

information and by reducing their efforts to search

for information. As customers appreciate regular

communication from the brand, it can further

enhance their brand loyalty. Ongoing

communication may also help reassure consumers

that they are using the right brand, thereby helping

to remove cognitive dissonance. Hence,

consumers engage in brand relationships to

simplify buying and consuming tasks and

information processing, and to maintain cognitive

consistency and a state of psychological comfort

and gratification (see, e.g. Sheth and Parvatiyar,

1995). Also, friendship with the brand is important

for some consumers (Fournier, 1998). While the

increasing number of unsolicited (“junk”) mail

threatens consumers’ acceptance of e-mail

marketing, consumers may appreciate receiving

brand information from a marketer from whom

they want to hear and to whom they have given

permission to send e-mails.

Furthermore, regular e-mail communication

with varying information contents that are

accepted and desired by consumers may help

marketers keep their customers interested in their

brand. Sheth and Parvatiyar (1995) suggest that

when consumers are satiated due to the lack of

novelty or variety in the relationship, they may

disengage from relational market behaviour. In

other words, boredom and routinization may drive

consumers to seek additional alternatives, thereby

decreasing or eroding brand loyalty.

In conclusion, we suggest that the effects of

e-mail communication on brand loyalty need to be
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measured via brand attitudes, not solely through

purchasing loyalty and direct responses by the

consumer. What we wanted to explore was how

types of messages other than offers affect brand

loyalty. Hence, in our research, sent e-mails did

not involve a direct response element every time.

In fact, most messages offered no inducement to

buy or respond. Instead, they merely informed the

recipients about new products and how to use

them, provided news about the product category in

general, encouraged and guided respondents to

web pages for further information, and inspired

them to participate in events.

Defining and measuring brand loyalty

Discussion of how to define and measure brand

loyalty has a long history (see Dick and Basu,

1994; Odin et al., 2001). The most commonly-

used definition of brand loyalty is that it is a form

of repeat purchasing behaviour reflecting a

conscious decision to continue buying the same

brand (Jakoby and Chestnut, 1978). In other

words, for brand loyalty to exist, a pattern of repeat

purchase must be accompanied by a positive

attitude towards the brand. Today, most

researchers believe that the best way to

operationalize brand loyalty is to measure both

attitudes and behaviour (Rundle-Thiele and

Bennett, 2001). However, it is not always possible

to measure both these dimensions in practice.

Some authors suggest that if only attitudes could

be measured, they would also predict brand loyalty

as well as actual purchasing behaviour alone

(Baldinger and Rubinson, 1996), and that a high

relative attitude compared with competitive

brands contributes significantly toward long-term

maintenance of loyalty (Dick and Basu, 1994).

In our research setting, we mainly used

attitudinal measures to understand the impact of

ongoing e-mail marketing on brand loyalty.

However, we also investigated behavioural effects,

in particular how e-mail drives store traffic and

generates recommendations. We excpected similar

effects to those found by Howard-Brown (1998)

with conventional direct marketing; positive effects

on achieving purchase, store traffic, and attitudes.

Research setting and methods

To investigate how e-mail marketing affects brand

loyalty and how consumers perceive ongoing

e-mailings, we gathered survey data from

customers of a large multinational company

manufacturing and marketing cosmetics, which is

a field with high-involvement products and intense

competition.

The company had been practising regular

e-mail marketing for 18 months and had built an

in-house permission-based (opt-in) list of its

customers. The brand (referred to later as brand

X) is one of the worldwide leaders in cosmetics and

has products in four categories: skin care, makeup,

fragrance, and body care. The products of brand X

are sold in department stores, where customers

may choose from over 20 different cosmetics

brands. E-mails sent by the company were aimed

at building relationships, and mainly contained

information about new products, invitations to

events, and links to the brand’s web site.

Consumers on the e-mail list (N ¼ 2; 200) were
sent an e-mail message containing a brief

description of the survey and a link to a

questionnaire form on the internet. In total, 890

respondents filled in the questioinnaire, resulting

in a 40.5 percent response rate.

Brand loyalty and attitude measurements

To measure the effects of e-mail marketing on

brand loyalty, we analyzed respondents’

recommendation of the brand, number of store

visits, the recency of last purchase, and brand

attitudes. Brand attitudes were measured with

brand attributes on a scale of 1 to 5, where 1 ¼

does not describe at all, . . . 5 ¼ describes very well.

Ten attributes (such as “trusted brand”, “takes

care of its customers” and “modern and trendy

brand”) were used to describe the brand.

Results

Brand attitudes and loyalty

The results suggest that regular e-mail contacts

have a positive effect on loyalty. Consumers who

had regularly received e-mail messages had strong

brand attitudes; 75 percent of the consumers on

the e-mail list reported purchases of brand X

products less than six months ago; and 74 percent

had recommended the products to their friends.

E-mail messages also had a powerful effect on

stimulating consumers to visit retail stores – 62

percent of the respondents had visited a retail store

at least once because of an e-mail message. The

most important reasons to visit a retail store were

to buy a product and to see the product. What is

interesting to note is that messages without offers

or rewards drove store traffic. Store visits were

explained by a respondent’s appreciation of regular

communication, how many e-mails she

remembered having received, how useful the

messages were perceived to be, how interesting the

message content were, and whether the
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respondent had used e-mail links to visit the

internet pages of the brand (for more detailed

analysis of this, see Martin et al., 2003). Of those

who had visited the internet pages via an e-mail

link, 32 percent had also visited a retail store

several times. However, only 17 percent of those

who had not used the links had visited a retail store

several times (X2 ¼ 24:820, p , 0:001).

Appreciation of regular communication and

e-mail content

The results show that consumers who had received

e-mail found the company’s messages useful and

interesting and appreciated regular

communication (see Table I).

The respondents find the following message

content especially useful (percentage of all

respondents):
. Special sales offers (90 percent).
. Information about new products (89 percent).
. Contests (68 percent).
. News about beauty in general (68 percent).
. Information about events (43 percent).
. Links to interesting internet pages (43

percent).
. Information about international makeup

trends (41 percent).

Those who appreciate regular contacting want to

hear about all of the above items from the

marketer. On the other hand, respondents who

appreciate regular communication less find special

sales offers and competitions especially useful but

do not appreciate other content as much. What is

interesting to note is that although the respondents

said they would like offers, they were pleased with

mailings that did not contain any. This suggests

that e-mailings without an offer can work towards

building customer loyalty, whereas direct

marketing textbooks still advise marketers to

include an offer in a mailing.

The importance of message content is also seen

in how consumers recommend that their friends

join the mail list. The respondents said they would

recommend the e-mail list if they found the

messages useful and interesting and if they

appreciated regular communication from the

brand. The level of brand loyalty itself does not

explain recommendation of the e-mail list to

friends. Those who appreciate the content of

received e-mails had already recommended the

e-mail list or would recommend it without any

monetary incentives, whereas those not happy with

the content would recommend the list only if they

were rewarded for doing so.

The effect of brand loyalty on appreciation of

e-mail

To see how consumers appreciate e-mail depending

on their level of brand loyalty, we here report results

on one product category, skin care products. The

results were similar in the three other product

categories of the brand. Appreciation of regular

communication was examined by product category

because there were differences in loyalty between

product categories. That is, consumers do not use

and prefer the brand in a similar way in all the above

categories. The skin care category was chosen, as

there is a more even distribution of loyalty than in

other categories.

The respondents were classified into single

brand loyals, multibrand loyals, routinized brand

switchers, and experimental brand switchers,

following Rossiter and Percy’s (1998, pp. 525-7)

classification of brand loyalty. Loyalty groups were

constructed from usage of brands, brand

preference, and variety seeking, using the following

questions statements:
. “Do you use brand X?”.
. “If you use also other cosmetics brands, what

are they?” (competing cosmetics brands, 19

listed plus an open choice to be filled in by the

respondent).
. “I think the brands that I use are much better

than others and I only use them” (brand

preference, scale between 1 ¼ does not

describe at all, . . . 5 ¼ describes very well).
. “I buy a variety of brands and don’t feel

strongly about any of them” (variety seeking,

scale between 1 ¼ does not describe at all, . . .

5 ¼ describes very well).

To test the reliability of measurements, Cronbach’s

Alpha was counted for these four questions.

Cronbach’s Alpha was 0.6915, which we conclude

confirms that these questions can be used to form

brand loyalty groups reliably. Respondents were

classified into a respective group based on how

they responded to each of these questions, as

indicated in Table II.

Single brand loyals (SBL) are consumers who

use brand X and do not use any other competing

brands in the product category. They strongly

prefer the brands they use and do not seek variety.

Table I E-mail content evaluations and appreciation of regular communication

Evaluation of e-mail content and

regular communication Mean

Percentage of values

4 or 5

How useful do you find the e-mails

received from brand X?a 3.7 56

What do you think about

the content of the messages?b 3.8 66

How important is it to you that

brand X is regularly in touch with you?c 3.9 70

Notes: a1 = not at all useful, 5 = highly useful; b1 = not at all interesting, 5 = highly
interesting; c1 = not at all important, 5 = highly important
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Multibrand loyals (MBL) use one to three

competing brands in the product category in

addition to brand X, prefer the brands they use

and do not actively seek variety. Routinized brand

switchers (RBS) use at least four competing

brands, as well as brand X, prefer the brands they

use but are less loyal than MBLs as price affects

their brand loyalty. Experimental brand switchers

(EBS) use at least four competing brands, do not

prefer the brands they use, and seek variety. In our

analysis, we have combined the two groups of

RBSs and EBSs into one group called brand

switchers (BS).

The results show that the more brand loyal

consumers are, the more they appreciate regular

communication and value the messages they have

received (see Table III).

There is a statistically significant difference (at

the 0.05 level) between the groups of SBL and BS,

and MBL and BS in “How useful do you find the

e-mails received from brand X?”, between the

groups SBL and BS, and SBL and MBL in “What

do you think about the content of the messages?”

and between all groups in “How important is it to

you that brand X is regularly in touch with you?”.

Discussion of the results and conclusions

We studied a large multinational cosmetics brand

that has an inhouse list of opt-in e-mail

subscribers. Our data show that regular contact

with consumers by e-mail has positive effects on

brand loyalty. The consumers exposed to e-mail

marketing recommended the brand to their

friends. E-mail also activated consumers to visit

retail stores, buy the brand’s products, and visit the

brand’s site on the internet via links. Brand

attitudes were also positive among consumers who

had received e-mail. The data show that

consumers with higher brand loyalty appreciate

regular communication from the brand more than

the less loyal. From this we conclude that e-mail

offers marketers an opportunity to further

strengthen the brand loyalty of already loyal

customers by keeping in frequent contact with

them.

The consumers who appreciate regular

communication from the brand find many

different contents useful in addition to sales offers

(product information, contests, news and trends

about the product category, information about

events, and links to internet pages), while the

respondents who do not appreciate regular

communication mainly prefer sales offers. While

the respondents say that they appreciate sales

offers in e-mails, the data show that the e-mail

marketing practiced by the company, using no

price related offers, did have positive effects on

brand loyalty. This finding is in line with recent

e-mail marketing literature suggesting that e-mail

should not be used as much for sales as for service

(see Brondmo, 2000) and for building brand

loyalty. Yet the direct marketing literature still in

general suggests that mailings should always

contain an offer or some other element of direct

response. Our results imply that the strategic focus

of ongoing e-mail marketing should be in creating

brand encounters and deepening consumer-brand

relationships with loyal customers, and not just in

seeking additional sales. As Howard-Brown (1998,

p. 247) stated, “consumers expect companies they

buy from to keep in touch, but not all of them do

Table II Classification of consumers into brand loyalty groups

Brand loyalty group Brand usage

Brand preference

(scale 1-5)

Variety seeking

(scale 1-5)

Single brand loyals Uses brand X, not any others Value 4 or 5 Value ,¼ 3

Multibrand loyals Uses brand X and one to three competing brands Value 4 or 5 Value ,¼ 3

Routinized brand switchers Uses brand X and over three competing brands Value 4 or 5 Value ,¼ 3

Experimental brand switchers Uses brand X and over three competing brands Value ,¼ 3 Value 4 or 5

Table III Effect of brand loyalty on e-mail content evaluations and appreciation of regular communication

Evaluation of e-mail content and regular communication

Single brand loyals

(n 5 58)

Multibrand loyals

(n 5 221)

Brand switchers

(n 5 121)

How useful do you find the e-mails received from

brand X?a 3.93 3.65 3.41

What do you think about the content of the messages?b 4.05 3.77 3.69

How important is it to you that brand X is regularly

in touch with you?c 4.36 4.04 3.77

Notes: a1 = not at all useful, 5 = highly useful; b1 = not at all interesting, 5 = highly interesting; c1 = not at all important, 5 = highly
important; values in columns are means of each cell
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so.” E-mail now offers this opportunity for

marketers.

We encourage marketers to build an opt-in

e-mail subscriber list, to which consumers can

easily join. Consumers who join are active, and

show their involvement and interest toward the

brand.

The message content that seems to work for

customers who are already loyal is rather more

informative and entertaining in nature, as opposed

to being sales and discount-oriented. To target

different customers more precisely, a brand loyalty

classification is useful. Also, it could be a good idea

to use interesting links in the e-mails to drive web

site and store traffic. Advertising research suggests

that visits to a high-involvement-product web site

increase consumer’s brand attitude (Dahlén et al.,

2003).

Although we see evidence of positive effects of

regular e-mail marketing on brand loyalty, there

are some limitations in this study that make us

cautious in generalizating the results. First, it may

be that e-mail does not work as well with products

where consumers’ involvement is low. Second, due

to the nature of the brand, we only had female

respondents in our data. Third, as we examined

consumers who had given permission for the

company to send e-mail and who were all users of

the brand, the power of e-mail marketing on

non-users of a brand remains unknown.

Since there still is little empirical evidence on

the impacts of e-mail marketing on brand loyalty,

future research is needed to verify the results of this

study. In particular, message content stands out as

a central research question. It would also be useful

to combine actual sales data with attitudinal

measures of brand loyalty in order to get an even

more precise picture of the effects of e-mail

marketing on brand loyalty.

Notes

1 “E-mail marketing: who is using e-mail for marketing,
what they’re sending, and why they’re sending it”,
BoldFish Inc. Adapted from www.1to1.com/ (accessed 28
February, 2002)

2 The e-Mail Marketing Report 2001. Executive Summary,
adapted from www.emarketer.com/ (accessed 30 March,
2001).

3 Year-End 2000 Mailbox Report, adapted from
www.unitedmessaging.com/ (accessed 4 April, 2001).
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Executive summary

This executive summary has been provided to allow

managers and executives a rapid appreciation of the

content of this article. Those with a particular interest

in the topic covered may then read the article in toto to

take advantage of the more comprehensive description

of the research undertaken and its results to get the full

benefit of the material present.

Speak gently to your customer, it works

The essence of good direct marketing lies in timely

information, directed to somebody who in

interested and calling for the recipient to do

something. Over the years direct marketers have

spent much time developing strategies that bring

us closer to this essence – something that, as all

who receive “junk” communications know, is

easier said that done.

For consumer direct marketing there are

essentially two different approaches – targeting

through the use of secondary data and focusing

direct communications on existing customers and

prospects (people we know). In the latter case we

may use general advertising to generate requests

for information but the direct communication

goes to somebody who has asked us to talk to

them. We can see distinct differences in these

strategies as one seeks to refine the general down

to the specific whereas the other identifies the

specific.

The internet opens up a new collection of

communications opportunities previously

unavailable to marketers. But it also presents a new

set of threats to direct marketing that follows from

concerns about intrusion, privacy and security of

data. E-mail may be cheap (the marginal cost of

another e-mail is, to all intents, zero) but this

encourages the business to throw out more

communications. Direct mail presented a problem

but it was constrained by the fact that the firm had

to print the material and pay the postage. No such

costs exist on line and where the firm produces the

communication in-house any design costs are also

reduced to nearly nothing.

The result of this low cost has been the

explosion in unwanted communications (spam)

that threaten to overwhelm the value of e-mail

communication. And, for firms acting responsibly

in respect of e-mail communications (such as the

cosmetics company described here) the concern

will be that controls over spamming will impact on

effective on-line marketing. However, given that

e-mail is becoming one of the principal means for

people to communicate, firms must begin to grasp

how to speak with consumers without engaging

their wrath.

The online newsletter – a soft sell approach

Newsletters have long been used in direct

marketing since they allow for a low-key sale, the

transmission of information and the opportunity to

create a strong image. However, consumer direct

marketers – unlike their business-to-business

colleagues – have tended to avoid using

newsletters because of their cost and the

suppression of response rates that comes with a

softer approach. On-line many of these limitations

disappear and the newsletter becomes a powerful

communications tool.

Since the cost of distributing the newsletter

approaches zero (there remain residual costs in

producing the newsletter and maintaining the

e-mail database) and the size of the newsletter is

not constrained by print format, e-mail newsletters

have become one of the favoured means for firms

to reach out to customers on-line. Rather than

worrying about careful targeting so as to reduce

costs, the firm can concentrate on making sure that

the content of the newsletter appeals to the

recipient.

There are several possible reasons for using

e-mail direct marketing – securing repeat

purchase, reinforcing a purchase already made,

increasing loyalty, encouraging recommendation

and providing general corporate or product

information. With a newsletter these differing

elements of direct marketing tactics can be

combined – the newsletter can provide

supporting information on product usage

(helping reduce cognitive dissonance), give

information about the market and, in a way really

made possible by the internet, create a

community of customers. All this and sending

sales offers to good customers.

Newsletter and customer loyalty

One of the primary aims of newsletter

communications is the promotion of brand loyalty

– something that has exercised direct marketers for

many years. The brand loyal customer represents

the best possible prospect for sales of new and

existing products but has always proven rather

elusive. Indeed, our main definition of loyalty has
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always been repeat purchase despite the fact that

there is not straightforward link between repeat

purchase and brand loyalty.

It is important to note here that regular

communication – especially where it forms

something of a dialogue – is essential to the

creation and maintenance of loyalty. And the

use of e-mail represents a low-cost means of

achieving this regularity of contact. However, for

the communication to work, there has to be

something in it for the recipient. The findings

here confirm this by revealing that the most

popular content for an on-line newsletter is

“special sales offers” followed by information

about new products. Direct marketing remains the

same – responsiveness comes from the customer

seeing some gain from a relationship with the firm.

However, the sales communication needs to be

placed in context. We are seeking to achieve more

than just a repeat purchase from our

communication – we want the customer to regard

us better. This requirement supports the idea of

general interest content for the communication

since this shows we are interested in the customer

for more reasons than the prospect of her buying

from us!

Talk, don’t shout

One of the failings that direct marketers often

reveal is a tendency to act a bit like the old

fashioned street trader – we repeatedly shout

offers at our customers. While this can work for

some types of product, our customers want

something a little more considered. The chap who

cleans our carpets sends a regular newsletter

containing chatty stories, information about

cleaning and the services he offers. The tone is

friendly, helpful and engaging. It sets the business

in context (I’ve still got the issue with the

information about removing stains) and means

that we use him again and again despite the cost

being greater than we could get from a less

engaging carpet cleaner.

E-mail communications need to be treated

carefully so as to maintain the goodwill and

interest of our customers. Given the low cost of

this type of communication, we have the

opportunity to give a more rounded picture than

would be so for traditional “snail mail”.

(A précis of the article “ The impact of e-mail

marketing on brand loyalty”. Supplied by Marketing

Consultants for Emerald.)
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1 Introduction 

Marketers are now realising the importance of mobile phones as sales and marketing 
channel because its penetration goes up (Barnes and Scornavacca, 2004; Barwise and 
Strong, 2002). Following the technical development of mobile phones, new applications 
and services, like text and multimedia messaging (SMS and MMS), games, music, digital 
photography, and m-healthcare have emerged (Shchiglik et al., 2004; Cocosila et al., 
2004). The convergence of mobile phones and the internet is creating new business and 
marketing opportunities to sell connectivity and services to end-consumers (Barnes, 
2002; Narduzzi, 2002; Tsang et al., 2004). Despite the promise of cost-effective and 
targeted communications offered by the medium, there is still surprisingly little research 
and empirical evidence on how mobile advertising actually works.1 For example, can 
mobile advertising increase sales in the long term? Are there differences on how different 
customers respond to mobile advertising, and which segments are worth targeting? These 
are some of the questions that need more attention. 

This paper presents results from analysis of the sales and marketing data of 5500 
Finnish customers of a multinational provider of consumer mobile value-added services. 
From this data we investigate whether mobile advertising is effective in generating sales 
of mobile services. We also investigate how the effectiveness of mobile advertising 
depends on consumers’ usage patterns of mobile services. 

We first discuss the use of mobile phones as a marketing medium, and the different 
types of mobile products and services and their usage. Then we present our research 
questions and hypotheses. The research methodology and the results obtained constitute 
the next two sections. The paper concludes with a discussion of the results, its academic 
and managerial implications, and suggestions for future research. 

2 Background 

Mobile phones have become a serious marketing channel, as the penetration is very high 
in many countries. For example, in Finland penetration was 90% at the end of 2003 (Elisa 
Corporation, 2004) while in Europe and USA, the average mobile phone penetration was 
75% (by the end of 2003) and 61% in Q3 of 2004 (Smith and Card, 2004, Enpocket, 
2004), respectively. While mobile phones are still used primarily for voice, text 
messaging (SMS) has already proved to be a worldwide success among consumers. For 
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instance, in the UK, 2.13 billion person-to-person text messages were sent in September 
2004 (Mobile Data Association, 2004). 

Even though marketers are realising the business potential of mobile media and its 
importance as a marketing medium, its use is still in its development phase and deeper 
understanding is needed (Vrechopoulos et al., 2002; Heinonen and Strandvik, 2003; 
Balasubramanian et al., 2002). Initially, Marketers have been slow in realising the 
potential of mobile phones for advertising and promotions, but the situation is changing. 
According to Kearney and Cambridge University’s Judge Institute of Management 
(2003), 54% of European consumers have received text advertisements on their mobile 
phones in 2003, compared to 40% in 2002. Forrester’s research predicts that SMS 
marketing will continue to grow, as 50% more firms will adopt it and average campaign 
spending will double (de Lussanet et al., 2003). However, business results are based on 
how consumers react to mobile advertisements. Initial figures seem quite disappointing; 
for example, in 2003 only 2% of European consumers said they had bought anything as a 
result of mobile text advertising (Kearney and Cambridge University’s Judge Institute of 
Management, 2003). Therefore, it is very important to explore how mobile advertising 
really works, and to find out what product and service categories are effective and to 
which customers should these effective advertising categories be sent. However, human 
factors must also be understood (Choi et al., 2005). 

Previous research argues that mobile advertising is expected to work best for 
marketing products and services that are simple and inexpensive (Barwise and Strong, 
2002; Kini and Tharnarithiporn, 2004). Consequently, we believe that mobile advertising 
could work well for products and services that are contextually familiar and related to the 
same channel (i.e., mobile services). This enables consumers’ instant response (Vihinen 
and Tuunainen, 2004; Kavassalis et al., 2003). Consumers might appreciate the 
convenience of using a single device for getting marketing information, ordering, paying 
and consuming the actual products and services. Examples of these mobile services are 
entertainment services (e.g., ringtones, graphics) that consumers increasingly use to 
personalise their mobile phones, and information services (e.g., directories, weather, 
news). In Finland, these are the most desired and used mobile services (Karjaluoto et al., 
2003; Vrechopoulos et al., 2003). The effectiveness of mobile advertising could also 
depend on consumers’ usage patterns of the advertised product or service. For example, 
heavy users of mobile entertainment services might respond differently to mobile 
advertising than light users of information services. 

3 Research questions and hypotheses 

The purpose of this paper, based on the discussion presented above and the need for 
empirical evidence of the effectiveness of mobile advertising is to answer the following 
research questions: 

• Is mobile advertising effective in increasing sales of mobile services? 

• Is the effectiveness of mobile advertising dependent on consumers’ usage patterns of 
the advertised product or service? 

According to these questions, we constructed the following hypotheses: 
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Hypothesis 1 The purchase behaviour of the customers who had given permission to 
mobile advertising and those who had not given the permission was 
similar before starting mobile advertising. 

Hypothesis 2 After mobile advertising, the average daily expenditure to 
mobile services is higher among those who have received 
advertising messages. 

Hypothesis 3 The effectiveness of mobile advertising depends on consumers’ usage 
patterns of the advertised product or service. 

4 Methods and data 

We examined customers of one of the world’s leading provider of mobile services, 
operating in both Europe and Asia to examine how mobile advertising via SMS works to 
boost sales of mobile services and value of customers. Services offered by the company 
include communication, information, and entertainment (e.g., games, horoscopes, SMS 
chat, news and sports information, ringtones, and graphics). All of the services can be 
ordered on demand by text messaging a specified keyword to local short number (pull 
services), and many services can also be subscribed for regular automatic delivery to the 
mobile phone (push services). The service provider uses permission-based SMS push 
advertising to increase sales and cross-sell services to its existing customers, sending an 
average of 1.4 advertising messages to each customer in a month. About half of the 
messages sent promote enterntainment services, while the other half promote information 
services. The company also advertises its products on their website and on magazines. 
However, the volume of this marketing was stable during the research period, giving 
confidence for isolating the effect of mobile advertising on sales. 

A random sample of 5500 Finnish customers were selected from data comprising 
1.8 million Western European customers. The sample covered individual sales and 
response data of those customers from a period of 18 months (April 2001 – September 
2002). About half of the customers in the sample had given their permission for mobile 
advertising and had received promotional messages (N = 2453), while the other half of 
the sample were customers who had not given permission or received any messages 
(N = 3047). Furthermore, because there was approximately a three-month pre-marketing 
period in the beginning of 2001 – when there were advertising permissions but no 
messages were sent – we split the sample into two time periods: before and after mobile 
advertising. We could see if the customers who had given permission were inherently 
different in their purchase behaviour by analysing the time before advertising. 

Mobile advertising success can be measured by consumer attention, consumer 
behaviour, and cost ratios (Dickinger et al., 2004). Our data included purchasing history 
for each day during the observation period for every member of the sample. Therefore, 
we chose to use customers’ average daily expenditure in cents/day (1 euro = 100 cents) 
for the company’s mobile services to reveal whether customers exposed to mobile 
advertising buy more than those who have not received any mobile advertising messages. 
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Gilbert and Kendall (2003) suggest product use patterns as a segmentation dimension 
of mobile services. We wanted to know whether different usage patterns of mobile 
services affect how mobile advertising works. Thus, we divided customers into three 
approximately equally sized groups: heavy, medium, and light users based on the average 
daily expenditure before mobile advertising. We further divided them – based on the 
content of purchased mobile services – into entertainment-oriented, information-oriented, 
and mixed. Entertainment-oriented mobile service customers make extensive use of 
logos, ringtones, games, etc., while information-oriented customers mainly use directory 
services (phone/address inquiries), news services, etc. Customers in the ‘mixed’ group 
use both entertainment and information services. Those customers who could not be 
classified into these segments were left out of these analyses. For example, if the number 
of purchases for an individual customer was too low, we could not tell his content 
preferences. With these analyses we wanted to find out whether heavy users differ from 
medium and light users, or whether entertainment service users differ from information 
service users in their response to advertising. Analysis of Variance (ANOVA) was used 
to reveal significant interactions. This analysis gives useful information for targeting and 
cross-selling purposes. 

5 Analysis and results 

Exploration of the time period before mobile advertising had started reveals that the 
average daily expenditure of mobile services of those who had given permission for 
mobile advertising did not statistically differ (t = 1.42, p = 0.16) from those who had not 
given permission. Thus, Hypothesis 1 is supported. 

On the contrary, analysis of the time period – after the mobile advertising had begun 
– reveals that there was a significant difference in the average daily expenditure between 
the customers who were exposed to mobile advertising against those who had not 
received any mobile advertising messages (t = –4.48, p < 0.01), see Table 1. 

Table 1 Average daily expenditure of customers exposed to mobile advertising versus 
non-exposed 

Group: all customers N Mean (cents/day) Standard error 

No marketing 3047 3.22 0.0020 

SMS marketing 2453 4.36 0.0016 

The average daily expenditure of those exposed to mobile advertising was 35% higher 
compared with those who were not exposed. From this, we can conclude that mobile 
advertising was effective in increasing sales. Thus, Hypothesis 2 is supported. 

To explore the effects of both content preferences and level of mobile service usage 
on average daily expenditure, the data were analysed by 3 (content preference) × 3 (usage 
class) × 2 (exposure to SMS marketing) ANOVA, see Table 2. 
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Table 2 Average daily expenditure by content preference, usage class, and exposure to SMS 
marketing: means and standard deviations 

 
  

Dependent variable: average daily 
expenditure 

Content preference Usage class 
Exposure to 

SMS marketing 
Mean 

(cents/day) 
Standard 
deviation N 

Total Light No  0.75 0.020 861 

  Yes  1.49 0.032 633 

 Medium No  1.88 0.031 685 

  Yes  2.68 0.041 810 

 Heavy No  5.26 0.093 688 

  Yes  8.01 0.112 806 

Entertainment Light No  0.19 0.009 402 

  Yes  0.73 0.025 209 

 Medium No  0.30 0.009 234 

  Yes  1.56 0.040 260 

 Heavy No  2.03 0.102 189 

  Yes  3.39 0.053 179 

Information Light No  1.08 0.028 251 

  Yes  1.38 0.034 218 

 Medium No  3.03 0.042 216 

  Yes  3.26 0.051 172 

 Heavy No  7.29 0.099 269 

  Yes 11.40 0.158 176 

Mixed Light No  1.42 0.022 208 

  Yes  2.36 0.035 206 

 Medium No  2.41 0.028 235 

  Yes  3.19 0.034 378 

 Heavy No  5.53 0.069 230 

  Yes  8.52 0.101 451 

An ANOVA on average daily expenditure yielded main effects for content preference, 
usage class, and exposure to SMS marketing (F = 96.60, 252.87, and 50.23; p < 0.01, 
< 0.01, and < 0.01, respectively). 

The two-way interaction between usage class and exposure to SMS marketing on 
average daily expenditure was significant (F = 13.15; p < 0.01). A comparison of 
customers who are exposed to mobile advertising with the non-exposed revealed that the 
average sales for light users increased by 0.74 cents/day, 0.80 cents/day for medium 
users, and 2.75 cents/day for heavy users. Hence, the value of the heavy user customers 
for the company increased most. However, the highest proportional gains were for the 
light users (+99%). 
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The two-way interaction between content preference and exposure to SMS marketing 
on average daily expenditure was not significant (F = 0.74; p = 0.48). However, the 
three-way interaction among content preference, usage class, and exposure to SMS 
marketing was significant (F = 2.62; p < 0.01). Hence, a comparison of customers 
exposed to mobile advertising with the non-exposed revealed that the highest increase in 
sales revenue was for the heavy users of information services (4.11 cents/day), and the 
best proportional increase was for the medium users of entertainment services (+420%). 

Overall, the effectiveness of mobile advertising depends on consumers’ both content 
preferences and usage level of the mobile services. Thus, Hypothesis 3 is supported. 

6 Discussion of the results and conclusion 

The results of this study indicate that permission-based mobile advertising (using SMS) 
increases sales of mobile services, as we found a significant difference in average daily 
expenditure among customers who were not exposed to mobile advertising versus those 
non-exposed. However, mobile advertising works differently for different customers. The 
effectiveness of mobile advertising varies between customers with different content 
preferences (entertainment, information, or both) and service usage levels (heavy, 
medium, or light users). The highest gains in sales, when measured in money, were for 
the heavy users of the company’s mobile services, while the highest proportional gains 
were for the medium and light users. These results imply that customers’ content 
preferences and usage levels can be used as differentiating variables to target the right 
customers and achieve better results with mobile advertising. 

The analyses of the impact of SMS mobile advertising on customer’s purchases 
reveals that mobile advertising can, indeed, sell more mobile services to a company’s 
existing customers. However, there are some limitations in this study. One limitation was 
the year when our data was collected, which is in 2001–2002. Back then, mobile 
marketing was not as common as it is today when mobile advertising volumes are higher. 
This somewhat limits the generalisation of the results. When consumers are increasingly 
exposed to mobile advertising, user acceptance is increasingly regarded as a critical 
success factor for mobile services (Amberg et al., 2004; Heinonen and Strandvik, 2003). 
Therefore, a company should develop clear strategies for using mobile advertising, and 
decide which segments to target.  

Another limitation is the lack of background variables in our data. We had to use 
behavioural and sales data. Marketers must also understand how customers perceive 
and evaluate mobile services and which attributes contribute customer satisfaction 
(Chong and Wong, 2005; Mylonakis, 2004) to deliver service quality. It would be useful 
to know whether more data on customers, including demographics and attitudinal data, 
could help track the impact of mobile advertising and build more sophisticated models of 
how mobile advertising can be used to trigger additional sales from a company’s 
customer base. 

This study provides useful information on how mobile advertising works and 
encourages future research, which needs to dig deeper into following questions: Does 
mobile advertising work better for products or services consumed in the same channel (as 
mobile services in this study), or can it also be successfully used in other product or 
service categories? What is the effect of the message content? Such classification of 
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different mobile advertising message content sent to different customers would give 
information on how customers appreciate various content and how cross-selling works. 
What is the optimum frequency of mobile advertising messages, and how it affects the 
duration of a customer relationship and customers’ purchase frequency? These analyses 
would provide information on the effects of mobile advertising on customer lifetime 
value. Finally, replicating this study in different countries, such as USA or Japan, would 
reveal an interesting cultural and market differences. 
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5 Discussion 

5.1 Research questions revisited 

The objective of the study was to examine interaction between digital marketing 

communication (DMC) and customer loyalty. This main research question was divided into 

sub-questions exploring the key elements of DMC that interact with customer loyalty, the 

mechanism by which DMC interacts with customer loyalty, and the outcomes of DMC for 

customer loyalty. Figure 5 proposes an integrative model of the interaction between digital 

marketing communication and customer loyalty. The model is the key contribution of this 

dissertation. It depicts the key elements of DMC and explains how they interact with 

customer loyalty. Also, it suggests the outcomes of DMC for customer loyalty. 

 

Figure 5: An integrative model of the interaction between digital marketing communication and customer 
loyalty 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

We suggest that brand communication builds customer loyalty mainly through frequency and 

relational content. Information processing triggered by brand communication generates 

customer value and commitment. Increases in these improve customer loyalty, both attitudinal 

and behavioral. Personalization and interactivity moderate the effects of brand communication 
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on customer loyalty. In addition, we propose that customer characteristics, involvement, and 

relationship can also act as mediators. 

 

Related to the integrative model, research propositions were presented in Publication I. Table 

2 summarizes these propositions.  

 

Table 2: Propositions of an integrative model of the interaction between digital marketing communication 
and customer loyalty 

 

 
 
 
Overall, evidence from Publications I-IV supports our claim that digital marketing 

communication works to cultivate customer loyalty. Table 3 lists the support of each 

publication’s findings for our research propositions. Only propositions that were measured are 

listed. 
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Table 3: The central findings of the publications in relation to research propositions 

Publication Hypotheses Conclusion 
I All Supported. Conceptual model and hypotheses 

are based on theories and empirical evidence 
from various marketing literatures. DMC has a 
great potential for positive interaction with 
customer loyalty. 
 

II Proposition 1a: Increasing the frequency of 
brand communication (X1) has positive effects 
on behavioral customer loyalty (Y1). 
 
Proposition 1b: Increasing the frequency of 
brand communication (X1) has positive effects 
on attitudinal customer loyalty (Y2). 
 
Proposition 2a: Brand communication with 
relational content (X21) has positive effects on 
behavioral customer loyalty (Y1). 
 
 
Proposition 2b: Brand communication with 
relational content (X21) has positive effects on 
attitudinal customer loyalty (Y2). 
 
Proposition 3a: Personalizing the substance of 
brand communication (Z12) positively moderates 
its effects on both behavioral (Y1) and attitudinal 
customer loyalty (Y2). 
 
 
Proposition 4a: Customers’ usage of interactive 
brand communication functions (Z21) positively 
moderates the effects of brand communication 
on both behavioral (Y1) and attitudinal customer 
loyalty (Y2). 
 

Supported - regular brand communication has a 
positive impact on customers’ recommendation, 
website and store visits, and reported purchases. 
 
Supported - regular brand communication has a 
positive impact on customers’ brand attitudes.  
 
 
Supported - relational brand communication has 
a positive impact on customers’ 
recommendation, website and store visits, and 
reported purchases. 
 
Supported - relational brand communication has 
a positive impact on customers’ brand attitudes.  
 
 
Supported - for the non-loyal customers the 
positive effects of relational brand 
communication were not as strong as for the 
loyal customers, and these groups prefer 
different content. 
 
Supported – customers’ usage of email links 
were positively related to the number of store 
visits. 

III Proposition 1a: Increasing the frequency of 
brand communication (X1) has positive effects 
on behavioral customer loyalty (Y1). 
 
 
Proposition 3a: Personalizing the substance of 
brand communication (Z12) positively moderates 
its effects on both behavioral (Y1) and attitudinal 
customer loyalty (Y2). 
 

Supported – regular brand communication 
influenced customers’ store visits, which were 
positively dependent on the number of received 
emails. 
 
Partially supported – those customers who 
perceived emails as useful were more likely to 
visit a store. Attitudinal loyalty was not 
modeled. 

IV Proposition 1a: Increasing the frequency of 
brand communication (X1) has positive effects 
on behavioral customer loyalty (Y1). 
 
Proposition 2c: Brand communication with 
promotional content (X22) has positive effects on 
behavioral customer loyalty (Y1). 
 
Proposition 3a: Personalizing the substance of 
brand communication (Z12) positively moderates 
its effects on both behavioral (Y1) and attitudinal 
customer loyalty (Y2). 

Supported - regular brand communication has a 
positive impact on the purchases in the long 
term.  
 
Supported – promotional brand communication 
has positive effects on long-term behavioral 
customer loyalty.  
 
Partially supported – the effects of brand 
communication differ for different customer 
segments based on their content preferences. 
Attitudinal loyalty was not measured. 
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The most significant support in the empirical cases was found for Propositions 1a and 1b, 

implying that frequent brand communication can have positive effects on customer loyalty, 

both behavioral and attitudinal. The positive interaction for both propositions was found in 

Publication II, and for Proposition 1b in Publications III and IV (where only behavioral 

customer loyalty data was available). Proposition 1c was not measured in the empirical cases.  

 

Propositions 2a and 2b were strongly supported in Publication II, and Proposition 2c in 

Publication IV (where only promotional content was used). This implies that brand 

communication with relational content can work for enhancing customer loyalty, both 

behavioral and attitudinal. Also, brand communication with promotional content can improve 

behavioral customer loyalty. Proposition 2d was not measured in the empirical cases. 

 

There was also support for Proposition 3a in Publications II, III and IV, suggesting that 

personalizing the substance of brand communication can positively moderate its effects on 

both behavioral and attitudinal customer loyalty. Propositions 3b and 3c were not measured in 

the empirical cases. 

 

Proposition 4a was supported in Publication II, which implies that customers’ usage of 

interactive brand communication functions can positively moderate the effects of brand 

communication on both behavioral and attitudinal customer loyalty. Propositions 4b and 4c 

were not measured in the empirical cases. 

 

5.2 Theoretical contributions and managerial implications 

This dissertation makes contributions to both academia and practitioners. First, we have 

explored DMC, a new area in marketing, and integrated it into existing marketing theories and 

larger theoretical changes in marketing thinking. These include modern brand thinking (Aaker 

1996; Fournier 1998) and the recent ideas of CRM and marketing productivity (Reichheld and 

Schefter 2000; Reinartz and Kumar 2003; Reinartz et al. 2005). We have conducted empirical 

research with companies and collected data that give insight and evidence how DMC works 

from a relationship marketing perspective, especially for cultivating customer loyalty. Hence, 

we find support for the suggested ideas of successfully applying the relationships marketing 

concepts in consumer and mass markets with the help of advances in information and 

communication technology (Bagozzi 1995; Bhattacharya and Bolton 2000). Also, there has 
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been a lack of models explaining how DMC interacts with customer loyalty. The conceptual 

model of this dissertation integrates ideas and findings suggested in many areas of marketing 

literature to show how brand communication, personalization, and interactivity interact with 

customer loyalty. As a major result, we have constructed a model that explains the interaction 

between DMC and customer loyalty. It contains a new combination of variables that are 

relevant for understanding how customer loyalty can be constructed in modern marketing 

environment in interaction with companies and customers. This model can be used to guide 

both academic research that digs deeper in this area and help marketers who carry out DMC. 

 

DMC can help marketers improve their return on marketing and profitability (Reinartz and 

Kumar 2003; Reinartz et al. 2005). With such prospects in mind, it is not surprising that the 

use of digital channels in marketing is becoming an essential part of strategy in many 

companies. However, in many companies digital marketing is not conducted systematically. 

For example, it has been found that the application of interactive functions in brand websites 

is still quite limited (Dou and Krishnamurthy 2007). Our model can help to recognize the key 

elements and systemize digital marketing. It helps to identify the mechanism of how DMC 

interacts with customer loyalty and potentially improves it. Also, by listing the relevant 

outcomes it provides a framework for operationalizing and measuring the effects of DMC on 

customer loyalty. Thus the link between DMC and customer loyalty can be quantified and 

monetized, giving the information needed to assess and improve return on marketing and 

profitability. 

 

The positive results of this thesis also encourage utilizing DMC despite the challenges raised 

by increasing spam and privacy concerns. Digital channels like email and mobile phones offer 

opportunities for a marketer to keep frequently in touch with customers and thus develop 

customer relationships and cultivate customer loyalty. When new digital channels and forms 

of communication are increasing at a rapid pace it is useful to keep in mind the basic concepts 

and mechanisms of DMC that were presented in this theses. Because these concepts are based 

on well-established theories, it is suggested that they work independently of the medium. 

When the objective of a company is to improve customer loyalty, DMC should be one of the 

essential marketing practices. In some cases it could be the most important and most efficient 

way to cultivate customer relationships. By measuring the outcomes of DMC on customer 

loyalty and comparing them with other marketing channels, optimal marketing 

communication concept can be built. 
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5.3 Limitations and future research 

We realize that there are limitations in our study. The building of the conceptual model has 

been an iterative process concerning literature reviews, discussions with companies, and 

collecting empirical evidence. As we preferred real-word data and our model is quite 

extensive, we found it difficult if not impossible to test the complete model at one time. In 

spite of numerous attempts to build experiments we could not find a case company that would 

be able and willing to test all components of our model. This was due to limitations 

concerning companies’ skills, data systems, segmentation models, employee capacity, etc. It 

seems that at that point of time, our model was well ahead of the everyday reality where 

companies conducted digital marketing. Therefore, in this dissertation the evidence 

supporting the model is more explorative and its comprehensive testing will be conducted in 

future research. 

 

The main objective of this dissertation was not to prove actual causal relationships. The 

model proposes mechanisms of the interaction between DMC and customer loyalty but the 

actual causal relationships have to be tested and verified in future research. Even if the 

publications provide some evidence of causal relationships between the researched concepts, 

they are not conclusive. In Publication IV’s longitudinal study it was found that mobile 

marketing was effective in increasing customers’ behavioral loyalty in the long term, verified 

by the fact that customers who were exposed to mobile marketing were not inherently 

different in their purchase behavior versus those who were not exposed. However, loyalty 

measurement was only limited to behavioral loyalty and attitudinal loyalty information was 

unavailable. Future research should incorporate similar longitudinal research designs, where 

customers’ initial loyalty levels (both behavioral and attitudinal) would be measured in detail, 

then DMC would be carried out, and the outcomes would be measured in various points of 

time. Hence, the actual effects of DMC on customer loyalty could be verified. 

 

Even if the main components and propositions of the model are tested, it needs more 

empirical support. Because of the number of constructs and the complex relationship among 

them, it would be best to test the model in two or more parts before testing the entire model. 

For example, as in this dissertation we focused mainly on customer loyalty as the outcome of 

DMC, the perceived value and commitment derived from DMC and their interaction with 

customer loyalty should be further examined. As value and commitment are rather established 
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concepts they provide a solid base for examining the more detailed mechanism of the model. 

Although value and commitment are proposed as antecedents of customer loyalty in this 

model, their role should be further analyzed in future studies. For instance, it could be 

examined how the variation of brand communication content affects the formulation of 

different types of perceived value, and how that leads to commitment and customer loyalty. 

Hence, the actual building process of customer loyalty could be better understood. 

 

In this study most of the empirical evidence concerned the direct effect of brand 

communication on customer loyalty. Even if there was strong support for the positive 

interaction between frequent brand communication and customer loyalty, more detailed 

results could be obtained in future research where the effect of different frequency levels 

should be tested. In this way the possible wear out of point of DMC could also be recognized. 

Also, the effects of different brand communication content on customer loyalty should be 

systematically tested. Furthermore, the evidence supporting the moderating role of 

personalization and interactivity should be further researched. This could be achieved by 

designing experiments where different levels and types of personalization and interactivity 

would be incorporated into brand communication. For example, it would be interesting to 

design an experiment and test the effects of brand communication with or without a particular 

type of personalization and interactivity on the loyalty of different customer segments. In 

addition, the other moderators we recognized (customer characteristics, involvement, and 

relationship) need further examination. It should be found out which of the moderators are 

actually significant and what is their relative power to boost the effects of brand 

communication on customer loyalty. 

 

Operationalization of the model components and relationships between them is also very 

important. Some measurement scales already exist and could be used to test some components 

of the model. For example, recent research on consumer-brand relationships offers scales to 

measure two way communication and emotional exchange (Veloutsou 2007). These scales 

catch some of the aspects of the model components interactivity and affective commitment.  

Still, some scales have to be designed. For example, there seems to be no established scales 

developed for measuring the effects of personalization on customer loyalty. Finally, the 

weakness of the quantitative methods is that they give little insight into the more detailed 

process behind the interaction between DMC and customer loyalty (see Babbie 1998; 

Marsden and Littler 1996). Thus, qualitative methods could hence help refining the model. 
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Although we have demonstrated cases where DMC has been effective, it is still to some 

extent unclear in which product or service categories and to which customers it is worth using 

DMC to cultivate customer loyalty. It may work better with highly involved and committed 

customers. As our empirical data were collected from consumers, it would also be useful to 

test this model on b2b customers. Another limitation in Publications II and III was that due to 

the nature of the brand examined, we only had female respondents in our data. This somewhat 

limits the generalization as there are gender differences related to information processing and 

advertising response (see e.g. Darley and Smith 1995). Even if our model covers all digital 

channels, the empirical cases mainly tackled email and mobile marketing. More research is 

needed on the Internet and other emerging channels. Obviously, DMC works differently in 

different channels and combinations of channels. 

 

In today’s marketing environment the role of interactivity is also becoming more important 

and complex. Communities and other Web 2.0 phenomena have become the everyday life for 

many consumers, often blurring the boundaries and roles of traditional marketing and 

emphasizing the role of customers as co-producers of value (Prahalad and Ramaswamy 

2004). In this type of environment the marketing message created by a company/brand mixes 

with consumer generated content and evolves with new meanings. This places challenges for 

future research that must tackle the new interactive marketing environment with both 

appropriate models and methodology (Stewart and Pavlou 2002). Integration of traditional 

(offline) channels into the model could also be considered, thus making it more depictive of 

the multi-channel environment that marketers and consumers face today (see Coviello et al. 

2003). Systems and process issues have to support this kind of multi-channel marketing and 

customer data from various channels and customer touch points should be brought together 

(see Vesanen and Raulas 2006; Zahay et al. 2004). Thus, the process of DMC and its 

integration into other marketing would also be a valuable research topic. 

 

DMC often requires permission and willingness from customers. Therefore its practice and 

research is often concentrated on existing customers, as in this dissertation. The case of non-

customers would also be an interesting research topic, although in practice it would be 

challenging to conduct. Although customers can perceive marketer’s personalized and 

interactive communication as valuable, it can also raise social concerns such as privacy 

invasion arising from the collection and use of personal details (Evans 2003). Therefore, to 

avoid spamming marketers should be cautious and follow the rules of permission marketing 
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(see Godin 1999). Future research could focus on different stages and events of the customer 

relationship and understanding how customers would like their personal information to be 

collected and used in DMC. 

 

The recognized limitations and full testing of our model provide a good basis for future 

research. This dissertation is intended to inspire research and the building of theory and 

models for a better understanding of how to nurture customer relationships and customer 

loyalty in the modern marketing environment. 

 44



References 

Aaker, David A. 1996. Building strong brands. New York: The Free Press. 
 
Aaker, Jennifer L. 1997. “Dimensions of Brand Personality.” Journal of Marketing Research 

34 (August): 347-356. 
 
Aaker, David A. and Erich Joachimsthaler. 2000. Brand Leadership. New York: The Free 

Press. 
 
American Marketing Association. 2008. 

http://www.marketingpower.com/_layouts/Dictionary.aspx?dLetter=E. Accessed on 
12.1.2008. 

 
Babbie, Earl. 1998. The practice of social research (8th Ed.). Belmont, CA: Wadsworth. 
 
Bacon, Frederick T. 1979. “Credibility of repeated statements: Memory for trivia.” Journal of 

Experimental Psychology: Human Learning and Memory 5: 241-252. 
 
Bakos, J. Yannis. 1997. “Reducing buyer search costs: Implications for electronic 

marketplaces.” Management Science 43 (12): 1676-1692. 
 
Ballantine, Paul W. 2005. “Effects of interactivity and product information on consumer 

satisfaction in an online retail setting.” International Journal of Retail & Distribution 
Management 33 (6): 461-471. 

 
Barnes, James G. 2001. Secrets of Customer Relationship Management: It’s All About How 

You Make Them Feel, NY: McGraw-Hill. 
 
Bagozzi, Richard P.1995. “Reflections on Relationship Marketing in Consumer Markets.” 
 Journal of the Academy of Marketing Science 23 (4): 272-277. 
 
Berger, I.E. and Mitchell, A.A. 1989. “The Effect of Advertising on Attitude Accessibility, 

Attitude Confidence, and Attitude-Behavior Relationship.” Journal of Consumer 
Research 16 (3): 269-79. 

 
Berry, Leonard L. and A. Parasuraman. 1991. Marketing Services: Competing through 

Quality, New York, NY: The Free Press. 
 
Bhat, Subodh and Srinivas K. Reddy. 1998. “Symbolic and functional positioning of brands.” 

Journal of Consumer Marketing 15 (1): 32-43. 
 
Bhattacharaya, C.B. and Ruth N. Bolton. 2000. “Relationship Marketing in Mass Markets.” In 

Handbook of Relationship Marketing. Eds. Sheth, Jagdish N. and Parvatiyar, Atul. 
London, UK: Sage Publications, 327-354. 

 
Bitran, G., S. Mondschein. 1996. “Mailing decisions in the catalog sales industry.” 

Management Science 42 (9): 1364–1381. 
 

 45



Bodkin, Charles D. and Monica Perry. 2004. “Good retailers and service providers: 
comparative analysis of web site marketing communications.” Journal of Retailing and 
Consumer Services 11: 19-29. 

 
Brondmo, Hans P. 2000. The Eng@ged Customer: The New Rules of Internet Direct 

Marketing. New York: HarperCollins Publishers. 
 
Brown, Curtis 2003. “L´Oréal to revamp strategy for personalized brand blitz.” Precision 

Marketing 15 (March 21): 3. 
 
Broussard, Gerard 2000. “How advertising frequency can work to build online advertising 

effectiveness.” International Journal of Market Research 42 (4): 439-457. 
 
Brynjolfsson, Erik and Michael D. Smith. 2000. “Frictionless Commerce? A Comparison of 

Internet and Conventional Retailers.” Management Science 46 (April): 563-585. 
 
Bult, Jan Roelf and Tom Wansbeek.. 1995. “Optimal selection for direct mail.” Marketing 

Science 14 (4): 378–394. 
 
Calder, Bobby J., Phillips, Lynn W. and Alice M. Tybout. 1982. “The Concept of External 

Validity.” Journal of Consumer Research  9: 240-244. 
 
Carmines, Edward G. & Richard A. Zeller. 1991. Reliability and validity assessment. 

Newbury Park: Sage Publications. 
 
Chen, Qimei and William D. Wells. 1999. “Attitude toward the Site.” Journal of Advertising 

Research 39 (5): 27-37. 
 
Chen, Qimei, Sandra J Clifford, William D. Wells. 2002. “Attitude Toward the Site II: New 

Information.” Journal of Advertising Research 42 (2): 33-45. 
 
Colombo, Richard and Weina Jiang. 1999. “A stochastic RFM model.” Journal of Interactive 

Marketing 13 (3): 2–12. 
 
Coviello, Nicole E., Roger Milley and Barbara Marcolin. 2001. “Understanding IT-enabled 

Interactivity in Contemporary Marketing.” Journal of Interactive Marketing 15 (4): 18-33. 
 
Coviello, Nicole E., Roderick J. Brodie, Richard W. Brookes and Roger A. Palmer. 2003. 

“Assessing the Role of e-Marketing in Contemporary Marketing Practice.” Journal of 
Marketing Management 19: 857-881. 

 
Cram, Tony. 2001. Customers that count: How to build living relationships with your most 

valuable customers. London: Prentice Hall/Pearson Education. 
 
Crowder, Robert G. 1976. Principles of learning and memory. Hillsdale, NJ: Erlbaum. 
 
Dabholkar, Pratibha A. and Richard B. Bagozzi. 2002. “An Attitudinal Model of Technology-

Based Self-Service: Moderating Effects of Consumer Traits and Situational Factors.” 
Journal of the Academy of Marketing Science 30 (3): 184-201. 

 

 46



Dahlén, M., Rasch, A. & Rosengren S. 2003. “Love at First Site? A Study of Website 
Advertising Effectiveness.” Journal of Advertising Research 43 (1): 25-33. 

 
Darley, William K and Robert E. Smith. 1995. "Gender differences in information-processing 

strategies: an empirical test of the selectivity model in advertising response." Journal of 
Advertising 24 (1): 41-56. 

 
de Chernatony, Leslie. 1993. “Categorizing Brands: Evolutionary Processes Underpinned by 

Two Key Dimensions.” Journal of Marketing Management 9 (2): 173-188. 
 
Deighton, John. 1996. “The future of interactive marketing.” Harvard Business Review 74 

(Nov-Dec): 151-160. 
 
Deighton, John and Patrick Barwise. 2000. Digital Marketing Communication, Future Media 

Working Paper, No. 00-801, London Business School. 
 
Dempster, A. P., Laird, N. M., and Rubin, D. B. 1977. “Maximum likelihood from incomplete 

data via the EM algorithm.” Journal of the Royal Statistical Society, B, 39: 1-38. 
 
Dick, Alan S. and Kunal Basu. 1994. “Customer Loyalty: Toward an Integrated Conceptual 

Framework.” Journal of the Academy of Marketing Science 22 (2): 99-113. 
 
Dou, Wenyu and Sandeep Krishnamurthy. 2007. “Using Brand Websites to Build Brands 

Online: A Product versus Service Brand Comparison.” Journal of Advertising Research 
47 (2): 193-206. 

 
DuFrene, Debbie D., Brian T. Engelland, Carol M. Lehman, and Rodney A. Pearson. 2005. 

“Changes in Consumer Attitudes Resulting from Participation in a Permission E-mail 
Campaign.” Journal of Current Issues and Research in Advertising 27 (1): 65-77. 

 
Duncan, Tom and Sandra E. Moriarty. 1998. “A Communication-Based Marketing Model for 

Managing Relationships.” Journal of Marketing 62 (April): 1-13. 
 
Egan, John. 2003. “Back to the future: divergence in relationship marketing research.” 

Marketing Theory 3 (1): 145-147. 
 
Elsner, Ralph. 2003. ”Optimiertes Direkt- und Database-Marketing unter Einsatz mehrstufiger 

dynamischer Modelle (Optimized Direct and Database Marketing Using Multilevel 
Dynamic Models).” Deutscher Universitäts-Verlag, Wiesbaden, Germany. 

 
Elsner, Ralph, Manfred Krafft and Arnd Huchzermeier. 2004. “Optimizing Rhenania’s Direct 

Marketing Business Through Dynamic Multilevel Modeling (DMLM) in a Multicatalog-
Brand Environment.” Marketing Science 23 (2): 192–206. 

 
Erdem, Tülin, Joffre Swait, Susan Broniarczyk, Dipankar Chakravarti, Jean-Noel Kapferer, 

Michael Keane, John Roberts, Jan-Benedict Steenkamp, and Florian Zettelmeyer. 1999. 
"Brand Equity, Consumer Learning, and Choice." Marketing Letters 10 (3): 301-8. 

 
Evans, Martin. 2003. “The relational oxymoron and personalisation pragmatism.” Journal of 

Consumer Marketing 20 (7): 665–685. 

 47



Fan, Haiyan and Marshall Scott Poole. 2006. “What Is Personalization? Perspectives on the 
Design and Implementation of Personalization in Information Systems.” Journal of 
Organizational Computing & Electronic Commerce 16 (3/4): 179-202. 

 
Fournier, Susan. 1998. “Consumers and Their Brands: Developing Relationship Theory in 

Consumer Research.” Journal of Consumer Research 24 (4): 343-73. 
 
Fullerton, Gordon. 2003. “When Does Commitment Lead to Loyalty.” Journal of Service 

Research 5 (4): 333-344. 
 
Fullerton, Gordon. 2005. “The Impact of Brand Commitment on Loyalty to Retail Service 

Brands.” Canadian Journal of Administrative Sciences 22 (2): 97-110. 
 
Godin, Seth. 1999. Permission Marketing: Turning Strangers into Friends, and Friends into 

Customers, New York: Simon & Schuster. 
 
Grönroos, Christian. 1994. “Quo Vadis, Marketing? Toward a Relationship Marketing 

Paradigm.” Journal of Marketing Management 10 (5): 347-360. 
 
Grönroos, Christian. 2000. Service Management and Marketing: A Customer Relationship 

Management Approach, Second Edition. UK: John Wiley & Sons. 
 
Grönroos, Christian. 2004. “The relationship marketing process: communication, interaction, 

dialogue, value.” Journal of Business & Industrial Marketing 19 (2): 99-113. 
 
Gundlach, Gregory, Ravi Achrol, and John Mentzer. 1995. “The Structure Commitment in 

Exchange.” Journal of Marketing 59 (1): 78-92. 
 
Gustafsson, Anders, Michael D. Johnson and Inger Roos. 2005. “The Effects of Customer 

Satisfaction, Relationship Commitment Dimensions, and Triggers on Customer 
Retention.” Journal of Marketing 69 (October): 210-218. 

 
Hansotia, B. 2002. “Gearing up for CRM: Antecedents to successful implementation.” 

Journal of Database Marketing 10 (2): 121-132. 
 
Hargrave-Silk, Atifa. 2005. “Nike launches digital spring fashion show.” Media Asia, 11 

February. 
 
Hasher, Lynn, Davis Goldstein, and Thomas Toppino. 1977. “Frequency and the conference 

of referential validity.” Journal of Verbal Learning and Verbal Behavior 16: 107-112. 
 
Heinonen, Kristina and Tore Strandvik. 2003. ”Consumer Responsiveness to Marketing 

Communication in Digital Channels.” In FeBR (Frontiers of e-Business Research) 2002. 
Eds. Mikko Hannula, Anne-Mari Järvelin, and Marko Seppä. Tampere, Finland: Tampere 
University Publication Centre. 

 
Heinonen, Kristina. 2004. “Reconceptualizing Customer Perceived Value: The Value of Time 

and Place. Managing Service Quality 14 (2/3): 205-215. 
 

 48



Hoffman, Donna and Thomas Novak. 1996. “Marketing in Hypermedia Computer-Mediated 
Environments: Conceptual Foundations.” Journal of Marketing 60 (July): 50-68. 

 
Holbrook, M. B. 1994. The Nature of Customer Value, An Axiology of Services in the 

Consumption Experience, Thousand Oaks, CA: Sage Publications. 
 
Hollis, Nigel. 2005. “Ten Years of Learning on How Online Advertising Builds Brands.” 

Journal of Advertising Research 45 (2): 255-268. 
 
Howard-Brown, Jo. 1998. “The Impact of Direct Mail on Consumer Loyalty.” Journal of 

Targeting, Measurement and Analysis for Marketing 6 (3): 247-56. 
 
Huitt, William G., Hummel John H., and Daniel J. Kaeck. 1999. “Internal and External 

Validity: General Issues.” http://chiron.valdosta.edu/whuitt/col/intro/valdgn.html. 
Accessed on 10.11.2007.  

 
Jayachandran, Satish, Subhash Sharma, Peter Kaufman and Pushkala Raman. 2005. “The 

Role of Relational Information Processes and Technology in Customer Relationship 
Management.” Journal of Marketing 69 (October): 177-192. 

 
Johnson, Eric J., Steven Bellman, and Gerald Lohse. 2003. “Cognitive Lock-In and the Power 

Law of Practise.” Journal of Marketing 67 (April): 62-75. 
 
Kapferer, Jean-Noël. 1998. Strategic Brand Management. London, UK: Kogan Page. 
 
Kimiloğlu, Hande. 2004. “The “E-Literature”: A Framework for Understanding 
 the Accumulated Knowledge about Internet Marketing.” Academy of Marketing Science 

Review volume 2004 no. 06. Available: http://www.amsreview.org/articles/kimiloglu06-
2004.pdf 

 
Kotler, P, Gary Armstrong, John Saunders, and Veronica Wong. 2001. Principles of 

Marketing – Third European Edition. Harlow: Pearson Education Limited. 
 
Kumar, V. and Denish Shah. 2004. “Building and sustaining profitable customer loyalty for 

the 21st century.” Journal of Retailing 80 (4): 317-330. 
 
Kwak, Hyokjin, Richard J Fox, and George M. Zinkhan. 2002. “What Products Can Be 

Successfully Promoted and Sold via the Internet?” Journal of Advertising Research 42 
(Jan-Feb): 23-38. 

 
Lee, Gwo-Guang and Hsiu-Fen Lin. 2005. “Customer perceptions of e-service quality in 

online shopping.” International Journal of Retail & Distribution Management 
33 (2): 161-176. 

 
Liefeld, John P. 2003. “Consumer research in the land of OZ.” Marketing Research, 15 (1): 

10-15. 
 
Long, Mary M. and Leon G. Schiffman. 2000. “Consumption values and relationships: 

segmenting the market for frequency programs.” Journal of Consumer Marketing 17 (3): 
214-232. 

 49



Malhotra, Naresh K. and Birks, David F. 2000. Marketing Research: An Applied Approach. 
European Edition. Essex: Pearson Education Limited. 

 
Marsden, David and Dale Littler. 1996. “Evaluating Alternative Research Paradigms: A 

Market-Oriented Framework.” Journal of Marketing Management 12 (7): 655-655. 
 
McAlexander, James H., John W. Schouten, and Harold F. Koenig. 2002. “Building Brand 

Community.” Journal of Marketing 66 (January): 38-54. 
 
McMillan, Sally J. and Jang-Sun Hwang. 2002. “Measures of Perceived Interactivity: An 

Exploration of the Role of Direction of Communication, User Control, and Time in 
Shaping Perceptions of Interactivity.” Journal of Advertising 31 (3): 29-42. 

 
McMillan, Sally J., Jang-Sun Hwang, and Lee Guiohk. 2003. “Effects of Structural and 

Perceptual Factors on Attitudes toward the Website.” Journal of Advertising Research 43 
(4): 400-409. 

 
Merisavo, Marko, Jari Vesanen and Mika Raulas. 2002. ”Finnish Marketing Experts’ 

Experiences and Views on the Use of Digital Media in Marketing.” (published in 
Finnish). Helsinki: LTT Publications.  

 
Merisavo, Marko and Mika Raulas. 2004. “The Impact of Email Marketing on Brand 

Loyalty.” Journal of Product and Brand Management 13 (6): 498-505. 
 
Merisavo, Marko, Sami Kajalo and Mika Raulas. 2004. ”An Empirical Study of the Impacts 

of E-mail and Mobile Marketing on Customer Loyalty.” EMAC 2004 Conference 
Proceedings, University of Murcia, Spain. 

 
Merisavo, Marko, Jari Vesanen, Antti Arponen, Sami Kajalo and Mika Raulas. 2006. ”The 

effectiveness of targeted mobile advertising in selling mobile services: an empirical 
study.” International Journal of Mobile Communications 4 (2): 119-127. 

 
Merriam-Webster Online Dictionary. 2007. http://www.webster.com/dictionary. Accessed on 

10.11.2007.  
 
Meuter, Matthew, L., Amy L.Ostrom, Robert I. Roudtree and Mary Jo Bitner. 2000. “Self-

Service Technologies: Understanding Customer Satisfaction with Technology-Based 
Service Encounters.” Journal of Marketing 64 (July): 50-64. 

 
Meyer, John P., Natalie J.Allen, and Ian R. Gellatly. 1990. “Affective and continuance 

commitment to the organization: Evaluation of measures and analysis of concurrent and 
time-lagged relations.” Journal of Applied Psychology 75 (6): 710-720. 

 
Mithas, Sunil, M.S. Krishnan and Claes Fornell. 2005. “Why Do Customer Relationship 

Management Applications Affect Customer Satisfaction?” Journal of Marketing 69 
(October): 177-192. 

 
Moorman, Christine, Gerald Zaltman, and Rohit Deshpande. 1992. “Relationships between 

Providers and Users of Marketing Research: The Dynamics of Trust within and between 
Organizations.” Journal of Marketing Research 29 (August): 314-329.  

 50



Morgan, Rob M. and Shelby D. Hunt. 1994. “The Commitment-Trust Theory of Relationship 
Marketing.” Journal of Marketing 58 (3): 20-38. 

 
Newman, Joseph W. 1977. “Consumer External Search: Amount and Determinants.” in 

Consumer and Industrial Buying Behavior, Eds. Woodside, A., Sheth, J. and Bennett, P. 
New York, NY: North-Holland, 79-94. 

 
Newman, Joseph W. and Richard Staelin. 1972. “Prepurchase Information Seeking for New 

Cars and Major Household Appliances.” Journal of Marketing Research 9 (3): 249-257. 
 
Novak, Thomas P., Donna L. Hoffman, and Yiu-Fai Yung. 2000. “Measuring the Customer 

Experience in Online Environments: A Structural Modeling Approach.” Marketing 
Science 19 (1): 22-42. 

 
Novak, Thomas P., Donna L. Hoffman, and Adam Duhachek. 2003. “The Influence of Goal-

Directed and Experiential Activities on Online Flow Experiences.” Journal of Consumer 
Psychology 13 (1&2): 3-16. 

 
Nysveen, Herbjørn, Per E. Pedersen, Helge Thorbjørnsen and Pierre Berthon. 2005. 

“Mobilizing the Brand: The Effects of Mobile Services on Brand Relationships and Main 
Channel Use.” Journal of Service Research 7 (3): 257-276. 

 
O’Brien, Louise and Charles Jones. 1995. “Do Rewards Really Create Loyalty?” Harvard 

Business Review 73 (May-June): 75-82. 
 
O’Cass, Aron and Tino Fenech. 2003. “Web retailing adoption: exploring the nature of 

internet users Web retailing behaviour.” Journal of Retailing and Consumer Services 10: 
81-94. 

 
O’Malley, Lisa and Caroline Tynan. 2000. “Relationship marketing in consumer markets: 

Rhetoric or reality?” European Journal of Marketing 34 (7), 797-815. 
 
Parvatiyar, Atul and Jagdish N. Sheth. 2001. “Customer Relationship Management: Emerging 

Practice, Process, and Discipline.” Journal of Economic & Social Research 3 (2): 1-34.  
 
Payne, Adrian and Pennie Frow. 2005. “A Strategic Framework for Customer Relationship 

Management.” Journal of Marketing 69 (October): 167-176. 
 
Peppers, Don and Martha Rogers. 1993. The One-to-One Future: Building Relationships One 

Customer at a Time. NY: Currency Doubleday. 
 
Peppers, Don and Martha Rogers.1997. Enterprise one-to-one: Tools for Competing in the 

Interactive age. New York: Currency Doubleday 
 
Peppers, Don and Martha Rogers. 2004. Managing Customer Relationships: A Strategic 

Framework, New Jersey: John Wiley and Sons Inc. 
 
Peter J.P. 1979. “A Review of Psychometric Basics and Recent Marketing Practices.” Journal 

of Marketing Research 16: 6-17. 
 

 51



Pine II, Joseph B. 1999. Mass Customization. Boston: Harvard School Press. 
 
Prahalad, C.K. and Venkat Ramaswamy. 2004. The Future of Competition: Co-Creating 

Unique Value with Customers. Boston, Massachusetts: Harvard Business School Press. 
 
Price, Linda and Eric Arnould. 1999. “Commercial Friendships: Service Provider-Client 

Relationships in Context.” Journal of Marketing 63 (4): 38-56. 
 
Pritchard, Mark, Mark Havitz, and Dennis Howard. 1999. “Analyzing the Commitment-

Loyalty Link in Service Relationships.” Journal of the Academy of Marketing Science 27 
(3): 333-348. 

 
Pura, Minna. 2005. “Linking perceived value and loyalty in location-based mobile services.” 

Managing Service Quality 15 (6): 509-538. 
 
Reibstein, David J. 2002. “What Attracts Customers to Online Stores, and What Keeps Them 

Coming Back? Journal of the Academy of Marketing Science 30 (4): 465-473. 
 
Reichheld, Frederick F. 1993. “Loyalty-Based Management..” Harvard Business Review 

(March-Apr.): 65-73. 
 
Reichheld, Frederick F., W. Earl Sasser, Jr. 1990. “Zero Defections: Quality Comes to 

Services.” Harvard Business Review 68 (5): 105-111. 
 
Reichheld, Frederick F. and Phil Schefter. 2000. “E-Loyalty: Your Secret Weapon on the 

Web.” Harvard Business Review 78 (4): 105-113. 
 
Reinartz, Werner J. and V. Kumar. 2003. “The Impact of Customer Relationship 

Characteristics on Profitable Lifetime Duration.” Journal of Marketing 67 (1): 77-79. 
 
Reinartz, Werner, Jacquelyn S. Thomas, and V. Kumar. 2005. “Balancing Acquisition and 

Retention Resources to Maximize Customer Profitability.” Journal of Marketing 69 
(January): 63-79. 

 
Ribbink, Dina, Allard C.R. van Riel, Veronica Liljander, and Sandra Streukens. 2006. 

”Comfort your online customer: quality, trust and loyalty on the internet.” Managing 
Service Quality 14 (6): 446-456. 

 
Rossiter, John R. & Percy, Larry 1998. Advertising Communications And Promotion 

Management, Second Edition. Singapore: The McGraw-Hill Companies. 
 
Rowley, Jennifer. 2004. “Online branding: the case of McDonald’s.” British Food Journal 

106 (3): 228-237. 
 
Rust, Roland T. & Katherine N. Lemon. 2001. “E-service and the Consumer.” International 

Journal of Electronic Commerce 5 (3): 85-101. 
 
Rust, Roland T. and Peter C. Verhoef. 2005. “Optimizing the Marketing Interventions Mix in 

Intermediate-Term CRM.” Marketing Science 24 (3), 477-489. 
 

 52



Ryals, Lynette and Adrian F.T. Payne. 2001. “Customer Relationship Management in 
Financial Services: Towards Information-Enabled Relationship Marketing.” Journal of 
Strategic Marketing 9 (March): 1-25. 

 
Ryals, Lynette. 2005. “Making Customer Relationship Management Work: The Measurement 

and Profitable Management of Customer Relationships.” Journal of Marketing 69 
(October): 252-261. 

 
Santos, Jessica. 2003. “E-service quality: a model of virtual service quality dimensions.” 

Managing Service Quality 13 (3): 233-246. 
 
Sheth, Jagdish N., Bruce I. Newman, and Barbara L. Gross. 1991. “Why we buy what we 

buy: a theory of consumption values.” Journal of Business Research 22 (March): 159-170. 
 
Sheth, Jagdish N. and Atul Parvatiyar. 1995. “The evolution of relationship marketing.” 

International Business Review 4 (4): 397-418. 
 
Simonson, Itamar. 2005. “Determinants of Customers’ Responses to Customized Offers: 

Conceptual Framework and Research Propositions.” Journal of Marketing 69 (January): 
32-45. 

 
Stewart, David W. and Paul A. Pavlou. 2002. “From Consumer Response to Active 

Consumer: Measuring the Effectiveness of Interactive Media.” Journal of the Academy of 
Marketing Science 30 (4): 376-396. 

 
Sundar, S. Shyam and Jinhee Kim. 2005. “Interactivity and Persuasion: Influencing Attitudes 

with Information and Involvement.” Journal of Interactive Advertising 5 (2) 
 
Sundar, S. Shyam, Srinam Kalyanaraman, and Justin Brown. 2003. “Explicating Website 

Interactivity: Impression-Formation Effects in Political Campaign Sites.” Communication 
Research 30 (1): 30-59. 

 
Swinder, Janda, Philip J. Trocchia and Kevin P. Gwinner. 2002. “Consumer perceptions of 

Internet retail service quality.” International Journal of Service Industry Management 13 
(5): 412-431. 

 
Tan, Yong and Vijay S. Mookerjee. 2005. “Allocating Spending Between Advertising and 

Information Technology in Electronic Retailing.” Management Science 51 (8): 1236-
1249. 

 
Urban, Glen L. 2004. Digital Marketing Strategy: Text and Cases, New Jersey: Pearson 

Prentice Hall. 
 
Vargo, Stephen L. and Robert F. Lusch. 2004. “Evolving to a New Dominant Logic for 

Marketing.” Journal of Marketing 68 (1): 1-17. 
 
Vavra, Terry G. 1992. Aftermarketing: How to keep customers for life through relationship 

marketing. Homewood, Ill.: Business One Irwin. 
 

 53



Veloutsou, Cleopatra. 2007. “Identifying the Dimensions of the Product-Brand and Consumer 
Relationships.” Journal of Marketing Management 23 (1-2): 7-26. 

 
Venkatesan, Rajkumar and V. Kumar. 2004. “A Customer Lifetime Value Framework for 

Customer Selection and Resource Allocation Strategy.” Journal of Marketing 68 
(October): 106-125. 

 
Vesanen, Jari. 2006. “What is personalization? A conceptual framework.” European Journal 

of Marketing 41 (5/6): 409 – 418. 
 
Vesanen, Jari and Mika Raulas. 2006. ”Building bridges for personalization: A process model 

for marketing.” Journal of Interactive Marketing 20 (1): 5-20. 
 
Wikipedia. 2008. http://en.wikipedia.org/wiki/Digital_marketing. Accessed on 12.1.2008. 
 
Wind, Yoram and Arvind Rangaswamy. 2001. “Customerization: The Next Revolution in 

Mass Customization.” Journal of Interactive Marketing 15 (1): 13-32. 
 
Wind, Jerry, Vithala R. Rao, and Paul E. Green. 1991. “Behavioral Methods.” In Handbook 

of Consumer Behavior. Eds. Thomas S. Robertson and Harold H. Kassarjian. Englewood 
Cliffs, New Jersey: Prentice-Hall. 

 
Wind, Yoram, Vijay Mahajan, and Robert E. Gunther. 2002. Convergence Marketing: 

Strategies for Reaching the New Hybrid Consumer, NJ: Prentice Hall. 
 
Wu, Guohua. 2005. “The Mediating Role of Perceived Interactivity in the Effect of Actual 

Interactivity on Attitude toward the Website.” Journal of Interactive Advertising 5 (2). 
 
Zajonc, Robert B. and Hazel Markus. 1982. “Affective and Cognitive Factors in Preferences.” 

Journal of Consumer Research  9 (2): 123-31. 
 
Zahay, Debra, James Peltier, Don E. Schultz, and Abbie Griffin. 2004. “The Role of 

Transactional versus Relational Data in IMC Programs: Bringing Customer Data 
Together.” Journal of Advertising Research 44 (1): 3-18. 

 
Zauberman, Gal. 2003. “The Intertemporal Dynamics of Consumer Lock-In.” Journal of 

Consumer Research 30 (3): 405-419. 
 
Zeithaml, Valerie A. 1988. “Consumer Perceptions of Price, Quality and Value: A Means-

End Model and Synthesis of Evidence.” Journal of Marketing 52 (July): 2-22. 
 
Zeithaml, Valerie A. 2002. “Service excellence in electronic channels.” Managing Service 

Quality 12 (3): 135-138. 
 
Zeithaml, Valerie A., A. Parasuraman and Arvind Malhotra. 2002. “Service Quality Delivery 

Through Web Sites: A Critical Review of Extant Knowledge.” Journal of the Academy of 
Marketing Science 30 (4), 362-375. 

 
Zielske, Hubert A. 1959. “The Remembering And Forgetting Of Advertising.” Journal of 

Marketing 23 (3): 239-243. 

 54



HELSINGIN KAUPPAKORKEAKOULUN JULKAISUJA
Publications of the Helsinki School of Economics

A-SARJA: VÄITÖSKIRJOJA - DOCTORAL DISSERTATIONS. ISSN 1237-556X.

A:266. MARKETTA HENRIKSSON: Essays on Euro Area Enlargement.
 2006. ISBN 951-791-988-3, ISBN 951-791-989-1 (e-version).

A:267. RAIMO VOUTILAINEN: In Search for the Best Alliance Structure  Banks and Insurance 
Companies. 2006. ISBN 951-791-994-8, ISBN 951-791-995-6 (e-version).

A:268. ANTERO PUTKIRANTA: Industrial Benchmarks: From World Class to Best in Class. Expe-
riences from Finnish Manufacturing at Plant Level. 

 2006. ISBN 951-791-996-4, ISBN 951-791-997-2 (e-version).

A:269. ELINA OKSANEN-YLIKOSKI: Businesswomen, Dabblers, Revivalists, or Conmen?  
Representation of selling and salespeople within academic, network marketing practitioner 
and media discourses. 2006. ISBN 951-791-998-0, ISBN 951-791-99-9. (e-version).

A:270. TUIJA VIRTANEN:  Johdon ohjausjärjestelmät muuttuvassa toimintaympäristössä. 2006.
 ISBN 952-488-000-8, ISBN 952-488-001-6 (e-version).

A:271. MERJA KARPPINEN: Cultural Patterns of Knowledge Creation. Finns and Japanese as Engi-
neers and Poets. 2006. ISBN-10: 952-488-010-5, ISBN-13: 978-952-488-010.

 E-version: ISBN-10: 952-488-011-3, ISBN-13: 978-952-488-011-4.

A:272. AKSELI VIRTANEN: Biopoliittisen talouden kritiikki. 2006.
 E-version: ISBN-10: 952-488-012-1, ISBN-13: 978-952-488-012-1.

A:273. MARIA JOUTSENVIRTA: Ympäristökeskustelun yhteiset arvot. Diskurssianalyysi Enson ja 
Greenpeacen ympäristökirjoituksista. 2006. 

 ISBN-10: 952-488-013-X, ISBN-13: 978-952-488-013-8. 
 E-version: ISBN-10: 952-488-014-8, ISBN-13: 978-952-488-014-5.

A:274. ELIAS RANTAPUSKA: Essays on Investment Decisions of Individual and Institutional Inves-
tors. 2006. ISBN-10: 952-488-029-6, ISBN-13: 978-952-488-029-9.

 E-version: ISBN-10: 952-488-030-X, ISBN-13: 978-952-488-030-5.

A:275. MIKKO JALAS: Busy, Wise and Idle Time. A Study of the Temporalities of  
Consumption in the Environmental Debate. 2006.

 ISBN-10: 952-488-036-9, ISBN-13: 978-952-488-036-7.
 E-version: ISBN-10: 952-488-037-7, ISBN-13: 978-952-488-037-4.

A:276. ANNE ÄYVÄRI: Käsityöyrittäjien verkosto-osaaminen. 2006.
 ISBN-10: 952-488-042-3, ISBN-13: 978-952-488-042-8.

A:277. KRISTIINA MÄKELÄ: Essays On Interpersonal Level Knowledge Sharing Within the Multi-
national Corporation. 2006. 

 ISBN-10: 952-488-045-8, ISBN-13: 978-952-488-045-9.
 E-version: ISBN-10: 952-488-050-4, ISBN-13: 978-952-488-050-3.



A:278. PERTTI PULKKINEN: A Stepwise Refinement Approach to Approximating the Pareto Surface 
in Nonlinear Multiobjective Optimisation. 2006.

 ISBN-10: 952-488-054-7, ISBN-13: 978-952-488-054-1.

A:279. SINIKKA PESONEN: Luonto liiketoiminnassa ja ekologia elämäntavassa. Kertomuksia muu-
toksen mahdollisuuksista ja mahdottomuuksista. 2006.

 ISBN-10: 952-488-060-1, ISBN-13: 978-952-488-060-2.
 E-version: ISBN-10: 952-488-061-X, ISBN-13: 978-952-488-061-9.

A:280. HANNA KALLA: Integrated Internal Communications in the Multinational Corporation.
 2006. ISBN-10: 952-488-063-6, ISBN-13: 978-952-488-063-3.
 E-version: ISBN-10: 952-488-064-4, ISBN-13: 978-952-488-064-0. 

A:281. TAISTO KANGAS: Suomen pankkikriisin alueellinen ulottuvuus. Esseitä paikallisista toimi-
joista ja toteuttajista. 2006. 

 ISBN-10: 952-488-065-2, ISBN-13: 978-952-488-065-7.

A:282. XAVIER CARPENTIER: Essays on the Law and Economics of Intellectual Property.
 2006. ISBN-10: 952-488-067-9, ISBN-13: 978-952-488-067-1.
 E-version: ISBN-10: 952-488-068-7, ISBN-13: 978-952-488-068-8.

A:283. OLIVIER IRRMANN: Intercultural Communication and the Integration of Cross-border   
Acquisitions. 2006. ISBN-10: 952-488-069-5, ISBN-13: 978-952-488-069-5.

A:284. ERKKI RÄTY: Liiketoiminnan ja informaatiotekniikan strategisen linjakkuuden vaikutus 
suuryritysten IT:n tehokkuuteen. 2006. 

 ISBN-10: 952-488-072-5, ISBN-13: 978-952-488-072-5.

A:285. NIINA MALLAT: Consumer and Merchant Adoption of Mobile Payments. 2006.
 ISBN-10: 952-488-077-6, ISBN-13: 978-952-488-078-7.
 E-version: ISBN-10: 952-488-078-4, ISBN-13: 978-952-488-078-7.

A:286. ANU H. BASK: Preconditions of Successful Supply Chain Relationships. Integrated Processes 
and Differentiated Services. 2006. 

 ISBN-10: 952-488-079-2, ISBN-13: 978-952-488-079-4.

A:287.  TIMO JÄRVENSIVU: Values-driven management in strategic networks: A case study of the 
influence of organizational values on cooperation. 2007.

 ISBN-10: 952-488-081-4, ISBN-13: 978-952-488-081-7.

A:288. PETRI HILLI: Riskinhallinta yksityisen sektorin työeläkkeiden rahoituksessa. 2007.
 ISBN-10: 952-488-085-7, ISBN-13: 978-952-488-085-5.
 E-version: ISBN 978-952-488-110-4.

A:289. ULLA KRUHSE-LEHTONEN: Empirical Studies on the Returns to Education in Finland. 2007. 
ISBN 978-952-488-089-3, E-version ISBN 978-952-488-091-6.

A:290. IRJA HYVÄRI: Project Management Effectiveness in Different Organizational Conditions. 
2007. ISBN 978-952-488-092-3, E-version: 978-952-488-093-0.

A:291. MIKKO MÄKINEN: Essays on Stock Option Schemes and CEO Compensation. 2007.
 ISBN 978-952-488-095-4.



A:292. JAAKKO ASPARA: Emergence and Translations of Management Interests in Corporate  Bran-
ding in the Finnish Pulp and Paper Corporations. A Study with an Actor-Network Theory 
Approach. 2007. ISBN 978-952-488-096-1, E-version: 978-952-488-107-4.

A:293. SAMI J. SARPOLA: Information Systems in Buyer-supplier Collaboration. 2007.
 ISBN 978-952-488-098-5.

A:294. SANNA K. LAUKKANEN: On the Integrative Role of Information Systems in Organizations:  
Observations and a Proposal for Assessment in the Broader Context of Integrative Devices. 
2006. ISBN 978-952-488-099-2.

A:295. CHUNYANG HUANG: Essays on Corporate Governance Issues in China. 2007.
 ISBN 978-952-488-106-7, E-version: 978-952-488-125-8.

A:296. ALEKSI HORSTI: Essays on Electronic Business Models and Their Evaluation. 2007.
 ISBN 978-952-488-117-3, E-version: 978-952-488-118-0.

A:297. SARI STENFORS: Strategy tools and strategy toys: Management tools in strategy work.
 2007. ISBN 978-952-488-120-3, E-version: 978-952-488-130-2.

A:298. PÄIVI KARHUNEN: Field-Level Change in Institutional Transformation: Strategic Responses 
to Post-Socialism in St. Petersburg Hotel Enterprises. 2007.

 ISBN 978-952-488-122-7, E-version: 978-952-488-123-4.

A:299. EEVA-KATRI AHOLA: Producing Experience in Marketplace Encounters: A Study of Con-
sumption Experiences in Art Exhibitions and Trade Fairs. 2007. ISBN 978-952-488-126-5.

A:300. HANNU HÄNNINEN: Negotiated Risks: The Estonia Accident and the Stream of Bow Visor 
Failures in the Baltic Ferry Traffic. 2007. ISBN 978-952-499-127-2.

A-301. MARIANNE KIVELÄ: Dynamic Capabilities in Small Software Firms. 2007. 
 ISBN 978-952-488-128-9.

A:302. OSMO T.A. SORONEN: A Transaction Cost Based Comparison of Consumers’ Choice between  
Conventional and Electronic Markets. 2007. ISBN 978-952-488-131-9.

A:303. MATTI NOJONEN: Guanxi – The Chinese Third Arm. 2007. ISBN 978-952-488-132-6.

A:304.  HANNU OJALA: Essays on the Value Relevance of Goodwill Accounting. 2007.
 ISBN 978-952-488-133-3, E-version: 978-952-488-135-7.

A:305. ANTTI KAUHANEN: Essays on Empirical Personnel Economics. 2007. 
 ISBN 978-952-488-139-5.

A:306. HANS MÄNTYLÄ: On ”Good” Academic Work – Practicing Respect at Close Range. 2007. 
ISBN 978,952-488-1421-8, E-version: 978-952-488-142-5.

A:307. MILLA HUURROS: The Emergence and Scope of Complex System/Service Innovation.  
The Case of the Mobile Payment Services Market in Finland. 2007.

 ISBN 978-952-488-143-2

A:308. PEKKA MALO: Higher Order Moments in Distribution Modelling with Applications to Risk 
Management. 2007. ISBN 978-952-488-155-5, E-version: 978-952-488-156-2.



A:309. TANJA TANAYAMA: Allocation and Effects of R&D Subsidies: Selection, Screening, and  
Strategic Behavior. 2007. ISBN 978-952-488-157-9, E-version: 978-952-488-158-6.

A:310. JARI PAULAMÄKI: Kauppiasyrittäjän toimintavapaus ketjuyrityksessä. Haastattelututkimus 
K-kauppiaan kokemasta toimintavapaudesta agenttiteorian näkökulmasta. 

 2008. Korjattu painos. ISBN 978-952-488-246-0, E-version: 978-952-488-247-7.

A:311. JANNE VIHINEN: Supply and Demand Perspectives on Mobile Products and Content Ser-
vices. ISBN 978-952-488-168-5.

A:312. SAMULI KNüPFER: Essays on Household Finance. 2007. ISBN 978-952-488-178-4.

A:313. MARI NYRHINEN: The Success of Firm-wide IT Infrastructure Outsourcing: an Integrated 
Approach. 2007. ISBN 978-952-488-179-1.

A:314. ESKO PENTTINEN: Transition from Products to Services within the Manufacturing Business. 
2007. ISBN 978-952-488-181-4, E-version: 978-952-488-182-1.

A:315. JARKKO VESA: A Comparison of the  Finnish and the Japanese Mobile Services Markets: 
Observations and Possible Implications. 2007. ISBN 978-952-488-184-5.

A:316. ANTTI RUOTOISTENMÄKI: Condition Data in Road Maintenance Management. 2007.
 ISBN 978-952-488-185-2, E-version: 978-952-488-186-9.

A:317. NINA GRANqVIST: Nanotechnology and Nanolabeling. Essays on the Emergence of New 
Technological Fields. 2007. ISBN 978-952-488-187-6, E-version: 978-952-488-188-3.

A:318. GERARD L. DANFORD: INTERNATIONALIZATION: An Information-Processing  
Perspective. A Study of the Level of ICT Use During Internationalization. 2007.

 ISBN 978-952-488-190-6.

A:319. TIINA RITVALA: Actors and Institutions in the Emergence of a New Field: A Study of the 
Cholesterol-Lowering Functional Foods Market. 2007. ISBN 978-952-488-195-1.

A:320. JUHA LAAKSONEN: Managing Radical Business Innovations. A Study of Internal Corporate 
Venturing at Sonera Corporation. 2007. 

 ISBN 978-952-488-201-9, E-version: 978-952-488-202-6.

A:321. BRETT FIFIELD: A Project Network: An Approach to Creating Emergent Business. 2008.
 ISBN 978-952-488-206-4, E-version: 978-952-488-207-1.

A:322. ANTTI NURMI: Essays on Management of Complex Information Systems Development 
Projects. 2008. ISBN 978-952-488-226-2.

A:323. SAMI RELANDER: Towards Approximate Reasoning on New Software Product Company 
Success Potential Estimation. A Design Science Based Fuzzy Logic Expert System.

 2008. ISBN 978-952-488-227-9.

A:324. SEPPO KINKKI: Essays on Minority Protection and Dividend Policy. 
 2008. ISBN 978-952-488-229-3.

A:325. TEEMU MOILANEN: Network Brand Management: Study of Competencies of Place Brand-
ing Ski Destinations. 2008. ISBN 978-952-488-236-1.



A:326. JYRKI ALI-YRKKÖ: Essays on the Impacts of Technology Development and R&D Subsidies. 
2008. ISBN 978-952-488-237-8.

A:327. MARKUS M. MÄKELÄ: Essays on software product development. A Strategic management 
viewpoint. 2008. ISBN 978-952-488-238-5.

A:328.  SAMI NAPARI: Essays on the gender wage gap in Finland. 
 2008. ISBN 978-952-488-243-9.

A:329. PAULA KIVIMAA: The innovation effects of environmental policies. Linking policies, 
 companies and innovations in the Nordic pulp and paper industry.
 2008. ISBN 978-952-488-244-6.

A:330 HELI VIRTA: Essays on Institutions and the Other Deep Determinants of Economic Develop-
ment. 2008. ISBN 978-952-488-267-5.

A:331 JUKKA RUOTINEN: Essays in trade in services difficulties and possibilities.
 2008. ISBN 978-952-488-271-2, E-version: ISBN 978-952-488-272-9.

A:332 IIKKA KORHONEN: Essays on commitment and government debt structure.
 2008. ISBN 978-952-488-273-6, E-version: ISBN 978-952-488-274-3.

A:333. MARKO MERISAVO: The interaction between digital marketing communication and   
customer loyalty. 

 2008. ISBN 978-952-488-277-4, E-version 978-952-488-278-1.

B-SARJA:  TUTKIMUKSIA - RESEARCH REPORTS. ISSN 0356-889X.

B:65. HANS MÄNTYLÄ – PERTTI TIITTULA – MAARET WAGER (TOIM.): Pää hetkeksi pinnan 
alle. Akateeminen melontamatka. 2006. ISBN 951-791-982-4.

B:66. KRISTIINA KORHONEN WITH ERJA KETTUNEN & MERVI LIPPONEN: Development of 
Finno-Korean Politico-Economic Relations. 2005. 

 951-791-984-0, ISBN 951-791-985-9 (e-version).

B:67. RIITTA KOSONEN – MALLA PAAJANEN – NOORA REITTU: Gateway-matkailu tuottaa  
uusia matkailualueita. 2006. ISBN 951-791-986-7, ISBN 951-791-987-5 (e-version).

B:68. ANU H. BASK – SUSANNA A. SAIRANEN: Helsingin kauppakorkeakoulun tohtorit työelä-
mässä. 2005. ISBN 951-791-991-3, ISBN 951-791-992-1 (e-version).

B:69. OKSANA IVANOVA – HANNU KAIPIO – PÄIVI KARHUNEN–SIMO LEPPÄNEN –  
OLGA MASHKINA – ELMIRA SHARAFUTDINOVA – JEREMY  THORNE: 

 Po tent ial  fo r  Ente rpr ise  Cooperat ion  be t ween Southeas t  F inland and  
Northwest Russia. 2006. ISBN 952-488-007-5.



B:70. VIRPI SERITA (toim.) – MARIA HOLOPAINEN – 
 L I I SA  KO IK K AL A INEN –  J ER E  LEPPÄNIE M I  –  S EPP O M ALLENIUS  –  

KARI  NOUSIAINEN – ANU PENTTILÄ  – OUTI  SMEDLUND:  Suomalais-japanilaista 
viestintää yrityselämässä. Haastattelututkimus yhteistoiminnan edellytyksistä suomalais-
japanilaisessa liiketoimintaympäristössä. 2006.

 ISBN-10: 952-488-015-6, ISBN-13: 978-952-488-015-2.
 E-versio: ISBN-10 952-488-016-4, ISBN-13: 978-952-488-016-9.

B:71. ARTO LINDBLOM: Arvoa tuottava kauppiasyrittäjyys ketjuliiketoiminnassa. 2006.
 ISBN-10: 952-488-031-8, ISBN-13: 978-952-488-031-2.
 E-versio: 952-488-032-6, ISBN-13: 978-952-488-032-9.

B:72. Helsingin kauppakorkeakoulun tohtorit 2001-2006. 2006.
 ISBN-10: 952-488-034-2, ISBN-13: 978-952-488-034-3.
 E-versio: ISBN-10: 952-488-046-6, ISBN-13: 978-952-488-046-6.

B:73. RIITTA KOSONEN – ALPO TANI: Kohti laajentuvia kotimarkkinoita vai rajallisia kasvukes-
kuksia? Suuret kaupunkiseudut ja suomalaisyritysten kansainvälistyminen Baltiassa. 2006.

 ISBN-10: 952-488-038-5, ISBN-13: 978-952-488-038-1.
 E-versio: ISBN-10: 952-488-039-3, ISBN-13: 978-952-488-039-8.

B:74. KRISTIINA KORHONEN – ERJA KETTUNEN: Pohjoismaiset investoinnit Itä-Aasian tiikeri-
talouksissa. Kohdemaina Singapore, Hongkong, Etelä-Korea ja Taiwan. 2006

 ISBN-10: 952-488-040-7, ISBN-13: 978-952-488-040-4.
 E-versio: 952-488-041-5, ISBN-13: 978-952-488-041-1.

B:75. SINIKKA VANHALA – MERJA KOLEHMAINEN (eds.): HRM – Between Performance and  
Employees. Proceedings from the HRM Conference in Helsinki, November 16, 2006. 2006. 
ISBN-10: 952-488-074-1, ISBN-13: 978-952-488-074-9.

 E-version: ISBN-10: 952-488-074-1, ISBN-13: 978-952-488-074-9.

B:76. TUIJA NIKKO – PEKKA PÄLLI (toim.): Kieli ja teknologia. Talous ja kieli IV. 2006.
 ISBN-10: 952-488-088-1, ISBN-13: 978-952-488-088-6.

B:77. MATTI KAUTTO – ARTO LINDBLOM – LASSE MITRONEN: Kaupan liiketoimintaosaaminen. 
2007. ISBN 978-952-488-109-8.

B:78. NIILO HOME: Kauppiasyrittäjyys. Empiirinen tutkimus K-ruokakauppiaiden yrittäjyysasen-
teista. Entrepreneurial Orientation of Grocery Retailers – A Summary.

 ISBN 978-952-488-113-5, E-versio: ISBN 978-952-488-114-2. 

B:79. PÄIVI KARHUNEN – OLENA LESYK – KRISTO OVASKA: Ukraina suomalaisyritysten  
toimintaympäristönä. 2007. ISBN 978-952-488-150-0, E-versio: 978-952-488-151-7. 

B:80. MARIA NOKKONEN: Näkemyksiä pörssiyhtiöiden hallitusten sukupuolikiintiöistä. Retorinen 
diskurssianalyysi Helsingin Sanomien verkkokeskusteluista. Nasta-projekti. 

 2007. ISBN 978-952-488-166-1, E-versio: 978-952-488-167-8. 

B:81. PIIA HELISTE – RIITTA KOSONEN – MARJA MATTILA: Suomalaisyritykset Baltiassa tänään 
ja huomenna: Liiketoimintanormien ja -käytäntöjen kehityksestä. 

 2007. ISBN 978-952-488-177-7, E-versio: 978-952-488-183-8.

B:82. OLGA MASHKINA – PIIA HELISTE – RIITTA KOSONEN: The Emerging Mortgage Market 
in Russia: An Overview with Local and Foreign Perspectives. 2007.

 ISBN 978-952-488-193-7, E-version: 978-952-488-194-4.



B:83. PIIA HELISTE – MARJA MATTILA – KRZYSZTOF STACHOWIAK: Puola suomalaisyritysten 
toimintaympäristönä. 2007. ISBN 978-952-488-198-2, E-versio: 978-952-488-199-9.

B:84. PÄIVI KARHUNEN – RIITTA KOSONEN – JOHANNA LOGRéN – KRISTO OVASKA:
 Suomalaisyritysten strategiat Venäjän muuttuvassa liiketoimintaympäristössä.
 2008. ISBN 978-953-488-212-5, E-versio: 978-952-488-241-5.

B:85. MARJA MATTILA – EEVA KEROLA – RIITTA KOSONEN: Unkari suomalaisyritysten toim-
intaympäristönä. 2008. ISBN 978-952-488-213-2, E-versio: 978-952-488-222-4.

B:87. SINIKKA VANHALA – SINIKKA PESONEN: Työstä nauttien. SEFE:en kuuluvien nais- ja 
miesjohtajien näkemyksiä työstään ja urastaan. 

 2008. ISBN 978-952-488-224-8, E-versio: 978-952-488-225-5.

B:88. POLINA HEININEN – OLGA MASHKINA – PÄIVI KARHUNEN – RIITTA KOSONEN: 
 Leningradin lääni yritysten toimintaympäristönä: pk-sektorin näkökulma. 
 2008. ISBN 978-952-488-231-6, E-versio: 978-952-488-235-4.

B:89. Ольга Машкина – Полина Хейнинен: Влияние государственного сектора на  
развитие малого и среднего предпринимательства в Ленинградской области:  
взгляд предприятий.

 2008. ISBN 978-952-488-233-0, E-version: 978-952-488-240-8.

B:90. MAI ANTTILA – ARTO RAJALA (Editors): Fishing with business nets – keeping thoughts on 
the horizon Professor Kristian  Möller.

 2008. ISBN 978-952-488-249-1, E-version: 978-952-488-250-7.

B:91. RENé DE KOSTER –  WERNER DELFMANN (Editors): Recent developments in supply chain 
management. 

 2008. ISBN 978-952-488-251-4, E-version: 978-952-488-252-1.

B:92  KATARIINA RASILAINEN: Valta orkesterissa. Narratiivinen tutkimus soittajien kokemuksista 
ja näkemyksistä.

 2008. ISBN 978-952-488-254-5, E-versio: 978-952-488-256-9.

B:93. SUSANNA KANTELINEN: Opiskelen, siis koen. Kohti kokevan subjektin tunnistavaa kor-
keakoulututkimusta.

 2008. ISBN 978-952-488-257-6, E-versio: 978-952-488-258.

B:94 KATRI KARJALAINEN – TUOMO KIVIOJA – SANNA PELLAVA: Yhteishankintojen kustan-
nusvaikutus. Valtion hankintatoimen kustannussäästöjen selvittäminen. 2008. 

 ISBN 978-952-488-263-7, E-versio: ISBN 978-952-488-264-4.

B:95 ESKO PENTTINEN: Electronic Invoicing Initiatives in Finland and in the European Union 
– Taking the Steps towards the Real-Time Economy. 2008. 

 ISBN 978-952-488-268-2, E-versio: ISBN 978-952-488-270-5.

N-SARJA: HELSINKI SCHOOL OF ECONOMICS. MIKKELI BUSINESS CAMPUS PUBLICATIONS.
ISSN 1458-5383

N:46.  SIRKKU REKOLA: Kaupallinen ystävällisyys - sosiaalinen vuorovaikutus päivittäistavarakaupan 
lähimyymälän kilpailuetuna. 2006. ISBN 951-791-990-5.



N:47. RIIKKA PIISPA – ASKO HÄNNINEN: Etelä-Savo ja näkökulmia e-työn kehittämiseen. Tut-
kimus e-työn tilasta ja e-työhankkeiden toteutusmahdollisuuksista etelä-savossa.

 2006. ISBN 951-791-993-X.

N:48. VESA KOKKONEN: Vientiohjelmien vaikuttavuus. 2006. ISBN 952-488-002-4.

N:49. RAMI PIIPPONEN: Helsingin kauppakorkeakoulun opiskelijoiden ja sieltä vuonna 2000  
valmistuneiden maistereiden yrittäjyysasenteet vuonna 2004.

 2006. ISBN 952-488-004-0.

N:50. VESA KOKKONEN: Oma yritys – koulutusohjelman vaikuttavuus. 2006.
 ISBN-10: 952-488-017-2, ISBN-13: 978-952-488-017-6.

N:51. VESA KOKKONEN: Firma – koulutusohjelman vaikuttavuus. 2006
 ISBN-10: 952-488-018-0, ISBN-13: 978-952-488-018-3.

N:52. VESA KOKKONEN: Asiantuntijayrittäjyyden erikoispiirteet. 2006.
 ISBN-10: 952-488-019-9, ISBN-13: 978-952-488-019-0.

N:53. MIKKO SAARIKIVI – VESA KOKKONEN: Pääkaupunkiseudun ja Hämeen ammattikorkea-
koulujen alumnien yrittäjyysmotivaatio ja yrittäjyysasenteet vuonna 2005. 2006.

 ISBN-10: 952-488-024-5, ISBN-13: 978-952-488-024-4.

N:54. MIKKO SAARIKIVI – VESA KOKKONEN: Yrittäjyysmotivaatio ja yrittäjyysasenteet ammat-
tikorkeakouluissa vuonna 2005. Kansainväliset opiskelijat. 2006.

 ISBN-10: 952-488-025-3, ISBN-13: 978-952-488-025-1.

N:55. MIKKO SAARIKIVI – VESA KOKKONEN: Yrittäjyysmotivaatio ja yrittäjyysasenteet  
pääkaupunkiseudun ja Hämeen ammattikorkeakouluissa vuonna 2005. Suomenkieliset 
opiskelijat. 2006. ISBN-10: 952-488-026-1, ISBN-13: 978-952-488-026-8.

N:56. MIKKO SAARIKIVI – VESA KOKKONEN: Pääkaupunkiseudun ja Hämeen ammattikorkea-
koulujen opetushenkilökunnan yrittäjyysasenteet. 2006.

 ISBN-10: 952-488-027-X, ISBN-13: 978-952-488-027-5.

N:57. MIKKO SAARIKIVI – VESA KOKKONEN: Yrittäjyysmotivaatio ja yrittäjyysasenteet pääkau-
punkiseudun ja Hämeen ammattikorkeakouluissa vuonna 2005. Mukana HAMKin sisäinen 
tutkimus. 2006. ISBN-10: 952-488-028-8, ISBN-13: 978-952-488-028-2.

N:58. MIRVA NORéN: PK-yrityksen johtajan rooli sosiaalisen pääoman edistäjänä. 2006.
 ISBN-10: 952-488-033-4, ISBN-13: 978-952-488-033-6.

N:59. TOMI HEIMONEN – MARKKU VIRTANEN: Liiketoimintaosaaminen Itä-Suomessa. 2006.
 ISBN-10: 952-488-044-X, ISBN-13: 978-952-488-044-2.

N:60. JOHANNA GRANBACKA – VESA KOKKONEN: Yrittäjyys ja innovaatioiden  kaupallistaminen.  
Opintokokonaisuuden vaikuttavuus. 2006.

 ISBN-10: 952-488-057-1, ISBN-13: 978-952-488-057-2.

N:61. VESA KOKKONEN: Startti! – Yrittäjänä koulutusohjelman vaikuttavuus. 2006.
 ISBN-10: 952-488-080-6, ISBN-13: 978-952-488-080-0.

N:62. SOILE MUSTONEN: Yrittäjyysasenteet korkeakouluissa. Case-tutkimus Mikkelin ammatti-
korkeakoulun opettajien ja opiskelijoiden yrittäjyysasenteista. 2006.

 ISBN-10: 952-488-083-0, ISBN-13: 978-952-488-084-8.



N:63. SOILE MUSTONEN – ANNE GUSTAFSSON-PESONEN: Oppilaitosten yrittäjyyskoulutuksen 
kehittämishanke 2004–2006 Etelä-Savon alueella. Tavoitteiden, toimenpiteiden ja vaikutta-
vuuden arviointi. 2007. ISBN: 978-952-488-086-2.

N:64. JOHANNA LOGRéN – VESA KOKKONEN: Pietarissa toteutettujen yrittäjäkoulutusohjelmien  
vaikuttavuus. 2007. ISBN 978-952-488-111-1.

N:65. VESA KOKKONEN: Kehity esimiehenä – koulutusohjelman vaikuttavuus. 2007.
 ISBN 978-952-488-116-6.

N:66. VESA KOKKONEN – JOHANNA LOGRéN: Kaupallisten avustajien – koulutusohjelman 
vaikuttavuus. 2007. ISBN 978-952-488-116-6.

N:67. MARKKU VIRTANEN: Summary and Declaration. Of the Conference on Public Support 
Systems of SME’s in Russia and Other North European Countries. May 18 – 19, 2006, Mikkeli, 
Finland. 2007. ISBN 978-952-488-140-1.

N:68. ALEKSANDER PANFILO – PÄIVI KARHUNEN: Pietarin ja Leningradin läänin  potentiaali 
kaakkoissuomalaisille metallialan yrityksille. 2007. ISBN 978-952-488-163-0.

N:69. ALEKSANDER PANFILO – PÄIVI KARHUNEN – VISA MIETTINEN: Pietarin innovaatiojär-
jestelmä jayhteistyöpotentiaali suomalaisille innovaatiotoimijoille. 2007.

 ISBN 978-952-488-164-7.

N:70. VESA KOKKONEN: Perusta Oma Yritys –  koulutusohjelman vaikuttavuus. 2007.
 ISBN 978-952-488-165-4.

N:71. JARI HANDELBERG – MIKKO SAARIKIVI: Tutkimus Miktech Yrityshautomon yritysten  
näkemyksistä ja kokemuksista  hautomon toiminnasta ja sen edelleen kehittämisestä. 2007. 
ISBN 978-952-488-175-3.

N:72. SINIKKA MYNTTINEN – MIKKO SAARIKIVI – ERKKI HÄMÄLÄINEN: Mikkelin Seudun 
yrityspalvelujen henkilökunnan sekä alueen yrittäjien näkemykset ja suhtautuminen men-
torointiin. 2007. ISBN 978-952-488-176-0.

N:73. SINIKKA MYNTTINEN: Katsaus K-päivittäistavarakauppaan ja sen merkitykseen Itä-Suo-
messa. 2007. ISBN 978-952-488-196-8.

N:74. MIKKO SAARIKIVI: Pk-yritysten kansainvälistymisen sopimukset. 
 2008. ISBN 978-952-488-210-1.

N:75. LAURA TUUTTI: Uutta naisjohtajuutta Delfoi Akatemiasta – hankkeen vaikuttavuus. 
 2008. ISBN 978-952-488-211-8.

N:76. LAURA KEHUSMAA – JUSSI KÄMÄ – ANNE GUSTAFSSON-PESONEN (ohjaaja):  
StuNet -Business Possibilities and Education - hankkeen arviointi.

 2008. ISBN 978-952-488-215-6.

N:77. PÄIVI KARHUNEN – ERJA KETTUNEN – VISA MIETTINEN – TIINAMARI SIVONEN: 
Determinants of knowledge-intensive entrepreneurship in Southeast Finland and Northwest 
Russia. 2008. ISBN 978-952-488-223-1.

N:78. ALEKSANDER PANFILO – PÄIVI KARHUNEN – VISA MIETTINEN: Suomalais-venäläisen 
innovaatioyhteistyön haasteet toimijanäkökulmasta. 2008. ISBN 978-952-488-232-3.



N:79. VESA KOKKONEN: Kasva Yrittäjäksi – koulutusohjelman vaikuttavuus. 
 2008. ISBN 978-952-488-248-4.

N:80. VESA KOKKONEN: Johtamisen taidot - hankkeessa järjestettyjen koulutusohjelmien vaikut-
tavuus. 2008. ISBN 978-952-488-259-0.

N:81. MIKKO SAARIKIVI: Raportti suomalaisten ja brittiläisten pk-yritysten yhteistyön kehittämi-
sestä uusiutuvan energian sektorilla. 2008. ISBN 978-952-488-260-6.

N:82. MIKKO SAARIKIVI – JARI HANDELBERG – TIMO HOLMBERG – ARI MATILAINEN:
 Selvitys lujitemuovikomposiittituotteiden mahdollisuuksista rakennusteollisuudessa.
 2008. ISBN 978-952-488-262-0.

W-SARJA: TYÖPAPEREITA - WORKING PAPERS . ISSN 1235-5674. 
ELECTRONIC WORKING PAPERS, ISSN 1795-1828. 

W:397. MIKA HYÖTYLÄINEN – KRISTIAN MÖLLER: Key to Successful Production of Complex ICT 
Business Services. 2006. ISBN 952-488-003-2 (Electronic working paper).

W:398. PANU KALMI: The Disappearance of Co-operatives from Economics Textbooks.
 2006. ISBN 952-488-005-9 (Electronic working paper).

W:399. ARTO LAHTI: The New Industrial Organization (IO) Economics of Growth Firms  
in Small Open Countries like Finland. 

 2006. ISBN 952-488-006-7 (Electronic working paper).

W:400. MARKO MERISAVO: The Effects of Digital Marketing Communication on Customer Loyalty:  
An Integrative Model and Research Propositions. 2006.

 ISBN-10: 952-488-009-1, ISBN-13: 978-952-488-009-1 (Electronic working paper).

W:401. MARJUT LOVIO – MIKA KUISMA: Henkilöstöraportointi osana yhteiskuntavastuurapor-
tointia. Yritysten nykykäytäntöjen kehittäminen. 2006.

 ISBN-10: 952-488-020-2, ISBN-13: 978-952-488-020-6. (Electronic working paper).

W:402. PEKKA MALO: Multifractality In Nordic Electricity Markets. 2006.
 ISBN-10: 952-488-048-2, ISBN-13: 978-952-488-048-0. (Electronic working paper).

W:403. MARI NYRHINEN: IT Infrastructure: Structure, Properties and Processes. 2006.
 ISBN-10: 952-488-049-0, ISBN-13: 978-952-488-049-7.

W:404. JUSSI HAKANEN – YOSHIAKI KAWAJIRI –  KAISA MIETTINEN – LORENZ T. BIEGLER: 
Interactive Multi-Objective Optimization of Simulated Moving Bed Processes  
using IND-NIMBUS and IPOPT. 2006. 

 ISBN-10: 952-488-055-5, ISBN-13: 978-952-488-055-8.

W:405. JUSSI HAKANEN – PETRI ESKELINEN: Ideas of Using Trade-oFF Information  in Supporting 
the Decision Maker in Reference Point Based Interactive Multiobjective Optimization. 2006. 
ISBN-10: 952-488-062-8, ISBN-13: 978-952-488-062-6.



W:406. OUTI DORSéN – PIA IKONEN – LAURA JAKOBSSON – LAURA JOKINEN – 
 JUKKA KAINULAINEN –  KLAUS KANGASPUNTA – VISA KOSKINEN  – 
 JANNE LEINONEN – MINNA  MÄKELÄINEN –  HEIKKI RAJALA  – JAANA SAVOLAINEN: 
 The Czech Republic from the viewpoint of  Finnish companies,expatriates and students.  

Report of the Special program study trip to Prague in spring 2006. 2006.
 ISBN-10: 952-488-070-9, ISBN-13: 978-952-488-070-1.

W:407. KRISTIAN MÖLLER – ARTO RAJALA: Business Nets: Classification and Management 
Mechanisms. 2006. ISBN-10: 952-488-071-7, ISBN-13: 978-952-488-071-8.

W:408. MIKA KUISMA – MARJUT LOVIO: EMAS- ja GRI-raportointi osana yhteiskuntavastuullisuutta.  
Jatkuvan parantamisen toteaminen yritysten raportoinnin avulla. 2006.

 ISBN-10: 952-488-075-X, ISBN-13: 978-952-488-075-6.

W:409. HENRI RUOTSALAINEN – EEVA BOMAN – KAISA MIETTINEN – JARI HÄMÄLÄINEN:
 Interactive Multiobjective Optimization for IMRT. 2006.
 ISBN-10: 952-488-076-8, ISBN-13: 978-952-488-076-3.

W:410. MARIANO LUqUE – KAISA MIETTINEN – PETRI ESKELINEN – FRANCISCO RUIZ:
 Three Different Ways for Incorporating Preference Information in Interactive Reference  Point 

Based Methods. 2006. ISBN-10: 952-488-082-2, ISBN-13: 978-952-488-082-4.

W:411. TIINA RITVALA – NINA GRANqVIST: Institutional Entrepreneurs and Structural Holes in 
New Field Emergence. Comparative Case Study of Cholesterol-lowering Functional Foods 
and Nanotechnology in Finland. 2006.

 ISBN-10: 952-488-084-9, ISBN-13: 978-952-488-084-8.

W:412. LOTHAR THIELE – KAISA MIETTINEN – PEKKA J. KORHONEN – JULIAN MOLINA: 
 A Preference-Based Interactive Evolutionary Algorithm for Multiobjective Optimization. 

2007. ISBN 978-952-488-094-7.

W:413. JAN-ERIK ANTIPIN – JANI LUOTO: Are There Asymmetric Price Responses in the Euro 
Area? 2007. ISBN 978-952-488-097-8.

W:414. SAMI SARPOLA: Evaluation Framework for VML Systems. 
 2007. ISBN 978-952-488-097-8.

W:415. SAMI SARPOLA: Focus of Information Systems in Collaborative Supply Chain Relationships. 
2007. ISBN 978-952-488-101-2. 

W:416.  SANNA L AUKK ANEN :  In fo rmat ion  Sys tems  a s  In teg ra t ive  In f ra s t ruc-
tures.  Informat ion Integrat ion and the Broader  Contex t  o f  In tegrat ive  
and Coordinative Devices. 2007. ISBN 978-952-488-102-9.

W:417. SAMULI SKURNIK – DANIEL PASTERNACK: Uusi näkökulma 1900-luvun alun murroskauteen ja  
talouden murrosvaiheiden dynamiikkaan. Liikemies Moses Skurnik osakesijoittajana ja -
välittäjänä. 2007. ISBN 978-952-488-104-3.  

W:418. JOHANNA LOGRéN – PIIA HELISTE: Kymenlaakson pienten ja keskisuurten  
yritysten Venäjä-yhteistyöpotentiaali. 2001. ISBN 978-952-488-112-8.

W-419. SARI STENFORS – LEENA TANNER: Evaluating Strategy Tools through Activity Lens. 2007. 
ISBN 978-952-488-120-3.



W:420. RAIMO LOVIO: Suomalaisten monikansallisten yritysten  kotimaisen sidoksen heikkeneminen  
2000-luvulla. 2007. ISBN 978-952-488-121-0.

W:421. PEKKA J. KORHONEN – PYRY-ANTTI SIITARI: A Dimensional Decomposition Approach 
to  Identifying Efficient Units in Large-Scale DEA Models. 2007.

 ISBN 978-952-488-124-1.

W:422. IRYNA YEVSEYEVA – KAISA MIETTINEN – PEKKA SALMINEN – RISTO LAHDELMA: 
SMAA-Classification - A New Method for Nominal Classification. 2007.

 ISBN 978-952-488-129-6.

W:423. ELINA HILTUNEN: The Futures Window – A Medium for Presenting Visual Weak Signals 
to Trigger Employees’ Futures Thinking in Organizations. 2007.

 ISBN 978-952-488-134-0.

W:424. TOMI SEPPÄLÄ – ANTTI RUOTOISTENMÄKI – FRIDTJOF  THOMAS: Optimal Selection 
and Routing of Road Surface Measurements. 2007. ISBN 978-952-488-137-1.

W:425. ANTTI RUOTOISTENMÄKI: Road Maintenance Management System. A Simplified Approach. 
2007. ISBN 978-952-488-1389-8.

W:426. ANTTI PIRJETÄ – VESA PUTTONEN: Style Migration in the European Markets 2007.  
ISBN 978-952-488-145-6.

W:427. MARKKU KALLIO – ANTTI PIRJETÄ: Incentive Option Valuation under Imperfect  
Market and Risky Private Endowment. 2007. ISBN 978-952-488-146-3.

W:428. ANTTI PIRJETÄ – SEPPO IKÄHEIMO – VESA PUTTONEN: Semiparametric Risk Preferences 
Implied by Executive Stock Options. 2007. ISBN 978-952-488-147-0.

W:429. OLLI-PEKKA KAUPPILA: Towards a Network Model of Ambidexterity. 2007.
 ISBN 978-952-488-148-7.

W:430. TIINA RITVALA – BIRGIT KLEYMANN:  Scientists as Midwives to Cluster Emergence. An 
Interpretative Case Study of Functional Foods. 2007. ISBN 978-952-488-149-4.

W:431. JUKKA ALA-MUTKA: Johtamiskyvykkyyden mittaaminen kasvuyrityksissä. 2007.
 ISBN 978-952-488-153-1.

W:432. MARIANO LUqUE – FRANCISCO RUIZ – KAISA MIETTINEN: GLIDE – General Formulation for  
Interactive Multiobjective Optimization. 2007. ISBN 978-952-488-154-8.

W:433. SEPPO KINKKI: Minority Protection and Information Content of Dividends in Finland. 2007. 
ISBN 978-952-488-170-8.

W:434. TAPIO LAAKSO: Characteristics of the Process Supersede Characteristics of the Debtor  
Explaining Failure to Recover by Legal Reorganization Proceedings. 

 2007. ISBN 978-952-488-171-5.

W:435. MINNA HALME: Something Good for Everyone? Investigation of Three Corporate Respon-
sibility Approaches. 2007. ISBN 978-952-488-189.

W:436. ARTO LAHTI: Globalization, International Trade, Entrepreneurship and Dynamic Theory  
of Economics.The Nordic Resource Based View. Part One. 2007

 ISBN 978-952-488-191-3.



W:437. ARTO LAHTI: Globalization, International Trade, Entrepreneurship and Dynamic Theory  
of Economics.The Nordic Resource Based View. Part Two. 2007

 ISBN 978-952-488-192-0.

W:438. JANI KILPI: Valuation of Rotable Spare Parts. 2007. ISBN 978-952-488-197-5.

W:439. PETRI ESKELINEN – KAISA MIETTINEN – KATHRIN KLAMROTH – JUSSI HAKANEN:
 Interactive Learning-oriented Decision Support Tool for Nonlinear Multiobjective Optimiza-

tion: Pareto Navigator. 2007. ISBN 978-952-488-200-2.

W:440. KALYANMOY DEB – KAISA MIETTINEN – SHAMIK CHAUDHURI: Estimating Nadir Objec-
tive Vector:  Hybrid of Evolutionary and Local Search. 2008. ISBN 978-952-488-209-5.

W:441. ARTO LAHTI: Globalisaatio haastaa pohjoismaisen palkkatalousmallin. Onko löydettävissä 
uusia aktiivisia toimintamalleja, joissa Suomi olisi edelleen globalisaation voittaja? 

 2008. ISBN 978-952-488-216-3.

W:442. ARTO LAHTI: Semanttinen Web – tulevaisuuden internet. Yrittäjien uudet liiketoimintamah-
dollisuudet. 2008. ISBN 978-952-488-217-0.

W:443. ARTO LAHTI: Ohjelmistoteollisuuden globaali kasvustrategia ja immateriaalioikeudet. 2008. 
ISBN 978-952-488-218-7.

W:444. ARTO LAHTI: Yrittäjän oikeusvarmuus globaalisaation ja byrokratisoitumisen pyörteissä. 
 Onko löydettävissä uusia ja aktiivisia toimintamalleja yrittäjien syrjäytymisen estämiseksi? 

2008. ISBN 978-952-488-219-4.

W:445. PETRI ESKELINEN: Objective trade-off rate information in interactive multiobjective optimi-
zation methods – A survey of theory and applications. 2008. ISBN 978-952-488-220-0.

W:446. DEREK C. JONES – PANU KALMI: Trust, inequality and the size of co-operative sector 
– Cross-country evidence. 2008. ISBN 978-951-488-221-7.

W:447. KRISTIINA KORHONEN – RIITTA KOSONEN – TIINAMARI SIVONEN – PASI SAUKKONEN: 
Pohjoiskarjalaisten pienten ja keskisuurten yritysten Venäjä-yhteistyöpotentiaali ja tukitarpeet. 
2008. ISBN 978-952-488-228-6.

W:448. TIMO JÄRVENSIVU – KRISTIAN MÖLLER: Metatheory of Network Management: A Con-
tingency Perspective. 2008. ISBN 978-952-488-231-6.

W:449. PEKKA KORHONEN: Setting “condition of order preservation” requirements for the prio-
rity vector estimate in AHP is not justified. 2008. ISBN 978-952-488-242-2.

W:450. LASSE NIEMI – HANNU OJALA – TOMI SEPPÄLÄ: Misvaluation of takeover targets and 
auditor quality. 2008. ISBN 978-952-488-255-2.

W:451. JAN-ERIK ANTIPIN – JANI LUOTO: Forecasting performance of the small-scale hybrid 
New Keynesian model. 2008. ISBN 978-952-488-261-3.

W:452. MARKO MERISAVO: The Interaction between Digital Marketing
 Communication and Customer Loyalty. 2008. ISBN 978-952-488-266-8.

W:453. PETRI LEPISTÖ - KAISA MIETTINEN: Trade-off Analysis Tool with Applicability
 Study for Interactive Nonlinear Multiobjective Optimization. 
 2008. ISBN 978-952-488-269-9.



W:454. SEPPO IKÄHEIMO – VESA PUTTONEN – TUOMAS RATILAINEN: Antitakeover provisions 
and performance – Evidence from the Nordic countries. 

 2008. ISBN 978-952-488-275-0.

W:455. JAN-ERIK ANTIPIN: Dynamics of inflation responses to monetary policy in the EMU area. 
2008. ISBN 978-952-488-276-7.

Z-SARJA: HELSINKI SCHOOL OF ECONOMICS.
CENTRE FOR INTERNATIONAL BUSINESS RESEARCH. CIBR WORKING PAPERS. ISSN 1235-3931.

Z:11. MIKA GABRIELSSON – PETER GABRIELSSON – ZUHAIR AL-OBAIDI – MARKKU SALIMÄKI 
– ANNA SALONEN: Globalization Impact on Firms and their Regeneration Strategies in 
High-tech and Knowledge Intensive Fields. 2006.

 ISBN-10: 952-488-021-0, ISBN-13: 978-952-488-021-3.

Z:12. T.J. VAPOLA – PÄIVI TOSSAVAINEN — MIKA GABRIELSSON: Battleship Strategy:  
Framework for Co-opetition between MNCS and Born Globals in the High-tech Field.

 ISBN-10: 952-488-022-9, ISBN-13: 978-952-488-022-0.

Z:13. V. H. MANEK KIRPALANI – MIKA GABRIELSSON: Further Conceptualization Regarding 
Born Globals. 2006. ISBN-10: 952-488-023-7, ISBN-13: 978-952-488-023-7.

Z:14. MIKA GABRIELSSON – V. H. MANEK KIRPALANI: Globalization: What is New; Effective  
Global Strategies. 2006. ISBN-10: 952-488-059-8, ISBN-13: 978-952-488-059-6.

Z:15. TOMMI PELKONEN – MIKA GABRIELSSON: Market Expansion and Business Operation  
Mode Strategies of Born Internationals in the Digital Media Field. 2006.

 ISBN-10: 952-488-058-X, ISBN-13: 978-952-488-058-9.

Z:16. PETER GABRIELSSON  – MIKA GABRIELSSON: Marketing Strategies for Global  
Expansion in the ICT Field. 2007. ISBN 978-952-488-105-0.

Z:17. MIKA GABRIELSSON – JARMO ERONEN – JORMA PIETALA: Internationalization and 
Globalization as a Spatial Process. 2007. ISBN 978-952-488-136-4.



Kaikkia Helsingin kauppakorkeakoulun julkaisusarjassa ilmestyneitä julkaisuja voi tilata osoitteella:

KY-Palvelu Oy     Helsingin kauppakorkeakoulu
Kirjakauppa     Julkaisutoimittaja
Runeberginkatu 14-16    PL 1210
00100 Helsinki     00101 Helsinki
Puh. (09) 4313 8310, fax (09) 495 617  Puh. (09) 4313 8579, fax (09) 4313 8305
Sähköposti: kykirja@ky.hse.fi   Sähköposti: julkaisu@hse.fi

All the publications can be ordered from

Helsinki School of Economics
Publications officer
P.O.Box 1210
FIN-00101 Helsinki
Phone +358-9-4313 8579, fax +358-9-4313 8305                                                                           
E-mail: julkaisu@hse.fi


	 Abstract 
	 Acknowledgements 
	1  Introduction 
	1.1 Background 
	1.2 Research question and objectives 
	2 Positioning and defining digital marketing communication (DMC) 
	2.1 Positioning the study 
	2.1.1 Relationship marketing perspective 
	2.1.2 Direct marketing perspective 
	2.1.3 Advertising and branding perspective 

	2.2 Digital Marketing Communication (DMC) 
	2.2.1 Definition 
	2.2.2 Brand communication 
	2.2.3 Personalization 
	2.2.4 Interactivity 
	2.2.5 Outcomes of DMC for customer loyalty 


	3 Research strategy and methodology 
	3.1 Background 
	3.2 Research phases 
	3.3 Data collection and analysis 
	3.4 Reliability and validity of the study 
	3.4.1 Reliability 
	3.4.2 Validity 


	4 Summary of publications 
	4.1 Publication I: The Interaction between Digital Marketing Communication and Customer Loyalty: An Integrative Model and Research Propositions 
	4.2 Publication II: The Impact of Email Marketing on Brand Loyalty 
	4.3 Publication III: Email Advertising: Exploratory Insights from Finland 
	4.4 Publication IV: The Effectiveness of Targeted Mobile Advertising in Selling Mobile Services: An Empirical Study 

	Original publications 
	5  Discussion 
	5.1 Research questions revisited 
	5.2 Theoretical contributions and managerial implications 
	5.3 Limitations and future research 

	 References 

	Marko_w452.pdf
	1  INTRODUCTION
	2 DEFINITION OF DIGITAL MARKETING COMMUNICATION
	3 AN INTEGRATIVE MODEL OF THE INTERACTION BETWEEN DIGITAL MARKETING COMMUNICATION AND CUSTOMER LOYALTY
	3.1 Regular Brand Communication – Benefits of Being in Touch with Customers
	3.1.1 Frequency
	3.1.2 Content 
	3.1.3 Information Processing
	3.1.4 Perceived Value
	3.1.5 Commitment

	3.2 Personalized Brand Communication
	3.3 Interactive Brand Communication
	3.4 Other Moderating Variables
	3.4.1 Customer Characteristics
	3.4.2 Involvement
	3.4.3 Relationship

	3.5 Outcomes of Digital Marketing Communication for Customer Loyalty

	4 DISCUSSION
	REFERENCES



 
 
    
   HistoryItem_V1
   TrimAndShift
        
     Range: all pages
     Trim: fix size 8.268 x 11.693 inches / 210.0 x 297.0 mm
     Shift: none
     Normalise (advanced option): 'improved'
      

        
     32
            
       D:20080917094334
       841.8898
       a4
       Blank
       595.2756
          

     Tall
     1
     0
     Full
     280
     203
     None
     Left
     0.7087
     0.0000
            
                
         Both
         105
         AllDoc
         123
              

       CurrentAVDoc
          

     Uniform
     0.0000
     Top
      

        
     QITE_QuiteImposingPlus2
     Quite Imposing Plus 2 2.0
     Quite Imposing Plus 2
     1
      

        
     77
     122
     121
     122
      

   1
  

    
   HistoryItem_V1
   StepAndRepeat
        
     Trim unused space from sheets: no
     Allow pages to be scaled: yes
     Margins and crop marks: none
     Sheet size: 6.929 x 9.843 inches / 176.0 x 250.0 mm
     Sheet orientation: tall
     Scale by 100.00 %
     Align: centre
      

        
     0.0000
     7.0866
     20.0001
     0
     Corners
     0.2999
     ToFit
     1
     1
     1.0000
     0
     0 
     1
     0.0000
     0
            
       D:20080917121721
       708.6614
       B5
       Blank
       498.8976
          

     Tall
     315
     118
     0.0000
     C
     0
            
       CurrentAVDoc
          

     0.0000
     0
     2
     0
     1
     0 
      

        
     QITE_QuiteImposingPlus2
     Quite Imposing Plus 2 2.0
     Quite Imposing Plus 2
     1
      

   1
  

    
   HistoryItem_V1
   TrimAndShift
        
     Range: From page 96 to page 103
     Trim: none
     Shift: move left by 1.42 points
     Normalise (advanced option): 'improved'
      

        
     32
            
       D:20080917094334
       841.8898
       a4
       Blank
       595.2756
          

     Tall
     1
     0
     Full
     280
     203
    
     Fixed
     Left
     1.4173
     0.0000
            
                
         Both
         96
         SubDoc
         103
              

       CurrentAVDoc
          

     None
     0.0000
     Top
      

        
     QITE_QuiteImposingPlus2
     Quite Imposing Plus 2 2.0
     Quite Imposing Plus 2
     1
      

        
     102
     122
     102
     8
      

   1
  

 HistoryList_V1
 qi2base





