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Metodisk prioritering af online og offline kommuritton

ABSTRACT DK

Dette arbejde tager udgangspunkt i et gnske frmddos om at fa en bedre forstaelse
for prioriteringen af deres online og offline maidk&ommunikation. Hverken
eksisterende teori eller praksis lader saledest tibse opgaven, hvilket ogsa pavirker
praksis, hvor det umiddelbare og kendte derforeblforetrukket. 1 sggningen efter en
tveerdisciplinaer metrik til helhedsorienteret piiering peger flere indikatorer pa en
brugercentrisk tilgang, herunder, uses and gratibas tilgangen, integreret
markedskommunikationsteori samt online kommunikedics generelle
brugerorientering. Beslutningsproblemet er besvgeetnem fire forskningsspargsmal,
der har affgdt syv undersggelser og ni artiklerdlddningsvist forsgges online
markedskommunikation (OMC) struktureret i en tygplaler danner grundlag for en
empirisk undersggelse blandt danske virksomhedereki@gmebureauer. Resultaterne
peger pa, at virksomhederne selv ma tage hand arhelbedsorienterede udnyttelse af
OMC og at specielt B2B virksomheder efterspgrgertoner til at foretage
prioriteringen. Med udgangspunkt i en helhedsoelest og brugercentrisk tilgang
afprgves conjoint analyse derfor som metode tinfrangelse af kommunikationens
nytteveerdier. Metoden viser sig at veere anvenagih i en sa immateriel applikation
som kommunikationspreeference. Man skal dog holdef@i gje, at attributter og
niveauer vil veere under stadig forandring, en iatildn herfor er OMC'’s udbredelse til
mobile terminaler, der ogsa hos specifikke B2B mélger lader til at veere staerkt
aktuel. P& det mere generelle niveau peger arbe@lere omrader, der kan danne
fundament for den kanalspecifikke prioritering, tigm brand equity,
budskabsudformning og internt innovations- og kwatsklima-optimering.

Resultaterne er dog ikke entydige og indikereredioy for videre forskning.

Afhandlingen peger saledes pda, at prioriteringen afline og offline
markedskommunikation er yderst relevant og pakremgtt virksomhederne selv ma
tage initiativet til dette. Der peges dog ikke m@en enkelt "sglvbelagt” metrik (silver-
metric), men neaermere at en raekke indikatorer, nag@ngspunkt i brugeren, kan veere

med til at danne fundamentet for markedskommurokatis prioriteringen.
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ABSTRACT UK

This work is based at the request of Grundfos ideprto better understand the
prioritisation of their online and offline markeggncommunication. Neither existing
theories nor practice seem to offer usable methadd, as a result the well-known
communication solutions are often preferred. Ingbarch for a cross-disciplinary and
holistic metric more indicators point to a usertcenapproach such as the uses and
gratification approach, integrated marketing comication theory, and user orientation
of online communication in general. The managendegision problenhas thus been
responded to through four research questions, whale further resulted in seven
studies and nine articles.

Initially online marketing communication (OMC) idrgctured in a typology as an
attempt to create the basis for an empirical stadyong Danish companies and
advertising agencies. The results suggest thatdhganies are left with unsupported
choices when it comes to the holistic utilisatidn@MC, and that B2B companies
especially inquire for methods to perform the ptisation. On the basis of a holistic
and user-centric approach conjoint analysis is suggjested as a method of generating
communication utility values. The method provesliapple even in such an immaterial
application as communication preference. One nmhever, take into account that
attributes and levels are constantly undergoingngbs; one of the indications being the
prevalence of mobile terminals, which also seepeta prevailing trend among specific
B2B target groups. On a more general level of pgigation the work points to three
areas, namely brand equity, content/message plgnaid optimisation of the internal
innovation and creativity climate. These resules mot unequivocal and suggest a need

for further research.

The work points to the fact that the prioritisatioh online and offline marketing
communication is extremely relevant and imperasind that companies themselves are
to lead the way. One silver-metric alone is notnped out, on the contrary a series of
indicators, starting with the user, may promote phr®ritisation of the marketing

communication.



