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Abstract  
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The purpose of this study is to examine the customer relationship building process through 
digital marketing tools in the context of online language schools and to provide a framework 
which explains how online language schools build trust and long-term relationships with their 
customers. 

There are no previous studies focusing on online language schools’ market and the 
application of digital marketing to build customers relationships in this field. On a theoretical 
level, the Five A’ model is put into the context of researched market and based on Five A’s 
model a new framework is introduced. The proposed framework can be used by marketers in 
the field to achieve better and more effective results in the customer relationship building 
process. 

Mixed research methods were used in the study. Qualitative data was collected through 
interviews with the representatives of the marketing departments of the online language 
schools. Quantitative data was collected through a questionnaire which was distributed to the 
people having studied in an online language school. By collecting qualitative data from the 
schools and quantitative data from the students two perspectives were used providing the full 
overview of the market situation. 

The results indicate that online language schools know their market and they use most of the 
effective digital marketing techniques. However, their customers while being loyal and 
having a high level of satisfaction, are not actively participating in interactions through 
different digital marketing tools. 

The findings suggest which digital marketing channels are the most effective to build strong 
customer relationships between online language schools and their customers. Online language 
schools can improve their digital marketing efforts and interactions with the customers based 
on the results of this research. 
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1. INTRODUCTION 

The introduction starts with explaining the phenomena of online language schools’ popularity 

and the background of the study. In this chapter, the research questions are identified as well as 

the theoretical framework, preliminary literature review and research methodology are 

explained. The structure of the paper is briefly described in the last part of the introduction. 

1.1 Background 

The influence of technological advancements forced the education industry to implement new 

ways of teaching and interacting with the students. The impact of the digitalization and the 

widespread use of IT technologies on educational services has been investigated for several 

decades. However, only with the increase of viability of the distance learning in the last ten 

years new habits and consumers’ behaviour appeared. They triggered new business models 

which uses creative digital marketing strategies, tools and techniques to engage and build long-

term relationships with the customers (Granitz & Greene 2003, 16-18). Due to digital 

advancements, online language education emerged. The growing popularity of the online 

language schools built upon digital marketing activities and customer relationship building. The 

phenomena arose around 8-10 years ago and hasn’t been researched well enough making this 

topic valuable for the online language education field. 

By identifying and analysing online customers’ behaviour and the reaction to the digital 

marketing activities performed by the online language school, online language schools can 

better understand the needs of their consumers and use impactful digital marketing tools and 

techniques in their marketing strategy to build strong customer relationships. Moreover, 

marketers will get a better understanding of how their customers’ react on digital interaction, 

hence being able to adapt the marketing message and create a better brand image. 

One necessary aspect to consider is that the study conducted during the Covid-19 pandemic in 

autumn 2020. Therefore, the unstable situation most likely affected the research process. 

Firstly, people stayed home spending much more time online than usual1. The whole education 

field e.g. schools, universities, courses etc. had to transform and move online as well as the 

language studies2. In addition, the hobbies of people also moved online, including language 

 
1 Koeze E., & Popper N., (2020). The Virus Changed the Way We Internet. The New York Times. [Accessed 10.10.2020] Available at 
https://www.nytimes.com/interactive/2020/04/07/technology/coronavirus-internet-use.html 
2 Li C., & Lalani F., (2020).The COVID-19 pandemic has changed education forever. This is how. The World Economic Forum. [Accessed 
10.10.2020] Available at https://www.weforum.org/agenda/2020/04/coronavirus-education-global-covid19-online-digital-learning/ 
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lessons. In an attempt to spend the time at home productive, people started to learn new 

languages which leads to the growing popularity of online language education. Some online 

language schools use these reasons for their marketing activities3. The result is that the Covid-

19 situation might positively affect people’s perception of online language education making 

the use of these services much more appealing than during usual, non-pandemic times. 

1.2 Research questions 

The fact that the education field had to adapt to the new digital realities triggered a shift in the 

way people pursue their language learning goals. With widespread access to the internet, online 

learning has become available to everybody and nowadays learning online is conventional 

practice. However, most of the market players are companies grown from start-ups in the last 

five years, and the main source of growth came from efforts in digital marketing. This 

phenomenon raised the main research question: 

How do online language schools build long-term relationships with customers using digital 

marketing tools? 

In addition to the main research question, three sub-research questions are identified to analyse 

the relationships between online language schools marketing efforts and customers reaction. 

Besides, the results should provide a better understanding of which digital marketing techniques 

are more effective and receive more response from the customers in the online language 

education field.  

RQ1.  Which digital marketing tools do online language schools use to build customer 

relationships? Which of them were/are most effective? 

RQ2.  How do customers interact (behave) with online language schools (before, during, 

after using the service)? 

RQ3.  How do customers react to online language schools digital marketing efforts to build 

a relationship with them? 

1.3 Preliminary literature review 

For this thesis, studies from different disciplines were considered. First of all, prior studies 

related to marketing and digital marketing, especially on the topics of building customer’s long-

 
3Stein A. (2020) Why should you learn a language online during coronavirus? Lingoda blog. [Accessed 10.10.2020] Available 
at https://blog.lingoda.com/en/why-learn-a-language-online-during-coronavirus  
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term relationships, trust and loyalty. The main marketing and digital marketing definitions are 

taken from the leading marketing researches such as Philip Kotler, Peter Drucker, Dave 

Chaffey, Svend Hollensen etc. The reason for it is that due to the changing nature of marketing 

and constant evolving, there are no unified definitions for some concepts, hence to provide the 

precise understanding of the researched context, the core definitions must be taken from 

credible sources. However, previous studies on online education, digital marketing and 

customer relationship were examined and valuable concepts and frameworks were taken into 

account. 

Online consumer behaviour is described to identify the factors influencing the purchasing 

decisions and the touchpoints where the customer relationships building takes place. The 

framework of the online consumer behaviour by Cheung, Chan & Limayem (2005) is 

introduced to describe the online purchasing behaviour and the factors which influence on the 

process. This framework helps to understand the triggers of the online purchasing and it 

supports the main framework of the research – Five A’s model – introduced by Kotler, Kartajaya 

& Setiawan (2017). Customer relationship building process is based on the customer-oriented 

marketing approach, the study considers only the impact of digital marketing techniques and 

tools on the customer relationship. The Five A’s model shows the stages of turning a user into 

a loyal customer who will advocate for the brand, hence a customer with a strong relationship 

with a brand. Based on this framework, the new framework is proposed to connect both digital 

marketing efforts and customer relationships in the context of online language schools’ market. 

The concept of digital content marketing (DCM) plays a crucial role in the inbound marketing 

and customer-oriented marketing which aims at building long-term customer relationships, 

increase customer loyalty and trust in the brand (Holliman & Rowley 2014). Several other 

studies were examined and used to provide a better overview of the academic achievements in 

the field of relationship building. However, they serve as supporting material for the main 

framework because they examine the same phenomena from the different perspectives but are 

not as detailed as the Five A’s model. 

Secondly, prior studies examined the online education phenomena in general, however, there 

are no studies addressing specifically the online language schools market. In addition, these 

studies focused mostly on the nature, benefits and disadvantages of online education, hence 

don’t investigate the relationships with the marketing and digital marketing activities. Granitz 

& Greene (2003) introduced the e-marketing strategies application to the online/distant 
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education, however, the study focused on general education in higher institutions and their 

challenge to use online tools for effective education, hence the scope of the study is not focused 

on language studies (Granitz & Greene 2003). However, the study is legit for this research 

because of several reasons: languages are often taught in Universities; the language degrees are 

received from an institution of higher education; the nature of language studies and the teaching 

techniques and tools used are same as for any other subject. Moore & Anderson (2003) created 

a Handbook of distant education which describes in details the benefits of online education, 

hence the motives of people studying online and the value they obtain. One of the main pros of 

online education: cost-effectiveness, time-efficiency, availability (Moore & Anderson 2003). 

1.4 Theoretical Framework 

The theoretical framework of this thesis is based on the Five A’s model introduced by Kotler 

et al. (2017) The model is put in the context of online language schools’ market and their 

marketing activities. However, due to the complexity of the customer relationship building, 

other theoretical concepts and models are introduced in the literature review chapter to provide 

a full overview to the readers. Based on the Five A’s model, the author of this paper proposes 

its own framework which is applicable for the online language schools’ context at the end of 

the literature review chapter. 

The early AIDA model stands for attention, interest, desire and action (see Appendix 2). The 

model was introduced in 1898 by E. St. Elmo Lewis and was used in marketing activities since. 

The attention refers to the moment when a customer finds out about the brand, interest forms 

the positive or negative attitude to the brand, which, if positive, creates desire and leads to an 

action done by the customer in the form of conversion (Pashootanizadeh & Khalilian 2018, 

637). Recently, Kotler et al. (2017) introduced Five A’s model which took its roots from the 

AIDA model. Five A’s stands for Aware, Appeal, Ask, Act, Advocate (Kotler et al. 2017, 60). 

The model is used as the core framework for this paper and described in details in the main part 

of the literature review of this paper. 

In the context of online language schools, the framework is useful in analysing the relationship 

between digital marketing efforts of the brand and as an outcome of the strong relationship 

building the customers’ advocacy. There are no previous studies which applied the framework 

to the online language education market. Online language education field is often examined 

from the education point of view, hence lacking the business and marketing perspective. 
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1.5 Proposed Methodology  

The research questions are answered by using both quantitative and qualitative research 

methods. Mixed methods are suitable for this research because the actions of both sides 

(companies and customers) should be analysed and then compared to see the full picture and to 

be able to draw conclusions. 

The qualitative method is used for interactions with the online language schools through 

interviews with representatives of the marketing department in order to gain insights on digital 

marketing activities. Interviews were chosen for collecting the data for several reasons: 

experience in conducting marketing campaigns from the marketing department of online 

language schools, marketing strategies and goals are different in each company which is not 

always visible from the outside of the company, hence interviews provide reasons behind the 

actions, marketing activities are not always measurable. Hence to see the objectives of the 

online language school as well as its approach, the face-to-face online interviews are conducted. 

The quantitative method used for collecting customers’ opinion regarding online language 

school and its digital marketing efforts, are surveys. The aim is to analyse customers’ behaviour 

online and identify the most effective digital marketing techniques from the customers’ point 

of view. The data collected through an online questionnaire is distributed to the students of 

several online schools. 

1.6 Structure of the paper  

This thesis consists of five parts: introduction, literature review, research design and methods, 

results and conclusion. The introduction provides background information and the motivation 

of the study, followed by identifying research questions and the purpose of the study, which 

clarifies the significance of this research for the online language schools. 

The literature review is divided into two main parts: digital marketing, customer relationship 

building. Starting from the marketing and digital marketing definitions, theory and explanations 

of the main concepts relevant to the study. The research design and methods chapter explains 

the data collection process and data analysis. The results chapter presents the finding of the 

research, followed by a conclusion and discussion chapter which presents the outcome and 

gives suggestions to further research. 
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2. LITERATURE REVIEW 

This chapter provides an explanation of the main definitions and concepts used in the research 

as well as provides an overview of the previously conducted research in the digital marketing 

and customer relationship building. 

The research focuses on online language schools. However, to avoid misunderstanding and 

define the scope of the research, the context is explained. There are ten main types of entities 

which are possible to market: services, events, products, experiences, places, personas, 

organisations, properties, ideas and information (Kotler & Keller 2012, 27-29). In this research, 

the focus is on services, information and experiences as all of them are included in the process 

of education. 

Distance learning is defined as education in which there is a physical separation between the 

learner and the instructor. However, distance learning has different forms, for example, 

videotapes, paper-based materials, audiocassettes, CD-ROMs etc. (Moore & Anderson 2003, 

130-140; Morrison 2003, 4-7). This paper is focused on a particular type of distance learning 

which takes place online, hence the concept of online education is defined in the following.  

Online education or online learning can be also referred as Web-based training (WBT), virtual 

learning, e-learning or Internet-based training (IBT), it involves using the Internet to deliver 

distance education (French 1999, 2; Moore & Anderson 2003, 130-140; Morrison 2003, xiv).  

There are 3 types of online learning: asynchronous, synchronous and hybrid.  

• Asynchronous learning or self-paced learning is a form of learning when a student 

doesn’t receive the feedback from the instructor straight away, there is limited feedback 

or no interactions at all (Moore & Anderson 2003, 130-140; Morrison 2003, xiv). For 

example, completing the Google Analytics certificates does not require interaction with 

real-instructor (Holmberg, 2003).  

• Synchronous online education is when an instructor and a student interact using real-

time communication technologies such as web conferencing, digital calls and messaging 

software (Moore & Anderson 2003, 130-132).  

• Hybrid combined two types of online education mentioned before in which instructors 

using different types of learning methods and the real-life interactions (e.g. reports, 

papers, chat function, videos and online lectures) (Moore & Anderson 2003, 130-140).  
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In this research, only online learning with an instructor is included in the research, hence 

synchronous and hybrid types of online learning.  

Nowadays most of the students belongs to the millennium and zoomers generation. These 

generations are charactarized by high level of mobility, an ability to use digital tools effectively, 

paying less attention to stability and an urge to receive an immediate reward. These factors 

affect the preferences in education and the choice of the source, hence more people prefer online 

education of the language. (Vinogradova, Kulyaminа, Larionova, Maloletko & Kaurova 2016, 

286-287). 

Both Vinogradova et al. (2016) and Morrison (2003) identified several advantages of virtual or 

online learning:  

• constant access to the sources or materials 

• the speed of delivery (available once published/shared) 

• less time-constrained (flexible hours, no time zone barriers) 

• availability from any place with the internet connection 

• dynamic delivery (responsiveness and adjustments of the learning process) 

Clearly, internet and IT advances created new educational opportunities, however, there are 

also challenges for teachers as well as students. There are several disadvantages of online 

education:  

• First of all, there are limitations in the interpretation of the student’s reactions and body 

language, hence it can be harder to establish the relationships between a teacher and a 

student or a group of students (French 1999, 2-3).  

• Second, an instructor is depended on the learning environment and in case of a technical 

problem, the learning experience of the students can be influenced. In addition, the IT 

skills of the instructor and students can be not sufficient to solve a problem, hence IT 

support is needed (Granitz & Greene 2003, 17-18). 

• Third, the content can vary during the lesson based on the learning progress and 

objectives, meaning that an instructor should be able to adjust the content based on the 

student’s needs and sometimes it’s not possible to do effortlessly in the digital 

environment (French 1999,145).  



 16 

To solve these challenges, educational companies or organisations provide a complete learning 

environment which could be in the form of a platform/platforms or using a third party (e.g. 

Zoom, Skype etc.). In this research, the online education platform is the product of the company 

which provides a value proposition to the customer who is a student.  

To summarise, the research only considers online language schools which provide a service – 

teaching a language in a form of face-to-face online lessons, through the platform/platforms – 

product to people who wants to use the IT capabilities to study a language – customers.  

2.1 Marketing & Digital Marketing Core Definitions 

Marketing plays the key role in the business operations because without getting enough demand 

for the products or services, companies are not able to make a profit, hence financial success 

depends on the marketing proficiency (Kotler & Keller 2012, 25- 27). There are plenty of 

definitions of marketing which evolved during the development of the field. However, this 

research considers the latest definitions from the leading researchers of the field. The formal 

definition of marketing from the American Marketing Association is the following:  

“Marketing is the activity, set of institutions, and processes for creating, communicating, 

delivering and exchanging offerings that have value for customers, clients, partners, and 

society at large”. (The American Marketing Association 2017)4 

According to Kotler and Keller, marketing is defined from the social and managerial points of 

view. The managerial side is described well by the American Marketing Association while from 

the social point: “Marketing is a societal process by which individuals and groups obtain what 

they need and want through creating, offering, and freely exchanging products and services of 

value with others” (Kotler & Keller 2012, 27). 

Another important point to consider is the goals of marketing activities. According to Drucker, 

“The aim of marketing is to know and understand the customer so well that the product or 

service fits him and sells itself. Ideally, marketing should result in a customer who is ready to 

buy. All that should be needed then is to make the product or service available” (Drucker 1974, 

64-65). Peter Drucker introduced an idea of customer-oriented marketing and the practice of 

analysing customer behaviour in order to meet customers’ needs. This strongly correlates with 

 
4 The American Marketing Association, Definitions of marketing, [Accessed 28.08.2020] Available at https://www.ama.org/the-definition-of-
marketing-what-is-marketing/ 
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the Kotler’s opinion, mentioned in the first paragraph, regarding the ability to be profitable with 

the use of marketing. 

With the development of technologies and growth of the internet and e-commerce growth, the 

new opportunities were discovered, and marketing practices moved to the digital space 

(Chaffey & Ellis-Chadwick 2012, 6-9). Digital marketing is the next crucial definition of this 

research. Digital marketing can be also referred to as e-marketing, internet marketing, online 

marketing or electronic marketing (Chaffey 2013, 15). Electronic marketing, internet marketing 

or e-marketing terms are used less nowadays, hence in this research, the term digital marketing 

is used. Same as marketing definition, digital marketing term also has plenty of versions, and it 

has been changing and developing together with the field itself. To see a full picture and the 

evolution of the field, several definitions are provided: 

“Digital marketing – the application of the Internet and related digital technologies in 

conjunction with traditional communication to achieve marketing objectives” (Chaffey & Ellis-

Chadwick 2012, 10). 

“E-marketing is marketing online whether via web sites, online ads, opt-in email, interactive 

kiosks, interactive TV or mobiles. It involves getting closer to customers, understanding them 

better and maintaining a dialogue with them. It is broader than e-commerce since it is not 

limited to transactions between an organization and its stakeholders, but includes all processes 

related to marketing” (Chaffey 2013, 15). 

“Online marketing refers to marketing via the internet using company websites, online 

advertising, and promotions, email marketing, online video and blogs. Social media and mobile 

marketing also take place online and must be closely coordinated with other forms of digital 

marketing.” (Kotler & Armstong 2018, 516). 

There is a common idea in these definitions – digital marketing has the same goals and 

objectives as marketing, but it utilizes the internet capacity and different digital technologies 

and tools. Digital marketing includes maintaining various forms of online company presence 

such as company website/websites, social media accounts and using search marketing, e-mail 

marketing, influencers marketing, online advertising etc. (Chaffey & Ellis-Chadwick 2012, 10) 

However, it is beneficial for the business to incorporate digital marketing techniques together 
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with the traditional ones to attract more people and build stronger presence through various 

channels5. 

The term strategy is used in different ways, however, in this research “strategy is the means to 

achieve a goal”. It explains how the company is going to achieve its objectives (Strauss, Frost 

& Sinha 2014, 50). This research is focusing on different marketing strategies and digital 

marketing techniques. To understand the mechanisms of marketing and how it’s implemented, 

marketing strategy and digital marketing strategy concepts are explained. 

“A marketing strategy is a fundamental pattern of present and planned objectives, resource 

deployments, and interactions of an organization with markets, competitors and other 

environmental factors.” (Hollensen 2010, 2).  

With the IT development and the rise of the internet, the marketing moved to the digital space. 

As Michael Porter said almost 20 years ago: “The key question is not whether to deploy Internet 

technology – companies have no choice if they want to stay competitive – but how to deploy it” 

(Porter 2001, 2-19). In the current highly competitive environment, companies must implement 

not only traditional marketing strategies, but also digital marketing strategies have to be used 

on the business strategy level and as a part of brand image. 

“An Internet marketing strategy is needed to provide consistent direction for an organisation’s 

e-marketing activities that integrate with its other marketing activities and support the overall 

objectives of the business.” (Chaffey 2003, 15). 

A digital marketing strategy or e-business strategy – “is the design of marketing strategy that 

capitalizes on the organization’s electronic or information technology capabilities to reach 

specified objectives.” (Strauss et al. 2014, 51). 

There are plenty of definitions of digital marketing strategy as well. Two aforementioned 

definitions by Chaffey (2003) and Strauss et al. (2014) define the term well and show its 

evolving during the last decades. To summarise, the digital marketing strategy is based on the 

marketing strategy, has similar goals, but is performed through digital channels using different 

online marketing techniques. 

 
5 Pribanic E., (2020) Benefits of Combining Digital with Traditional Marketing.Tech Funnel. Accessed [13.11.2020] Available at 
 https://www.techfunnel.com/martech/benefits-of-combining-digital-with-traditional-marketing/  



 19 

Philip Kotler introduced the concept of Marketing 3.0 and later Marketing 4.0 which is the next 

step in the evolution of marketing (Kotler et al. 2017, xv-xvii). Marketing 4.0 described the 

recent changes due to digitalization and focuses on the adaptation of marketing techniques to 

the new digital environment and how to lead customers from awareness to advocacy. 

One of the main concepts in the Marketing 4.0 is connectivity which refers to the fact that 

customers and businesses are now connected through the internet making it easier and faster to 

communicate and share one’s opinion as well as influence each other (Dash, Kiefer & Paul 

2020, 608-610). Moreover, in the current smartphone era, one can perform similar tasks as on 

the desktop or laptop, which made customers switch from a laptop or computer browsing to 

smartphone. This shift in consumer behaviour triggers the appearance of new opportunities such 

as mobile marketing, location-based marketing, mobile-based apps. Mobile marketing 

encourages customers to engage with the brand thought mobile phone or tablet. (Chaffey & 

Ellis-Chadwick 2012, 12-13). However, this type of marketing is not considered as a separate 

topic in this paper because nowadays most of the websites and other digital tools provide 

integration to the mobile devices and allow to perform same marketing campaigns. 

The technology and connectivity make the spread of innovation faster to all the parties, hence 

it’s harder to grow competitive advantage, especially when globalisation makes the bounders 

vanish (Mulhern 2009, 86-87). That triggers the trend for niche markets. Companies are going 

away from the mass-production and trying to establish smaller brands for particular needs of 

smaller groups of customers by customising, personalising and providing specific features to 

ensure the perfect match between the product and customers’ needs. (Kotler et al. 2017, 10-14) 

These changes and evolvement of the marketing lead to the new ways of interacting between 

customers and companies as well as different marketing techniques and tools used, especially 

in the digital environment. 

2.2 Marketing Channels  

As one of the main goals of marketing is to fulfil customer’s needs and wants, the proper 

channels between a customer and a company should be established (Paswan 2011, 312-313). 

There are three main marketing channels types based on its purpose: communication, 

distribution and service: 

• Communication is used to deliver and receive a message from the target audience 

through offline and online channels such as magazines, newspapers, website, blogs, e-
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mail, billboards etc. Especially, the channels in which it’s possible to build a dialogue 

between a customer and a company, gain popularity: blogs, emails, chats. (Paswan 

2011, 312-313)  

• Distribution channels are used for physical delivery of the product or service which is 

purchased (Ofek 2011, 43-44).  

• Service channels allow to perform the transaction between a seller and a buyer. It 

includes warehouses, transportation companies, banks, insurance etc. (Kotler & Keller 

2012, 33).  

Multichannel marketing refers to customer communications and product distribution which are 

supported by a combination of traditional and digital channels at different points in the buying 

cycle (Chaffey & Ellis-Chadwick 2012, 11). This research studies communication channels or 

communication media, which is used to spread information, news, entertainment and 

promotions (Strauss et al. 2014, 331).  

Online or digital channels play a supporting role in multichannel marketing. Online channels 

assist with different customer journey from pre-sales, sale and post-sale experience to develop 

stronger relationships with the customers (Chaffey & Ellis-Chadwick 2012, 10). Digital media 

can be represented in various forms: video, images, audio, text, mobile apps, online newspapers, 

email etc (Strauss et al. 2014, 331). 

According to Chaffey & Ellis-Chadwick, there are three main types of media channels in the 

digital marketing strategy: paid media, earner media and owned media:  

• Paid media includes online and offline media in which a company invested to receive 

new visitors, conversions or brand awareness through affiliate marketing, search or 

display advertising, TV advertising, print magazines etc. Often, the biggest amount of 

investment is allocated to this type. (Chaffey & Ellis-Chadwick 2012, 11-12)  

• Owned media is media owned and controlled by the company, hence its website, social 

media accounts, blog, brochures, retail stores etc. (Colicev, Malshe, Pauwels & 

O’Connor 2018, 39-41) 

• Earned media is publicly generated content to increase brand awareness through PR 

efforts, influencers, viral-marketing, blogs, social networks and other interactions with 

customers and communities. (Chaffey & Ellis-Chadwick 2012, 11-12; Colicev et al. 
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2018, 39-41; Strauss et al. 2014, 331-334). For example, if a  review of a product on a 

third-party website or blog is unpaid, it is earned media. 

Owned and Paid media supports earned media because customers spread the information 

through the word-of-mouth and other communication channels. Companies use these types of 

media to inform the customers about the product launches, sales, promotions etc. (Strauss et al. 

2014, 331-334). These types of media should be partly overlapping between each other in order 

to form an intergraded strategy, full picture of the brand and deliver a synchronised message to 

customers (see Appendix 1). (Chaffey & Ellis-Chadwick 2012, 11-12; Strauss et al. 2014, 331-

334). 

According to Chaffey, the importance of digital channels and the number of visitors they earn 

vary depending on the nature of a business, hence there is not one perfect channel mix for every 

website (Chaffey & Ellis-Chadwick 2012, 485-486). For example, more established and well-

known brands will have stronger direct traffic and more stable mix of channels because of brand 

awareness, while new unknown start-up will receive more traffic from referrals or social media 

(if implemented) and most likely won’t have balanced stable mix until the brand is more 

recognised. Having various channels in a mix is beneficial because it allows a diversity of traffic 

and reduces the dependence of one source.6 These nuances should be taken into account when 

a marketing strategy is created. 

According to Hollensen, marketers should have a clear understanding of the online channels 

and online customer value propositions (OCVP) or a digital value proposition (DVP) 

(Hollensen 2010, 49-50). Six criteria are determining the OCPV for an online customer: 

content, customization, community, convenience, choice, cost reduction (Chaffey 2019). This 

concept can be also integrated into the classic marketing mix. For example: 

• Product includes content, customization, community 

• Price – cost reductions 

• Place – an online platform 

• Promotion – digital marketing strategies and tools 

• Physical evidence, People, Process – reaching a customer with feedback forms, calls, 

surveys etc. (Chaffey 2019) 

 
6 Iterate. Where should traffic come from? Finding your web traffic mix. [Accessed 9.09.2020] Available at 
https://www.iteratemarketing.com/blog/where-should-traffic-come-from-finding-your-web-traffic-mix/  
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The same concept has been introduced by Rayport and Jaworki in which the criteria are context, 

content, community, customization, communication, commerce and connection (Rayport & 

Jaworki, 2004). 

Marketing channels play a crucial role in the customer relationship building as it facilitates 

communication and delivers a message to customers. The previous studies examined various 

factors influencing on the relationship building process through different marketing channels 

such as the interdependent structure of the relationship, the quality of the relationship etc. (Van 

Bruggen 2005, 141-142). Hence, understanding the nature and features of a marketing channel 

is necessary to build high-quality, long-lasting customer relationships.  

2.3 Digital Marketing Techniques  

Digital marketing techniques evolve rapidly due to the changing behaviour of the customers, 

globalization and development of IT. As of January 2020, there are 4,833,521,806 internet users 

in the world, which is 62% of the whole world’s population7, and 1.74 billion of websites8. 

Clearly, the internet represents huge marketing potential, but there are plenty of challenges as 

well. Hence, marketers have to adapt to the changing environment as well as develop and test 

new tools and strategies (Reynolds 2010, 229-232). In this chapter, the main digital marketing 

techniques and tools are described. 

2.3.1 Website 

Having a website has become a basic, first step in building a business or a brand. A website is 

the representation of the whole business and one of the first places which customers check 

before making a purchase. A website plays a distribution, sales and communication purpose as 

well as used as a marketing public relations (MPR) tool (Strauss et all 2014, 335). The website 

gives an opportunity to collect the customers’ information and analyse it through different 

analytics platforms such as Google Analytics, Yandex Metrica etc (Reece 2010, 220-224). This 

function is highly important for research purposes such as learning and analysing customers’ 

behaviour, demographics as well as segmenting the customers to better targeting. An 

interactive, well-designed website capturing users’ attention encourages users to visit the 

website frequently and interact with it (Chaffey & Ellis-Chadwick 2012, 374-413). In 

 
7 Internet World Stats, Internet User Distribution in the world-2020 Q1, [Accessed 30.08.2020] Available at 
https://www.internetworldstats.com/stats.htm  
8 Statista, How many websites are there? [Accessed 30.08.2020] Available at https://www.statista.com/chart/19058/how-many-websites-are-
there/  



 23 

consequences, it allows to build trust and long-term relationships with current and potential 

customers (Kumar & Benbasat 2006, 425-426). 

An effective website is focused on the customer experience. The website should be easy-to-use, 

simple, fast, intuitive navigation as well as catchy so the customer will remember it. The 

information should be easy to find and read. In order to grow the database of customers, the 

website should deliver value and quality content to the users which can be in form of reports, 

free checklists, articles etc. (Chaffey & Ellis-Chadwick 2012, 374-413). To foster the 

interaction with the users, some websites build entertainment tools or apps e.g. Smirnoff 

Vodka’s “virtual bartender” – a tool which helps customers to create a tasty combination of a 

drink from various ingredients (Reece 2010, 224). At the same time, these tools can have several 

marketing applications e.g. analyse the user’s behaviour, grow the subscription list for email 

marketing etc. Customers surveys are common ways to collect the customer’s feedback to 

improve the product or service in the future (Nasr, Burton & Gruber 2018, 142-143). It could 

be done thought the chat or form on the website, email marketing or a call (Reece 2010, 222-

224).  

2.3.2 Search marketing 

Search marketing is the process of gaining traffic and visibility to a company’s website from 

search engines by both paid and unpaid efforts, hence the term search marketing includes both 

search engine marketing (SEM) and search engine optimisation (SEO), which is explained 

further in chapter 2.4.39 (Reece 2010, 225). 

Search engine marketing (SEM) is a process of promoting through search engines by delivering 

relevant content in the search listings for searchers and encouraging them to click through and 

visit a website. Paid-search marketing includes the text ads in the search engine results pages 

(SERPs) which are shown at the beginning of the search query, also referred to as pay-per-click 

marketing (PPC). There are 2 main types of ads: Search and Display. (Chaffey & Ellis-

Chadwick 2012, 490-492). In 2019, 333.35 billion dollars has been spent on digital advertising 

worldwide which is 50.1% of all media ads spending10. The top five digital ads sellers 

worldwide are Google, Facebook, Alibaba, Amazon and Baidu6. However, with the changes of 

the consumers’ purchasing behaviour, the more traditional advertising pull approach has shifted 

 
9 Search engine Land (2020) What is search marketing? [Accessed 23.08. 2020]. Available at https://searchengineland.com/guide/what-is-
sem  
10  Enberg J. (2019) Global Digital Ad Spending 2019: Digital Accounts for Half of Total Media Ad Spending Worldwide, eMarketer. 
[online] [Accessed 23.09.2020] Available at https://www.emarketer.com/content/global-digital-ad-spending-2019 
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to the “native ads” meaning that the ads are more descriptive and provide value to the customers 

instead of only pushing for sales. According to MDG Advertising, 70% of customers prefer to 

learn about the brand through valuable content rather than traditional advertising, at the same 

time this type of ads creates higher brand loyalty by 32%.11 

2.3.3 Search engine optimisation (SEO) 

Search Engine Optimisation (SEO) is an Internet marketing strategy which is applied to the 

company’s websites to improve the position of the company or its products in search engine 

organic results for selected keywords or phrases (Reece 2010, 225-226; Chaffey & Ellis-

Chadwick 2012, 491-495). SEM and SEO are interdepended as they are both focused on the 

keywords and ranking in the search engine. However, SEM usually refers to the paid 

advertisement, while SEO is focusing on driving all kinds of traffic on the website organically 

(Berman 2013, 644-646). Both SEM and SEO are highly important for marketing, so users can 

find a brand in the search engines.  

With changing consumers’ behaviour and benefits of SEO, marketers are willing to invest in 

optimisation and are aiming at ranking in the top 3 websites for relevant keywords. Conducted 

researches showed different numbers for the click-through-rate (CTR) of ranking, but there are 

some similarities such as if a website is not on the first page of SERP, most likely consumers 

won’t find it because an inconsiderable number of people checks second and next pages. 

Speaking about the first page of SERP, CTR of the first position in Google is 28.5%, followed 

by the second position with 15.7%, third with 11%, fourth with 8% and decreasing further with 

2.5% for the tenth position12. Interestingly that Google introduced new possibility to be noticed 

by consumers which is featured snippets. According to a recent article by Dave Chaffey, it is 

the next aim for companies to be featured on the top of search results with an estimated CTR 

of 23.3%13.  

 

 

 
11 MDG Advertising (2014) The Shift to Native Advertising in Marketing [Infographic] [Accessed 09.10.2020] Available at 
https://www.mdgadvertising.com/marketing-insights/infographics/the-shift-to-native-advertising-in-marketing-infographic/# 
12  Beus, J. (2020) Why (almost) everything you knew about Google CTR is no longer valid. Sistrix. [Accessed 09.09.2020] Available 
a:https://www.sistrix.com/blog/why-almost-everything-you-knew-about-google-ctr-is-no-longer-
valid/#285_of_Google_users_click_the_first_organic_result 
13 Chaffey, D. (2020) 2020 Comparison of organic Google click-through rates by ranking position. Smart Insights [Accessed 09.09.2020] 
Available at https://www.smartinsights.com/search-engine-optimisation-seo/seo-analytics/comparison-of-google-clickthrough-rates-by-
position/  
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2.3.4 Affiliate marketing 

Affiliate marketing is a type of online promotion in which an advertiser receives a commission 

when a buyer makes a purchase or another action on the website of entity’s website (who issued 

the affiliate link). The commission is usually based on a percentage of the product sale price. 

(Reece 2010, 228; Chaffey & Ellis-Chadwick 2012, 515-517). It is tracked by using an affiliate 

link with the cookie which tracks from where the buyer came (Reynolds 2010, 255-256). 

2.3.5 Social media marketing  

The appearance of social media changed the way of communication between the brand and 

customers. It is an opportunity to engage and interact with customers instead of only pushing 

the message. Social Media Marketing (SMM) is the facilitation of customer interaction and 

participation throughout the internet to encourage engagement with the brand in different social 

networks and other third-party websites (Chaffey & Ellis-Chadwick 2012, 535-536). The 

biggest social media sites are Facebook, YouTube, Instagram, Tik Tok, Twitter, Pinterest, 

Vkontakte etc.14 

This change triggers the empowerment of customers because now they are able to influence the 

brands by giving feedback and express their opinion about the products. This can be both 

positive and negative as customers can damage the brand image by rating low the product and 

leaving unsatisfied, negative comments (Reece 2010, 235). Social media impacted hugely on 

the increasing connectivity between all parties of the society which also allowed to reduce costs 

of interaction between customers and businesses. The rise of connectivity influenced the market 

dynamics as well as competition making it impossible for a business to survive without 

interaction with third parties (Dibb & Carrigan 2013, 1378-1385). Consumers started to 

generate media themselves and share it with the audience through different social media 

channels such as YouTube, Pinterest etc. They have the power to inform, educate, persuade or 

advertise to their audience. (Colicev, Ashish & O’Connor 2019, 101) Communication in social 

media platforms is transparent and differs from traditional one-way advertising. Since social 

media is used to express and share the emotion, consumers tend to embrace the brand, hence 

become a loyal customer who promotes the brand for free and spread word-of-mouth. It 

facilitates the customer-relationship building. (Reece 2010, 235-238) Companies want to use 

 
14 Statista, Most popular social networks worldwide as of July 2020, ranked by number of active users, [Accessed 30.08.2020] Available at 
https://www.statista.com/statistics/272014/global-social-networks-ranked-by-number-of-users/  
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and develop this opportunity to attract more customers. In addition, companies can make use 

of consumer-generated content by using it as testimonials, referral and to approach the audience 

of the consumer (Chaffey & Ellis-Chadwick 2012, 535-536). 

Nowadays, most of the successful companies have social media channels and they develop 

them in order to interact with the customers, raise an awareness, market the brand and create 

brand equity (Godey 2016, 5833- 5836). However, there is a trend moving from individual to 

social conformity, meaning that customer cares more about other people’s opinions than their 

personal preferences (Kotler et al. 2017, 13-15). This makes it harder for companies to deliver 

the message they intend to because the message is changed by the perception and opinion of 

society. 

One of the crucial metrics to consider in social media is customer engagement. Customer 

engagement is a repeated interaction between a customer and a brand which creates a stronger 

emotional, phycological and physical connection between the parties (Chaffey & Ellis-

Chadwick 2012, 319-320). It can be referred to a specific touchpoint e.g. social media post, 

blog, website conversion, website visit (time spent) etc. hence it can be measured and brands 

have to create a content encouraging people to act (Godey 2016, 5839- 5840). 

2.3.6 Blogging 

The purpose of the blog is to connect readers with the writer of the blog or company (Reece 

2010, 251-253). Bloggers provide value to the readers and an opportunity to discuss an 

interesting topic and share their personal opinions, hence the content should be high-quality, 

interactive and not solely focused on selling (Onishi 2012, 221-223). Having a blog on the 

website gives the power to the company as it’s a place where a customer can ask or express the 

opinion, hence the company is able to respond fast and improve customer experience (Singh 

2008, 283-287). An effective and well-executed blog becomes an important marketing tool. 

Around 77 % of users read a blog and a brand with a blog receives more traffic than a website 

without it (Reece 2010, 251-253). A blog allows to engage with customers on particular topics 

and a great way to conduct research and analyse customers behaviour (Singh 2008, 288-291). 

Having a blog on the website increase the number of leads, hence sales as well as helps to 

achieve better search position.15 

 
15 Duhon B., (2015). Putting the “Engagement” in Your Content Marketing. [Accessed 9.10.2020] Available at 
https://documentmedia.com/article-1979-Putting-the-'Engagement'-in-Your-Content-Marketing.html  
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2.3.7 Influencer marketing  

Influencer marketing is a relatively new type of marketing, which implicates the collaboration 

between a brand and an influencer who has an audience to engage with (Brown & Hayes 2008, 

xii). Usually, influencers marketing campaign refers to an online collaboration in order to 

introduce the brands’ product/services to the influencer’s audience which could be done 

through a review, advertising, tutorial, any social media etc. (Ki 2020, 1-3) 

An influencer is a person with an ability to influence a specific audience through social media, 

blog, website etc. The audience of the influencer usually has characteristic e.g. common 

interests, location, style of interaction (Levin 2020, 20). Hence the context varies, and it is 

essential to choose an influencer with the target audience of the brand. The three crucial 

elements to consider when choosing an influencer are expertise & credibility of the influencer 

(affinity), the size of the audience (reach) and the influencers’ relationship with the audience 

(engagement) (Pophal 2020, 36-37). This marketing technique is also applicable to traditional 

advertising e.g. influencer is present on product launch, presentation, conference etc. 

2.3.8 Viral marketing  

Viral Marketing is defined as “a mechanism that facilitates and encourage people to pass along 

a marketing message voluntarily”. It also referred to as buzz marketing or word of mouth (Reece 

2010, 261). Companies give people a reason to talk about its product or service which raises 

the awareness of the brand. In the digital space, it can be performed through emails or social 

media discussion. (Chaffey & Ellis-Chadwick 2012, 536-539) This technique is based on the 

human nature and needs to share with other people (Reynolds 2010, 260-267). Vital marketing 

or Word-of-Mouth (WOM) is one of the most appealing and effective techniques to use and 

generate excitement around the product, service, brand and get publicity (Harrison-Walker 

2016, 67-68). The message should be easy to share, funny, creative and relevant to the target 

audience. If these criteria are met, the message received by one person will be shared to this 

person’s network and in consequence people from this network are going to share the message 

to their network (Ahrens 2013, 1048-1049). 

2.3.9 Email marketing  

Email marketing is a technique in which the emails are sent to the customers to encourage them 

to interact with the brand (Chaffey & Ellis-Chadwick 2012, 527-531). It is one of the earliest 
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techniques which is used for online-marketing and an effective way to communicate with the 

customers in order to introduce new product or services, promotional offers or educate 

newsletter subscribers (Reece 2010, 230-231). 

The effectiveness of email marketing went down in past years. However, the introduced changes 

in the email marketing protocol such as opt-in/opt-out marketing or permission email marketing 

improved the situation. With these changes, users are able to unsubscribe from the emails if 

they want. (Reynolds 2010, 246-248; Reece 2010, 231) Hence, marketers are always in need of 

searching for new ways of enhancing this technique. 

2.3.10 Public relationship 

Public Relations (PR), also referred as marketing public relationships, focus on building brand 

awareness and influence public opinion regarding the brand across different stakeholders’ 

groups such as media, shareholders, employees, community, customer etc. PR operations are 

close to social marketing and advertising’ goals. (Lahav 2016, 280-281) PR strategy is usually 

integrated into the marketing strategy and focus on both online and offline channels (Chaffey 

& Ellis-Chadwick 2012, 540-543). It covers the overall picture of the branding activities and 

can be used to boost digital marketing. PR is responsible for news, printed magazines and other 

mentionings of the brand in different channels (Reece 2010, 265-270). 

2.4  Customer relationship building and customer behaviour  

This chapter provides a literature review on the customer relationship building concept, 

customer behaviour and the framework of the research - Five A’s model. The summary 

represents the proposed framework which combines both digital marketing efforts, their 

advantages and disadvantages and their correlations to the customers’ relationship building in 

the context of the online language schools market. 

2.4.1 Customer relationship building: loyalty and satisfaction  

Relationship building is not a new concept and has been researched from different perspectives. 

However, due to the changing consumer behaviour and human nature, the concept is not crystal 

clear and has been debated a lot in academic society (Zineldin & Philipson 2007, 229-230). The 

relationship-building marketing approach increases customers’ loyalty, it is an essential part of 

any sustainable and profitable business and it helps to spread the WOM (Verhoef 2018, 31). 

High-quality and long-term customer relationship happens when there are recurring interactions 
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between a customer and a brand through different marketing channels and all parties receive 

value from these interactions (Van Bruggen 2005, 142). In the digital context, the online 

interactions between customers and a brand influence both customer loyalty, satisfaction and 

attitude to the brand. 

Previous researches have identified the commonly excepted satisfaction – trust – loyalty 

paradigm on which most of the customers’ relationship building is based on. The research of 

Yim, Tse & Chan (2008) was aimed to identify the connection in this paradigm and its strengths 

in the service industry. The results confirmed that loyalty depends strongly on customers’ 

satisfaction and anticipating of the brans’ future performance. (Yim et al., 2008, 752-754) 

Besides, Van Bruggen claims that the quality and longitude of relationship are influenced by 

satisfaction, trust and commitment (Van Bruggen 2005, 142). Hence the satisfaction – trust – 

loyalty paradigm is still valid, and these steps are used for this research to describe how the 

customers’ relationships are built. 

Customer loyalty is the willingness of a customer to come back, repurchase or continue other 

business with the brand. There are 2 types of loyalty: emotional and behavioural. The first type 

refers to perception, opinion and recommendation of the brand done by customers. The second 

type considers repeated purchases and response to the marketing campaigns. (Chaffey & Ellis-

Chadwick 2012, 335) Customer loyalty and customer satisfaction are related due to the fact that 

positive customer experience (e.g. purchase) leads to a high degree of customer satisfaction 

which, in consequences, triggers customer loyalty (Yim et al., 2008, 753). 

Customer satisfaction is a degree to which a customer is happy with the product or service of 

the brand in comparison to expectations, often related to the quality of the provided 

product/service but not limited to. Customer is satisfied when the needs are met, dissatisfied if 

the result is not good enough and highly satisfied if the expectations are exceeded. (Kotler & 

Keller 2012, 150) Customer satisfaction affects customer retention, hence profitability, and also 

related to the customer purchasing behaviour which is affected by different external and internal 

factors (Mittal & Kamakura 2018, 131-132). Loyalty and satisfaction are mediated by trust, 

which is described as a strong belief and influenced by nature of love, hence this concept is not 

measurable, but important to take into account (Yim et al., 2008, 747-748). Previous researched 

has identified that trust reduced uncertainty, enhance collaborations and increase the credibility 

of the parties involved (Van Bruggen 2005, 142). However, due to the vague nature of trust, 

the concept is used in this research only as an addition to the loyalty and satisfaction concepts. 
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According to Chaffey et al. (2012), the increase in customer satisfaction should trigger 

behavioural and emotional loyalty and advocacy to the brand. Logically, customer satisfaction 

impacts customer retention. Figure 1 illustrates factors which influence both satisfaction and 

loyalty and identifies the gaps which brands should close to make customers loyal (Chaffey & 

Ellis-Chadwick 2012, 336-337). The framework shows that loyalty depends on the satisfaction 

level and communications between a customer and a brand. 

Figure 1. Factors affecting customer satisfaction and loyalty. Adapted from Chaffey & Ellis-Chadwick 2012, 336-337 

 

To build and nourish strong long-term customer relationships companies are using the 

information to differentiate their customers to provide them customized or personalized 

solutions which meets their needs and wants (Kotler & Keller 2012, 156-157). Especially, with 

a high degree of digitalization and an ability to track the actions of the customers, personalized 

marketing or personalization becomes an efficient marketing tool (Chaffey & Ellis-Chadwick 

2012, 338-339). As mentioned in the previous chapter, customer empowerment changed the 

way business is done. The concept can also be used to increase customer loyalty through other 

customers’ reviews, recommendations and WOM. To manage customer relationships, most 

companies use customer relationship management (CRM) which refers to the process of 

managing the customers' details, analysing it and using for marketing or business operations 

(Kotler & Keller 2012, 157-158). However, the technical side or tools of CRM are not 

considered in this research as this topic is related to business administration. 
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2.4.2 Online customer behaviour 

Customer behaviour examines the way how a customer selects, purchases, uses and gets rid of 

product or service. The reason for this activity is to understand and analyse the customers’ 

behaviour to satisfy their needs. (Kotler & Keller 2012, 173) Customers’ behaviour is affected 

by social, cultural factors as well as personality. Moreover, due to the changing nature of human 

behaviour, the results are not static, hence marketers have to monitor and re-evaluate the 

outcome constantly. (Ingram 2005, 247-249) According to Ariely, who based his research on 

the behavioural economic, people make plenty of decisions unconsciously even the ones people 

consider to be rational and logically concluded (Ariely 2009). Taking this into account, the 

behaviour decision theory (BDT) identified situations in which customers make irrational 

decisions (Kotler & Keller 2012, 182). However, if marketers are able to make use of the 

customers’ behaviour, they can improve their operation and use the information collected for 

the company’s benefits. 

According to Chaffey & Ellis-Chadwick (2012), the online behaviour of the customer depends 

on the consumer profile and shopping experience. The first variables described the 

characteristics of a consumer e.g. age, gender, status, income, location etc. hence providing 

information regarding the attributes of an individual and allowing segmentation of the 

customers for further targeting. The second variable is the purchasing/shopping experience 

which includes website convenience, delivery, customer service, hence features provided by 

the company. (Chaffey & Ellis-Chadwick 2012, 602-608) Both variables are correlated, and it 

is possible to identify trends or pattern by using data and analytics tools (Petersen 2017, 815-

816). The research by Danaher, Wilson & Davis (2003) compares the customer brand loyalty 

for offline and online purchases, the results showed that well-known brands with established 

market presence gain more customer brand loyalty online than small, not famous companies 

(Danaher et al. 2003, 474-475). One of the reasons is that buying online associated with some 

risks because a customer doesn’t receive physical product straight after purchase, hence the 

customer searches for ways to verify his/her purchasing decision by relying on the previous 

experience, knowledge about the brand or through interaction with representatives (Ernst & 

Young 1999, 1). By using different digital marketing techniques and maintaining social media 

accounts, brands attract the customer to their e-commerce/ e-retail store with the intent that they 

make a purchase on their website. Customers interact with brands not only during the 

purchasing process but also during the non-active period meaning that a customer can interact 
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with a brand without making an actual purchase. To measure these interactions, the concept of 

customer engagement behaviour (CEB) is used (also commonly refers as customer 

engagement). CEB includes all interactions from the customers’ side which go beyond the 

purchase such as WOM, leaving a review, blogging, commenting, sharing information with 

other customers etc. (Van Doorn, Lemon, Mittal, Nass, Pick, Pirner & Verhoef 2010, 253-257). 

Customer engagement is a commonly used metrics in social media, SEM, blogging etc. to 

analyse the performance of the campaign and content as well as contribute to the long-term 

goals such as increasing loyalty and build customers’ relationships (Eigenraam 2018, 112-116). 

One of the most useful techniques to foster customers’ loyalty, engagement and trust are 

through DCM (Holliman & Rowley 2014, 269-270). The concept has been thoroughly 

researched in the past decade from different perspectives, most of the authors who researched 

this concept agreed that DCM is a powerful tool to use in the digital environment to strengthen 

customers’ long-term relationships, build trust and loyalty16. This type of marketing 

corresponds with the inbound marketing and customer-centric approach of the brands 

(Hollebeek & Macky, 2019, 36). Moreover, the increase in conversions and leads through the 

engaging, valuable content is observed in both B2B and B2C context (Järvinen & Taiminen 

2016, 173). 

According to Levin (2020), millennials and generation Z react positively on branded digital 

content in the form of tutorials, sponsored events and social media posts and other types of 

sponsored content while trying to avoid the digital ads. Interestingly that collaboration with 

celebrities in the advertising is not preserved with the same enthusiasm as the advertising which 

uses the story telling techniques, humour and more down to earth people, thus influencers. 

(Levin 2020, 11) However, the most trustful source, for the majority of people, is a 

recommendation from family, friends or people they know. Followed by content from 

influencers because an influencer is able to create a strong relationship with the audience. (Lu 

2014, 258-259) 

Cheung et al. (2005) examined a total of 335 articles from the relevant fields in their empirical 

research related to online consumer behaviour in order to provide an integrated framework 

explaining the factors driving online consumer behaviour. In addition, the authors combined 

the factors affecting online consumer behaviour (see Table 1). The value of the study for this 

thesis is that it describes the determinants of the online consumer behaviour from different 

 
16 Roggio A., (2017). Content Marketing May Boost Customer Lifetime Value. Practical Ecommerce. [Accessed 09.10.2020] Available 
https://www.practicalecommerce.com/Content-Marketing-May-Boost-Customer-Lifetime-Value 
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research fields such as consumer characteristics, environmental influence, product/service 

characteristics, company and medium features. (Cheung et al. 2005, 3-5) As these factors have 

an impact on online consumer behaviour, there are considered in the conducted survey of the 

online language schools’ customers to determine the most crucial factors for the field of online 

language education (Table 1). 

Table 1. Determinants of online consumer behaviour. Adapted from Cheung et al. 2005, 6 

Area Description Key constructs 

Consumer/Individual 
characteristics 

Individual characteristics of a buyer • Demographics 
• Motivation 
• Attitude 
• Trust 
• Personal Innovativeness 
• Satisfaction 
• Perceived risk 

Environmental 
Influences 

 External influence coming from the 
market, competition, national and 
international issues. 

• Exposure 
• Perceived behavioural 
• Control subjective norm 

Product/Service 
Characteristics 

Knowledge about the 
product/service and its features 

• Price 
• Product Knowledge 
• Product Type 

Medium 
Characteristics 

Features of the medium both online 
(website) and offline 

• Convenience 
• Ease of Use 
• Information Quality 
• Navigation, 
• Security 
• Shopping Aids 
• Usefulness 

Merchants & 
Intermediate 
Characteristics 

Features of the online 
store/platform/website 

• Brand 
• Privacy &Security 
• Control 
• Service Quality 

 

The proposed framework (Figure 2) of the online consumer behaviour shows how factors can 

influence three main steps in the buying process: Intention, Adoption and Continuance. The 

five main categories of online consumer behaviour determinants influence each of these steps 

several times during the buying process (Cheung et al. 2005, 7-9). The relationship building 

process starts on the second step and continues to the third due to the fact that if a consumer 

purchased a product/service, he/she has been exposed to the factors such as brand reputation, 

knowledge of the product/service, after sales service etc. However, in the consumer 
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characteristics factors, there are satisfaction, trust and attitude factors, but it is not stated at 

which step each of the factors emerges or if they emerge all at the same time, the strength of 

the effect is not mentioned as well, hence there are some limitations of the framework.  

The proposed framework (Figure 2) is useful for linking several areas of research and building 

a broader understanding of the online consumer behaviour, but further research is needed to 

make the framework more comprehensive and to add the connection to the digital marketing 

activities of the brands. For these reasons, this framework is not considered as a core framework 

of this study, but it gives the overview of the previous academic research in the related field 

and illustrated the customer purchasing behaviour and some of its triggers clearly. 

 

Figure 2. The framework of online consumer behaviour. Adapted from Cheung et al. 2005, 8 

2.4.3 Five A’s model  

As mentioned before, Five A’s model (Figure 3) stands for Aware, Appeal, Ask, Act, Advocate 

which originated from the AIDA model (Kotler et al. 2017, 62-66). 

• As in the AIDA model, aware refers to the first interaction of the customer with a brand. 

In this phase, advertising and WOM play an important role as companies use them to 
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increase awareness, hence introduce it to the biggest number of people. (Kotler et al. 

2017, 62-66)  

• The appeal stage is the outcome of the awareness, but only the brands which grab 

customer’s attention or relevant to him/her stay in the memory of a customer (Kotler et 

al. 2017, 62-66). 

• Stimulated by curiosity and positive attitude to the brand, a customer starts to take 

actions to find out more information about the brand e.g. checking the website, social 

media accounts, asking family/friends, reading reviews, contacting the brand etc. this 

happens on the stage ask. This is a crucial stage for companies as they have to provide 

the best experience possible and lead a customer to the next stage which is an advocate. 

(Kotler et al. 2017, 62-66) 

• On the advocate stage, the customer becomes loyal, repurchases the product and 

unconditionally starts to advocate for the brand he/she likes by spreading the word-of-

mouth. Advocacy stage is the aim of the marketing activities of the company. (Kotler et 

al. 2017, 62-66). 

The Five A’s model applies to most industries; however, the behaviour of the customers 

depends on the product type, price and importance to the customer. For example, for the 

consumer goods category e.g. groceries, people tend to go from aware to appeal quick and then 

skipping the stage ask to the act. On the other hand, for expensive products like cars, houses, 

laptops, customers tend to spend time on research and communication with customer service or 

seller. (Kotler et al. 2017, 62-66) Hence companies need to clearly understand which stages are 

crucial for their business to lead customer until advocate stage.  

Kotler et al. (2017) has mapped the possible touchpoints with the customers during the customer 

journey within Five A’s model. However, no all of the marketing techniques are mentioned, 

hence it is a good starting point, but further research is needed which suits perfectly for the 

purpose of this research. Every customer behaves differently and a brand should consider all 

possible touchpoints for the target audience to make sure that the customer’s journey is going 

seamlessly. For this reason, companies use different digital marketing tools to attract customers 

and lead the target stages (A4 & A5). The Aware stage plays a huge role in marketing activities 

which makes companies use various digital marketing tools to attract as much target audience 

as possible from different online channels. 
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Figure 3. Five A’s model put into the customer path. Adapted from Kotler et al., 2017, 64 

AIDA model has a funnel form meaning that on each level there are fewer customers who 

decided to continue there customers’ journey. While Five A’s model does not illustrate the 

number of people. One of the reasons is that the classic marketing funnel (see Appendix 4) has 

changed its form because the interactions between brands and customers differ and the 

conversion can be done on different stages depending on the customer’s behaviour, as some of 

the researchers argue (Urbanski 2016, 13). Originally, companies build marketing funnels to 

analyse audiences and optimise their actions (Kotler & Keller 2012, 162). Moreover, a classic 

marketing funnel has several similar stages as the Five A’s model, but the final aim of the 

marketing funnel is to lead a customer, convert him/her and make loyal in terms of purchasing. 

To reflect an emotional and impulsive customer’s behaviour, the marketing funnel should be 

adapted17. While the Five A’s model considers to make a customer loyal and make him/her 

spread WOM and advocate for a brand, hence not only purchasing as often as possible but also 

attracting new customers.  

To connect the distance learning concept with the purpose of this research, previous researches 

of online education were checked. According to Granitz and Greene (2003), the concept of 

 
17 Probst E. (2017) Brands Must Retire The AIDA Model [Accessed 23.10.2020] Available at: 
https://www.brandingstrategyinsider.com/brands-must-retire-the-aida-model/#.X5KKCS9c41I 
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distance learning is put into the e-commerce perspective and the e-marketing strategies are 

identified as well as challenges and possible solutions. In the research authors refers to distance 

learning as “the acquisition of knowledge and skills through mediated information and 

instruction” (Granitz & Greene 2003, 16). The main components of the business perspective 

have been determined: components of the business perspective have been determined:  

• instructors are suppliers of the e-commerce content,  

• students are customers with different needs,  

• the product is the content developed by instructors (school),  

• communication medium provides the distribution channel (platform, Zoom, Skype etc).  

Figure 4 illustrates that education has changed due to the digital form, but using e-marketing 

strategies allow to overcome the issue of the viability of distance learning (Granitz & Greene 

2003, 16-18). 

 

Figure 4. Applying e-marketing strategies to the challenges of distance learning. Adapted from Granitz & Greene 2003, 18. 

Personalisation and customisation are used to create an exceptional customer experience, hence 

increase customer satisfaction and advocacy. According to Morrison (2003), the e-learning 

should be built around a learner/student by using a learner-centric approach to meet student’s 

goals and keep him/her in the learning process, hence maintain retention rate. (Morrison 2003, 

15-17) This concept is close to the customer-oriented approach in the business and marketing 

strategy. Especially, in the case of online language schools as a customer and a learner is the 

same stakeholder in this business model, hence the companies should build their product based 

on this approach. 
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2.5 Summary: Digital marketing & customer relationships building 

After revising several frameworks, the Five A’s model is used as the main framework for this 

study because it provides a comprehensive overview of the customer relationship process and 

gives the opportunity to link the digital marketing techniques to each stage. All other explained 

frameworks are used to illustrate that the topic was researched in-depth and to examine the 

development of marketing and customers’ behaviour. Moreover, the Five A’s model was 

introduced in 2017, hence it is the newest framework and it reflects the recent changes in digital 

marketing. 

Table 2 summarises the digital marketing techniques and tools used by the online language 

schools and shows how they correlate with the framework of the research as well as describes 

the advantages and disadvantages of each digital marketing actions to provide more details on 

how the technique works. 
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Table 2. Summary of the correlations between digital marketing actions and Five A’s model in the context of the online language school. 

Marketing 
technique 

Advantages Disadvantages Effect on relationship 
building (Five A’s stages)  

Connection with the 
context of the research  

Website • Necessity 
• The first impression of the 

company 

• Investments  

• R&D 
• Constant updates 

Ask & Act & Advocate 
• Direct communication 

with customers 

• Ordering 

• Sharing reviews & 
testimonials 

Website of the OLSs 
provides general 

information, different 
contact possibilities and 

calls to actions, some of 
the OLS have blogs – 

content marketing 

SEM • CPC model – cost control 

• More predictable and 
measurable results 

• Highly targeted as it is 
shown only for bidding 
keywords 

• Technically easier than 
SEO 

• Retargeting techniques 

• Fast implementation as the 
ads are out in several 
hours/days 

• Brand awareness growth 

• Costly and highly competitive 
• Time-consuming (constant 

monitoring) 
• Irrelevant when bidding for 

broader keywords 
• Ad blockers and ads-free 

subscriptions  
• A negative perception of digital 

ads by audience 

Aware & Appeal 
• Increase awareness to 

the target audience  

• High chances for a 
customer to click and 

visit the website  

SEM is highly used by 

OLS to attract new 
customers both search 

and display ads in 
different search engines 

and in different 
countries of operations. 

SEO • Driving organic traffic on 
the website 

• Highly targeted as the 
keywords are specific for 

customers’ needs 
• Potentially low-cost 

• Unpredictable and difficult to 
estimate the return 

• Highly competitive 
• Time-consuming as it takes 

plenty of time to see the outcome  

Aware 
• Increasing chances to 

be found on SERP 

Websites of OLS are 
optimised for the main 

keywords in relevant 
languages to make sure 

that potential customers 
and current customers 

are able to find the 
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• Dynamic as robots crawl 

websites  
• Complexity and changing nature, 

the process is continuous and 
asks for ongoing investments. 

• It is not efficient in raising 
awareness  

information easy and 

fast.  

Social 
Media  

• Understand customers and 
analyse their behaviour 

• Improve customers 
experience, customer 
satisfaction and build long-

term relationships 
• Launch new products or 

services by handling 

marketing campaigns 
online. 

• Time-consuming 

• Constant monitoring 

• Difficult to create valuable 
content 

• Each social media works 
differently 

• The environment is changing 
rapidly  

Aware & Ask & Act & 
Advocate 
• Reaching out to a large 

audience 
• Engaging with 

customers by 
answering their 

questions 

• Possibility to order 
through SM 

• Loyal customers 
support and promote 

the brand  

All OLS have SM 

accounts and 
maintaining them 

actively, engaging with 
customers and 

answering their 
questions as fast as 

possible. OLS put a lot 
of emphases on the SM 

and interacts actively 
with customers. 

Blogging • Helps with SEO 

• Education of the audience 

• Bringing value to the 
audience 

• Time-consuming 

• Takes time to see results 

• Harder to attract people to read 

Appeal & Ask 
• Providing value/ 

information 
• Answering customers’ 

questions 

Some OLS uses blogs 

for content marketing 
and SEO purposes. It’s 

used not only on the 
owned media but also 

on the earned one to 
grow trust and 

reputation.  

Influencer 
marketing 

• Increase in awareness 

• The fast growth of target 
customers because of their 

trust in the influencer  

• Choosing and building 
relationships with influencers is 

time-consuming 

• No guarantee that the audience 
will positively accept the brand 

• Can be expensive 

Aware & Advocate 
• Attract influencer’s 

audience 
• Influencers review and 

advocate the brand 

Leaders of the market 

use bloggers to attract a 
new audience, provide 

incentives and build 
trust. Different 

influencers are used in 
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different 

countries/markets.  

Affiliate 
marketing 

• Increase in brand 
awareness (new audiences) 

• Increase in conversions 

• Measurable 

• Costs – pay only for 
results.  

• Getting backlinks 

• Limited sales (same audience) 

• Earning risk – there is no 
guarantee chosen affiliate will 
bring sales,  

• Reputation risks - unethical 
practices and exploitation of the 
brand name advertiser (Reynolds 

2010, 255-256) 

• Cost of searching for a proper 
advertiser 

• Unpredictable and hard to plan 

Aware & Advocate 
• Increasing awareness 

to a specific audience 
• Recommends the 

brand 

• Similar to influencers 
marketing 

• Provide incentives (if 
there is a discount 
included) 

It’s used to track and 
provide incentives to a 

third party, often used 
together with bloggers’ 

collaborations. 

Viral 
marketing 

• Possibility to reach a large 
audience 

• Increase brand awareness 
fast 

• Risky, no guarantee that 
campaign goes viral 

• Could require heavy initial 
investments 

• A negative review of the 
campaign can spread very fast 

and bring more harm to the 
brand. 

Aware 
• Reaching out to as 

large audience as 
possible 

• Creating WOM 

Some OLS managed to 

create successful viral 
campaigns, which 

brought them lots of 
new customers and 

helped to spread WOM. 
However, it’s costly and 

not all of the OLS go for 
it. 

Email-
marketing 

• Relatively low costs 

• High level of 
personalisation and direct 
interaction,  

• Push promotional tool 

• Measurable  

• A/B testing 

• Possible to segment 
audience  

• Information overload,  

• Difficult to keep engaged 
subscribers for long 

• Deliverability  

• Can be time-consuming to 

prepare 

• Legal considerations - privacy 

Appeal 
• Targeting directly 

audience which knows 

the brand 

• Pushing them to the 
next stage ASK 

All OLS are sending 
emails/newsletters for 

their subscribers to 
share the news offers, 

deals and potentially 
valuable information to 

build relationships with 
customers.  
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• Quick to implement 

• Links lead directly to the 
website or offer,  

• An opportunity to spread 
word-of-mouth  

PR • Go along with digital 
campaigns 

• Assist/support online 
activities 

• Use more traditional ways 

• Not always possible to measure 

Aware 
• Building a reputation 
• Making 

announcements 

Some OLS have a PR 
department to take care 

of the general brand 
image and reputation.  

 
Sources used for the table 2:  
1. Reynolds, J. (2010) E-business, 1st publ. Oxford, Oxford Univ. Press. 
2. Chaffey, D. & Ellis-Chadwick, F. (2012) Digital marketing. 5th ed. Harlow, England Munich, Pearson. 

3. Reece, M. (2010) Real-time marketing for business growth: how to use social media, measure marketing, and create a culture execution. 1st ed. Upper Saddle River, N.J: FT Press. 

4. Chaffey, D. (2013) Emarketing excellence. 4th ed. London, Routledge 

5. Hollebeek, L. D. & Macky, K. (2019) Digital Content Marketing’s Role in Fostering Consumer Engagement, Trust, and Value: Framework, Fundamental Propositions, and Implications. Journal of interactive 

marketing. 45, 27–41. 

6. Kotler, P., Kartajaya, H., & Setiawan, I. (2017) Marketing 4.0. Hoboken, New Jersey, Wiley 

7. Levin, A. (2020) Influencer Marketing for Brands. 1st ed. Berkeley, CA, Apress 
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3. RESEARCH DESIGN AND METHODS 

This chapter describes the research design and methods used in the study. Starting from the 

explanation of how the literature review was conducted and following by data collection and 

data analysis methods. The validity, reliability of the study are explained.  

3.1 Literature review  

The literature review uses the secondary data in various forms e.g. books, articles, handbooks, 

websites, blogs etc. Secondary data allows to define key definitions, concepts, frameworks as 

well as evaluate the existing case studies, latest updates in the industry and market of online 

language schools. (Aaker, Kumar, Day & Leone 2011, 92-95) The literature review was 

conducted using scientific literature. The choice of literature had several criteria: the publishing 

date, the status of the author in the marketing industry, relevance to the research. The publishing 

date is important because of the rapidly changing nature of marketing and digital marketing 

fields, to avoid this limitation the latest literature was prioritized. The status of the author of 

academic journals and articles, nowadays there is plenty of different content about marketing 

and digital marketing, hence the priority choice went to top-ranked, recognised researchers and 

leaders of the field. However, because of the field specifics, the online sources are taken into 

consideration as changes are happening faster than scientific research can be published. 

Relevance to the research, marketing and digital marketing includes a substantial amount of 

information and theoretical knowledge excessive for the purpose of the research. Essential 

concepts and frameworks for the understanding of the study are explained, but it is not possible 

to give a definition for every specific term used, hence it is implied that a reader is familiar with 

the marketing industry. 

The review of the theoretical definitions, concepts and frameworks are taken from the scientific 

researches, books because these are the basis of the marketing which are scientifically 

approved. However, in case of unclear definition, several versions are presented to have a full 

understanding of the used term. The established concepts are complemented with verified 

online sources with the latest date to provide up-to-date research. 

The information about online language schools was taken from the open sources provided by 

online language schools on their website. The summary framework (Table 2) used the described 

concepts in the literature review to demonstrate how the theory is applied in the real-life 

situation on the online language schools market. 



 44 

3.2 Research context 

The nature of the research of this thesis is explanatory meaning that the research examines the 

relationships between two or more variables, in particular cause-and-effect relationships. The 

purpose of this approach is to explain the reasons for the occurred phenomenon and answer 

questions such as “why” and “how”. (Blumberg, Cooper & Schindler 2005, 11; Saunders et al., 

2009, 362)  

The research was implemented in the context of online language education market. For the 

quantitative method, the representatives of the marketing department of the online language 

schools were chosen. The main factor in the choice of an interviewee was that a person works 

in the marketing department and take part in executing the various marketing campaigns as well 

as the knowledge of the digital marketing tools and techniques. The interviewees were found 

through the online language schools’ websites, LinkedIn and the author’s personal contacts. 

Revising the profiles in LinkedIn ensured the professional capabilities of the interviewee. 

However, due to privacy reasons, personal information is not provided in the paper. 

For the qualitative method, the main requirement was that the person studies or studied a 

language in the online language school. There are no limitations on which online school a 

person studies or studied, the level of language proficiency neither which language was/is 

learnt. 

3.3 Data collection 

This research was conducted using mixed research methods. According to Johnson, 

Onwuegbuzie & Turner (2007), the mixed research methods provides various perspectives and 

opinions, allows to investigate different variables and their interconnection, hence suitable for 

explanatory nature of the study (Johnson et al., 2007, 113). This method uses both quantitative 

and qualitative data collection techniques, the data can be collected in parallel or one after 

another, thus both sets of data are taken seperately and are analysed according to their type 

(Saunders et al., 2009, 152). The definition and criteria of the mixed research methods are 

defined differently by the leaders of the field and there is no unified description of which 

research methods are included. However, in Johnson et al. (2007) study, authors compared 

different definitions, conducted researches and reasons for mixed research methods to define 

the mixed research method and its components. (Johnson et al., 2007, 123) The proposed 

definition used for this thesis is the following: 
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“Mixed methods research is the type of research in which a researcher or team of researchers 

combines elements of qualitative and quantitative research approaches (e.g., use of qualitative 

and quantitative viewpoints, data collection, analysis, inference techniques) for the broad 

purposes of breadth and depth of understanding and corroboration.” (Johnson et al., 2007, 

123) 

This definition explains the benefits of using mixed research methods in general. Mixed 

research methods give an opportunity to use inductive and deductive reasoning to find answers 

to the research questions more accurately as well as answer questions which could not be 

answered with using only one of the methods (Denzin & Lincoln 2005, 9-10). In addition, in 

some cases of mixed research, the validity of qualitative methods can be reinforced by the use 

of quantitative methods in the same research (Rocco, Bliss, Gallagher, Perez-Prado, Alacacı, 

Dwyer, Fine & Pappamihiel 2003, 600-601; Lopez-Fernande & Molina-Azorin 2011, 1459-

1461). Reasons for using mixed research methods for this thesis are: 

• The research questions and the goal of this research requires a combination of quantitative 

and qualitative methods to assess the whole situation on the market from both online schools 

and students’ opinions (Denzin & Lincoln 2005, 9-10). 

• The research asks for a combination of behavioural and attitudinal dimensions (qualitative) 

and their empirical validation (qualitative) (Sreejesh & Mohapatra 2014, 47-48). 

• According to Saunders et al., (2009) multiple methods are preferred in the business and 

management field as well as using both primary and secondary data, hence it suits to the 

nature of this study (Saunders et al., 2009, 151). 

3.3.1 Qualitative research method 

Qualitative research is used to collect the information, which is hard to measure, non-numerical 

or impossible to acquire with fully structured or formal methods e.g. feelings, thoughts, 

opinions, behaviour (Saunders et al., 2009, 151). It allows to see the perspective and attitude of 

the interviewer which help to get more in-depth, detailed results (Aaker et al. 2011, 161-163).  

The semi-structural interviews were used to gather data from the marketing department of 

online language schools. This type of interviews combined features of both structural and open 

interviews, hence providing flexibility for the respondent to fully express the opinion while still 
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being related to the subject and avoiding the deviation from the research topic18. The 

interviewer can decide on the timing and time allocation for each question as well as the exact 

wording, e.g. can clarify or add details to the questions if the interviewee asked, hence avoid 

misunderstanding of the question. (Aaker et al. 2011, 166) For the purpose of this thesis, the 

semi-structural interviews with open questions were chosen due to the possibility to see 

reasoning and objectives behind the digital marketing actions of the company which are 

expressed fully by interviewee while the interviewer can ask additional questions related to the 

subject to get in-depth results if needed. At the same time, providing questions in advance 

allows to show the discussed topics and stay on the subject during the interview. Besides, an 

interviewee had an opportunity to think about the questions in advance as well as check the 

questions for the sensitive information which a company does not want to disclose or any other 

privacy issues. The collected data demonstrates how online language schools build brand 

loyalty and relationships with their customers as well as which digital marketing tools are used 

to achieve their marketing aims. 

The interview questions consist of ten open questions (see Appendix 3) related to the research 

subject. In total, the interviews were conducted with 3 marketing managers from different 

online language schools. In order to comply with the privacy regulations and keep personal data 

of interviewees undisclosed, no names, titles or company relationship with the interviewee are 

mentioned in the research. 

3.3.2 Quantitative research method  

A quantitative research method is used to generate and analyse numerical data collected thought 

the techniques such as a questionnaire/survey. The collected results need to be analysed and 

interpreted to describe and examine the relationship between variables and often presented in 

the form of graphs, tables, charts or statistics. This type can be used for both complicated 

statistical models and simple frequency of occurrence of an action. (Saunders et al., 2009, 151) 

For the purpose of this thesis, the questionnaire was used as a method to collect quantitative 

data. A questionnaire is a set of questions in an arranged order, each respondent answers the 

same questions. This method allows to receive responses from a large audience. However, the 

set back is that respondents should understand the asked questions in a similar way, hence the 

 
18 Formplus Blog. (2020). Structured vs Unstructured Interviews: 13 Key Differences. Formpl.us. [Accessed 20.09.2020] Available at: 
https://www.formpl.us/blog/structured-unstructured-interview. 
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questions must be simple, clearly formulated and eliminate the hidden meaning. At the same 

time, the questions should relate to the aim of the research. (Saunders et al., 2009, 360- 361) 

The questionnaire was used for gathering the data from the students of online language schools. 

This method was chosen due to the presence of standardised questions with only one possible 

interpretation which helps to avoid misunderstandings, hence ensure the validity of the study. 

The three types of variables are used in the questionnaire: opinion, behaviour and attribute 

variables. Opinion variable reports the feeling or believe towards the subject asked in the 

question. Behaviour variable records the past or future action taken by the respondent, while 

the attribute variables contain the information regarding the respondents’ characteristics such 

as age, education, gender, status etc. (Saunders et al., 2009, 368) 

The questionnaire consists of six parts: background of the respondents, questions related to sub-

research question number three, attitude to online education, customer’s behaviour and brand 

loyalty, customer’s satisfaction and customer’s interaction with the online language school. The 

types of questions used are multiple-choice, listed, open and rating questions. 

To facilitate the response rate, the timing of the questionnaire, the number of questions and 

some background information are stated beforehand. In addition, the author considered all 

potential outcomes for the multiple-choice and listed questions to keep questions as direct and 

short as possible and easy to answer. For the rating questions, different Likert-style rating scales 

are adapted to the particular question to obtain more detailed results, which are more 

measurable and comparable. These questions are used to gather opinion date, they include both 

positive and negative responses and should be formed clearly to avoid confusion. One more 

variation is used in the questionnaire, the semantic differential rating scale determines the 

attitude. (Saunders et al., 2009, 374-382) This type is commonly used for consumer research, 

hence suitable for the purpose of this study. The answer for this type of question is formulated 

using the bipolar rating scale described by opposite adjectives e.g. good/bad, fast/slow, 

friendly/unfriendly, and can be adapted to the specific question as it is done for questions 

number 13, 15-17, 21-22, 24-26 of this research. Open questions are used for more broad topics 

where the opinion can be highly individual, however, there is a limitation is in place to keep the 

questionnaire simple and short for respondents to avoid low response rate. There are 2 open 

questions, 8 multiple-choice questions, 5 list questions and 9 rating questions (Likert scales). 

There are two branches in the structure of the questionnaire, one is in the first question to check 

if a person is relevant to the study, the second one is after question number 19 which asks about 
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social media accounts if a person doesn’t follow, the question number 20 dismissed as it is 

irrelevant for a person who doesn’t follow/use social media. 

The distribution to the customers/students of the online language schools was done directly 

using the author’s personal contacts and through social media (LinkedIn, Facebook, Instagram, 

Vkontakte). The timeline is from the 19th of October to the 17th of November. To achieve the 

target audience and avoid responses from irrelevant groups of people, the instructions are 

provided before starting the survey to make sure that only people with the online language 

learning experience responded. Besides, the first question asks if a person studied in any online 

language school and if the answer is no, then questionnaire is finished, hence a person can’t 

answer further questions. The social media utilized only as a distribution channel while the 

actual questionnaire is hosted on the survey platform – Qualtrics19 with the account provided 

by the LUT University. The results are transferred from the platform to the Excel file for 

analysis. 

3.4 Hypotheses  

The hypotheses are formed to examine each of the Five A’s model’s stages and the touchpoint 

between customers and an online language school through the digital marketing tools (e.g. ads, 

website, social media etc.). Special attention is paid for the last stage – Advocate and Loyalty 

which also happens on this stage as it’s the goal of the model. 

Awareness (A1) 

Most of the online language schools on the market heavily uses digital marketing techniques 

and tools, as the business operates fully on the internet. Raising awareness is the first step in 

the marketing funnel and in the Five A’s model, hence online language schools pay lots of 

attention and money to attract customers through the digital marketing tools such as search ads, 

display advertising, social media etc. The assumption is that most of the customers should have 

found out about the online language school on the internet for the first time, which makes the 

efforts of digital marketing of the online language school fundamental and the main source of 

awareness (A1). The hypothesis is the following:  

 
19 Qualtrics https://www.qualtrics.com  
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H1. Online language schools’ customers found the school for the first time through the internet, 

hence it’s an outcome of digital marketing efforts of the school. 

Awareness & Act (A1, A4) 

As mentioned before, SEM increases the awareness of online language schools. Also, SEM has 

the options for targeting and re-targeting which makes it easier to stick to the minds of the 

potential customers as well as remind them about the school, which makes them first move the 

schools to the Appeal stage (A2) followed by Ask (A3) and Act (A4) stages. Therefore, the 

following hypothesis is made: 

H5. SEM increase the awareness of the online language school and reminds the customers 

about the brand which leads them faster through the stages to the conversion and advocacy.  

Ask (A3) 

After a potential customer is aware of the brand and would like to consider using it, but haven’t 

performed any actions yet, the interactions through the social media, blogs or other techniques 

help to build first relationship and trust which boosts the decision of the customer (Singh 2017). 

At the same time, if a customer has already tried the service, the possibility to share it with the 

members of the community creates a stronger bond and advocacy for the online language 

school. Online language schools create content which will trigger the actions from their 

followers, meaning that relevant and valuable content is crucial in the customers’ relationship 

building. 

H3. Customers develop a long-term relationship and advocacy with the schools through digital 

marketing interactions (e.g. social media, blog interaction, direct communication with a 

company in DMs, chats). 

Advocate (A5) 

According to Levin, recommendations from familiar people are one of the most trustworthy 

channels (Levin 2020, 11). Hence the more loyal customers the online language school have, 

the more new customers can come because of the recommendation or WOM. Online language 

schools are trying to facilitate the process by sharing customers’ reviews, testimonials as well 

as collaborating with the influencers and bloggers to build trust. This assumption is tested by 

the following hypothesis: 
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H2. Recommendations and WOM are the most effective techniques which attract people to the 

online language school (including influencers). 

Loyalty (A5) 

According to Chaffey & Ellis-Chadwick (2012), customers become loyal after overcoming the 

satisfaction gap and having plenty of different interactions with the brand (Chaffey & Ellis-

Chadwick 2012, 336-337). Hence the assumption is that customer is loyal when she/he 

performs different interactions with the company and in the same time, spreading the WOM 

and recommends the product/service to other people.  

H4. If a customer is loyal, he/she interacts with the school through digital channels and spread 

WOM. 

3.5 Data analysis methods 

This chapter describes which methods are used for analysis of collected data and how the data 

was treated for both qualitative and quantitiative data. 

3.5.1 Qualitative  

The interviews were conducted online via a video call and the data was transcribed to a word 

document on the author’s laptop. In total three interviews took place with three representations 

from different online language schools (Table 3). The analysis was completed using the 

qualitative content analysis and deductive method. The deductive method indicates that the 

questions were based on the previous research or theoretical knowledge as well as the 

definitions and coding were defined in advance (Mayring 2000, 14). The qualitative content 

analysis includes methods such as categorisation, comparison, abstraction, dimensionalization, 

integration, iteration (Spiggle 1994, 492-496). The used methods for this research are 

comparison and categorisation which help to identify the differences and similarities in the 

online language schools’ digital marketing and approach to the customers’ relationship 

building. The interview questions were formed based on the conducted literature review and 

the author’s knowledge of the market. Unfortunately, due to the low response from the 

marketing departments, the questionnaire provides some insights and the online language 

schools’ perspective, but the results can’t be generalized and this gives thoughts for the future 

research. On the other hand, transferability can be applied because the results can be transferred 
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to online education in similar schools, but it should not be related only to language studies20. 

Due to the similar business model and value proposition, customer can study any subject in the 

online school, hence the marketing activities are close to the ones researched in this study. 

Table 3. Conducted interviews with online language schools. 

Date Duration 

24.10.2020 20 min 

1.11.2020 40 min 

18.11.2020 30 min 

 

3.5.2 Quantitative  

The questionnaire data was stored and analysed on the author’s laptop using the Excel 

programme. The aim of the analysis was to find out the relationship between some variables, 

identify any possible correlations. The questionnaire is used to answer sub-research questions 

number two and three (RQ2, RQ3). The sub-research questions are connected with the 

hypothesizes (H1-H5). Question number two (RQ2) is tested by hypothesizes number one (H1), 

two (H2) and five (H5). Question number three (RQ3) is answered with the use of hypothesizes 

number three (H3) and four (H4). Due to low response rate as well as refusal of the OLS to 

distribute the survey to their students using their channels, it was not possible to perform 

comprehensive analysis of data. Frequency of answeres in most of the questions was analysed 

and compared with literature review and answers of the OLS’s representatives. 

As mentioned before, each hypothesis is formed to test one stage of the Five A’s model. At the 

same time, each question in the questionnaire is related to the hypothesis, hence also testing the 

stages of the main framework of this thesis – Five A’s model. For some hypothesises several 

questionnaire’s questions were used to make it easier for all respondents to reply and avoid 

misunderstandings. Morever, to check all meantioned digital marketing tools in literature 

review (Table 2), separate questions have to be used. 

 

 
20 Colorado State Universit (2020). Generalizability and Transferability. [Acccessed 19.11.2020] Available at 
https://writing.colostate.edu/guides/guide.cfm?guideid=65  
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The allocation of questions to hypothesizes: 

• H1 – Q8, Q14,  

• H2 – Q9, Q10, Q13,   

• H3 – Q12, Q16, Q18, Q22 

• H4 – Q7, Q17, Q19, Q21,Q23, Q20 

• H5 – Q15, Q24, Q25, Q26 

There are several questions which are not allocated to any hypothesises. Questions two and 

three (Q2, Q3) are used to check the relevance of the respondents to the questionnaire, hence 

there are no respondents who has never studied in an online language school. Question four 

asks the name of the online language school which helped the author to monitor the market and 

discover new online language school as well as check if this online language school is relevant 

to the research, hence ensure the reliability of the study. However, as there are no names 

disclosed in the study, the answers to Q4 is not relevant for the hypothesises. Questions five 

and six are used to describe the demographic of the respondents. Question eleven (Q11) is asked 

to check the reasons of respondents to study in the online language school, which corresponds 

to the question one in the intwerview. It allows to compare the results of both data collection 

methods and prove/disprove that the value preposition on online language schools match 

customers’ expectations and needs. However, Q11 in questionnaire is text based, hence it can’t 

be analysed through quantitative data analysis method and it related to the qualitative data 

analysis method. 

3.6 Reliability and Validity 

Reliability refers to the degree to which the used data collection techniques generate consistent 

results and provide same results if other researchers conduct similar research. Transparency of 

the row data and data analysis techniques should be executed in the study. (Saunders et al., 

2009, 156-157) To check the reliability of the study, a test-retest can be done meaning that other 

researchers should receive same results when conducting same research later. Moreover the 

internal consistency and alternative questions can be used to ensure reliability of the research. 

For the qualitative data, the interview’s questions were open to receive the in-depth results from 

the OLS’s representatives, hence the answers can not be absolutely the same. However, all 

questions are related to each other and the research topic. Besides, the choice of the interview 

was based on several criteria explained in the the chapter 3.3.1. Regarding the alternative 
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questions, during the interview all the questions were presented and the detailes were clarified 

if needed. 

For quantitative data, unfortunately, due to low response rate there is a threat that using the 

same questionnaire, the results might be different for much large audience. Another potential 

threat is the changing nature of digital marketing and customers’ behaviour, hence in a long-

run, the proposed questions and evaluation methods should be re-evaluated before conducting 

the same research to ensure its validity and reliability (Cresswell & Plano Clark 2007, 300). 

However, during the reseach design, all measures were incorporated to lower the risks as much 

as possible. For example, the questions were formulated as detailed and clear as possible and 

are based on the literature review, market research and author’s experience in one of the online 

language schools. The questions were revised before sending to the respondents by several 

people from the author’s network and thesis supervisor. Moreover, all questions were related 

to each other and also to the questions of the interviews which strengthen the reliability of this 

method. 

Validity clarifies the relationship between the studies variables to make sure that the results are 

true as well as checks the data collection methods measure what they supposed. (Saunders et 

al., 2009, 157-158). In context of this research, validity was enhanced by triangulation meaning 

that the data was collected from representatives of different OLS. For the quantitative data, the 

collected data was processed before the analysis to make sure that there is no multiple answers 

from one individual, besides all not finished answers were stated, but not considered in the 

analysis. (Cresswell & Plano Clark 2007, 306) Another measure which was implemented for 

the quantitative data. In the beginning of questionnaire, there were introduction which clearly 

stated who is legit to participate the questionnaire. To avoid accidental entires, the first question 

asked if a person has studied in OLS and if the answer was no, the questionnaire ended 

automatically which helped to avoid irrelevant answers. The automisation was also used for the 

question asking if resondents use social media and if not, they were unable to answer the 

questions related to the social media interactions, hence eliminating irrelevant answers. For this 

reason, some questions have more “no answer” replies then others. 
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4. RESULTS 

This chapter provides the results of the collected data both qualitative and quantitative and 

presents the finding of the research. 

4.4 Results of the interviews 

Based on the conducted interview, the sub-research question number one (RQ1) one has been 

answered and some valuable insights have been identified:  

RQ 1: Using which digital marketing tools online language schools are building customer 

relationships? Which of them were/are most effective? 

Influencer marketing and social media marketing are the most effective tools used by online 

language schools. Recommendations were mentioned, but the companies don’t allocate special 

resources or time for it because it’s difficult to measure and predict the results. One school 

noted that one particular region (DACH) has more students who came from a recommendation 

and WOM. 

Some OLS mentioned the use of SEM, especially display ads and social media ads, it’s a second 

marketing technique in terms of budget allocation. However, it was noted that for each market 

ads campaigns are launched separately and it is highly time-consuming and challenging to 

create a high-quality, cathing attention ads’ creatives to make a campaign effective. Hence it is 

a useful tool, but expensive and asks for constant attention. Ads are used as a supporting tool 

to other marketing activities and sometimes helps to convert customers. Interestingly, SEO is 

not considered a focus area and limited resources are allocated because it takes time to see 

results and hard to measure the outcome. However, all websites are optimised and well-done. 

None of the interviewed schools does offline advertising because they believe it’s hard to 

convert from offline to online as well as the results are not measured properly. However, it was 

mentioned that several competitors use offline marketing. 

All schools focus on customer relationship building and use a customer-oriented approach in 

their marketing activities. The content and interactions with customers play a crucial role. It is 

clear that companies have a good understanding of their value proposition, but each school is 

different in the way it operates which is normal as they differentiate themselves from their 

competitors. For example, one school said that having only naitive speaker teachers is what 
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attracts students as well as their unique, interactive teaching style which is focused on 

developing speaking skills.  

Having efficient customer support helps with building trust and positive attitude to the school. 

Another school mentioned that to build a strong customer relationship, they provide personal 

consultations which help students with a study plan and there are different loyalty programmes 

and discounts for different types of customers. The values of the school were mentioned by all 

representatives, values are used across the OLS operations which contributes to their reputation 

and better brand image. 

All schools noted that their students appreciate the online nature of education and the fact that 

they don’t need to commute. However, the flexibility of online language lessons was not 

considered as an advantage in all schools. The trust-building process was not an easy question 

of OLS as they mentioned about reputation and sticking to the rules of the school, but there 

were none special marketing activities to assign only to trust-building. As it was mentioned in 

the literature review, trust is a vague concept, hence the answers of the schools proved it and 

this concept is not a focus of this thesis. 

4.5 Results of the questionnaire 

This chapter explains the results which were collected with the use of a questionnaire, it answers 

two sub-research questions (RQ2 & RQ3) and proves or disproves the hypothesises related to 

these questions. The demographics of the students are explained to provide a better description 

of the participants. 

The total number of participants in the questionnaire was 26. Out of them, 23 respondents have 

studies in the online language school (88%), 1 person replied negatively, hence was eliminated 

from the study and 2 didn’t provide an answer and did not finish the questionnaire, hence their 

answers were not considered as well. From the total number of participants, 9 respondents are 

studying in an online language school at the moment, 11 participants do not study, but their 

answers are still considered as they have an experience of learning a language in an online 

language school and 6 participants did not provide an answer due to not finishing the 

questionnaire. Unfortunately, some questions have fewer answers because some respondents 

did not finish the questionnaire until the end. Participants listed 11 different online language 

schools. 
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Q11. Why have you chosen to learn a language in an online language school? 

There were several reasons mentioned why people have chosen to learn a language in the online 

language school (Table 4). As expected, the remote nature of the provided service and flexible 

time prevailed in the answers. The next reasons were the fact that people do not have to 

commute as well as the quality of service and provided materials. A possibility to learn from 

native speakers and an affordable price were mentioned several times as well. Followed by the 

fact that the learning process is fun and interesting. COVID-19 situation was mentioned twice 

by the respondents, which proves that the market of online language schools was affected by 

the current situation. Moreover, all of the interviewers in the qualitative research noticed that 

during COVID-19 they have experienced growth in the number of customers. There were some 

reasons which were mentioned only once – an online platform of the schools, lessons are not 

very long and this type of education creates higher motivation. However, these reasons might 

be a personal opinion which provides some more detailed insights, but they can’t be 

generalized. In overall, reasons of participants are in line with what online language schools 

have to offer and with the reasons from the previous academic researches mentioned in the 

literature review. Besides, the online language schools know their provided value to the 

customers which is proved by the answers of representatives of the online language schools to 

the questions 1 and 2 participating in the interviews. 

Table 4. Participants' reasons for online language learning 

Reasons Times mentioned 
Remote/ Accessible/ Flexible time 11 
No need to commute 5 
Quality/ Service 5 
Native speakers 4 
Price/ Affordable 4 
Fun/ Interesting  3 
Corona 2 
Good teachers 2 
Something new/ just like it  2 
Higher motivation 1 
Online platform 1 
Not long lessons 1 
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4.5.1 Demographics of the students 

Most of the respondents were female (54%) and only 20% were male and other respondents did 

not provide an answer to this question (26%). In any case of allocation of this 26%, the majority 

will be still represented by females. However, the result can be affected by the fact that the 

participation rate was higher among females and this might be biased the results of the research. 

Besides, the distribution of the questionnaire was through the author’s channels and the network 

was mainly represented by females as well as people participating in the interviews were also 

females. Another reason is that language learning is perceived as a “female” field and it is more 

popular among females. However, this thesis doesn’t focus on gender differences and 

psychology, hence this topic is not taken into consideration. However, in terms of marketing, 

online language schools have to know their customers, hence there is a possibility to have more 

female-oriented approach in the marketing strategy. 

 

Figure 5. Age of respondents to the questionnaire 

In terms of age of respondents (Figure 5), the majority of people were in the 23-30 age group 

which was expected because as it was mentioned before the generations Y and Z, which these 

age groups belong to, represent the majority of the online language schools’ customers. The 

next biggest age group is 31- 40 (19%) and 10% is represented by 41-50 and 50-60 age groups. 

Interestingly, the age group 18-22 and less than18 were not presented in the results, this might 

be because people in this group usually study in other educational institutions where language 

lessons are provided, hence there is no need to spend additional resources. However, this result 

can be affected by the data collection method due to the fact that the questionnaire did not reach 
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people in this age group. Unfortunately, there are (23%) of respondents who didn’t provide the 

information. 

4.5.2 Customers’ behaviour and interactions with online language schools 

This chapter answers the second sub-research question (RQ2): How do customers interact 

(behave) with online language schools (before, during, after using the service)? 

Three hypothesizes (H1, H2, H5) are designed to be tested with one or more questions in the 

questionnaire:  

H1. Online language schools’ customers found the school for the first time through the internet, 

hence it’s an outcome of digital marketing efforts of the school. 

Questions 8 and 14 test this hypothesis. 

Q8. How did you find an online language school you study in? 

Based on the answers on the question 8 of the questionnaire (Q8), majority of students found 

out about the school through a recommendation, which is not directly related to the online 

nature of the business, hence hypothesis one (H1) is not confirmed. However, as explained in 

the literature review and tested by second hypothesis (H2), a recommendation from family, 

friends or other people a customer know, is one of the most powerful influences on the 

purchasing decision. However, a second and third most popular place for the first awareness 

belongs to YouTube and Social Media platforms which proves that efforts of the online 

language schools impact customer’s choice of place of education and these marketing channels 

are working. 

Table 5. Resposes to Q8 

Q8. How did you find an online language school you study in?  Frequency 
Recommendation (friend, family, colleague, other people you know) 9 
YouTube 4 

Social Media (Facebook, Instagram, Vkontakte, Forums etc.) 4 
Email/Newsletter 1 
Online/Search advertising (a banner or ads while searching for a language 
school) 1 
Social Media Advertising 1 
No answer 6 

 



 59 

Q14. Which communication channel with the online language school do you prefer? 

Question 14 (Q14) tests how customers communicate with an online language school. An email 

is the most preferred way by customers. This is expected as email is a popular tool for 

communication. A call is still on the second place as it is faster than an email. Social media and 

website messaging have the same level of popularity. One answer mentioned communication 

through the app, which is most probably a feature of the particular platform. 

The results of this question contribute to the answer on the sub-research question two (RQ2) 

and prove that majority of the customers prefer communication through the internet. Hence 

online language schools should adapt to this behaviour and establish different communication 

channels with the students. From the interviews’ results, three schools said that they have 

customer support and they pay attention to the customer’s communication, however, only one 

school said that their support is 24/7. All of the schools have chats and website instructions and 

FAQ’s pages on the website to support customers. 

Table 6. Responses to Q14 

Q14. Which communication channel with the online language school do 
you prefer?  Frequency 
Email 7 
Call 4 
Social Media message 3 
Website (chat, contact form, request) 3 
Other  1(app) 
No answer 8 

 

H2. Recommendations and WOM are the most effective techniques which attract people to the 

online language school (including influencers). 

This hypothesis is proved by question number 8 (see Table 5) as well as by question 10 (Q10) 

(see Table 7). Q10 asked if a customer came from a recommendation and which one, the 

answers are the following: 

• The majority answered that a friend recommended them the online language school. 

•  Recommendation from a family member is in the second place. 
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• A recommendation from an influencer/ blogger is on the third place. It proves that it 

still makes sense to invest in influencer marketing because people trust influencers more 

than advertising which is discussed later in question 12 (Q12). 

Table 7. Responses to Q10 

Q10. Did anybody recommend you the online language school you study 
in? Who? Frequency 
A friend/friends 8 
A family member 4 
An influencer/blogger 3 
Nobody recommended it 3 
Other people on the internet I don’t know 2 
No answer 6 

 

While a recommendation from a friend or a family member belongs to WOM, online language 

schools can not directly influence it, influencer marketing can be implemented in the marketing 

strategy. It is an effective tool for attracting customers through an influencer, who can build 

trust with its audience. During the interviews, only two schools mentioned that they use 

influencers marketing and one of them said that this type of activities is the biggest marketing 

budget allocation as it is bringing the largest number of customers, traffic and followers. This 

makes influencer marketing one of the strongest tools to use for online language schools’ 

market. The results of these questions (Q8 & Q10) proves the second hypothesis. 

Q9. Have you read reviews of other students before starting your learning? 

Question 9 (Q9) tests if people are checking and reading reviews, testimonials or other feedback 

about OLS before starting learning a language (Table 8). Majority of respondents claimed that 

they have read reviews of other students before. It means that online language schools should 

monitor their digital presence on the market. Besides, they can use different techniques to 

generate more positive feedback or have reviews on their website and social media account. 

Hence, OLS have some influence on WOM and can promote the school through this technique. 

Table 8. Responses to Q9 

Q9. Have you read reviews of other students before starting your 
learning? Frequency 
Yes 12 
No 8 
No answer 6 
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Q13. How often do you use discount codes from influencers/bloggers/advertising for the online 

language school services? 

Question 13 (Q13) testes the effectiveness of affiliate marketing and if incentives of discount 

on the service attract people (Table 9). The majority replied that they “never” use discount 

codes, but some people answered that they do. Hence, there is no certain answer to this question 

due to disperse answers and low response rate. 

Table 9. Responses to Q13 

Q13. How often do you use discount codes from influencers/bloggers/advertising for the 
online language school services? 

Meaning Answers in scale (0 – never; 10 – very often) Frequency 
Very often 10 3 
Quite often 8 1 
 7 3 
Sometimes 5 2 
 4 2 
Rarely 3 2 
 1 1 
Never 0 4 
  No answer 8 

 

H5. SEM increases the awareness of the online language school and reminds the customers 

about the brand which leads them faster through the stages to the conversion and advocacy. 

Q15. How often do you visit the website of the online language school? 

The majority of respondents (5) answered that they visit the website of the online language 

school “sometimes” and more people say that they visit the website more often than people who 

visit it rarely (Table 10). This proves that the website is a necessary tool to have for the online 

language school. More about the website use is described further (Q12.4 & Q23.1). 

Table 10. Responses to Q15 

Q15. How often do you visit the website of the online language school? 
Meaning Answers in scale (0 – not at all; 10 – very 

often) 
Frequency 

Very often 10 1 
 9 2 
 7 2 
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 6 3 
Sometimes 5 5 
 4 3 
 2 1 
 1 1 
Not at all 0 0 
 No answer 8 

 

Q24. How often do you see online advertising of the online language school? 

Respondents answered that they see advertising sometimes and more often (Table 11) and at 

the same time their reaction on the advertising is positive (Table 12), which is not expected 

because majority of people react negativily on the advertising. This could mean that online 

language schools are able to provide interesting and creative content that transmits their 

message and captivates the audience. 

Table 11. Responses to Q24 

Q24. How often do you see online advertising of the online language school? 
Meaning Answers in scale (0 – never; 10-very often) Frequency 
Very often 10 3 
 9 1 
 6 3 
Sometimes 5 4 
 4 2 
 3 1 
 2 1 
 1 1 
Not at all 0 1 
 No answer 9 

 

Q25. If you’ve seen the advertising, how good do you think it is? 

During the interviews, one of OLS noted that online advertising is the second field of budget 

allocation and the ads campaign performed separately on different markets. Two other schools 

noted that digital ads are the first field of budget allocation because they attract a large number 

of customers. However, each campaign asks for attention and constant monitoring, hence costly 

and time-consuming. All of the OLS mentioned that they use digital advertising and spent 

plenty of time on creating memorable ads creatives, which justify the positive reaction of the 

audience on the advertising. 
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Table 12. Responses to Q25 

Q25. If you’ve seen the advertising, how good do you think it is? 
Meaning Answers in scale (0- bad/annoying; 10-good/ 

creative) 
Frequency 

Good/Creative 10 0 
 8 4 
 7 4 
 6 4 
Neutral 5 3 
 4 2 
Bad/Annoying 0 0 
 No answer 9 

 

Q26. How strongly do you think online advertising influences your choice of choosing the 

online language school? 

Question 26 (Q26) checks to what extend people think that their actions are affected by 

advertising (Table 13). The majority of people claimed that advertising affects them rarely (3 

out of 10). However, still more people think that their decision is still affected by advertising. 

This proves that digital advertising is a useful tool for digital marketing activities and does 

affect the purchasing decision. 

Table 13. Reponses to Q26 

Q26. How strongly do you think online advertising influences your choice of choosing 
the online language school? 
Meaning  Answers in scale (0 – not at all; 10 – very 

much) 
Frequency 

Very much 10 2 
 8 1 
 7 3 
 6 3 
Sometimes 5 2 
 3 4 
 2 1 
Not at all 0 1 
 No answer 9 

 

Based on these results of aforementioned questions, hypothesis five (H5) is partly supported 

because advertising influence customers to some extent. It was also supported by the 
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interviewers saying that it is one of the most crucial parts of their digital marketing and it brings 

new customers and raises awareness. 

4.5.3 Customers’ reaction & relationship building 

This chapter represents the results to the sub-research question three (RQ3): How do customers 

react to online language schools digital marketing efforts to build a relationship with them? To 

answer this question, two hypothesises (H3 & H4) were tested. 

H3. Customers develop a long-term relationship and advocacy with the schools through digital 

marketing interactions (e.g. social media, blog interaction, direct communication with a 

company in DMs, chats). 

To test hypothesis three (H3), questions 12, 16, 18 and 22 were asked. Some questions have 

several sub-questions. Unfortunately, some respondents did not finish the questionnaire until 

the end which created more “no answer” replies in several questions. One reason for this might 

be that the questionnaire takes more time than the respondents wanted to allocate. 

Q12. How much do you trust media channels of online language school such as...? 

This question tests the respondents' degree of trust in different marketing channels of OLS. 

Q12.1. Social media accounts of the school 

The majority of respondents said that they trust “a moderate amount” to the social media 

accounts of OLS, the second most frequent answer was that they trust “a lot” (Figure 6). This 

makes social media marketing an important tool in the trust-building process as well as 

customer relationship building. 
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Figure 6. Responses to Q12.1 

Q12.2. Influencers/Bloggers collaborating with the school 

The majority of respondents answer that they trust “a moderate amount” to 

influencers/bloggers, however, the second most popular answer was “a little” and there were 

also two “none at all” replies, hence customers trust influencers less than social media accounts 

of OLS (Figure 7). Moreover, this result allows to draw the conclusion that influencers are 

successful to attract new customers and make them try a service, but people do not completely 

trust influencers, hence influencers marketing is useful to lead customers from stage A1 to A4, 

but not to stage A5 of the Five A’s model. 

 

Figure 7. Responses to Q12.2 
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Q12.3. Recommendation 

The power of recommendation is proven again by question 12.3 (Q12.3) as the majority of 

people claimed that they trust “a great deal” to a recommendation (Figure 8). Next most popular 

answer was “a lot ” followed by “a moderate amount”. 

 

Figure 8. Responses to Q12.3 

Q12.4. Website of the school 

Respondents answered that they trust “a lot” to the website of the OLS (Figure 9) in the context 

of provided information, hence a website can help with increasing the trust in the customers. 

This result is expected as OLS are interested in providing clear and accurate information to their 

customers as well as create call-to-actions to lead customers through the marketing funnel. 

 

Figure 9. Responses to Q12.4 
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Q12.5. Advertising 

Majority of respondents answered that they trust “a little” to the advertising of the OLS (Figure 

10). However, some people still said that they trust “a moderate amount” and “a lot” which 

goes in hand with question 25 (Q25) and 26 (Q26). Even if respondents think that the 

advertising is good and creative it does not mean that they trust it. 

 

Figure 10. Responses to Q12.5 

Q16. How much do you care about the brand of the online school you study in? 

Next question tests the brand love and attitude to OLS’s brand (Q16). Most respondents care 

about the brand of the OLS they study in more than a medium amount (Table 14). This shows 

that people choose OLS consciously. Due to the fact that people pay money for these lessons, 

they are interested in receiving the best outcome, hence the choice of OLS is important for 

them. Moreover, the switching costs from one OLS to another might be high in terms of 

operations (e.g. new teacher, school rules, schedule etc.). 

Table 14. Responses to Q16 

Q16. How much do you care about the brand of the online school you study in? 
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Not at all 0 1 
 No answer 8 

 

To summarise the results from questions 12 (Q12) and 16 (Q16), the most trustworthy digital 

marketing tool is a recommendation (influencers are not included), next one is social media 

accounts and then the website of the company. The least trustworthy tools are advertising and 

influencers, which is surprising. 

Q18. Are you satisfied with…? 

Next question (Q18) checks the level of satisfaction of students as satisfaction leads to the 

advocacy of the brand (A5). 

Q18.1. Satisfaction of learning results 

People start to study a language and they expect learning results and improvements in their 

language skills. Hence, if a customer achieved its learning result, he/she is satisfied. Majority 

of respondents answers that they are “extremely satisfied” and “somewhat satisfied” (Figure 

11). 

 

Figure 11. Responses to Q18.1 

Q18.2.Schools’ learning platform 

One of the distinct features of OLS is that they provide a learning environment in the form of 

platform/platforms. Majority of respondents are “extremely satisfied” and “somewhat satisfied” 
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satisfaction (Figure 12). 

1 1 1

9

6

8

0

2

4

6

8

10

Extremely
dissatisfied

Somewhat
dissatisfied

Neither
satisfied nor
dissatisfied

Somewhat
satisfied

Extremely
satisfied

No answer

Satisfaction in learning results



 69 

 

Figure 12. Responses to Q 18.2 

Q18.3. School's teaching abilities.  

Most of the respondents answered that they are “extremely satisfied” and “somewhat satisfied” 

with the teaching capabilities (Figure 13). However, there was one negative answer as well. 

Teaching capabilities represent the quality of the service and contribute to the value proposition 

of OLS. 

 

Figure 13. Responses to Q18.3 
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Figure 14. Responses to Q18.4 

In overall, the satisfaction level of the customers of OLS is high, hence customers receive what 

they want. Especially, interesting that customers have a high level of satisfaction in the 
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 3 1 
 1 1 
Never 0 3 
 No answer 9 

 

Q22. How often do you read a blog of the online language school? 

Next question (Q22) checks the popularity of blogs of OLS. If people read them, they attract 

attention and help to build customer relationships. Most respondents answered that they read 

blogs “sometimes” and most of the answers are in the middle of the ten-point scale (Table 16). 

It means that blogs are not greatly popular, but they still can support marketing activities. 

Table 16. Responses to Q22 

Q22. How often do you read a blog of the online language school? 
Meaning Answers in scale (0 – never; 10 – always) Frequency 
Always 10 0 
 8 1 
 7 1 
 6 1 
Sometimes 5 5 
 4 2 
 3 2 
 2 1 
 1 1 
Never 0 3 
 No answer 9 

 

Hypothesis 3 (H3) is partly supported. Respondents showed a high level of satisfaction, but 

the trust in the different marketing tools is relatively low. Moreover, blogging and email 

marketing does not show enough interactions and involvement of the audience. 

H4. If a customer is loyal, he/she interacts with the school through digital channels and spread 

WOM. 

Loyal customers by definition stay with a brand for a long period of time, re-purchase and 

spread WOM, hence the duration can show if a customer is loyal or not. The majority of 

respondents to question 7 (Q7) uses the services of OLS for 3-6 months (Figure 15), next 

biggest group uses it for 1 year and the same size group for 1-3 months. Depending on the 
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personal learning goals of every customer, different time is needed to learn a language. 

However, most likely that 1 year is more appropriate time to learn a language. 

 

Figure 15. Responses to Q7 

One more way to check the loyalty is to see if a customer returns or re-purchase the service 

again, which is tested in question 17 (Q17). The majority of respondents said that they will 
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Table 17. Responses to Q17 
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Meaning Answers in scale (0 – I definitely won’t choose; 10 
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Q19. Do you follow the social media account of the online language school you study in? 

Next question is focused on checking the activeness of audience on the social media platforms 

(Q19) (Table 18). The majority of respondents do not follow the social media accounts of the 

OLS. One of the reason might be that customers do not see value in following the social media 

account, but question 23.2 showed the opposite. Another reason is that OLS do not promote 

their social media account and are growing their audience organically, this way they also 

receive an audience which engage with them. 

Table 18. Responses to Q19 

Q19. Do you follow the social media account of the online language 
school you study in? Frequency 
Yes, I do 6 
No, I don't 12 
No answer 8 

 

Q23. How useful do you think online language school's content on...?  

Next question is asking about the usefulness of the content on different digital marketing tools 

to determine the quality and value of content provided to the audience and connecting it with 

the relationship building. Qustions 23 (Q23) has several sub-questions. 

Q23.1. Blog 

The majority of respondents answered that blog is “moderately useful” and more people 

answered positively – “very useful” and “extremely useful” (Figure 16). Most schools maintain 

a blog, however, some of them claimed during the interview that blog is not their main focus 

and this tool only supports the website and help with SEO. 
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Figure 16. Responses to Q23.1 

Q23.2. Social Media 

Most respondents claimed that social media is “moderately useful” and the same number of 

people said that it is “slightly useful” and “very useful” (Figure 17). Interestingly, all of the 

interviewed OLS said that social media is highly important for marketing activities and they 

allocate plenty of resources to develop them. 

 

Figure 17. Responses to Q23.2 
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Figure 18. Responses to Q23.3 

It goes hand in hand with the previous question 21 because the quality of the newsletter 

influences people’s readiness to spend time to read it. 

Q23.4. Website 

The usefulness of the website performed better than other tools as most of the respondents 

claimed that the website is “very useful” (Figure 19). Even if people do not visit it very often, 

the website is still a crucial marketing tool for the OLS. 

 

Figure 19. Responses to Q23.4 

To summarise results from question 23, the most useful digital marketing tools are website, 

blog and social media. A blog is often on the website that is why the answers are close to each 

other in both categories. The newsletter shows the worst results which explain the low 

interaction level with it. The trust into the website and social media connected with the quality 

and usefulness of the content as the answers in questions 12 and 23 are similar, hence it is 

2

6 6

3

0

9

0

2

4

6

8

10

Not at all
useful

Slightly useful Moderately
useful

Very useful Extremely
useful

No answer

Usefulness of Newsletter/Email

1
2

4

6

4

9

0

2

4

6

8

10

Not at all
useful

Slightly useful Moderately
useful

Very useful Extremely
useful

No answer

Usefulness of Website



 76 

possible to conclude that the usefulness and quality of content improve the trust in the website 

and social media of the OLS. 

Q20. On the social media of the online language school, how often do you...? 

Next question is asking about the interactions (Q20) between audience and OLS on the social 

media platforms and if respondents perform particular actions on the social media. 

Q20.1. Commenting on social media posts 

The majority of respondents answered that they “never” comment on the posts of OLS, 

however, the second most popular answer was “sometimes” (Figure 20). Commenting asks for 

direct interactions and it is expected that people do not usually comment on every post they see, 

hence a person should be loyal and committed to a service to comment and interact with OLS. 

 

Figure 20. Responses to Q20.1 

Q20.2. Like SM posts 

Liking of the social media posts is easy and sometimes even done by users unconsciously. 
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Figure 21. Responses to Q20.2 

Q20.3. Checking or watching social media stories 

Watching a story in social media doesn’t require any actions from a user. The results showed 

that more respondents are checking the stories than liking the posts. Still, the majority has 

answered that they “never” watch stories, but the rest of the answers are more positive than for 

the previous questions (Figure 22). Stories have appeared recently and most companies have 

already adapted their SM marketing and actively use this tool. 

 

Figure 22. Responses to Q20.3 
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expected that majority of people do not perform actions and answered “never” to this question 

(Figure 23). These interactions take more time, the chances to get incentives are small as well 

as it exposes their digital accounts. However, there still were some positive results. 

 

Figure 23. Responses to Q20.4 
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consequences, this means that most of the schools understand their audience and adapt their 

marketing. However, there are ways for improvements as some of the digital marketing tools 

are not as effective as they are expected to be. 
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5. DISCUSSION AND CONCLUSION 

5.1 Summary and conclusions 

This thesis examined the customers’ relationships building process through the use of digital 

marketing tools by online language schools. The process of relationships building as well as 

digital marketing tools were put into stages of Five A’s framework (Figure 3) which has not 

been done previously. The aim of this research was to understand better the relationship 

building process in the digital environment and to find out how online language schools can 

use digital marketing tools in the most effective way. The main research and three sub-research 

questions have been answered using mixed research methods. 

To address the objectives of the research and answer the main research question:  

How do online language schools build long-term relationships with customers using digital 

marketing tools? 

Three sub-research questions were posed and answered:  

RQ1.  Which digital marketing tools do online language schools use to build customer 

relationships? Which of them were/are most effective? 

The first research question (RQ1) was answered only through the qualitative data (interviews 

with the online language schools’ representatives). The results show that influencers marketing 

and social media marketing are the most effective tools to attract customers as well as to build 

a relationship with them from the OLS’s point of view. This result is justified by the literature 

review as well (Reece 2010, 235-238; Godey 2016, 5833 - 5836). The importance of digital 

content marketing has also been confirmed for the online language schools market (Holliman 

& Rowley 2014, 269-270). 

RQ2.  How do customers interact (behave) with online language schools (before, during, 

after using the service)? 

RQ3.  How do customers react to online language schools digital marketing efforts to build 

a relationship with them? 

Second and third research questions (RQ2 & RQ3) were answered with the use of questionnaire 

and five hypotheses were tested. The results of the second sub-research question (RQ2) showed 
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that customers prefer to communicate through the email or a call. Not a lot of customers used 

affiliate links or other incentives from influencers or bloggers (Table 9). Unfortunately, 

blogging and email marketing proved to be not very effective tools. But, the trust to the blog 

was high, hence it makes sense to pay attention and invest in this digital marketing tool to 

increase trust in a company (Onishi 2012, 221-223). While email marketing, sadly, was not 

useful from the point of respondent’s view. One of the reasons as described in the literature 

review might be related to the fact that email marketing has lost its effectiveness with the 

appearance of other digital channels and current digital overload (Reynolds 2010, 246-248; 

Reece 2010, 231). 

The results of the third sub-research question (RQ3) showed that customers do not react actively 

on the relationship building process. During the interviews, all of OLS’s representatives noted 

that they use a customer-oriented approach and interact with the customers, but based on the 

customer’s answers, the majority do not interact through digital marketing tools. However, even 

with the medium amount of interactions between customers and OLS, the level of satisfaction 

from the service was high. The most trustworthy digital marketing channels appeared to be 

social media accounts of the OLS and their websites. The least trustworthy tool was advertising. 

However, there has not been a negative attitude to the advertising activities from the 

respondents’ side. 

In conclusion, the answer to the main research question is that online language schools build 

customer relationships through digital marketing tools such as influencers marketing, 

social media and digital advertising primary. Blogging, website, email marketing and SEO 

are used as supporting tools as they are not able to increase awareness and deliver a message to 

the audience (A1). A recommendation and WOM is the most powerful tools, but to make them 

work, online language schools are not able to directly affect them. For this reason, influencer 

marketing is one of the main focus for one online language school which participated in the 

research because it is the closest tool to the recommendation (Pophal 2020, 36-37). 

5.2 Theoretical and Practical implications 

First and foremost, this study uses the Five A’s model in the context of online language school 

which has not been done before. Besides, online language schools is a recent phenomenon and 

they represent a niche market in the online education field and there are no previous studies 

related to this market. 
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Secondly, most of the modern digital marketing tools and techniques were described in the 

literature review and each of them was connected to a stage in the Five A’s model which has 

not been done previously. Kotler et al. (2017) proposed only some of the digital tools to be 

connected to the model. 

Thirdly, most of the previous studies related to the customers' relationship building discussed 

the process from the companies’ points of views and the results these companies got from their 

marketing activities. But, the customers’ perception and reaction on these actions were not 

thoroughly researched. Moreover, the customers’ behaviour and reaction depend on the nature 

of the product/service. 

Speaking about practical implications, first of all, the findings of this research can be used by 

online language schools to improve their digital marketing and customer relationship building 

process. Besides, the results show how to allocate resources of the OLS to the most efficient 

digital marketing tools. This contributes to the development of new services which might be 

not only on the language education market, but it can be applied to any online education service 

which uses a similar business model. 

Secondly, based on the customers’ reaction to some of the digital marketing tools, the use of 

them can be improved to increase quality, content or interaction level with the audience. For 

customers, this can bring valuable information and new opportunities to improve the skills they 

train. 

Thirdly, the proposed research design and methods, especially questionnaire, can be used by 

online language schools to collect and analyse the feedback from their existing customers to 

improve their current marketing activities and get deep insights into online customer behaviour 

and relationship building process. 

To summarise, this thesis contributes to the niche market of online language schools and their 

digital marketing activities as well as to the academic perspective of the use of Five A’s model 

and customers relationship building process. 

5.3 Limitations and future research 

There are several limitations of this research. First of all, due to the low number of participants 

in both interviews and questionnaire, the results could change with a bigger number of 

respondents. The results could be more representative if more people participated as well as if 

the online languages schools were more responsive and collaborative. Besides, the study 
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researches only European markets, hence in other parts of the world, the results can be different 

and a separate study is needed. 

Secondly, the previous research on online language schools and their marketing is scarce due 

to the relatively new business model. The existing research focused on online education in 

general without linking the importance of marketing and customers’ relationships. One of the 

reasons is a relatively small market. 

Thirdly, the conducted research is cross-sectional and was implemented once for a fixed period 

of time. The longer period of time with some variations of variables such as in the longitudinal 

research may show a more valid and in-depth results. The cross-sectional study was chosen 

because the research was conducted in order to obtain the master’s degree, hence was connected 

with the graduation day. As it was determined that most of the customers uses OLS’s services 

for 3-6 months and up to a year, the future research can focus on customer retention and 

customer attitude to the OLS after finishings the studies as well as to research if people are 

willing to interact and spread the WOM even after they stop using the service. 

Another important limitation of the study is that the research was implemented during COVID-

19 pandemic, which could positively influence on the responses due to the fact that people spent 

more time online and most of the studies moved to digital format as well. However, the COVID-

19 impact of the labour market, decreased income of people and other issues might negatively 

affect the learning environment. There is no proved information on how much the industry was 

affected as no research has been done yet. 

The limitations of the study suggest further research. First of all, further research can be 

implemented when the pandemic situation doesn’t have a large influence on the market. Closer 

collaboration with the online languages schools in Europe would be beneficial because it allows 

access to large customers’ database. An alternative way to collect the customers’ responses are 

via interviews which will allow to examine the customers’ perspective in-depth and it will be 

beneficial for the companies satisfaction analysis. 

To get the business perspective, closer cooperation with the marketing departments of the online 

language schools may improve the understanding of the digital marketing efforts and strategies 

behind the actions. 
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Finally, the attention of the further researches can be on the IT side of the online language 

schools and the product they provide which influence the customer’s experience. Moreover, the 

teaching methods and materials can be examined to identify if there is an influence on the 

customers’ experience and advocacy. Besides, the market of language learning apps and their 

influence, including potential thread to the OLS market, on the market of online education can 

be considered for future research. They can be considered as a separate market and as a 

supporting tool to the OLS’s services. 
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APPENDICES 

Appendix 1. Integration of media channels. 

 

Figure 24. Integration of media channels. Adapted from Chaffey & Ellis-Chadwick 2012,12. 

Appendix 2. AIDA model  

 

Figure 25.  AIDA- model. Adapted from Pashootanizadeh & Khalilian 2018, 637. 

Appendix 3. Interview questions for online language schools 

1) Why do you think people choose to learn a language online? 

2) Why do you think people choose your school? 
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3) How customers usually find the school? Through which channel? 

4) Which digital marketing tool was most effective during the first years of the start-up? 

5) Which digital marketing technique is most effective now? 

6) Does this technique bring the same return now, after the company is more well-known 

and established? 

7) What is the main focus area of your digital marketing activities? (SEM, SEO, Social 

media etc.) 

8) Do you focus on building customers relationship? Why?  

9) How do you build customer relationship and trust? 

10) Do you use a customer-oriented approach thought all your operations? 

Appendix 3. Questionnaire - Online Language Schools Survey 

Hello  

Thanks for participating in the survey about online language schools! 

The survey is designed only for people who have studied in an online language school 

individually or in a group with a teacher (e.g. Lingoda, Skyeng, iTalki, etc.) 

Self-learning without a teacher, language apps, or other websites are not considered. 

Please, don't answer the survey if you have never studied in an online language school. 

The survey takes approx. 5 min 

The research is conducted by Polina Glukhova for the Master's Thesis at LUT University, 

Finland. For more information, please contact polina.glukhova@student.lut.fi  

Q2. Have you ever taken online language lessons? 

o Yes, I have 

o No, I haven't 
 
Q3. Are you studying in any online language school at the moment? 

o Yes 

o No 
 
Q4. What is the name of your online language school? 

________________________________________________________________ 
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Q5. How old are you?  

o <18 

o 18-22 

o 23-30 

o 31-40 

o 41-50 

o 51-60 

o 61+ 
Q6. Are you...? 

o Male 

o Female 

o Prefer not to answer 
 
Q7. How long have you studied in the online language school? 

o 1 week 

o 1 month 

o 1-3 months 

o 3-6 months 

o 1 year 

o 1-3 years 

o 3+ years 
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Q8. How did you find an online language school you study in?  

o Online/Search advertising (a banner or ads while searching for a language school) 

o Recommendation (friend, family, colleague, other people you know) 

o YouTube 

o Social Media (Facebook, Instagram, Vkontakte, Forums etc.) 

o Social Media Advertising 

o Blog 

o Email 

o Offline advertising (magazine, newspaper, billboard, radio, TV) 
 
Q9. Have you read reviews of other students before starting your learning? 

o Yes 

o No 

o I don't remember 
 

Q10. Did anybody recommend you the online language school you study in? Who?  

o A friend/friends 

o A family member 

o A colleague/colleagues 

o Other people I know 

o An influencer/blogger 

o Other people on the internet I don’t know 

o Nobody recommended it 
 

Q11. Why have you chosen to learn a language in an online language school? 
 (name 3 factors)  

________________________________________________________________ 
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Q12. How much do you trust media channels of online language school such as...? 

 None at all A little A moderate 
amount A lot A great deal 

Social Media of the 
school o  o  o  o  o  
Influencers/Bloggers 
collaborating with the 
school 

o  o  o  o  o  
Recommendation o  o  o  o  o  
Website of the school o  o  o  o  o  
Advertising o  o  o  o  o  

 
Q13. How often do you use discount codes from influencers/bloggers/advertising for the online 
language school services? 
Scale from 0 to 10 where 0 – never; 10 – very often  
 
Q14. Which communication channel with the online language school do you prefer?  

o Email (1)  

o Call (2)  

o Social Media message (3)  

o Website (chat, contact form, request) (4)  

o Other (5) ________________________________________________ 
 
Q15. How often do you visit the website of the online language school? 
Scale from 0 to 10 where 0 – not at all; 10 – very often  
 
Q16. How much do you care about the brand of the online school you study in?  
Scale from 0 to 10 where 0 – not at all; 10 – very much 
 
Q17. How probable is that you will choose the same school again if you decide to learn a second 
language?  
Scale from 0 to 10 where 0 – I definitely won’t choose; 10 – I will definitely choose 
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Q18. Are you satisfied with...? 

 Extremely 
dissatisfied 

Somewhat 
dissatisfied 

Neither 
satisfied nor 
dissatisfied 

Somewhat 
satisfied 

Extremely 
satisfied 

Your learning 
results o  o  o  o  o  
School's 
learning 
platform 

o  o  o  o  o  
School's 
technical 
abilities 

o  o  o  o  o  
Customer 
support o  o  o  o  o  

 
Q19. Do you follow the social media account of the online language school you study in?  

o Yes, I do 

o No, I don't 

o I don't use social media 
 
Q20. On the social media of the online language school, how often do you...?  

 Never Sometimes About half 
the time 

Most of the 
time  Always 

Comment on social media 
posts o  o  o  o  o  
Like posts o  o  o  o  o  
Watch stories o  o  o  o  o  
Other interactions 
(tagging, giveaways etc.)  o  o  o  o  o  

 
Q21. How often do you read emails/newsletters from the online language school? 
Scale from 0 to 10 where 0 – never; 10 – always 
 
Q22. How often do you read a blog of the online language school?  
Scale from 0 to 10 where 0 – never; 10 – always 
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Q23. How useful do you think online language school's content on...?  

 Not at all 
useful 

Slightly 
useful 

Moderately 
useful 

Very 
useful 

Extremely 
useful 

Blog o  o  o  o  o  
Social Media o  o  o  o  o  
Newsletter/Emails o  o  o  o  o  
Website o  o  o  o  o  

 
Q24. How often do you see online advertising of the online language school? 
Scale from 0 to 10 where 0 – never; 10-very often 
 
Q25. If you’ve seen the advertising, how good do you think it is? 
Scale from 0 to 10 where 0 –bad, annoying; 10- good, creative 
 
Q26. How strongly do you think online advertising influences your choice of choosing the 
online language school? 
 
Scale from 0 to 10 where 0 – not at all; 10-very much 
 

Appendix 4. Marketing funnel 

 

Figure 26. Marketing Funnel. Adapted from Kotler & Keller 2012, 162 


