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Abstract 

Introduction 

This paper focuses on the Internet and more specifically on how non-profit organizations can 

use the Internet to enhance their online presence. Our choice of research object is Automation 

Region (AR), a non-profit cluster organization, whose purpose is to strengthen and make the 

cluster of companies within industrial automation in Mälardalen visible. This cluster consists 

of business-to-business companies in the automation industry and AR was formed to increase 

the productivity, growth and profitability of these companies. The organization has two goals 

set up, which include: (1) increased exposure for the automation industry as well as the region 

wherein AR operates and (2) attracting the best competence as well as getting youths and 

children interested in automation. AR currently has a website (www.automationregion.com) 

and the overall purpose for it is to support AR‘s goals. However, we have a difficulty seeing 

how this website, as it looks and functions today, is to achieve the goals and objectives of the 

cluster organization and we also find it difficult to see how AR should do in order to expose 
its website and its brand to its target audience. The two research questions then becomes: 

 How is Automation Region‘s website being used today? 

 How can Automation Region utilize the Internet to achieve its goals? 

Purpose 

The purpose of this study is to gain a deeper understanding of how cluster organizations like 

Automation Region may use the Internet to achieve its goals, and by doing this also be able to 

give recommendations on how Automation Region can benefit from the use of the Internet as 
their primary channel for goal achievement. 

Method – An Action Research based study 

This paper is based on an action research approach, which contains a real world problem, a 

framework of ideas, and a set of methodologies. The different means of collecting data used 

in this paper can be categorized in four separate categories: interviews, internet analysis tool, 
benchmarking, and other empirical data collected. 

Framework of ideas 

Our framework of ideas consists of an introduction to the term clusters, which then explains 

the different actors on the cluster stage. Then the benefits of clusters are discussed, leading to 

a further discussion on how non-profit cluster organizations can utilize the possible benefits of 

a cluster. This leads to a presentation of different ways to improve an organizations online 

presence. 

Analysis 

The analysis is divided into two parts. The first part focuses on the results of the website 

analysis, where different reports from the web analysis program are analyzed. This will show 

how the website currently is being used and should lead to conclusions on how this usage can 

be improved. The second part focuses on the available Internet tools and how AR can utilize 
these to reach their explicit goals for the cluster organization.  

Conclusions 

The so called internal visitors are plentiful on AR‘s website site and we can conclude that the 

site is being used in an Intranet like way. Another conclusion is that AR should be able to 

increase the probability of achieving their goals by further enhancing the use of the Internet 

tools they currently have (website and e-mail), and also by expanding their online presence 

with the use of several other potential Internet tools.  
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1 Introduction 

In this chapter the background to our area of interest, the problem statement with two 

research questions and this papers purpose are presented. 

1.1 Background 

Information is the foundation of modern society, and the transmission of information at any 

other level than the interpersonal requires the media. One medium that can be considered the 

vanguard of the information society is the Internet. (Stafford & Stafford, 2001) As the Internet 

grows, so does the online presence of both companies and individuals and some argue that if 

companies want to survive, they must adapt and change their approach to the Internet and also 

adapt to and exploit the new technologies that the Internet provides. (Armstrong & Kotler, 

2008) Porter (2001) goes as far as claiming that organizations have no choice if they want to 

remain competitive, they must embrace internet technologies. The difficulty lies in how this 

should be done, but the encouraging, according to Porter (2001), is that the Internet provides 

more opportunities to create a distinct strategic position than earlier generations of IT have 

accomplished. The Internet has created entirely new types of industries, but the biggest impact 

is the Internet's ability to reconstruct the existing industries through the reduction of 

communication costs, the collection of information and more (Porter, 2001).  Porter (2001) 

argues that the Internet has the ability to strengthen the competitiveness of the company‘s 

strategies, based on (and with the hope to enhance) the company's existing competitive 

advantages. Hamilton (2007) agrees with Porter but argues that it is not only the cost-reducing 

and diversified strategies that have a chance to survive on the Internet. Now traditional 

approaches must instead be adapted to suit the new network-like structures that the Internet 

has given rise to. (Hamilton, 2007) 

Most of the attention concerning the use of the Internet has been paid to the profit sector 

organizations (Lee et al., 2001). This includes both business-to-consumer and business-to-

business companies (Armstrong & Kotler, 2008). The non-profit sector however, has not been 

studied as much when it comes to their use of the Internet and their online presence. Some 

argue that this sector also could benefit from the use of Internet technologies as a means to 

enhance their competitive advantage. Unfortunately, not many non-profit organizations seem 

to understand the potential the Internet can provide and how to use it in a way that enhances 

their strategic and competitive advantage. Non-profit organizations are natural information 

providers and the Internet, of course, is a wide source of both information and also the 

distribution of information. Some argue that virtually all non-profit organizations will be 

using the Internet in the future and those that do not will be left in the dark, possibly even 

without funding or support. (Lee et al., 2001) 

1.2 Problem statement 

A non-profit cluster organization that aims to administer and promote the cluster of 

automation companies in the region of Mälardalen is Automation Region (AR). This cluster 

consists of business-to-business companies in the automation industry and AR was formed to 

increase the productivity, growth and profitability of these companies (Nyteknik.se, 2007). 

The network is a collaboration between industry, academia and society in order to create 

unique values which is then translated to the high quality systems, products, services and 

skills that creates improved productivity and energy efficiency. Although AR itself can be 

classified as non-profit, the cluster members cannot. They are all business-to-business 

companies and are involved with AR for profit-making reasons. Hence they should be 

concerned with how AR is making a name for itself. AR is working in several strategy areas 
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and one of the objectives is to develop a clear brand through several channels. These channels 

are the Internet, press releases, newsletters, and through participation in trade fairs and 

conferences. (Risberg, 2008) When it comes to the Internet, the very existence on this channel 

equals a potential for increased brand recognition (Howard, 1996) and the usage of the 

Internet, as stated earlier, is growing increasingly important for the non-profit sector (Lee et 

al., 2001). Apart from the benefits provided the members of AR, (who, as stated, also include 

B2B-companies which could bring a potential commercial gain for these) the non-profit part 

of the AR organization is working towards two explicit goals. These goals include: (1) 

increased exposure for the automation industry as well as the region wherein AR operates and 

(2) attracting the best competence as well as getting youths and children interested in 

automation. (Automationregion.com, 2009)  

Research shows that buying behavior within the B2B domain is highly dependent on the 

Internet. In fact, 87% rely more on what they find online than any other source, with the 

exception of word of mouth. (Bush, 2009) This would imply that the Internet is of a higher 

value when distinguishing each of AR‘s different channels. Furthermore, the public relations 

struggle for non-profit organizations is reaching potential publics with generally limited 

monetary means. The Internet offers these organizations the unique opportunity to 

interactively get in touch with numerous publics without huge monetary burdens. In their 

efforts, non-profit organization‘s websites can functionally make use of the principles behind 

successful commercial websites, such as simplicity and public outreach. The Internet brings 

the organization members to a relational space together and can be an important channel for 

non-profit organizations to communicate their messages and raise public support for 

confronting issues. (Kang & Norton, 2004) 

AR currently has a website (www.automationregion.com) where information about the 

collaboration project, the members, the various activities carried out/that will take place and 

so forth is presented and the overall purpose for the website is to support AR‘s goals. 

However, we have a difficulty seeing how this website, as it looks and functions today, is to 

achieve the goals and objectives of the cluster organization and we also find it difficult to see 

how AR should do in order to expose its website and its brand to its target audience. The fact 

that a poorly performing website can damage a company brand (Clifton, 2008) means that the 

performance of AR‘s website should be of uttermost importance if they want to establish a 

strong brand name. To understand how AR‘s website is to achieve the goals set for the cluster 

organization, we have to understand how the website currently is being used. An effective 

way to do this is by using an Internet analysis tool. Using these tools, all information of 

importance on the website are collected and then used to understand what needs to be done to 

achieve goals and objectives of the purpose and maintenance of the website in question. 

(Ibid.) 

Based on the background presented above, the discussion about Internet usage and the more 

specific presentation of AR's cooperative network with related goals, we have reached the 

following research questions: 

 How is Automation Region‘s website being used today? 

 How can Automation Region utilize the Internet to achieve its goals? 

With these two research questions as a base, this study follows an action research approach 

(further discussed in the next chapter) which, through an iterative process, allows for a deeper 

understanding of the researched phenomenon, than would have been possible with a more 
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traditional approach. Therefore this method was selected in order to fulfill this study‘s 

purpose. 

1.3 Purpose 

The purpose of this study is to gain a deeper understanding of how cluster organizations like 

Automation Region may use the Internet to achieve its goals, and by doing this also be able to 

give recommendations on how Automation Region can benefit from the use of the Internet as 

their primary channel for goal achievement.  
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2 Method – An Action Research based Approach 

This paper is based on an action research approach and therefore this chapter starts with an 

introduction to the term action research and what that consists of. Within the boundaries of 

action research all of the important issues and choices concerning this paper will then be 

discussed. 

The kind of research that sets out to test hypothesizes, which is popular within natural science, 

works well when the tested object or phenomenon is unchangeable. In other fields, however, 

this kind of research is not as suitable, for example within the field of Information 

Technology (IT). IT is something that has been fabricated by humans and therefore the 

research itself and the way people choose to look at it changes its meaning and purpose. For 

this kind of research, action research can give more useful results. The term action research 

was first coined by Kurt Lewin in 1944 and instead of trying to confirm a hypothesis and find 

the objective truth, action research aims to interpret, understand, and then draw conclusions 

from the subject to gain a deeper understanding about that which is the subject of the research. 

To do this the researcher must step into a real world problem situation and follow it in 

whatever direction it may take. To be able to maintain a desirable scientific level however, it 

is important that the researcher has a framework of ideas, and a suitable methodology to 

follow in order to be able to understand, explain, interpret, and change the researched 

phenomenon. The conclusions drawn can then change this framework, or in the extreme case 

make the researcher totally abandon it. (Checkland & Holwell, 1998) This paper has used an 

action research based approach in order to gain knowledge about the real world phenomenon 

that is being researched. The research rests on a framework of ideas and methodologies that 

enables us to gain new knowledge. The problem, framework of ideas, and methodologies used 

in this paper will now be discussed. 

2.1 Real world problem 

The real world phenomenon that we have examined within this paper has been discussed in 

detail in the previous chapter (see 1.2 Problem statement). To sum up that discussion, the area 

of concern first of all was identified within a non-profit organization called Automation 

Region (AR) and their work as a cluster organization to promote and enhance the automation 

cluster in Mälardalen. The area of concern that is identified within AR can then be separated 

into two parts, one focusing on how they will be able to sufficiently assure the sustention of 

qualified workers and attract younger students, and the other focusing on how AR will be able 

to place the automation industry on the map. Our purpose then was to gain a deeper 

understanding about how AR uses the Internet and how this usage can be improved as a 

means of achieving their goals. By doing this also be able to draw general conclusions about 

how the Internet can be used to achieve similar goals for similar non-profit organizations. 

2.1.1 Choice of research object 

As stated above, our research object is Automation Region, more precisely the non-profit 

cluster organization aiming to promote the cluster of companies and institutions in the region 

of Mälardalen (for a full presentation of AR see Chapter 3 Automation Region). Our premises 

for choosing our research object were based on an interest in the Internet and how this 

channel can be used both as a competitive advantage and as a means for achieving business 

related goals. The traditional research about the Internet for business use, as mentioned in the 

introduction chapter, is conducted with concern to profit making companies. But research also 

indicates that use of the Internet is equally important to non-profit organizations. For this 

reason we thought it would be interesting to look closer at non-profit organizations use of the 
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Internet. Since AR fits this description and thanks to our supervisor Peter Ekman who 

introduced us to AR we found them to be a suitable choice. Our initial contact with AR was 

positive and we were able to define an area of interest and a suitable way for us to get 

involved with it, hence our choice was made. One of the difficulties when choosing research 

objects is that you risk realizing that the data collected does not give the results that were 

expected at first (Yin, 2007). But at that point, valuable time has already been spent and it is 

hard to switch to something else (Ibid.). Thanks to the ease of access and the information 

available to us in advance, we were quite convinced from the start that this risk would be 

avoided. 

Since this paper examines a real world phenomenon which resides within a specific 

organization, our study can be labeled as a case study (Denscombe, 2000; Yin, 2007). With a 

case study the opportunity is given to do a deeper investigation than in a broader study, for 

example a survey study (Denscombe, 2000). The case study approach is also well suited for 

this paper since it thoroughly examines a real world phenomenon, and hence need a deeper 

approach like the one case studies result in. One of the risks involved with conducting a case 

study is that it can be hard to gather all of the information that is needed for the study, at least 

within the preferred timeframe (ibid.). As mentioned before we got access to our research 

object at an early stage of our work process, which gave us a good start with our relation to 

AR. We were also able to implement an internet analysis tool (discussed later in this chapter) 

at an early stage, and thereby secure the collection of some of the data. When making some of 

the interviews there were however some difficulties concerning time scheduling, but that was 

something that we were counting on since we knew that the people involved would be quite 

busy. However, this did not turn out to be a big problem for us since all of the interviews still 

could be held within an acceptable timeframe.  

When academic papers are written with the cooperation of specific companies or 

organizations there is also another risk involved, that the company might have wishes about 

how the paper should be formulated and shaped. These wishes might conflict with the 

academies demands on shape and formulation that the students first and foremost must 

conform to. (Eriksson & Wiedersheim-Paul, 2001) As an action research approach means that 

the researchers need to work closely and interact with the people involved in the area of 

interest (Checkland & Holwell, 1998) it seems that this risk could potentially have significant 

impact on this study. That could in turn lead to the study becoming more like a consultative 

assignment for AR and less like an academic paper. However, since we were the ones who 

made the initial contact with AR and had ideas about what our paper could include, this risk 

was unlikely to have any significant effect on this paper. Obviously we had to discuss our 

setup with AR and make some changes to it as we learnt more about the organization. But as 

far as formulation and shape goes, AR did not have any specific wishes for our paper. Also, 

our intentions were never to do the study as an assignment for AR and neither did we receive 

any kind of compensation from AR for conducting the study. This means that this paper 

follows all the discussed demands set on us by Mälardalen University. 

2.2 Framework of ideas 

The key terms used in our framework of ideas are: clusters, non-profit organizations, online 

presence, and internet tools. Since Automation Region is declared as a non-profit cluster 

organization it is quite natural that we use theories about clusters and the different actors 

within hem to tell us what they are and how they work. This is then used when we try to 

understand and learn something about what happens within the area of interest we are 

examining. Since AR is labeled as a non-profit organization and since they are important for 
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the clusters we have included theories about these kinds of organizations. The remaining two 

terms, internet usage and internet tools, are also quite naturally included in our framework. 

This is because our area of interest, discussed above, is concerned with the use of Internet in 

general and more specifically tools used on the Internet to enhance the online presence. As 

with the theory about clusters, these theories help us to understand and interpret the real world 

phenomenon that we looked into (for a more detailed introduction to the framework see 3.3 

Introduction to our framework of ideas). We are well aware of the fact that the theories used 

in this paper, or in any paper as a matter of fact, by no means represent the absolute truth, and 

that they therefore should be used with that in mind. But that is the whole idea with action 

research, learn something new and use the existing ideas to help interpret the findings, not to 

tell you how things are. For the full presentation of our framework of ideas see 4 Framework 

of ideas.  

When collecting the written material that our framework consists of we knew that it was 

important to consider their scientific level. Determining this however, can sometimes be quite 

hard to do and you often need to make a subjective judgment concerning your materials 

scientific level (Eriksson & Wiedersheim-Paul, 2001). Scientific journals and magazines 

undergo an expert review before being published (Denscombe, 2000), and therefore we 

believe these kinds of articles to be suitable for us. We found the articles by using article 

search engines like ABI/Inform and ELIN@Mälardalen provided to us by Mälardalen 

University. Besides these articles we have also used some literature in the form of books that 

we have obtained from the library at Mälardalen University. These books can mainly be 

labeled as academic literature and we are aware that they may have some limitations. These 

kinds of books are often quite normative, meaning that they set out to explain how something 

is without pointing out that there might be other ways to see the same phenomenon. Because 

of this we have used these books with some precaution and with their normative nature in 

mind. 

2.3 Methodologies 

The different means of collecting data used in this paper can be categorized in four separate 

categories: interviews, internet analysis tool, benchmarking, and other empirical data 

collected (e.g. the presentation of AR‘s website). When collecting empirical data there is 

basically two different approaches, namely: qualitative and quantitative. The qualitative 

approach is used to answer questions with a ―how and why‖-character and the results can be 

used to exemplify something. (Yin, 2007; Svenning, 2003) The interviews and benchmarking 

were performed with a qualitative approach since they were aimed at gathering information 

with a focus on specific questions. The quantitative approach is used to answer questions with 

a ―how many‖-character and the results can be used to draw general conclusions about 

something (Yin, 2007; Svenning, 2003). The internet analysis tool uses this approach since it 

collects statistical data about the traffic on AR‘s website, and the results was used to draw 

general conclusions about the activities on the website. The other empirical data collected 

refers to material that did not fit under any of the other categories. In terms of qualitative or 

quantitative they can be labeled as quantitative since they are data that explains how 

something is (for example AR‘s website) but not why it is in that way. We will now discuss 

these methodologies separately and explain how they are used and why we believe them to be 

suitable for us. We will also discuss how we have assured a high degree of reliability and 

validity, and finally a detailed presentation of each methodologies work process will also be 

given. 
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2.3.1 Interviews 

We have used interviews as a means of collecting data. Some of the interviews were aimed at 

finding out more information about AR, as some of the information we collected from other 

sources (like the website) were sometimes not informative enough. The interviews, kept with 

people within AR, were also used to get a sense of how AR looked at their own online 

presence, on the website among other things. All of the interviews were in person, meaning 

that we met the interviewed in person, and they were also semi-structured in their nature, 

meaning that we had questions prepared (about AR in general and their current online 

presence in specific) but there was room for discussion and we let the interviewee talk about 

what they thought to be suitable (Denscombe, 2000). In scientific research it is important to 

make sure the study has a high degree of reliability, and it means that the results from the 

study are trustworthy (Eriksson & Wiedersheim-Paul, 2001). Since all of the interviews were 

recorded we could assure that nothing of what was said would be missed or misinterpreted, 

and therefore also assure a high degree of reliability. The fact that all interviews were 

recorded could potentially affect the interviewee‘s answers in a negative way, but we do not 

believe this to have had an affected on our respondents. None of the interviewees had any 

objections when we asked them if we could record the interview and we perceived them all to 

be very outspoken despite the recordings. Thereby we believe the recordings did not have any 

effect on the interview results. When it comes to validity, which means making sure to 

measure what is meant to be measured (Svenning, 2003), we assured this by interviewing all 

three of AR‘s management members. By doing this we made sure that the collected 

information about AR was valid.  

Our first meeting with AR was when we attended a breakfast meeting that AR had arranged 

for its members and partners. At that meeting there was a short introduction to AR and their 

organization, which among other things involved the promotion of a rapport available on 

AR‘s website. This was followed by an interesting presentation from a new member company 

(Enea). At this breakfast meeting we made contact with AR‘s Process Leader Sven-Arne 

Paulsson and briefly discussed our ideas for this paper. He referred us to start by talking to 

Björn Stenvall, the Information Manager at AR, since we were interested with the Internet 

and this was his area of concern within AR. The Information Manager also attended the 

breakfast meeting and therefore we could initiate contact with him right away and after a brief 

discussion with him we decided to arrange an interview with him. The interview with the 

Information Manager was held in April 9
th

 2009 and lasted 1 hour. It gave us information 

about how the organization AR is organized and it also gave us the chance to understand what 

activities the different people involved in AR were in charge of and what activities were 

performed. Our second interview was with AR‘s vice Process Leader Helena Jerregård and 

was held in May 6
th

 2009. It lasted approximately 40 minutes. This interview gave us 

additional knowledge about AR and since this interviewee has a different role within the 

organization we received information that could not have been given to us in the interview 

with the Information Manager. The interview with the vice Process Leader was also used to 

confirm the information given to us in the interview with the Information Manager. The third 

and final interview was held in May 13
th

 2009 and lasted 40 minutes, with Sven-Arne 

Paulsson, the Process Leader of AR. Since this final interview was held with the Process 

Leader of AR we were able to gather information on a more overall basis of the organization 

than in the previously mentioned interviews with the vice Process Leader and the Information 

Manager. We were also able to confirm much of the information gathered from the other two 

interviews. 
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2.3.2 Internet analysis tool 

To be able to analyze AR‘s website we have also used an internet analysis tool that measures 

the activity that takes place on the website. The choice of an analysis tool like this for the 

purpose of monitoring the website was an easy one, since it gives us a total view of all that 

happens there. This gives us the opportunity to do a much deeper analysis of the website than 

would be possible without the analysis tool. Since the analysis tool, named Google Analytics, 

is very well known and used by many different kinds of organizations (Clifton, 2008) we 

believe it to be very reliable. By conducting some additional research into the usage of 

Google Analytics we found out that other cluster organizations use the analysis tool as well, 

for example IDC West Sweden (idcwestsweden.se) and Paper Province (paperprovince.com). 

This should even further justify our use of Google Analytics for this paper. From the data that 

was collected by the analysis tool we were able to find out how the website was used, but also 

how it was not used. This also made it possible for use to come up with ideas about how AR 

can change their website so that it helps them achieve their goals. For a presentation of the 

data collected with the tool see 5.2 Internet analysis tool. 

Like most analysis applications Google Analytics also have some limitations though. Clifton 

(2008) mentions that when using Google Analytics there can be problems with users rejecting 

or deleting cookies, users owning or sharing multiple computers, robots increasing traffic, 

firewalls blocking page tags, setup errors, and JavaScript errors. Another limitation we have 

identified is concerned with IP addresses and geographical locations. Internet Service 

Providers (ISP) owns the rights to a range of IP addresses, which are then divided into 

different intervals with each interval belonging to one location. If one specific location uses 

all its IP addresses the additional clients using the internet from that location will ―borrow‖ 

their IP address from another IP address interval. This means that a user from for instance 

Stockholm can be using an IP address dedicated to, for instance, Västerås. When an outsider, 

like Google Analytics for example, then tries to trace this user‘s location it will say Västerås 

when the user actually is in Stockholm. This means that the geographical city data in Google 

Analytics potentially can be inaccurate. 

The work with the internet analysis tool started with the acquiring of a book named Advanced 

Web Metrics with Google Analytics by author Brian Clifton (2008). This book is a guide to 

how the analysis tool can be used and therefore we found it very suitable for us. When we 

started to get familiar with the tool we thought it would be a great idea to test it on our own 

websites before going ―live‖ with it on AR‘s website. We were here able to assume a trial-

and-error kind of thinking, since the measurements from our own websites was not going to 

be used in any way. This enabled us to learn how to avoid quite a few difficulties that 

otherwise probably would have happened upon implementation on AR‘s website. At the same 

meeting mentioned above (with AR‘s Information Manager in April 9
th
, 2009) we discussed 

the possibility to implement the analysis tool on AR‘s website and what was needed to make 

this possible. AR‘s Information Manager‘s partner Kent Lindqvist who is the website‘s 

webmaster also attended this meeting. We then decided that the best alternative was for us 

and Kent to set up a joint account to which the statistics from the analysis tool would be 

reported. The analysis tool was then implemented on the site by Kent in April 13
th

 2009. The 

first thing we did after the implementation was to immediately configure the analysis tool so 

that the statistics collected would be valid. We based our configuration choices on what we 

had learned by reading the mentioned book and during our pilot test on our own websites. An 

example of a configuration is when we installed a filter that assured us that the data collected 

from the analysis tool came solely from AR‘s website. Since the analysis tool‘s code is visible 

in the source code of the website it is possible for anyone to implement the same code on 
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another website, making the statistics collected invalid as it then would collect data from 

multiple websites. With the help of our installed filter this risk could be avoided. The analysis 

tool collected data for 19 days between April 14
th

 and May 2
nd

 2009, during which 380 visits 

on the website was recorded. We believe these data to be very reliable since 380 visits is a 

fairly large amount, and also due to the fact that the analysis tool records all of the visitors on 

the page. Bear in mind though, that 19 days still is a limited period of time which means that 

the data obviously is not truly representative of the actual usage of the website, as a longer 

study may have given opportunity to. This study‘s timeframe however, did not make it 

possible for us to collect the data for any longer period of time, so therefore the data should be 

considered as accurate as it can be for this type of study. 

2.3.3 Benchmarking 

We have used benchmarking as a means of collecting data for this paper. This was done to be 

able to learn something about what kind of Internet tools other organizations, similar to AR, 

use to foster their online presence. The benchmarking was also used to examine how similar 

other automation cluster organizations are to AR. Benchmarking focuses on comparing and 

finding differences with one specific organization and the benchmark organization. To be able 

to understand and analyze the results, the benchmarking approach aims to see the processes 

behind the similarities and differences within the benchmarked organization. (Gustafsson, 

1992) A presentation of the benchmarking work process will now follow. 

When searching the Internet we were able to find three interesting automation clusters, 

Automation Technology Cluster of Westsweden (ATCW), Industrial Development Center 

West Sweden (IDC), and Automation Alley (AA). ATCW is a Swedish cluster organization 

that promotes the cluster of companies in West Sweden, more specifically in the region of 

Gothenburg (Benchmark with ATCW, 2009). They are quite similar to AA with the 

difference that AA‘s cluster is placed in Southeast Michigan, US (Benchmark with AA, 

2009). We made contact with both of these organizations by e-mailing them. In the case of 

ATCW we were able to set up a telephone interview with Gunnar Nilsson, who used to be in 

charge of the ATCW organization. The questions in this interview (which was held in May 

11
th

, 2009 and lasted approximately 30 minutes) were focused on the two reasons for 

benchmarking mentioned above, which was to find similarities to AR and also to gain an 

understanding of how ATCW uses the Internet (for presentation of the result from this 

benchmarking see 5.3.2 Automation Technology Cluster of Westsweden). Since ATCW 

awhile ago merged with another cluster, Nilsson referred us to their website in order to find 

relevant information about use of the Internet. For this reason we have also benchmarked IDC 

and their website www.idcwestsweden.se. In the case of AA we were able to come in contact 

with Amy Young, Supervisor of Member Services at AA. She was able refer us to the 

information we were seeking by pointing out were we could find it. The information we were 

able to gather from AA first and foremost told us about the organization and we were thereby 

able to compare AA to AR, in regards to goals, mission, and vision among other things. By 

scanning AA‘s website were also able to get an overview of the different tools that AA uses 

on the Internet (for presentation of the results from this benchmarking see 5.3.1 Automation 

Alley). We found all three of these sources to be very reliable. The information from ATCW 

is reliable since the person we interviewed was the one in charge of the cluster organization, 

therefore he should be able to speak on behalf of the organization. He was also the one who 

referred us to the material gathered from the second benchmarking, with IDC, and therefore 

should that information also be considered reliable. The information gathered from AA is 

official written material that we as mentioned were referred to by AA‘s Supervisor of 

Member Services, and therefore we believe this material to be very reliable as well. 
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2.3.4 Other empirical data collected 

We have also collected some other forms of data for this paper that does not fit under the 

previously mentioned methods for data collecting. This data can be separated into three 

different parts; data from www.automationregion.com, e-mails from AR, and a list of AR‘s 

member companies‘ offices in Sweden. On May 15
th
 2009 we gathered information from 

AR‘s website (automationregion.com) and were thereafter able to present the site to the reader 

(see 5.4.1 Presentation of automationregion.com), which is useful in order to fully understand 

our analysis of the website with the internet analysis tool Google Analytics. Note that this 

presentation is not aimed at explaining how the website technically is constructed, only to 

describe it functionally so that the reader can get an overview of it. We also signed up to the 

subscription list that AR uses for their e-mail send outs. By doing this we were able to trace 

AR‘s e-mail activity (see 5.4.2 E-mails from AR), which was useful for us when analyzing the 

website and also the e-mails as a tool. Since the e-mails were used to help analyze AR‘s 

website they were collected during the same period as the internet analysis tool was collecting 

data, that is between April 14
th
 and May 2

nd
 2009. We also composed a list of AR‘s member 

companies‘ offices in Sweden in May 16
th
 2009. This was done to help us analyze the 

geographical data collected by Google Analytics from automationregion.com. Since there 

were a lot of visits on the website from Sweden we felt it could be suitable to examine if there 

was a connection between the location of these visits and the location of the member 

companies‘ Swedish offices (The list is presented in Appendix G – AR’s member companies’ 

Swedish offices). We choose to place this list in an appendix since the information is not 

considered important for the reader to see since the relevant parts of it will be mentioned in 

the analysis. The list was composed by searching for the relevant information from the 

respective member companies‘ websites. The list should therefore be very accurate, but 

subject to possible errors in the information published on the respective websites. 

2.4 Collected empirical data 

The following table shows all of the empirical data that was collected. The table is 

categorized into the data collecting methods mentioned above, namely; interviews, internet 

analysis tool, benchmarking, and other empirical data collected. Within each category the 

specific events are then displayed with date, length and a comment showing additional 

information. More information about the data can be found in chapter 5 Empirical findings 

and in Appendix A-G.  
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 Date Length Comment 

Interviews 
 April 9

th
 2009 1h AR‘s Information Manager 

 May 7
th

 2009 - Additional e-mail interview with AR‘s 

Information Manager 

 May 8
th

 2009 40 min AR‘s vice Process Leader 

May 13
th

 2009 40 min AR‘s Process Leader 

Internet analysis tool 
 April 14

th
 – May 2

nd
 

2009 

19 days Google Analytics used on 

automationregion.com 

Benchmarking 

 May 6
th

 2009 - Written material referred to by 

Automation Alley‘s Supervisor of 

Member Services 

May 11
th

 2009 30 min Telephone interview with ATCW‘s 

Process Leader 

 May 18
th

 2009 - Observations from idcwestsweden.se 

Other empirical data collected 

 April 14
th

 – May 2
nd

 

2009 

- E-mails from AR, e.g. newsletters and 

invites 

May 15
th

 2009 - Presentation of Automationregion.com 

May 16
th

 2009 - List of AR‘s member companies‘ 

offices in Sweden 

Figure 2.1 - Collected empirical data.  
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3 Automation Region 

In this chapter our research object Automation Region will be presented. It contains a short 

introduction to automation and the region of Mälardalen, Automation Region’s 

organizational structure, their members, and how AR is financed. The chapter finishes with a 

comparison to other cluster organizations. 

Automation is an industry with great importance when discussing competitiveness, resource 

usage, energy and the environment. Automation covers all the systems concerned with 

measuring and steering the production process where productivity, quality and human 

interaction among other things are considered important. Automation is an area within which 

Swedish companies and institutions have world leading positions. In the region of Mälardalen 

there are approximately 500 companies that are connected to industrial automation within 

several different industries. These companies‘ total turnover in the segment of automation 

reaches about 30 million SEK, which is about two thirds of Sweden‘s total turnover from 

automation. Notably is also that the Swedish automation market stands for about 10 % of the 

total world market of industrial automation, which really makes Sweden and Mälardalen a big 

player. (Automationregion.com, 2009) Automation Region (AR) is a non-profit cluster 

organization whose purpose is to strengthen and make the cluster of companies within 

industrial automation in Mälardalen visible. They do this by providing means for the member 

companies and local institutions to cooperate and create relationships. AR has identified two 

high-prioritized goals that have been set up for the organization; (1) increased exposure for 

the automation industry as well as the region wherein AR operates and (2) attracting the best 

competence as well as getting youths and children interested in automation. To achieve these 

goals AR has a set of strategies, or channels, that they use to communicate trough, namely: 

the Internet, press releases, newsletters, seminars, and through participation in trade fairs and 

conferences. The Internet as a channel mainly means that AR has a website and that they send 

out newsletters and invites via e-mail. The website is also promoted through the other 

channels by making the website‘s URL visible. (Interview with Information Manager, 2009; 

Interview with vice Process Leader, 2009; Interview with Process Leader, 2009) 

3.1 Organizational structure 

AR‘s management consists mainly of three people; Sven-Arne Paulsson who is the Process 

Leader and therefore the one in charge of all operations within AR, Helena Jerregård who is 

the vice Process Leader, and finally Björn Stenvall who acts as AR‘s Information Manager. 

There is also a steering committee that the Process Leader report back to, but since AR is not 

a regular company this steering committee cannot be held legally responsible like an ordinary 

steering committee. They can therefore more be seen as a informal steering group that 

supports and guides the Process Leader in his work. (Interview with Process Leader, 2009) 

AR is also divided into to work groups that together with the three people and the steering 

committee mentioned makes up for AR‘s internal organization. These work groups are called 

the Information group and the Competence group. AR‘s Information Manager is the one in 

charge of the Information group, which besides him consists of representatives from several 

member companies, Mälardalen University and Västerås municipality. The vice Process 

Leader is the one in charge of the Competence group which also involve representatives from 

member companies, Mälardalen University and Västerås municipality. The purpose of these 

two work groups is to focus on achieving one of the two goals set up by the organization, 

where the Information group focuses on the first goal which is to raise the awareness of the 

automation industry, and the Competence group focuses on the second goal which is to secure 
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the sustention of competent workers by getting children and youths interested in automation. 

(Interview with Information Manager, 2009; Interview with vice Process Leader, 2009) 

3.2 Members 

AR has about 30 member companies which can be both small companies and multinational 

ones. They all pay a members fee, but AR also receives grants from the EU, Mälardalen 

University and others. These member companies range from suppliers to system developers, 

consultants to automation users, and they are all active in the business-to-business area. They 

interact on regular basis on breakfast meetings with interesting speakers and the opportunity 

to mingle and establish relationships. Another example of activities among the member 

companies is when AR hosts seminars and workshops with specific themes, where the 

companies can learn new skills and at the same time build their relationships with other 

members. (Automationregion.com, 2009) The member companies can also be each other‘s 

competitors, almost all the largest member companies are, but their overall reason for being 

members of AR is to support the industry and their goal to raise the awareness. Besides these 

member companies there are also support organizations and partners connected to AR and one 

important such member is Mälardalen University. They develop, in cooperation with the 

member companies, educational programs focusing on educating students to become future 

automation workers, and therefore play an important role in AR‘s goal to secure the 

sustention of competent workers. (Interview with Information Manager, 2009; Interview with 

vice Process Leader, 2009) For a full list of AR‘s members see Appendix H – AR’s members. 

According to AR‘s Information Manager (Interview, 2009) AR does not demand that their 

members reside within the region of Mälardalen, but one big benefit of the cluster is the 

geographical closeness and that it would be hard for members outside the region to be 

members since all of the meetings are held within the region. 

3.3 Financing 

AR receives its revenues from the member companies who all pay member fees. These 

member fees are then used to finance a project, which AR also is responsible for. AR 

however, is not the sole owner of this project, they are only one of the financiers as the project 

also receives grants from the EU, Västerås municipality among others. All of the resources 

put into the project by the financiers then can be used to realize the project, which as 

mentioned is AR‘s responsibility. This means that the resources of the project are handled by 

AR and that the project can be seen as belonging to them. The other financiers do not have 

any saying in how AR operates, as that is the responsibility of the steering committee as 

described above. The purpose of this project is obviously in line with AR‘s goals, which 

means that by striving to achieve the mentioned goals AR also works towards realizing the 

purpose of the project. (Interview with AR‘s Process Leader, 2009) 

3.4 Other clusters 

The performed benchmarking (see 5.3 Benchmarking for a full presentation) with the three 

other clusters (ATC of Westsweden, IDC West Sweden, and Automation Alley) indicate that 

these types of clusters are quite homogenous with regards to goals, mission statements, 

organizational structure, and different actors involved among other things. This means that the 

conclusions drawn with AR as our standpoint should also be quite representative for other 

cluster organizations as well. It also tells us that there probably are things for AR to learn by 

looking closer at these cluster organizations and how they work. 
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4 Framework of Ideas 

Our framework of ideas starts with an introduction to the term clusters, which then explains 

the different actors on the cluster stage. Then the benefits of clusters are discussed, leading to 

a further discussion on how non-profit cluster organizations can utilize the possible benefits 

of a cluster. This leads to a presentation of different ways to improve an organization’s online 

presence, which is then used in our analysis to discuss the possibility for AR to benefit from 

utilizing the different Internet tools available. 

4.1 Clusters 

Clusters are interconnected companies and institutions, within a specific field, that are located 

at the same geographic area. These clusters can cover several linked industries and the 

companies within the cluster complement but also compete with each other. (Eisingerich & 

Boehm, 2007; Porter, 1998; Roser & Bänziger, 2008) This means that clusters often extend 

with the help of related customers and manufacturers, but also skills, technologies and other 

common inputs. Governmental and other institutions, for example universities, are also often 

included in the clusters to provide education and research among other things. One good 

example of a cluster is the Italian leather fashion cluster, which contains well-known shoe 

companies but also suppliers of different components, machinery, molds, design services, and 

tanned leather. The cluster also includes several related industries such as producers of 

different kinds of leather, and producers of different kinds of footwear. This also means that 

producers of complementary goods like clothing, scarves, and accessories can be included in 

– and benefit from – the cluster. (Porter, 1998)  

A cluster often fits within some political boundary, even though they can cross for example 

national borders, but it is the most important linkages between and across the involved 

industries and institutions that define the boundary of the cluster (Porter, 1998). Clusters can 

promote both cooperation and competition as companies that seek the same customers will 

compete with each other to retain those customers and gain an advantage (Malmberg & 

Power, 2005; Porter, 1998; Roser & Bänziger, 2008). Without this vigorous competition the 

cluster will fall, but there is also room for cooperation. This cooperation is usually vertical, 

meaning cooperation between non-competitors, and involves companies in related industries 

and local institutions. Because competition and cooperation occur on different levels and 

among different players in the cluster they can coexist. This means that the cluster can be seen 

as a new kind of organizational form where some companies that act in related markets and 

therefore are connected and within arm‘s-length and some other companies that act on 

different levels in the supply chain become vertically integrated. At the same time, as 

mentioned before, there are often some institutions, for example universities, involved in the 

cluster. (Porter, 1998) 

4.1.1 Actors on the cluster stage 

The development of a cluster can be traced back to a various number of reasons, for example 

historical. The Dutch transportation cluster can be traced back to the areas long maritime 

history. Another reason can be unusual, sophisticated, or stringent local demands, which in 

turn spur the development of a cluster in that area. Clusters can also arise from other, existing, 

clusters with which they are somehow related and therefore can benefit from. It can also be 

one or two dominant and highly innovative companies that plant the seed for a new cluster, as 

they can stimulate the growth of others. (Porter, 1998; Sölvell, 2008) Once the cluster begins 

to form it enters a self-reinforcing cycle of growth, which is especially true when local 

institutions are supportive and the competition is vigorous. As the cluster evolves it is able to 
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attract individuals with ideas and relevant skills from other locations. Specialized suppliers 

emerge and local institutions become more involved, meaning that they form specialized 

training, research, and infrastructure. The cluster continues to evolve as more and more 

companies either start up at or move to the particular location of the cluster. (Porter, 1998) As 

a cluster evolves it thereby includes companies and organizations of different kinds, the three 

main types being; private, public and academic. (Porter, 1998; Sölvell, 2008; Sölvell et al., 

2003) Besides these actors there is often a cluster organization that usually is a non-profit 

organization. These cluster organizations have an office, cluster facilitator/manager, website 

etc. and they set out to administer the cluster. (Sölvell et al., 2003) Sölvell (2008) state that to 

be able to grow there is a need for a cluster-specific organization for collaboration (i.e. non-

profit cluster organizations). In addition to this the cluster initiative needs to be financed in 

some way, which can be done by international/national/regional/local public funding, member 

fees etc (Sölvell, 2008; Sölvell et al., 2003). The actors on the cluster stage can be 

summarized to consist of; private companies (industry), public bodies, academic 

(universities), financing, and a non-profit cluster organization. Figure 4.1 shows the actors on 

the cluster stage discussed above. In the figure we have also included Automation Region 

(AR), our research object, and their matching actors so the reader can see the resemblance 

between the industrial automation cluster in Mälardalen and that which have been presented 

about clusters and the actors within them. 

 

Figure 4.1 - Actors on the cluster stage with the automation cluster in Mälardalen included 

(Sölvell, 2008, own version). 
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4.1.2 The benefits of clusters 

It is clear that clusters can benefit its member companies, and the main effect is on how 

companies are able to compete and become competitive. Companies can be competitive in 

almost any industry by employing sophisticated methods, using advanced technology, and 

offer unique products and services. The interesting thing however is how companies manage 

to compete in the local environment they are a part of, because this is strongly influenced by 

the quality of the local business environment. Without a high-quality transportation 

infrastructure a company cannot employ advanced logistical techniques, for example. (Porter, 

1998; Sölvell, 2008) Also, well-educated employees are needed to compete effectively on 

sophisticated service. The legal system is another example of something that can affect the 

local business, and so there are clearly a lot of things in the local environment that matters and 

affect how a company can compete. This is where the benefits of clusters can play a 

significant role, because clusters affect competition in three broad ways: ―first, by increasing 

the productivity of companies based in the area; second, by driving the direction and pace of 

innovation; and third, by stimulating the formation of new businesses, which expands and 

strengthens the cluster itself‖ (Porter, 1998, p. 80). This allows for the companies within the 

cluster to benefit from larger scale, without sacrificing their flexibility. (Porter, 1998) 

The common denominator for these three effects (productivity, innovation, and new business 

formation) is geography. As the companies within the cluster are located geographically close 

to one another there are opportunities for increased productivity. For example in sourcing 

inputs, accessing information, coordinating with related companies, and measuring and 

motivating improvement. This also means that there probably is a lot of experience and 

specialized knowledge that a company can absorb from the other members. (Porter, 1998) 

When it comes to innovation it is the same principle. With many companies at the same 

geographic location there is likely to be more knowledge and insight in the market, which 

makes it possible for the member companies to make greater innovative progress, compared 

to if they were isolated. The final part, new business formation, is quite a natural reaction of 

the geographical closeness. Needs and gaps can easily be identified within the cluster by its 

member companies, and these gaps can be filled by new start-up companies. The barriers of 

entry are also lower, as the needed assets, skills and so forth easily can be accessed from the 

environment. (Porter, 1998; Sölvell, 2008) The benefits of the specific geographical location 

are however dependent on how the cluster is able to market the region. When it comes to 

productivity this means that a cluster that is well-established in the market can attract vendors 

and hence increase the productivity of the member companies. With innovation it can mean 

that a well marketed cluster can attract individuals with ideas and relevant skills, which 

potentially can increase the innovation among the member companies. New business 

formation can mean that entirely new businesses start up, but it can also mean that, if well 

marketed, the cluster can attract companies from outside the region to move there and start 

conducting business. (Porter, 1998)  

This would mean that it is important for a cluster to market itself and thereby the region in 

which it exists in order to be able to gain the benefits that the cluster potentially can have on 

business in that region. As mentioned earlier, one of the actors on the cluster stage is non-

profit cluster organizations and since it is theirs responsibility to administer the cluster the 

main issue is what non-profit organization can and should do in order to become competitive 

and successful. 
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4.2 Non-profit organizations 

Non-profit organizations have long been recognized as being important for society, but 

without being recognized as a business entity. However, this is about to change since 

commonly accepted for-profit notions such as stakeholders, customer motivation, needs and 

want and so on are becoming more important. Non-profit organizations are becoming 

recognized as important actors on the market and studies show that non-profit organizations 

measure up quite well to regular companies in terms of people involved. Also universities 

now offer degree programs in non-profit management and MBA‘s now see non-profit as a 

viable career option. Many non-profit organizations use memberships to create revenues and 

other forms of assistance, but not much have been researched about the motivation of 

becoming a member of a non-profit organization. This subject is however crucial since non-

profit organizations experience difficulties in traditional funding and it is becoming more and 

more important for them to become market oriented to be able to survive. The difficulty then, 

lays in how this should be done. As one of the main motivations among non-profit 

organization‘s members can be seen as egoistic. This means that the members are willing to 

become members, but they also want something in return. (Paswan & Troy, 2004) Because of 

this higher demands from regular companies are set on non-profit organizations to reach a 

high professionalism in conducting affairs. This means that companies providing funding to 

non-profit organizations expect a high qualitative organization that uses the same quality and 

trendy means as they do. They are looking for the same in their non-profit partner as with 

their other partners. As a result of this non-profit organizations need to move closer to for-

profit companies, but the question is how this should be done. (Bulla & Starr-Glass, 2006) 

When it comes to the Internet and online presence non-profit sector has not been studied as 

much as the traditional for-profit sectors, including B2C and B2B. Some argue however, that 

the non-profit sector also could benefit from the use of Internet technologies as a means to 

enhance their competitive advantage. Unfortunately, not many non-profit organizations seem 

to understand the potential the Internet can provide and how to use it in a way that enhances 

their strategic and competitive advantage. Non-profit organizations are natural information 

providers and the Internet, of course, is a wide source of both information and also the 

distribution of information. Some argue that virtually all non-profit organizations will be 

using the Internet in the future and those that do not will be left in the dark, possibly even 

without funding or support. (Lee et al., 2001) Furthermore, the public relations struggle for 

non-profit organizations is reaching potential publics with generally limited monetary means. 

The Internet offers these organizations the unique opportunity to interactively get in touch 

with numerous publics without huge monetary burdens. In their efforts, non-profit 

organization‘s websites can functionally make use of the principles behind successful 

commercial websites, such as simplicity and public outreach. The Internet brings the 

organization members to a relational space together and can be an important channel for non-

profit organizations to communicate their messages and raise public support for confronting 

issues. (Kang & Norton, 2004) 

This would imply that AR being a non-profit organization with member companies that are 

concerned with profit making issues, should feel the need and pressure to be doing all they 

can to achieve their organizational goals. For this reason it seems that AR could experience 

great benefits from optimizing their online presence.  
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4.3 Online Presence  

Business today is to a large extent carried out over digital networks. These networks connect 

people and companies and the Internet in particular connects users of all types around the 

world not just to each other, but to an incredibly large information repository. The early 

success of the so-called dot-com companies caused the existing more established companies, 

both manufacturers and retailers, to reexamine how they reached their customers. Today, 

almost all of these traditional companies have an online presence and to find one that does not 

have a substantial presence in this area is hard. (Armstrong & Kotler, 2008) For organizations 

considering internationalization or those that want to communicate across borders the Internet 

has an important role to play. The Internet provides access to global markets for all 

organizations and with that comes the need for a strategy to determine the role of the specific 

organization‘s website and how it should interact with the organization‘s current established 

distribution and communication strategies. The Internet can be used as a tool for smaller 

organizations in particular and that these organizations use it to enable them to develop 

network communications, sales promotion and market intelligence activities. (Fill, 2005)  

Armstrong & Kotler (2008) state that all companies need to consider moving online and 

present different ways for a company to be seen online. This is achieved by conducting some 

form of marketing online and the four main ways to do this is according to Armstrong & 

Kotler (2008) by: creating a website, placing ads and promotions, setting up or participating 

in online communities, and using e-mail. Other forms of internet tools that aims to make 

people aware of a company are: micro sites (Fill, 2005), blogs (Mazurek, 2008), and 

intranet/extranet (Bland, 2002). 

 

Figure 4.2 - The different Internet tools used for online presence (own compilation). 

4.3.1 Websites 

Websites are the cornerstone of Internet activity for organizations. And it does not matter if 

the sector in which the organization operates is business-to-business, business-to-consumer or 
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non-profit or if the purpose simply is to offer information or provide fully developed e-

commerce. The characteristics of a website can be crucial in determining the propensity for a 

visitor to return to the site at a later time, the activities undertaken and the length of stay for 

visitors. (Fill, 2005) Fill (2005) state that there are essentially two kinds of websites that 

companies use: product-oriented and corporate-oriented. The product-oriented websites aim 

to provide product-based information whereas the corporate-oriented aim to provide 

information about the size, performance, prospects, financial data and job opportunities 

relating to the organization.  

The design of a website must take the different categories of users into account. The users are 

in various stages of the adoption process, the purchasing process and they have diverse 

computer and Internet knowledge (Fill, 2005). The information that occurs on the site must 

adapt to the users and their different cultural and social backgrounds in order to affect all 

users of the website (Echeverri & Edvardsson, 2002). According to Fill (2005) the first action 

is to identify the right audience to create awareness among potential customers, especially 

when most Internet users are not potential customers. After that, the challenge is to encourage 

potential customers to visit the site, which can be a bit problematic when there are two types 

of information seekers: passive and active. The passive has no intention of finding specific 

pages in contrast to the active. It is therefore necessary to take into account these differences 

when communicating through the Web. (Fill, 2005) Lewis and Lewis (1997) (referred to by 

Echeverri & Edvardsson, 2002) identified five different user types; direct information seekers, 

non-direct information seekers, direct buyers, bargain hunters and entertainment seekers. The 

design of a website must thereby take into account all types of users. Different segments may 

get different search paths to facilitate the navigation of the site. (Echeverri & Edvardsson, 

2002) 

Both the design and the functionality of a website is a significant component in an 

organization's communication strategy for the Internet (Fill, 2005). The design can be done in 

many ways and the most important structural components used in the design are words, 

symbols, still images, moving images, colors, sounds, etc. A website is a combination of 

communicative elements, for example: menus, arrows, keys and so on so that features gets 

highlighted and communicates certain content or a certain sense. These elements may cause 

associations and special behaviors of the customer. Just as personal communication (face to 

face) that is based on established language codes and forms of behavior, is the components on 

a website needed to be compiled into easy to understand and logical patterns for the users. 

Websites often contain too much information and is presented in an illogical pattern, which 

may lead to confusion among the users and that they change communication activity and 

leave the website. (Echeverri & Edvardsson, 2002) 

4.3.2 Ads and Promotions 

Online advertising is used to build company brands or to attract visitors to their websites. The 

main forms of online advertising include: online classifieds, display ads, and search-related 

ads. Display ads may appear anywhere on an Internet user‘s computer screen and the most 

common form is banners. Banners are banner-shaped ads found at several places on a website. 

Another type of online display ads are interstitials. They appear between screen changes on a 

website, for example while a new screen is loading. Pop-ups are ads that suddenly appear in a 

new window, covering the window that was being viewed. The acceleration in broadband 

access has sparked companies to develop rich media display ads. These are ads which 

incorporate video, sound, animation and interactivity. Also on the rise are search-related ads 

(sometimes called contextual advertising), in which text-based ads and links become visible 
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next to search engine results. Search ads can also be an efficient way to link consumers to 

other forms of online advertising. Additional forms of online promotions consist of viral 

advertising, affiliate programs alliances, and content sponsorships. Content sponsorships can 

be used by companies to gain name exposure on the Internet by sponsoring special content on 

various websites. Affiliate programs and alliances can be developed by companies in which 

they work with other companies, both online and offline, to help endorse each other. Viral 

marketing can be considered the Internet version of word-of-mouth marketing (Armstrong & 

Kotler, 2008), which can be a really powerful influence on potential target audiences (Tuk et 

al., 2009). It can consist of websites, e-mail messages or other marketing events that are so 

catching that customers want to pass them along to acquaintances. Much like word-of-mouth, 

viral marketing can be very inexpensive due to the fact that the information comes from a 

friend rather than directly from the company. (Armstrong & Kotler, 2008) 

When considering to use online advertising the organizations needs to set up suitable goals, 

like for example; delivering content, enabling transactions, shaping attitudes, soliciting 

response, and improving retention. Delivering content can mean the use of click-throughs to 

the corporate website that contains more information. Enabling transactions means that a 

direct response leads to a sale. Shaping attitudes is aimed at developing brand awareness. 

Soliciting response is trying to encourage new visitors to interact. And finally, improving 

retention means to remind the visitors and seekers of the organization. The online advertising 

should not be constrained to the organizations own website. this is because traffic needs to be 

directed there from other websites, which can be done by using ads. The organization should 

seek out other websites where visitors from their target audience are present. Ads of some 

kind can then be placed on this website with the hope that the visitors click them and end up 

on the organizations own website. (Fill, 2005) 

4.3.3 Online Community 

Online communities involve an interaction between users on a website and take place either 

between two persons by means such as e-mail, private chat, or between several people in chat 

rooms and forums. For organizations, this may be a good source of information on users or 

customers' feelings and attitudes, which may be of great use to enable the organization to 

adapt to the customers' wishes and thrive from this. (Fill, 2005; Chaffey et al., 2000) Also, 

they are very inexpensive to use (Plant, 2004). Through communities, people who have 

common interests can communicate, share information, build relationships and develop 

understanding. (Fill, 2005; Chaffey et al., 2000) The communities can therefore be used to get 

closer to the organizations customers by establishing a learning relationship. This means that 

the company can learn what their customers wants, but it also works the other way around. 

The customers can learn from the company and then pass that new knowledge on the others 

increasing the word-of-mouth promotion of the organization. (Chaffey et al., 2000) The 

communities are according to Fill (2005) characterized by core elements such as: the 

members feel a natural connection with each other, presence of shared rituals and traditions 

perpetuated by the group's history and culture, a moral responsibility and obligation to the 

"society" as a whole and to individual members. Communities often create an identity which 

may mean that by having membership, the members themselves feel involved in a group. In 

addition to friendship and relationships an own kind of language often emerges between the 

participants. (Fill, 2005) An organization‘s work with the community can be seen as one of 

two types; setting up a community themselves on their own website, or monitor and become 

involved in communities set up by other organizations. (Chaffey et al., 2000; Armstrong & 

Kotler, 2008) Setting up an own in-housed community can be challenging to do however, the 

brand may be damaged if the customers publish criticism and the company may also be 
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unable to get enough people to contribute to the company-owned community. This is why 

these kinds of communities are less common. (Chaffey et al., 2000)   

4.3.4 E-Mail 

E-mail is considered an important online marketing tool. In fact, in a recent study of managers 

of ad, brand, and marketing found that nearly half of all the B2B- and B2C-companies 

included in the study use e-mail as a means of reaching its audience. (Armstrong & Kotler, 

2008) The main use for e-mail in marketing purposes is the opportunity to communicate with 

the target audience. These benefits are significant since it gives the opportunity to 

electronically provide the target audience with updates and offers. This is something that is 

not possible with websites since they are dependent on the user consciously deciding to visit 

it. (Chaffey et al., 2000) As the e-mail environment gets more and more cluttered, marketers 

have to design enriched e-mail messages to compete effectively. These messages may include 

animations, interactive and personalized content full of streaming video and audio. 

(Armstrong & Kotler, 2008) E-mails are often used to send out newsletters that the users 

receive on a regular basis, for example once a month, once a week, or daily. There are some 

important things to remember though, and the most important one is maybe that the e-mails 

are kept relevant and targeted. (Chaffey et al., 2000) As unwanted commercial e-mail 

messages - called spam, accounts for 84 percent of total inbound e-mail, companies must be 

careful that they do not cause anger among Internet users who already are overloaded with 

this kind of junk e-mail. For this reason, the e-mail marketers walk a fine line between being 

intrusive and adding value for the receivers of the e-mail messages. (Armstrong & Kotler, 

2008) for this reason it is important that the contact are kept timely, meaning that the e-mails 

are only sent when they say something newsworthy. The e-mails cannot be sent to frequently 

if the organization wants to keep the customers interest. Another important thing to remember 

is to give the user the opportunity to opt out, meaning that they stop the subscription and are 

taken off the mailing list. (Chaffey et al., 2000) 

4.3.5 Micro Sites 

A micro site is normally promotion or product specific and is often run as a joint promotion 

with other advertisers. By creating this type of separate sites the difficulty of directing traffic 

to either of the joint partners‘ sites will be avoided. Advantages with micro sites are that they 

are often much less expensive to set up than the traditional site and they are also particularly 

proficient at achieving responsiveness. This is because click troughs to micro sites are higher 

than trough, for example, banners. (Fill, 2005) With a micro site an organization can for 

example tailor narrow segments of their offerings for specific market niches, and also extend 

their brand in ways not possible on their main website. The micro site is a piece of the 

organizations online presence that is displayed as a stand-alone website and it can be intended 

for many different reasons. It can be used to sell specific products like water bottles and lunch 

bags, and it can also market special events, education or awareness. The Hauppauge for 

example, is a New York based organization that launched a breast-cancer awareness micro 

site, apart from their core website. In the case with Hauppauge this was very beneficial since 

there was a risk that professionals looking for healthcare related products would get lost in the 

main website, on the micro site the visitors could feel more at home. (Magill, 2006) 

Another upside with micro sites is that they are better suited for search engine results. Since a 

micro site typically is dedicated to a narrow product or service line they can come up higher 

and more frequently in search engine results than the main website would have under the 

same searches. There are some risks involved with the use of micro sites as well. One being 

that if the micro site is not maintained with the same care as the main website it could end up 
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weakening the organizations brand. One issue to consider is therefore how prominent the core 

brand should be within the micro site. Many say however, that the micro site cannot reach all 

the possible benefits without the reputation and goodwill built up by the core brand. One thing 

is certain though, launching a micro site and expecting it to succeed on its own will not work. 

The organization has to optimize and promote the website, just like they do with the main 

website. (Magill, 2006) 

4.3.6 Blogs 

Blogs, or Web logs, are defined as web pages that serve as publicly accessible personal 

journals. These blogs have been attracting a lot of interest in the media and the public eye 

over recent years and the amount of blogs posted on the Internet is huge. Technorati.com, 

which is an Internet search engine for searching blogs, was at the end of 2007 tracking more 

than 107 million blogs on the Internet. The literature is also considering the blog to be an 

innovative communicating tool for businesses as well, and therefore there has been some 

research conducted on the term corporate blogs. A corporate blog is a Web log that is 

dedicated to help organizations to achieve their goals. These corporate blogs can be 

categorized into: brand building, customer service, and promotion. The corporate blogs 

provides organizations with unique opportunities to interact with employees and other clients, 

since they can be used for symmetric communications. Besides symmetric communication the 

key prerequisites for corporate blogs are: informal language, dialog with readers, regular 

postings, integration with other media and content, and clear rules and purpose of publishing. 

Although there seems to be a lot of potential in corporate blogs, research show that the 

number of companies using them is quite narrow. One of the explanations for this could be 

that there, besides all of the opportunities, are some challenges concerning blogging for 

organizations. These can be the risk of losing control of the information strategy among other 

things, and it is therefore important to consider an organization‘s specific situation and needs 

when considering how a corporate blog can be used. For this reason there are different kinds 

of blogs with different kinds of purposes and content. Examples of different types of 

corporate blogs are: (1) Leadership corporate blogs, in which a specific person is chosen to 

represent the organization in order to build the brand among other things. This is the most 

used type of corporate blogs. (2) Group corporate blogs, in which many members of the 

organization have the right to contribute to the blog, meaning that it has many writers. (3) 

Corporate blogs platform, which consist of many blogs written by employees and other 

business partners. (4) Promotional blogs, used to promote a specific product, event or 

marketing action. This means that the author is not the one in focus. (Mazurek, 2008) 

Corporate blogs can be perfectly implemented in companies‘ websites that are seeking brand 

building and information providing, in order to widen the scope of their communication with 

the environment (Mazurek, 2008). A recent study by Mazurek (2008) of 332 corporate 

websites shows that, as mentioned earlier, very few of them use corporate blogs. One of the 

main reasons for not using a blog on the corporate website is due to the perceived problems 

with disclosure of important, secret information from the company to the public. Many of the 

companies in the mentioned study however, recognize that there are possibilities with using 

corporate blogs. The top two reasons being that they can; (1) raise the popularity of the 

website, and (2) that it is a new and informal way of communication with the environment. 

Many decision makers believe that the usage of corporate blogs will increase, which indicates 

that if this will happen it will be based on good situation analysis and critical view instead of 

short term fascination. (Mazurek, 2008) 
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4.3.7 Intranet/Extranet 

An Intranet can be described as an internal organizational or corporate Internet, which is 

protected by a firewall, i.e. software that prevents intrusions by unauthorized users. The 

person considered to be the one that coined the term Intranet defines it as: "An intranet is a 

communication infrastructure. It is based on communication standards for Internet and 

content standards for the World Wide Web [...] The distinguishing characteristic of the 

intranet is that access to information published on the intranet is limited to users in the 

network." (Bark et al., 2002, own translation) Then Intranet can also be limited for some users 

by using different permissions, which then can be called an extranet. Put simply, an extranet 

is an extension of an intranet, by providing intranet access to authorized external users. These 

external users can be employees, business partners, customers and so on. This means that an 

extranet is a gateway through which external users access a company's private intranet. 

(Bland, 2002) An intranet (and or extranet) can be used for different kinds of internal 

information exchanges within a business and is a simple and effective way to share 

information. Information that may be published on an intranet is such as framework 

agreements with suppliers, which then can be rapidly generated, if necessary, instead of using 

more traditional methods to locate the files. (Fredholm, 2002) More intangible benefits of 

intranets can be to improve the corporate culture. Higher level managers can communicate 

with a large number of employees over the Intranet and employees can communicate and 

exchange information with each other in a smooth manner. The access to the intranet (and 

extranet) is usually granted through a log in from the organizations website, and once 

authorized the user can use the intranet. This means that their also are security risks involved 

though, even if safety measures are taken there is no guarantee that a security breach can be 

avoided when providing a gateway to internal data. Intranets and Extranets can however be 

quite large projects, which means that they can become very expensive and time consuming. 

This is especially true for large companies, but even for smaller organizations an 

Intranet/Extranet project is often quite significant in scope. (Bland, 2002)  

4.4 Summary of framework of ideas 

Our framework of ideas consists of three different parts, namely: clusters, non-profit 

organizations, and online presence. In the clusters part a discussion about the different actors 

on the cluster stage leads to the presentation of figure 4.1. In this figure Automation Region 

and the other actors on their cluster stage are included so that the reader can see the 

resemblance between AR and the theories on clusters. After this the potential benefits of 

clusters are considered, which consists of the possibility to market the specific region were the 

cluster is placed. Since it is the non-profit cluster organization that is responsible for the 

administration of the cluster the main issue becomes what non-profit organizations can do to 

become competitive and successful. The part on non-profit organizations discusses the 

increased pressure on these kinds of organizations to incorporate new methods in the pursuit 

to achieve their organizational goals. A look at non-profit organizations potential to use the 

Internet implies that an optimization of a non-profits online presence could help these 

organizations to do just this, i.e. to achieve their goals. The different parts of the online 

presence are presented in figure 4.2, which are: website, ads and promotions, online 

community, e-mail, micro sites, blogs, and intranet/extranet. 

Figure 4.3 includes all the different parts of this framework of ideas discussed above. That is, 

the actors on the cluster stage and specifically the actor named non-profit cluster organization, 

in this case AR. This actor is then connected to ―goals‖, which represented these kinds of 

organizations pursuit achieve their organizational goals. From ―goals‖ there is a connection to 
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online presence since, as mentioned, this can help organizations achieve their goals. The 

online presence finally spreads out to include the above mentioned Internet tools. 

Figure 4.3 - Summary of framework of ideas, including clusters with goals connected to 

online presence (own compilation). 
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5 Empirical data 

The empirical data collected for this paper is presented here. The chapter is summarized by 

and follows the structure set by figure 2.1.(see 2.4 Collected empirical data), which means 

that interviews will be presented first, followed by the internet analysis tool, and the results of 

the benchmarking, finally the other empirical data collected will be presented. For interview 

questions see Appendix A-E. 

5.1 Interviews 

The interviews with AR‘s management will now be presented in chronological order, starting 

with the interview with AR‘s Information Manager (Björn Stenvall), followed be the 

additional e-mail interview with the same. The interviews with AR‘s vice Process Leader 

(Helena Jerregård) and finally AR‘s Process Leader (Sven-Arne Paulsson) are then presented. 

5.1.1 Information Manager – April 9
th

 2009 

The network (AR) is built up so that the members can mingle, tie connections and cooperate. 

The network members can also be competitors with each other, if they for instance work with 

similar products. The large member companies are of course competitors, but the overall 

purpose for them to be involved with AR is to raise the awareness of the industry. To raise the 

awareness of what automation means is also the main purpose for the whole cluster. Another 

goal is to cooperate with the academy, to be able to assure the recruitment of competent 

workers. Mälardalen University has a close relation with the member companies in order to 

develop educations where the students get a chance to come in contact with the automation 

industry. The popularity of these educations is however very low and one of the reasons for 

that is because people do not understand what automation is. Most people associate 

automation with a robot, but it is much more than that and robots are only a small part of what 

is called automation. Automation is the overall thinking, the process steering, the control, and 

it can mean different things to different companies. And also, there are a lot of people in the 

automations industry that will be retiring soon, which means that students have a great 

opportunity and there is almost guaranteed work available after their studies. 

Stenvall & Partner AB are hired to handle all of AR‘s information needs and Stenvall is also a 

member of AR‘s management, which besides him consist of Helena Jerregård and Sven-Arne 

Paulsson. Paulsson is the process leader and it is he who is in charge of the whole 

organization, and he can be compared to a CEO of an ordinary company. Then there is two 

work groups set up within AR that work toward the goals that are defined. One of these work 

groups is named the Communication group, and it is within this group that Stenvall resides. 

His role is to handle the information, communication and documentation. Due to the fact that 

AR is partly financed by the EU there is a high requirement for documentation. This is no 

problem since AR is very open and does not have any secrets. The overall goal of the 

Communication group is to put Mälardalen on the map as an automation region. The other 

work group is named the Competence group, and it is AR‘s vice Process Leader that is in 

charge of it. This work group handles the relations with the academy to promote the 

development of educations suited for the automation industry. The Competence group‘s 

overall goal is to assure the recruitment of competent workers, which was mentioned before 

as one of AR‘s goals. Since the popularity of these educations is so low one of the 

Competence group‘s tasks is to raise the interest of automation primarily among younger 

people. The management and the two mentioned work groups constitute the inner parts of 

AR‘s organization. The member companies most often come in contact with the outer parts of 

the organization, which consists of the breakfast meetings, seminaries and so on. There are 
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however also companies that come in contact with the inner parts of the organization, for 

example by being a part of the work groups mentioned. The whole idea with the work groups 

is that they should work as a sounding board for inspiration and information. AR wants to get 

a hold of the latest news and happenings in the industry, and it is the companies that know 

these things. Therefore AR wants to have member companies represented within these work 

groups, as it is a way to get a ―direct line‖ straight into the companies. 

Automation Region is exists in the region of Mälardalen. This does not mean that companies 

outside the region cannot become members, but one of the great benefits of these kinds of 

clusters is the physical closeness of the members. This makes it hard for companies outside 

the region to be members and still get the same benefits as the rest of the member companies. 

There are also other similar automation clusters around the world, for example in North 

America, Asia, and Germany. AR wants to be aware of these clusters and they should have an 

interest in knowing about AR as well. This is because Sweden is a big player in the 

automation industry with 10 % of the global market. Some cooperation among these clusters 

is not impossible as they share the common goal of raising the awareness of the automation 

industry. At the same time however they are of course also competitors as the different 

clusters will always serve their own members needs before anyone else‘s. When it comes to 

strengthening and making the automation industry more visible it first and foremost means in 

Sweden, but there is a quite large export share among the member companies so there is also 

a wish to do this at a more international level. The aim is to reach out to the whole public, but 

they have a focus on the young people and the students since they are believed to be the most 

important ones. This is because they are the future of the industry. To sum up the meaning of 

strengthen and make visible it is to wash away peoples beliefs that automation is all about 

robots, and make them understand that there is much more to it than that. 

5.1.2 Additional e-mail interview with Information Manager – May 7
th

 2009 

The overall purpose for the website is to raise the awareness and knowledge about the 

automation industry. This means to have a virtual and time independent gathering place for 

members and others who are interested, and to provide interesting information about the 

industry. It is also a distribution channel for activities, invites and newsletters. The website 

also gives AR the opportunity to gather some statistics about members and non-members that 

register for activities, subscription of the newsletter, and the amount of downloaded material 

from the site. These are the main reasons for the existence of the website. There are no 

explicit directives on how the website should be used. Instead it is subordinated to the overall 

goal to raise the awareness of the automation industry. The website contains the tools that 

AR‘s management has identified to be suitable for this purpose. 

5.1.3 Vice Process Leader – May 8
th

 2009 

Jerregård is the vice Process Leader of Automation Region, which means that she takes care 

of the financial responsibilities within AR and she is also project leader for the nine different 

research and cooperative projects managed by AR. These projects are basically projects that 

are somehow connected to automation and they are being conducted at the universities in 

Västerås and Örebro. Some of these were started before AR existed and some have been 

started with the help of AR. Most of Jerregård‘s work, however, goes into one of the two 

work groups within AR she is in charge of, the Competence group, in which she works 

towards the goal of recruitment and competence. The Competence group consists, much like 

the Communication group, of about ten representatives from member companies, Mälardalen 

University and Västerås municipality. The Competence group works with questions on three 

different levels: short-, medium-, and long-term questions. The short-term questions concerns 
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immediate recruitment of workers to the member companies, which for example means that 

the member companies can have joint advertising to benefit from the network to show that 

there is a lot happening in the region or it can also be when AR attends a fair and promotes 

the possibilities in the region. The medium-term questions handle the development of 

educational programs to support the recruitment of future workers, and for this purpose there 

is a project leader whose responsibility is to handle the development of educational programs 

at the university. The long-term questions, finally, focuses on raising the interest of 

automation among children and youths, which is done by seminars and courses. One of these 

courses at Mälardalen University is targeted towards engineers but also towards students 

studying to become teachers. One of the assignments on this course is to develop a gender 

neutral toy, and the idea is that the future engineers and teachers bring these ideas with them 

and as a result know how to get children interested. AR can also support outside projects that 

are aimed at raising the interest among children and youths. 

AR as an organization can be labeled as non-profit, but it is somewhat unique. The member 

companies are not non-profit, they are regular B2B-companies that have clear interest in 

making profit. Therefore AR is a non-profit cluster organization that strives to support 

companies within the B2B-sector by working towards the goals that have been set up. AR 

receives fees from all of the members, which are used to finance a project that is also financed 

by other actors, for example the EU. The responsibility to manage this project lies on AR, and 

therefore it can be seen as the project is AR‘s. AR builds its brand mostly through their 

members and the different activities, like breakfast meetings, seminars, fairs, the Internet 

among other things, but also through media coverage and advertising in newspapers. These 

ads have however been quite few and all of them were linked to some article written about 

AR, just to show what AR is and what it does. Articles written about AR can mostly be found 

in industry press like Province 19, Automation and NyTeknik, and therefore the ads can be 

seen as targeting only people already involved in the industry. Advertising on the Internet has 

been quite slim but they have for example an ad on Teknikmässan‘s website. They did not pay 

any money for that ad however since Teknikmässan wanted to display it for free because they 

saw some value in being connected to AR. 

When it comes to support the Competence group‘s work the Internet is used quite poorly, and 

there has been discussions about how this can be changed. For example there could be a label 

on the website called ―labor market‖, where different kinds of jobs connected to automation 

could be described as a means of advertising and telling people what they can work with if 

they choose automation. There has also been discussion about the possibility to add a label to 

the website where actual job offerings could be displayed, but this has not been done since 

they realized there was a great risk that it would not be kept updated enough. Therefore they 

instead have some cooperation with ―Jobba i Västerås‖ to where they refer when they want to 

show available jobs. Another thing they want to do is to write about the different campaigns 

and what is going on within the Competence group as means of promoting their work, which 

possibly could lead to new collaborations. This has however not been actualized and still lies 

on the ―to do‖-list. The actual usage of the Internet by AR as a whole is mostly directed 

towards promoting and displaying the different activities that the members can attend to, for 

example the breakfast meetings that AR arranges every now and then. These things are first 

and foremost displayed on the website and therefore the website in a sense works like an 

Intranet. The website can also be seen as doing other things too however, and there is other 

visitors besides members using the site as well. In this other sense, to strive to be more 

directed toward the goals AR works for the website and Internet as a whole could be used 

much more in that sense there is a lot of work to be done. For example much of the 



Mälardalen University Master Thesis 2009-06-12 Page 28 

School of Sustainable Development of Society and Technology 

information displayed seems to be targeted towards people already in the business, and 

therefore one improvement would be to provide popular scientific material targeted towards 

people who do not have a clue about automation. This could potentially help boost the interest 

and awareness of automation among the public in general and youths in specific. Technically 

there is obviously a lot that can be done on the Internet and the website, like online games and 

such. Due to the relatively small amount of people available within AR and also the size of 

their budget however not all things are possible to do. When it comes to budgeting and 

dividing of resources there is nothing specified about how much resources can be allocated to 

the Internet channel. 

5.1.4 Process Leader – May 13
th

 2009 

Paulsson is the Process Leader of Automation Region, which means that he acts like a project 

leader. He is in charge of defining goals for the organization and also setting up means to 

achieve these goals. Besides this, his position in the organization means that he does that what 

is needed so that AR works properly. He also reports to a steering committee, but since AR is 

not a regular company the steering committee does not play an equally important role as is the 

case with regular companies. Since they cannot be held legally responsible for the 

organizations actions the committee‘s involvement is quite small. They can be seen more like 

an informal steering group that support Paulsson and rest of the organization. Paulsson‘s 

propositions usually get the needed support and the steering committees part is more to guide 

him to make most of the proposed actions. It is important to note though, that the committee is 

very interested in AR and really does support Paulsson by showing up on different events and 

other activities. Since the project AR works with is relatively newly started there are a lot of 

things that can be done, for example to attract different actors. A recent study conducted show 

that the region holds about 500 companies that potentially could become members of AR and 

besides these there are other types of actors like the municipality of Västerås and different 

universities in Stockholm and Västerås among others. There is so much that can be done and 

it is impossible to have the time to do everything so you have to prioritize those things that 

seem most important. 

There used to be a reference group consisting of 4-5 people that started to identify the 

importance of taking advantage of the great amount of companies connected to automation in 

the region of Mälardalen. This is why AR was started and after that the reference group 

meetings changed to a meeting among the members of AR. It was at these member meetings, 

were AR‘s members were given the chance to express their wishes, that the goals for AR was 

discussed and later decided upon. This resulted in a list of prioritized goals that AR would 

have as guidelines, and the two highest prioritized goals are the different goals that the two 

work groups (the Communication group and the Competence group) now work towards. The 

first one is to raise the awareness of the automation industry by putting the region of 

Mälardalen on the map as an automation region and the second one is to recruit competent 

workers to the region. Other less prioritized goals are the possibility of business development 

and innovation. Although AR, as mentioned, primarily works towards promoting the industry 

it is still important that AR themselves build up a clear brand. Since AR is promoting the 

industry it is also important that people know who they are, otherwise it would be hard to do 

this work in an efficient way. AR promotes the industry and themselves through different 

channels, the base for the organization‘s communication to the public and the members is the 

website where they post news, manage all the activities that they arrange and also provide the 

documentation that is available. They also send out a newsletter via e-mail and in paper form 

to the member companies, with the hope that they read them of course, but also display them 

in a way so that others can see them as well. In addition to this, AR sends out invitations to a 
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lot of people in Mälardalen for different activities and sometimes attend fairs and arrange 

seminars. 

The hope is that the website can be used as an Intranet by the members, but since it is fairly 

new it has not had the time to get well-established and therefore this may not be the case quite 

yet. The website has existed quite some time, but in December 2008 they upgraded the site 

and it is therefore seen as somewhat new. One hope with the website is that people within the 

member companies can use it to gain benefits and contribute to the network. When AR is in 

contact with the member companies via e-mail or telephone they most often interact with a 

contact person and it is not certain that the people they really want to get involved with, the 

automation engineers, ever hear from AR. That is something that the website potentially could 

help change since it gives opportunities for AR to reach all employees of member companies 

and other important people as well. This could mean possibilities for innovation and 

competence development among employees and member companies. The website is also 

supposed to market AR and the cluster and the hope is that the traffic on the site and the 

number of addresses the e-mails goes out to should increase substantially, even if they already 

today ―bombard‖ people with invites. There have also been discussions about if AR wants to 

market themselves internationally and there is an English version of the website under 

construction. The intentions with AR have never been that it would be solely a Swedish 

phenomenon and therefore it is time to get an English version of the site. The reason for only 

using Swedish on the site is because AR felt that there was a need to get local awareness 

firstly, which they thought would be easiest to do by using Swedish. So far there has been 

very little cooperation with other clusters, but they are aware that there are a lot of different 

kinds of clusters in Sweden and other parts of the world. It would definitely be interesting to 

be able to come in contact more with other clusters, preferable other automation clusters. 

They have conducted some research into the automation market to know how big it is, but 

they do not have a clear picture of other automation clusters and that is something that they 

would like to change. 

5.2 Internet analysis tool 

The data that the internet analysis tool Google Analytics has gathered from AR‘s website 

(automationregion.com) can be found in Appendix L – Google Analytics data. Appendix J-K 

also belongs to the data from Google Analytics. Appendix J – Explained terms from Google 

Analytics being a list of explanations that helps the reader understand the meaning of program 

internal terms used in Google Analytics. Appendix K – Explained AR specific terms from 

Google Analytics also is made to help the reader understand the data from the analysis tool. In 

this appendix the specific terms connected to AR are explained, so that the reader knows what 

is intended. Appendix J-K may be very useful to read before going through the actual data 

from the analysis tool, as it is somewhat difficult to fully understand otherwise. For the 

analysis of the results from the Internet analysis tool see 6.1 Analysis of Automation Region’s 

website – how is it used today? 

5.3 Benchmarking 

The results from the benchmarking are presented here. The first one is Automation Alley 

(AA), which consists of written official material that we were able to collect after the 

Supervisor of Member Services at AA referred us to where we could find what we were 

looking for. The second benchmarking result made with the Automation Technology Cluster 

of Westsweden (ATCW) was conducted through a telephone interview with ATCW‘s 



Mälardalen University Master Thesis 2009-06-12 Page 30 

School of Sustainable Development of Society and Technology 

manager. The third benchmarking was done by observing IDC‘s website and the information 

published there. 

5.3.1 Automation Alley 

Automation Alley (AA) is a non-profit organization that drives growth and economic 

development in Southeast Michigan through a collaborative culture that focuses on workforce 

and business development initiatives. They attract the creators and consumers of diverse 

technologies from a variety of industries around the world. In the region where AA acts more 

than 311,000 technology workers and 7,800 technology businesses are placed. The history of 

AA can be traced back to Oakland County Executive L. Brooks Patterson‘s who unveiled his 

vision for leveraging the combined strength of Oakland County's high-tech companies into a 

national marketing strategy that could be used as a tool to attract skilled talent and cutting-

edge businesses. Shortly after this new initiative was announced a member roster of 44 

organizations was established. It was in this phase that the basic structure of the organization 

was formed, with marketing materials like a website and an event schedule. As the number of 

members dramatically increased four member-driven committees were established and 

member benefits, including seminars, networking events and a quarterly newsletter were 

created. A national marketing campaign was also launched to attract high-tech talent to the 

area. In 2001, a trade mission program was established with the assistance of a grant from the 

U.S. Department of Commerce. The initial funding enabled AA to create a program to aid 

small businesses in boosting their sales through the use of exports. Today, AA continues to 

bring together businesses, educators and government to help entrepreneurs accelerate the 

commercialization of new technologies and services. AA Headquarters opened in the fall of 

2004 and is located in the designated AA Technology Park-Troy, south of Big Beaver 

between John R and Rochester Roads. In addition to centralizing AA‘s numerous services, the 

Headquarters provides an opportunity for members to increase the global visibility of AA as 

Southeast Michigan‘s premier technology cluster by offering a forum to showcase and discuss 

emerging technology. A variety of events take place in support of this, including technology 

shows, demonstrations and exhibitions. 

What is Automation Alley's mission? 

AA acts as a catalyst to enhance the image of Southeast Michigan to help the members grow 

their businesses. They provide products and services that stimulate and highlight the 

technological excellence and diversity of our regional economy. They also link industry, 

government and academia to attract, develop and retain a skilled workforce required by a 

knowledge-based economy. 

What is Automation Alley's vision? 

By 2010, AA will be acknowledged world wide as one of the major integrators of business, 

government and academia to catalyze growth and expansion of the technology-based global 

economy in Southeast Michigan. 

Online presence 

In May 2008, AA unveiled its redesigned and improved website (automationalley.com). The 

site incorporates AA‘s updated brand identity and offers a new simplified design with 

enhanced navigation and quick links to the organization‘s most popular benefits. The new 

website also features a more convenient member login, a Foundation Member Directory, 

easily identifiable ―Join Now‖ and ―Advocacy‖ sections, updated press release and event 

calendar functionality and improved searching. The decision to redesign the website was 

made in an effort to maintain member satisfaction and enhanced graphics provide an 



Mälardalen University Master Thesis 2009-06-12 Page 31 

School of Sustainable Development of Society and Technology 

improved user experience, while the layout provides a vibrant and seamless view of AA and 

its many resources. AA has also created a LinkedIn (a type of online community) Group 

exclusively for its membership. Through LinkedIn, members can discover inside connections 

for business opportunities with other Automation Alley members. On AA‘s website there is 

also an extranet that members can log in to. On this extranet they can publish news and 

interact with each other among other things. 

5.3.2 Automation Technology Cluster of Westsweden 

Automation Technology Cluster of Westsweden (ATCW) is a non-profit organization with 35 

members, in cooperation with Skövde and Trollhättan Universities among others. Gunnar is 

the one in charge of the clusters operations and he reports to ACTW‘s steering committee. 

The goal with ATCW is to promote cooperation among the member companies which should 

lead to business development. Another goal is to benchmark with other clusters, in Sweden 

and other countries, in order to be able to compare ATCW and their members with the 

benchmarked cluster. Many of the member companies have very few large customers that 

they have become largely dependent on, so the cluster also aims to expose these companies to 

the outside world. They use a term called Cluster-to-Cluster, which describes their willingness 

to benchmark and cooperate with other clusters. If for example a member company of ATCW 

gets in contact with a company within another cluster in for example Mälardalen they get 

access to all the member companies thanks to ATCW‘s cooperation with the other cluster. 

This can be especially beneficial when the member companies are trying to internationalize, 

in that case it can be much easier to come in contact with the right people if you have the help 

of a strong cluster. 

 ATCW cooperates with another automation cluster, Automation Alley in America. They got 

in contact with each other after ATCW received an offer to compare themselves with 

Automation Alley since they could be considered successful. ATCW then got introduced to 

Automation Alley, which is a cluster in the Detroit, Michigan area which is quite similar to 

ATCW since they are both very dependent on a strong automotive industry. Automation 

Alley have been quite successful at identifying emerging markets, which in this case means 

markets that are not so dependent on the automotive industry. For this reason, and the fact that 

they were interested in international cooperation, they were especially interesting for ATCW. 

It is important for clusters to market themselves in order to be able to prevent the risk of being 

too dependent on a dominant industry, like the car industry in ATCW‘s case. The cooperation 

has resulted in several numbers of American companies, members of Automation Alley, 

becoming interested in making business in Sweden. The American companies have then come 

in contact with member companies within ATCW and learned more about what it means to be 

doing business in ATCW‘s region and the rest of Sweden as well. The cooperation has also 

meant that ATCW‘s member companies have been able to conduct some business in America, 

although this has been more uncommon. 

ATCW finds other clusters that could be potential cooperation partners quite easily by using 

the searching the Internet. There are clusters in almost every industry and information about 

them can be found by searching the Internet. This means that the Internet is very important to 

find out information about other clusters and also to be able to make initial contact with them. 

To market themselves ATCW attends different kinds of fairs and other kinds of meetings, 

arranged by for example Lidköping municipality. Since a while ago ATCW and another 

cluster merged and they are now called IDC West Sweden (IDC). This for example means 

that ATCW‘s website will be phased out and they will be represented by IDC on their site (for 

this reason we were referred to IDC‘s website, where we could find useful information. See 
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the next section). This means that ATCW themselves are not directly marketed over the 

Internet and that could be a disadvantage since a website is a powerful tool in order to market 

and display the cluster to others. With the website a cluster can also communicate with for 

example other clusters. 

5.3.3 IDC West Sweden 

Industrial Development Center West Sweden (IDC) works for the development of the 

industry in the region of Skaraborg. They are owned and financed by their approximately 100 

member companies that pay members‘ fees to IDC by buying stocks in the company. These 

member companies have a total turnover of about 13 billion SEK and 12000 employees and 

can be found in industries like; automotive, automation, electronics among others. Besides 

these member companies IDC is supported by the region of Västra Götaland, the local 

government federation of Skaraborg, Tibro municipality among others. The history of IDC 

started with a need in the region‘s business world for a gathering force that would increase the 

competence in for example production technology. By connecting small- and medium-sized 

companies with universities better education and research could be conducted, with the hope 

that this could lead to increased growth in the region. In the spring of 2007 IDC was founded 

and the goal set up for the organization was to develop a, over time, global, profitable, 

competitive and growing industry, which also involves to develop and maintain future jobs 

and the sustention of future workers. This would be done be connecting universities, 

institutions, large-, small- and medium-sized companies in the region. 

By mapping out needs among IDC‘s member companies IDC is able to initiate development 

projects together with the university in Skövde, and have also been able to start workshops 

that stimulate cooperation among the member companies. One of these initiated projects is 

called Mission 24, which is aimed at the need for competence sustention. Mission 24 is a 

challenge in entrepreneurship that promotes the contacts between students and the local 

companies. In 24 hours the students, divided into groups of 3-6, are to solve a specific task 

and present their solution. The tasks can be of varying kinds but they all stem from some real 

problem in the companies participating in the project. Another example of a project is when 

IDC strives to attract youths to educational programs and jobs within the industry, which also 

is aimed as competence sustention. This is done by marketing educational programs, jobs, 

salaries, carrier opportunities, and such, which is mainly done on the website industrijobb.se. 

IDC also has several other projects aimed at other things like; networking, and increasing 

competitiveness among other things. 

Online presence 

When it comes to IDC‘s online presence there is quite a bit that can be observed on their 

website. IDC uses an extranet, e-mails in the form of newsletters, micro sites, and blogs. From 

their website the user can logon to the organizations extranet in order to get member specific 

content. On the website there is also given the opportunity to sign up for IDC‘s newsletter. 

IDC also has at least two different micro sites; mission24.se, and industrijobb.se. Both of 

these micro sites are dedicated to specific projects, that have been discussed above. In the case 

with industrijobb.se IDC says that the website is the main channel for promoting the project, 

which should indicate that the use of micro sites is quite important for them. On the micro site 

mission24.se IDC also publishes a blog that discusses the project and provides information 

about it. The blog has been updated on a regular basis and seems to be serving a quite useful 

purpose in promoting the project. 
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5.4 Other empirical data collected 

The presentation of AR‘s website automationegion.com is found here. This presentation is not 

aimed at explaining how the website is technically built, only to give the reader an overview 

of the pages functionality. The received e-mails from AR are also presented here, with 

explanations to their contents. The list of AR‘s member companies‘ Swedish offices, that also 

belongs to the other empirical data collected, can be found in Appendix G –AR’s member 

companies’ Swedish offices.   

5.4.1 Presentation of automationregion.com 

A presentation of AR‘s website will be given here so that the reader can get a overview of the 

site (for screenshots of the site please see Appendix F – Screenshots from 

automationregion.com). The home page (i.e. the page you enter when you go to 

automationregion.com) of the website displays news (the middle frame), members (in the 

right frame), coming and carried out activities (―kommande aktiviteter‖ and ―genomförda 

aktiviteter‖ in the left frame, where the visitor also can stop their newsletter subscription), and 

a menu list (top frame). The menu list is used to navigate through the site, so from this menu 

the visitor can get to all of the pages on the website. The menu list contains; home (―hem‖), 

about (―om oss‖), member companies (―medlemsföretag‖), activities (―aktiviteter‖), 

documents (―document‖), meetings (―mötesplanering‖), research (―forskning‖), labor market 

(―arbetsmarknad‖), archive (―arkiv‖), press (―press‖), and contact (―kontakt‖). 

The home link takes the visitor back to the main page, which has already been discussed. The 

about link then contains information about Automation Region (AR) on several different 

pages through a sub menu. This sub menu consists of; about automation (―om automation‖), 

the steering committee (―styrelsen‖), said about Automation Region (―sagt om Automation 

Region‖), to be a member (―att vara medlem‖), get our brochure (―hämta vår broschyr‖), and 

the automation industry (―automationsbranschen‖). In summary these pages present AR, and 

also the Swedish automation industry in general and Mälardalen‘s automation industry in 

particular. The steering committee is also presented and some key people‘s comments on AR 

as well. Furthermore the meaning of being a member of AR is described and there is also a 

brochure about AR and a report on potential member companies available for download. The 

member companies link takes the visitor to a page where they can see AR‘s member 

companies, but also AR‘s support organizations and partners. When clicking the activities 

link the visitor enters a page that displays the coming and carried out activities arranged by 

AR. From this page the visitor can click on each specific activity to read more about it. The 

page behind the link documents gathers all the documentation that is available for download, 

for example documents from the different activities. The meetings page displays AR‘s 

planned internal meetings, such as a meeting with the Communication group or the steering 

committee. When clicking the link research the visitor enters a page that describes AR‘s 

connection with different research project and the organizations conducting this research, for 

example Mälardalen University and Örebro University. The link labor market refers to a page 

with a highlighted news article about a campaign in Västerås called ―1000 jobb‖. Archive is a 

link to a page displaying a new archive with news that has been displayed on the home page. 

The press link leads to a page containing press material, for example AR‘s logo in different 

shapes along with an invitation for the members to place the logo on their own websites. 

Finally, from the contact link the reader gets to a page containing contact information to AR‘s 

management. 
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5.4.2 E-mails from Automation Region 

During the period April 14
th

 to May 2
nd

 2009 AR has sent out three e-mails. The first e-mail 

was set out April 21
st
 2009 (this e-mail has been included in Appendix I – Screenshot of e-

mail from AR so that the reader can get an overview of how the e-mails look), and it was sent 

as a reminder for the coming breakfast meeting at May 12
th

 2009. This e-mail contains 

information about what will be discussed at the breakfast meeting, where and when it is held, 

a link to the page on AR‘s website where the visitor can register for the activity, and at the 

bottom of the e-mail there is also a link to the home page of AR‘s website (i.e. 

www.automationregion.com). The second e-mail was sent April 23
rd

 2009 and it promoted a 

conference called ―Konkurrenskraft 2009‖ that AR was going to attend. The e-mail contains 

information about the conference and there is also a link to the conference‘s website. At the 

bottom of the e-mail there is a link to AR‘s home page. The third e-mail was sent out April 

28
th

 2009 and it contained the newsletter for April. This e-mail contains news that is also 

displayed on AR‘s website. In the e-mail they are shortly described and followed by a link to 

the specific page on the website where they are presented in their full length. At the bottom of 

the e-mail there is a link to the home page of AR‘s website. 
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6 Analysis 

The analysis is divided into two parts. The first part focuses on the results of the website 

analysis, where different reports from the web analysis program are analyzed. This will show 

how the website currently is being used and should lead to conclusions on how this usage can 

be improved. The second part focuses on how AR can utilize the Internet to achieve their 

explicit goals for the cluster organization. This will incorporate our framework of ideas, the 

interviews with AR’s management, the benchmarking and our findings from the analysis of 

the website usage. 

6.1 Analysis of Automation Region’s website - how is it used today? 

The data from Google Analytics used in this analysis can be found in report figures 1-13 in 

Appendix L – Google Analytics Data. Explanations for Google Analytics specific terms and 

AR specific ones used in this analysis can be found in Appendix J-K. In this analysis the use of 

letters and numbers are both present when describing quantitative data. This is done 

deliberately since we want to display all the data from Google Analytics in its original form 

(i.e. typed in numbers), but otherwise use letters. 

6.1.1 Benchmarking (report figure 1) 

To be able to judge if the statistics from AR’s website is representative and adequate we have 

used a comparison to random automation sites of similar sizes. The sites are grouped 

together under three classifications: small, medium, and large. This way, the AR-site can be 

compared to other similarly sized sites in the same category. The benchmarking view in the 

analysis program does not show data for sites in other size classifications. The data from 

participating sites within the analysis program is averaged and anonymized through the 

aggregation process, then classified into a category. The program limit the effects of outlier 

sites from the aggregate data in each category to help ensure that the benchmarking data is 

most representative of the subject that is chosen to be compared against AR’s site. 

As the Benchmarking shows, compared to random automation sites of similar size, AR‘s site 

measures up pretty good. Both Visits, Pageviews, Pages/Visit and Avg. Time on Site is greater 

and the Bounce Rate is lower than the benchmarked sites. Only the New Visits statistic is 

lower than in the benchmarked sites. What does all this mean then? It could mean that the site 

is mainly used as an intranet/calendar by people associated with AR. Also the visits seem to 

peak during the weekdays only to almost vanish during the weekends. As how one would 

expect the activity of any industrial company would look like. We will now explore the 

different reports that the analysis program has produced, that we feel are relevant for 

understanding how AR can use the website and the Internet as a whole to achieve their goals. 

6.1.2 Map Overlay 

This report presents a map to visualize metrics by geographic region. The data can be 

presented by City, Country/Territory, Sub Continent Region, and Continent. With this report, 

information about where in the world the traffic and the visitors are coming from can be 

analyzed. 

6.1.2.1 Country/Territory (report figures 2-3) 

The report shows that 10 countries have been registered as producing visitors to the site. 4 of 

these countries have a Bounce Rate of 100% and an Avg. Time on Site of 00:00:00 though, 

which means that we can exclude them as probably being spiders/crawlers. That leaves us 



Mälardalen University Master Thesis 2009-06-12 Page 36 

School of Sustainable Development of Society and Technology 

with five countries, besides Sweden. Two of these countries stand out from the crowd in 

regards to Pages/Visit and Avg. Time on Site: Turkey and Ivory Coast. The first country 

(Turkey) has as many Pageviews  as 13 and a rather long time spent on the site, but it is still 

only 1 visit which could mean that the visit comes from someone associated and/or familiar 

with AR who was residing in that particular country. The fact that the visit was yielded by a 

search engine with the Keywords ―www.guldstank.se 2009‖ and ―www.guldstank.se 19 03 

09‖ also strongly indicates that the person behind the search is at least familiar with the 

Swedish language. The other country of the two mentioned (Ivory Coast) actually has 2 visits 

to the site with a rather respectable time spent on the site, which could indicate some kind of 

interest in AR‘s operations. But with the Bounce Rate being 50%, we have to assume that this 

visit also is from someone currently residing in this particular country and not a result of a 

genuine foreign interest. Furthermore, with the site currently only being available in Swedish 

we find it hard to believe that visitors from any of these two countries would make any sense 

of what is published on the site. 

In summary, the site has not drawn any foreign interest worth mentioning and this is 

something that AR should work on if they want to place the region and the industry on the 

map. As mentioned, the site is currently only available in Swedish and we feel that this is a 

major hurdle for AR in their quest for recognition. An obvious addition to the site would be 

the opportunity to choose English as language for the site. This is also something that AR is 

working on (Interview with AR‘s Process Leader, 2009) and we believe that this would 

increase the foreign interest and visits considerably. 

6.1.2.2 Sweden (report figure 4) 

With the majority of visits of course coming from Sweden (363 visits) an interesting approach 

can be to look at the different cities represented and see if something stands out of the crowd. 

30 cities in total is represented in this view, although only the top four cities in this view 

shows a visitor count that can be regarded as more than average. These cities are: Västerås 

(whit a visitor count far greater than any of the others of course), Stockholm, Bromma (which 

can be regarded as Stockholm as well), and Göteborg. One thing has to be mentioned here 

though, as explained in 2.3.2 Internet analysis tool, the geographical information can be 

inaccurate. This is, as mentioned, because of how ISP‘s distribute IP-addresses. With this in 

mind though, we can still see that most of the traffic is generated from cities that the cluster 

and its members are somehow affiliated with (see Appendix G - AR’s member companies’ 

Swedish offices). And therefore we can come to the conclusion that the website is mainly used 

as an intranet by affiliated people. 

6.1.3 Traffic Sources 

This report provides an overview of the different kinds of sources that send traffic to the 

website. By analyzing this data we can conclude how the visitors find and make their way to 

the site. This is a good way to find out if visitors already know about the site or not, when they 

enter it. It can also show how visible AR is on the Internet. 

6.1.3.1 Referring Sites (report figures 5-7) 

With a total of 380 visits to the site, a vast majority (336 or 88.42%) is Direct Traffic i.e. 

traffic that is generated through direct typing of the URL into the browser or by clicking on a 

―favorites‖ link that leads to the site. 34 visits (8.95%) derive from Search Engines and within 

this category one engine dominates, namely Google. Interesting to see is that, although the 

Referral Sites are not at all represented as a major traffic source, one of the referrals is 
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actually on third place of all the represented traffic sources. But with a Bounce Rate of 50% 

and an Avg. Time on Site of only 29 seconds, enea.com‘s traffic is not that impressive. We 

noted that all the visits from enea.com‘s referral took place between April 14
th
 and 16

th
 and 

after that not at all in the 19 days in which the data gathering were conducted. This and the 

fact that when we now try to search for Automation Region on Enea‘s website and try to visit 

the specific referral paths, we cannot find anything mentioned about the cluster, much less 

any referrals to AR‘s website. This makes us believe that Enea probably had something on 

their website that temporarily referred to AR‘s website. It could be a press release about them 

becoming a member or some information about seminars or presentations where AR briefly 

got mentioned and at the same time referred to. This could also explain the loss of half the 

visitors that clicked on trough to AR‘s website only to exit the site right away. 

While the Direct Traffic of course would indicate that the site is used by member companies 

and other affiliated or associated with AR, which in turn could indicate that the site is used as 

some form of intranet/calendar etc. The Search Engine sources are probably a more reliable 

source for identifying external visitors. By external visitors we mean visitors that are not 

familiar with AR and its operations and never have visited or even heard of AR‘s website. 

Before we look closer at these visitors however, we want to analyze the Direct Traffic. 

6.1.3.2 Direct Traffic (report figure 5) 

If in fact the Direct Traffic is composed of internal visitors that use the site as a calendar for 

certain events, for downloading documents or for getting contact information to certain 

individuals, then why is the % New Visits as high as 59.82%? We see two possible reasons for 

this. Firstly, with every new computer that one and the same person use to log on to the 

website, a new visitor is recorded. This means that the same person or persons could access 

the website from different times using different computers and be counted by the analysis tool 

as a new visitor. Secondly, the Internet is not the only channel by which AR transmits its 

message and in most of the other channels, the website URL is mentioned. This means that a 

person interested in AR and who wants to find out more about the cluster does not have to 

search for the website‘s URL or get referred by other sources. The person simply types the 

URL into the web browser and gets registered as a new visitor, in this case he or she actually 

is a new visitor unlike the previous example. With the ―same person, different computer‖ 

theory in mind, we still would like make the statement that AR‘s different channels in unison 

make interested individuals visit their website, which of course is a good effect. Both Avg. 

Time on Site, Pages/Visit, and Bounce Rate have better statistics (first two are higher and the 

Bounce Rate is lower) than the site average which also points towards a genuine interest 

rather than just curiosity. Only New Visits has a lower number than the site average, which is 

not at all surprising due to the facts stated earlier (mostly visitors already familiar with AR 

and the site etc.) 

6.1.3.3 Search Engine Traffic (report figure 7) 

The Search Engine Traffic then, which we earlier stated as probably being mostly external 

visitors, shows some interesting statistics. First of all the % New Visits. If all the visitors who 

entered the site from a search engine were external, i.e. did not know about AR and their 

website or were interested in something that AR is involved with (e.g. automation, clusters, 

job opportunities in the industry etc.), the % New Visits should be 100. This is obviously not 

the case (even though it is a high 91.18%, which is 44.36% higher than the site average) and 

the reason for this could be many. One possible reason is that someone who had visited the 

site previously, searched for something or someone associated with AR and/or its operations, 

but not with the intention of visiting AR‘s site. The search results could then yield a link to 



Mälardalen University Master Thesis 2009-06-12 Page 38 

School of Sustainable Development of Society and Technology 

AR‘s site because the searched content also was coherent with something present on the site. 

A click on that link would then yield a visitor count and if that person previously had visited 

the site, % New Visits would not go up. Another possible reason could be persons affiliated 

with (and thereby having visited the site previously) AR testing out searches on search 

engines to see if any content is presented in the search results, then clicking to verify that the 

link works. 

Another interesting, and for AR unfortunately not advantageous, statistic is the Bounce Rate 

for the Search Engine Traffic. This is as high as 70.59% (which is an entire 100.18% higher 

than the site average) and that unfortunately means that although some searches yield links to 

AR‘s site and that these links actually gets clicked, the vast majority of visitors leaves without 

exploring the site‘s different content. This indicates that the interest among ―outside‖ 

individuals is rather low. Whether the lack of interest is in the automation industry as a whole 

or in AR as a cluster, in both or if the website is to unappealing is hard to say. But if AR 

wants to draw outside attention to themselves and the industry (as is one of their goals) 

something has to be done. This finding is further enhanced by the Pages/Visit and the Avg. 

Time on Site statistics. Both being lower than the site average. This means that the ones that 

do stay (and not just exit directly after the first page) does not flick trough a lot of pages and 

does not stay that long on the website. 

6.1.4 Keywords (report figure 8) 

If we look closer at the Keywords used in the searches we can get an even deeper 

understanding for how and why the visitors entered the website. First of all there are not many 

searches that are consistent, meaning that the exact same search phrases was used and that 

resulted in a visit to the site. Only 3 search phrases led to more than one visit. However, the 

majority of phrases are probably not identical to each other. Rather, they are similar and 

probably aimed at finding similar things most of the time. In any case, the 3 search phrases 

that were used more than once were: ―addiva‖, ―madeleine martinsen, västerås‖, and ―pamela 

christensson‖. The first has a Bounce Rate of 100% which indicates that AR clearly was not 

something that the ―searcher‖ was looking for. Addiva is of course a member company of AR 

and therefore yielded a search result. The next search is for a person affiliated with ABB AB, 

who attended one of AR‘s breakfast meetings and therefore yielded a search result to AR‘s 

site. Interestingly though, the visit/visits resulted in some exploring of the site. The last of the 

3 searches is for the Staff and Marketing director of Addiva. This search result however, does 

not lead to any exploring of the site and it was clearly a ―mis-click‖. Although all the other 

keyword only yielded one visit to the website, some of them actually hint of an interest in 

automation. Take for example the ―automation företag i stockholm‖ search, which is a search 

for automation companies in Stockholm. This resulted in a rather astounding 30 minutes 39 

seconds stay on the site and a total of 22 Pageviews. A few other searches showing an interest 

in automation also results in some form of exploration of the site, which of course is good. 

But unfortunately, as the list of Keywords show, it is not that many and the majority of the 

searches result in a bounce (single-page visit). Thereof the high Bounce Rate discussed 

earlier. Finally, one really interesting thing within the different searches is the keyword 

"site:www.automationregion.com automation region örebro". The ―site:‖ and then the site 

name before the actual Keywords means that the person performed an internal search on the 

AR website, using a search engine. This indicates that an internal search engine/site search 

engine (SSE) could be useful on AR‘s website so that visitors can perform searches directly 

on the site and faster and more easily find what they are looking for.  
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6.1.5 Content (report figures 9-12) 

The interesting thing about analyzing the different pages that visitors explore is the 

opportunity to predict what a specific visitor was mainly interested in. A high Pageview count 

for such pages as ―agenda.php‖ and the different ―events.php‖-ID‘s for example could mean 

that the site is mostly used as an intranet among the members and people affiliated with AR. 

Other pages instead indicate a more external but interested usage of the page. That include 

pages such as ―about.php‖ and especially the ―about.php?ID=21‖-page as it contains 

information about the automation industry itself, as well as a downloadable report in pdf-

format. As we can see the top ranking page (if we exclude the main page) is one of the 

events.php-pages, in this case a page that refers to a breakfast meeting that took place on May 

12
th

. In other words a meeting in the near future that should arouse interest among those 

interested in AR. This then explains the high Pageviews on that particular page. There was 

also an e-mail sent out on April 21
th
 as a reminder for the meeting containing a link to that 

particular page, which resulted in a peak in Pageviews on that specific date. This also shows 

that the e-mail marketing works rather well, at least in getting people to visit the site. Below 

the events page just mentioned there is another content page that is associated with that 

specific event (the breakfast meeting). In this case it is the participants list for that meeting. 

This page probably ranked this high for the same reasons as the actual breakfast meeting 

page, i.e. because it was something that was about to take place and people were interested 

and curious about what was going to happen and who was going to be there. As mentioned 

earlier, pages including information about upcoming events probably points towards a more 

intranet-like usage of the website. 

If we look at the page third from the top (again excluding the main page) we find a page that 

could indicate a more external usage of the site - the ―about.php‖-page. This page is the top 

page of a series of subpages that explain what AR is and what they do. It also contains a 

certain page that we mean should be easier for external actors to find - the page about the 

automation industry. We find this page is extra relevant because AR wants to put the industry 

on the map and attract students and youths to it. For that to happen the placing of this 

information should be thought through. This page is identified as ―about.php?ID=21‖ and is 

actually the highest ranking about-subpage of them all, which could indicate interest from 

external actors. But when we look at the New vs. Returning visitors for this page though, the 

returning visitors are higher. This could mean that visitors already familiar with AR enters the 

page to download the document that is available there, rather than reading about the 

automation industry in general (which most of them should already know). The data from 

AR‘s website was gathered after one of AR‘s breakfast meetings and on that particular 

meeting the downloadable document was recommended and referred to. This could explain 

the higher count of returning visitors than of new visitors during the timeframe for the data 

gathering. This is rather unfortunate though one of AR‘s goals is to promote interest in the 

automation industry. This should be directed at those new visitors that is not already familiar 

with it, and thereby the new visitor count for that page is rather disappointing and as a whole 

the content analysis again indicate that the website is mainly used as a intranet and also that it 

sometimes needs a ―push‖ from e-mails for people to visit it. A positive sign though, is that 

the new vs. returning visitor ratio is much higher in favor for the new visitor type in the 

about.php top page. This indicates an interest by the new external actors visiting the site (at 

least they want to know what the page they landed on is, and consequently what AR is). Also, 

if we study the Navigation Summary for the about.php-page and only look at the new visitors, 

we can see that 80% move on to another subpage within about top page. This also indicates an 

interest. We would like to see a higher Avg. Time on Site though, if the visitors aim to make 

the most of the information that is provided by AR - 39 seconds just is not enough for that, in 
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our opinion. The rather high Bounce Rate on some of the pages is not something to be 

concerned with. See the explanation for ―Bounce Rate‖ in Appendix J- Explained terms from 

Google Analytics for further details on this. 

6.1.6 Visitor behavior in general (report figures 12-13) 

Lastly, we want to look at the general visitor behavior for the whole website. First of all we 

can see the New vs. Returning visitor ratio. This makes it look like AR has a good balance 

between new visitors and those who return on a regular basis to follow what is happening 

within AR. But to know for sure we want to look at the Visitor Loyalty and specifically their 

Length of Visit. There we can see that most visits last only 0-10 seconds. This is obviously 

not good information. In 0-10 seconds a visitor probably do not have time to read or 

comprehend that much information, if any. The 0-10 seconds interval probably just means 

that the visitor somehow wrongly entered the page and quickly corrected his or her error by 

leaving immediately. With the number being as high as 44.21% shows that something should 

be done to intrigue the new visitors that enter the site only to leave. The 11-30 seconds mark 

is also questionable. The visitor may have time to acclimate itself and maybe understand what 

the website consists of, but only to leave when that is done. Overall, the length of the visits is 

not that great on AR‘s site. This could indicate mainly three things. Firstly that the visitor 

knows what he or she is looking for and finds it relatively fast. In the case of the 0-10 second 

stay, this has to happen incredibly fast though. Secondly, the visitors are new to the site, to 

AR and maybe also to the automation industry and is not at all interested and therefore leaves. 

And finally, the visitor is actually interested, wants to know, and tries to make sense of it all 

but finds the website confusing and hard to navigate, and then leaves for that reason in an 

attempt to find that information elsewhere. 

6.1.7  Summary on how AR’s website is used 

AR‘s website appears to be mainly used as an intranet, i.e. people that is already familiar 

and/or associated with AR and their operations use the site for information about upcoming 

events, and for downloading certain documents that is of interest for them. AR‘s Process 

Leader (Interview, 2009) also mentions that they hope the website is and can be used in this 

way. So in this perspective it is not a negative thing. But as far as achieving their goals (place 

the industry and the region on the map as well as attracting youths and competence) it does 

not fill the requirements. As stated, the website does not attract any foreign interest. This is 

probably mostly due to the fact that the language on the website is Swedish and no other 

choices of language are available. This is something that AR is working on though (Interview 

with AR‘s Information Manager, 2009; Interview with AR‘s Process Leader, 2009) and it is 

something that has to be done if the site should be even remotely interesting for those that do 

not speak Swedish, in our opinion. 

AR‘s Process Leader (Interview, 2009) also stated that another purpose of the site is to be 

used as a marketing tool. In contrast to the intranet-like usage of the website, the marketing-

tool usage of the website can be considered as not that successful - yet. This is based on the 

fact that most of the visits on the site have a very short duration, the page about the 

automation industry partly has a short Avg. Time on Site duration for the new visitors and 

partly has a higher count of returning visitors than of new visitors, the visits that are yielded 

from search engines does not result in a lengthy stay and have a really high Bounce Rate etc. 

For further analysis of websites and other means of Internet usage and online presence see the 

second part of the analysis below. 
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6.2 Analysis of Automation Region’s Internet usage and online presence - 

how can they utilize the Internet to achieve their goals? 

AR’s goals are once again presented to remind the reader of them. These goals include (1) 

increased exposure for the automation industry as well as the region wherein AR operates 

and (2) attracting the best competence as well as getting youths and children interested in 

automation. (Interview with AR’s Information Manager, 2009; Interview with AR’s vice 

Process Leader, 2009; Interview with AR’s Process Leader, 2009) 

As the theory on clusters show, the benefits can be many. For these benefits to prosper in a 

specific geographical location however are dependent on how the cluster is able to market the 

region. (Porter, 1998) This is the cluster organization Automation Region‘s (AR) task and is 

also one of their goals. (Interview with AR‘s Process Leader, 2009) The Internet provides 

access to global markets for all organizations (Fill, 2005) and should thereby be a great 

channel to market AR‘s cluster region. But with this global marketing access comes the need 

to determine the role of an organization‘s website and how it should interact with that 

organization‘s current established distribution and communication strategies. (Fill, 2005) In 

the case of AR these strategies/channels consists of; the Internet, press releases, newsletters, 

seminars, and participation in trade fairs and conferences. (Interview with AR‘s Process 

Leader, 2009; Interview with AR‘s vice Process Leader, 2009) The theory on Internet usage 

lists a lot of potential online tools for achieving business goals (Armstrong & Kotler, 2008; 

Fill, 2005; Mazurek, 2008; Bland, 2002). We have evaluated the tools that AR currently uses 

and also researched the potential for using other available tools by which AR could achieve 

their goals. Below is a list of our findings. 

6.2.1 Websites 

As websites are the cornerstones of Internet activity for organizations and it does not matter in 

which sector the organization operates (business-to-business, business-to-consumer or non-

profit etc.) (Fill, 2005) AR of course feels the need to have one (Interview with AR‘s Process 

Leader, 2009). AR‘s Process Leader also referrers to their website as being base for all their 

communication (interview, 2009). Fill (2005) state that there are two kinds of websites that 

companies use: product-oriented and corporate-oriented. The corporate-oriented kinds aim to 

provide information about the size, performance, prospects, financial data and job 

opportunities relating to the organization. (Fill, 2005) This is clearly the category that AR‘s 

website falls into, being that they are a non-profit organization and that these kinds of 

organizations are natural information providers (Lee et al., 2001). As the characteristics of a 

website can be crucial in determining the propensity for a visitor to return to the site at a later 

time, the activities undertaken and the length of stay for visitors (Fill, 2005) we have 

thoroughly analyzed the behavior of the visitors on AR‘s website and the results of that 

analysis can be found in 6.1 Analysis of Automation Region’s website – how is it used today? 

In our benchmarking with other cluster organizations we found that these organizations had a 

variety of features on their websites. AA for example, houses an Extranet and in a recent 

upgrade of their website AA also improved their site search engine, and member directories 

among other things. (Benchmarking with AA, 2009) IDC, as another example, also has an 

Extranet, but they also use blogs and micro sites linked from the main website. 

(Benchmarking with IDC, 2009) As stated, the more in dept analysis of AR‘s website is found 

in the first part of the analysis chapter. The overall conclusion of this analysis though is that 

AR of course should have a website but that external visitors rather often leave prematurely. 

This problem could be solved using micro sites (see 6.2.5 Micro sites for more information) 

instead of e.g. redesigning the current website to fit better with the external visitors. One has 
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to bear in mind though, that AR‘s website is relatively new and plans are underway to 

improve it (Interview with AR‘s Process Leader, 2009). Therefore we conclude that AR 

should continue with the intended improvements and further developments of the website 

(e.g. provide a version in English etc.) as it fills its purpose for the internal visitor‘s 

preferences (i.e. using it as an Intranet/calendar for upcoming events etc.).   

6.2.2 Ads and Promotions 

As online advertising is used to build company brands or to attract visitors to their websites 

(Armstrong & Kotler, 2008) this tool could have a potential effect on AR‘s brand building. 

Although AR has not yet advertised online, they have tried it in more traditional channels 

such as newspapers though. But the ads were accompanied by an article about AR and it was 

hard for AR to evaluate if it yielded anything positive. (Interview with AR‘s vice Process 

Leader, 2009) An advantage with online ads and promotions though, is that every click can be 

counted and analyzed to better understand and calculate if the campaigns yielded good results 

(Chaffey et al., 2000) But, AR being a non-profit information rich organization (Interview 

with AR‘s vice Process Leader, 2009), there is no certain way of knowing if the clicks yield 

any understanding of the information on their site for the ―ad-clicker‖. And these kinds of 

online ads and promotions are probably more effective for commercial websites, especially e-

commerce sites, since many of them are aimed at enabling transactions, i.e. making sales. 

(Fill, 2005) This could be one of the reasons that other organizations similar to AR does not 

seem to be using ads either. (Benchmarking with AA, 2009; Benchmarking with ATCW, 

2009; Benchmarking with IDC, 2009) When it comes to viral marketing, that some refer to as 

the Internet version of word-of-mouth marketing (Armstrong & Kotler, 2008), AR does not 

seem to be using this marketing technique, at least not deliberately. With AR‘s limited staff 

and other priorities, this is not that surprising and it probably takes substantial advertising and 

marketing knowledge to succeed with viral marketing. As word-of-mouth can be a really 

powerful influence on potential target audiences, this kind of ―word-spreading‖ could be 

beneficial for AR (if the word-of-mouth that has been generated is positive of course). (Tuk et 

al., 2009) But, as stated, it is probably not that easy to be successful in this field and another 

way of generating positive word-of-mouth is through the use of communities. This is also 

cheaper and easier than if AR would put together a viral marketing campaign, since the use of 

online communities is very inexpensive (Plant, 2004). More on online communities in the 

next section. 

Content sponsorships that can be used by companies to gain name exposure on the Internet by 

sponsoring special content on various websites (Armstrong & Kotler, 2008) is not anything 

that we found AR was using. That is to say they do not pay to be seen in different content on 

various websites. But, as the analysis of the website show (see 6.1 Analysis of Automation 

Region’s website – How is it used today?) some of the referrals came from sites belonging to 

organizations that AR is involved with and as for example the Enea referral shows, the 

referral was generated when AR was mentioned in a context that only lasted a limited time. 

This means that referrals from Enea‘s website will not occur again if not another event or 

similar is presented, which somehow AR also is involved with (and thereby gets referred to). 

So the referrals in this case cannot be considered as content sponsorships. Neither can they be 

considered as affiliate alliances, in which companies work with other companies, both online 

and offline, to help endorse each other (Armstrong & Kotler, 2008). AR can although be 

considered to have some form of affiliate alliances, at least trying to creating these, as their 

logo is displayed on their website in different sizes with a link and an invitation to AR‘s 

members to place the AR logo on their own site. Thereby the member companies can show 

that they are a member of AR and AR can receive attention and traffic to their website if 
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visitors to member companies‘ sites, that have an AR logo, click on the logo. But, as the 

website analysis show, the absence of traffic to AR‘s website from any of the member 

companies of the cluster could mean that AR have failed to get the members to use AR‘s logo 

on their websites. Another reason could of course be that the member companies themselves 

have a low visitor count and that their visitors are mainly people who already are familiar 

with AR. However, this is just speculation and not part of our website analysis. What we can 

say though is that the lack of referrals from member sites means that something is not 

working as intended, but the intention is a good one and AR should try to intensify their effort 

in getting their members to put AR‘s logo on their websites. To sum up, the use of online ads 

and promotions does not seem to fit AR in the traditional sense, i.e. by paying for exposure 

online. However, what AR is doing now; getting free exposure on other websites by 

participating in events and thereby get referred to by some websites, as well as trying to get 

their own logo (with a clickable link) to their member companies‘ websites and thereby get 

traffic and attention this way, is positive and something to keep up.  

6.2.3 Online Communities 

With online communities being a good source of information on users or customers' feelings 

and attitudes for organizations (Fill, 2005; Chaffey et al., 2000) and since other cluster 

organizations seems to be using them (Benchmark with AA, 2009) this could be a good way 

for AR to get a feel for their target audience, in this case the youths and the students that 

could develop an interest for automation and might want to get an education that could lead to 

jobs in the industry (Interview with AR‘s vice Process Leader, 2009; Interview with AR‘s 

Information Manager, 2009). As AR‘s vice Process Leader (interview, 2009) mentions, AR 

does not only work for the immediate recruitment of worker, they also want to target future 

potential workers. As mentioned above this would mean getting youths, and even children, 

interested in automation and it seems that online communities would be a great way to get in 

contact with these audiences. As online communities may be of great use to enable the 

organization to adapt to the customers' wishes and thrive from this (Fill, 2005; Chaffey et al., 

2000) AR can listen to these audiences and perhaps develop relevant university programs with 

the help of their cluster members who know the industry as well as their contact with the 

academia (Interview with AR‘s vice Process Leader, 2009). These developments are 

something that the Competence Group works with (Ibid.).  

The communities are not just for the company to learn what their users want, it also works the 

other way around meaning that the users can learn from the company and then pass that new 

knowledge on to others increasing the word-of-mouth promotion of the organization. 

(Chaffey et al., 2000) With that, AR can gain another channel through which communication 

takes place and that we discussed in the section above - word-of-mouth, in this case as an 

indirect form of message spreading that then becomes the result of ―word-spreading‖ within 

the online communities. As AR still is a rather small organization and has a management 

consisting of only three people, (Interview with AR‘s Information Manager, 2009) setting up 

a community themselves on their own website (Chaffey et al., 2000; Armstrong & Kotler, 

2008) is not to be recommended. Not just because of the extra work of maintaining the 

community with limited staff, but also because setting up an own in-housed community can 

be potentially damage the brand if the customers publish criticism. (Chaffey et al., 2000) An 

additional risk is that company may be unable to get enough people to contribute to the 

company-owned community (Chaffey et al., 2000) and as the analysis of the website shows, it 

is not optimal for including a community (see 6.1 Analysis of Automation Region’s website – 

how is it used today?). Perhaps when/if AR grows and gets more members and more staff to 
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the cluster organization, the use of their own in-house community could be considered an 

alternative. 

6.2.4 E-Mail 

E-mail is something that AR is currently using (Interview with AR‘s Process Leader, 2009) 

and as it is considered an important online marketing tool (Armstrong & Kotler, 2008) and 

also used by similar organizations (Benchmark IDC, 2009) this usage should continue. As we 

concluded in the analysis of the website, the e-mails that were sent out also had a profound 

effect on the website activity and traffic (see 6.1 Analysis of Automation Region’s website – 

how is it used today?). AR‘s Process Leader (interview, 2009) mentioned that their e-mail 

usage was rather intense and that they ―bombarded‖ the recipients with e-mails. This is not to 

be recommended though, as companies must be careful that they do not cause anger among 

Internet users who already are overloaded with junk e-mail (Armstrong & Kotler, 2008). It is 

important that the e-mails are only sent when they say something newsworthy and the e-mails 

cannot be sent to frequently if the organization wants to keep the receivers interest. (Chaffey 

et al., 2000) The newsletters AR sends out obviously are quite newsworthy since their 

purpose is to provide news. The mentioned ―mail-bombings‖ however, are more questionable 

since the focus on inviting people to different activities (Interview with AR‘s Process Leader, 

2009) and therefore could be seen as junk e-mail. For that reason, it would seem as a good 

idea to reconsider the value in sending out so many e-mail of this kind. Another important 

thing to remember is to give the user the opportunity to stop the subscription and be taken off 

the mailing list (Chaffey et al., 2000) and this is provided by AR via their website (see 5.4.1 

Presentation of automationregion.com). 

6.2.5 Micro Sites 

AR does not currently operate a micro site, but the usage of a micro site could be of great 

benefit to AR for marketing purposes though, as some of the advantages are that these sites 

are often much less expensive to set up than the traditional site and they are also particularly 

proficient at achieving responsiveness (Fill, 2005). As stated, the usage of banners and other 

online ads in the traditional sense (i.e. paying for exposure online) probably would not yield 

satisfactory results for AR, instead micro sites could be used for the same purpose. Click 

troughs to micro sites are also higher than through, for example, banners (Fill, 2005). Other 

automation clusters have used micro sites with great results (Benchmark IDC, 2009) and a 

good example for the use of a micro site could be the promotion of jobs in the automation 

industry, as this is something that AR has some ideas about making more clear (Interview 

with AR‘s vice Process Leader, 2009). Spreading the word about automation could also be a 

task for a micro site. This ―word-spreading‖ is one of AR‘s goals (Interview with AR‘s 

Process Leader, 2009) and as the analysis of the website show, the interest is there (see 6.1 

Analysis of Automation Region’s website – how is it used today?) but due to the fact that the 

site mainly focuses on internal visitors and is presented in a way that favors these kind of 

visitors (Interview with AR‘s vice Process Leader, 2009) the usage of a micro site, instead of 

changing the design of the current website, comes across as a suitable option. Another upside 

with micro sites is that they are better suited for search engine results (Magill, 2006) which in 

the case of AR also would be beneficial. The website analysis results show that search 

engines yield a high count New Visits to the site but the Bounce Rate is high and that could 

indicate a rather dull website for the visitors (see 6.1 Analysis of Automation Region’s website 

– how is it used today?) - something that a micro site could change. As mentioned, a 

successful project involving a micro site has been indentified within another cluster 

organization, where the micro site is considered the most important marketing tool for the 

project that it promotes (Benchmark with IDC, 2009). AR has to be careful when considering 
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micro sites though, as there are some risks involved with the usage as well. One of these risks 

being that if the micro site is not maintained with the same care as the main website it could 

instead end up weakening an organization‘s brand. (Magill, 2006) 

6.2.6 Blogs 

Blogs are another potential tool for AR to use. The literature is considering the blog to be an 

innovative communicating tool for businesses and even state that blogs can be used to help 

organizations to reach their goals (Mazurek, 2008). One of the benchmarked automation 

clusters uses a blog with positive outcome in one of their projects (Benchmark with IDC, 

2009) which also speaks for blog usage in AR‘s operations. With corporate blogs being able 

to provide organizations with unique opportunities to interact with employees and other 

clients (Mazurek, 2008) AR can use them to spread the word about the automation industry 

and what kind of jobs and educational programs that are available for those interested or those 

who just want to have a job in the future, as the automation industry is predicted to produce a 

lot of work opportunities (Interview with AR‘s Information Manager, 2009). Also, AR‘s vice 

Process Leader (Interview, 2009) mentions that there is a will to communicate with the target 

audience by providing information about ongoing activities and other interesting information 

about AR. This is something that the use of blog, as mentioned, could help AR to do. With the 

key prerequisites for corporate blogs being: informal language, dialog with readers, regular 

postings, integration with other media and content, and clear rules and purpose of publishing 

(Mazurek, 2008) AR can probably interact on a more informal level with the youth, who most 

likely are more familiar with informal occasions.  

AR could also take advantage of the (expected) rise in traffic to their website (if that is where 

they would place the blog) as blogs raise the popularity of websites (Mazurek, 2008), and this 

could in return yield extended exposure for AR‘s member companies. In fact, corporate blogs 

can be perfectly implemented in companies‘ like AR‘s websites for increased brand building 

and information providing. (Mazurek, 2008) Another potential usage of a blog could be for 

the two work groups (Competence and Communication) as blogging is a new and informal 

way of communication with the environment (Mazurek, 2008). As the groups consists of 

several people, all with different skills and knowledge (Interview with AR‘s vice Process 

Leader, 2009; Interview with AR‘s Information Manager, 2009) the usage of the group 

corporate blog type, in which many members of the organization contribute to the blog, 

(Mazurek, 2008) could be beneficial. The usage of blogs can mean a risk of losing control of 

the information strategy though, and problems with disclosure of important and secret 

information from the company to the public can arise. Therefore the organization‘s specific 

situation is important to consider (Mazurek, 2008). But in the case of AR, they have 

previously stated that they do not have any ―secrets‖ and are open with their goals and 

strategies (Interview with AR‘s Information Manager, 2009), hence this should not be a 

concern for AR. 

6.2.7 Intranet/Extranet 

As the analysis of AR‘s website has shown, the main visitor behavior can be considered to 

mimic that of an Intranet/Extranet (see 6.1 Analysis of Automation Region’s website – how is 

it used today?) and that would indicate that an intranet/extranet could be of use to AR and its 

members. Also, other cluster organizations seem to use them (Benchmark with IDC, 2009; 

Benchmark with AA, 2009) which is an indication that they could be of value to AR as well. 

An Intranet/Extranet can of course be used for different kinds of internal information 

exchanges within a business and is a simple and effective way to share information 

(Fredholm, 2002) but the case being that AR has very few employees within the cluster 
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organization (Interview with AR‘s vice Process Leader, 2009) the information sharing is 

probably rather limited and can probably be comprised to e-mails and telephone calls. As an 

Intranet/Extranet can be described as an internal organizational or corporate Internet that 

prevents intrusions by unauthorized users (Bark et al., 2002) and be limited for some users by 

using different permissions (Bland, 2002) it can be thought of as valuable when the 

organization has a lot of secret documents and crucial hidden information. But as stated, AR 

does not have any secrets and are very open with anything they do and have all the documents 

on their website available for all visitors to see and download (Interview with AR‘s 

Information Manager, 2009), and this would imply that the website already is sufficient in 

providing the Intranet/Extranet-like qualities that a ―real‖ Intranet/Extranet would provide. 

Another reason that point toward not getting a ―real‖ Intranet/Extranet‖ for AR is the fact that 

Intranets/Extranets can be quite large projects and become very expensive and time 

consuming (Bland, 2002). The problem though is that the website is being used as an 

Intranet/Extranet and mainly being targeted toward people already familiar with AR and not 

that directed towards the new external visitors (see 6.1 Analysis of Automation Region’s 

website – how is it used today?). And this problem could possibly be solved using an 

Intranet/Extranet that the returning visitors could log in to and then be greeted with their own 

personal layout and thus leaving the rest of the site more appealing to the external visitors. 

But, another way to attract the external visitors could instead be some of the other forms of 

Internet tools previously discussed, e.g. micro site, online community etc. and thereby not 

having to spend a lot of money on an Intranet/Extranet. 

6.2.8 Summary on how AR can utilize the Internet to achieve their goals 

Figure 6.1 below summarizes the second part of our analysis, i.e. how AR can utilize the 

Internet to achieve their goals. This figure (6.1) is based on figure 4.3 presented in the 

framework of ideas chapter, with the difference that AR, their goals and their different 

channels are included. The figure shows how AR‘s Internet channel and hence their online 

presence can be utilized to achieve the goals that are have set up. This means that the results 

from all of the analyzed internet tools (e.g. blogs) are summarized in the figure. We have also 

indicated if AR is currently using the specific tool or if there is a potential for future use, with 

―C‖ meaning currently using and ―P‖ meaning potential usage. 
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Figure 6.1 - Summary of the analysis on how AR can utilize the Internet to achieve their 

goals. The Internet tools have a capital letter in front of them, “C” means that AR is currently 

using the tool and “P” means that AR could potentially use the tool (own compilation).  
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7 Conclusions 

The purpose of this study was “to gain a deeper understanding of how cluster organizations 

like Automation Region may use the Internet to achieve its goals, and by doing this also be 

able to give recommendations on how Automation Region can benefit from the use of the 

Internet as their primary channel for goal achievement.” In this chapter we present the 

conclusions of our study. The chapter continues with the recommendations and ends with 

suggestions for future research. 

7.1 Overall conclusions 

Our study show that AR has acknowledged the fact that the Internet can be beneficial for their 

organization, but has not explored this much further due to facts such as few active 

employees, that the cluster is relatively newly started and other tasks have been of a higher 

priority. AR‘s website is relatively new as well (the state it is in today at least). In our 

benchmarking we have found that other automation cluster organizations are much further 

developed as far as their online presence goes, and this bodes well for AR‘s further 

development of their online presence which then ultimately should increase their chances of 

achieving their goals. These benchmarked organizations have both more employees than AR 

and has also existed longer. This means that AR could grow its online presence as they 

themselves grow as an organization. One advantage AR has is that so many other automation 

cluster organizations have tried (and probably failed on several occasions) different tools on 

the Internet for their own goals and purposes and should be able to provide AR with 

information, based on their experience, that could increase the chances for success in AR‘s 

own goal achieving. 

7.1.1 How Automation Region’s website is used today 

As we declared in our problem statement we had a difficulty seeing how AR‘s website, as it 

looks and functions today, were to achieve AR‘s goals and objectives and we also found it 

difficult to see how AR should do in order to expose its website and its brand to its target 

audience. The analysis of the website then confirmed our suspicions. AR seem to have a 

problem with attracting external visitors to their website, and the ones that do enter the site 

does not stay long enough to make any sense of it. If the goals of increased exposure for the 

automation industry as well as getting youths and children interested in automation should be 

achieved, a first step is to do something about this problem. But although the website has 

some problems with attracting external visitors, the so called internal visitors are instead 

plentiful on the site. AR‘s Process Leader mentioned that a hope for the websites existence is 

to work as an Intranet for people affiliated with AR, and we can conclude that the site 

definitely is being used in this way. AR‘s management however also mentions that the 

website is used for marketing purposes and that the website is subordinate to their goals, i.e. 

the website should in fact support AR‘s strivings for increased exposure and the attracting of 

competence. But as discussed above, this is not the case. Another conclusion is therefore that 

AR should be able to increase the probability of achieving their goals by further enhancing the 

use of the Internet tools they currently have (website and e-mail), and also by expanding their 

online presence with the use of several other potential Internet tools. We have analyzed 

several different Internet tools and the ones we have identified as potentially being of great 

use for AR in their goal achieving activities are: Websites, Ads and Promotions, E-mail, 

Online Community, Blogs, and Micro sites. Intranet/Extranet on the other hand is not 

something we can recommend at this time. More details on each of the tools are presented 

under the Recommendations part of our conclusions chapter. 
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One of the most interesting findings in our analysis of AR‘s website were, apart from the 

already discussed Intranet-like usage, was that a site search engine (SSE) seams to be sought 

after. A rather obvious way of making information finding easier is by searching for it, either 

by using some of the established Internet search engines or by having a way of searching a 

specific site on the site itself. When we started our research for this study and evaluated AR‘s 

website some way of searching for information was something we ourselves missed on the 

site, so an obvious recommendation would be to apply some form of SSE on AR‘s site. But 

just recommending this based on our own preferences would not be sufficient, as we in this 

case represent a whole different category than AR‘s current and potential target audience. 

Therefore we found it surprising and interesting when the website analysis program picked up 

on a site search (that time by using one of the established Internet search engines). This 

revelation made us confident that it was not just us having problems finding what we wanted 

in as little time as possible and the recommendation now becomes more reliable.  

7.1.2 Cluster organizations in general 

What we also have seen in our benchmarking with other automation cluster organizations, 

there is room for much improvement for similar cluster organizations, e.g. AR, when it comes 

to the online presence. We can also conclude however, that there is a rather big difference in 

the way automation cluster organizations present themselves online and what kind of Internet 

tools they use to market themselves and to achieve their goals and objectives. The other 

automation cluster organizations we have benchmarked use a variety of different Internet 

tools in order to achieve their goals. IDC of West Sweden for example uses both blogs and 

micro sites in order to market specific events. But as stated, the benchmarked cluster 

organizations have more employees than AR, and therefore probably greater opportunities to 

embrace different Internet tools. Another conclusion regarding cluster organizations in 

general is that they seem to value their website and believe that improvements on it may result 

in better marketing and in the end in benefits for the member companies. This was, as 

mentioned, something we found both within AR as well as in the benchmarked organizations. 

In the case of AR though, the already present website seem to have been given all the 

attention for when considering new ways to improve their marketing online. As has been 

discussed above we believe, and our research shows, that other tools may improve their 

marketing abilities greatly and thereby achieving the explicitly set goals for the cluster 

organization. Therefore the next part discusses our recommendations for AR, concerning what 

different Internet tools they should consider either enhancing or start using/exploring. 

7.2 Recommendations 

Below are our recommendations for AR’s further utilization of the Internet, i.e. which of the 

different available Internet tools to use to get closer to the achievement of their goals. 

As mentioned, the Internet tools we have identified as potentially being of great use for AR in 

their goal achieving activities are: Websites (continue with their current as a means of 

satisfying internal visitors), Ads and Promotions (affiliate alliances), E-mail (newsworthy 

send outs), Online Community (existing external community at first, their own when as they 

grow larger), Blogs (mainly targeted at the younger audiences, group corporate blogs is 

another option), and Micro sites (mainly for promoting jobs in the industry etc.). Note that we 

understand that it probably would be difficult for AR to pursuit all of the recommended 

Internet tools, at least in the short run. We do however believe that all of the recommended 

tools are suitable for AR and in the long run they all could be used to help AR achieve their 

goals. 
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7.2.1 Websites (recommended) 

We recommend that AR continue to improve their website, as they have clear intentions of 

doing. The main focus should lay in attracting external visitors who are or may be interested 

in the automation industry or who are looking for an education that can lead to jobs in that 

industry. A way of doing this and still keep the internal visitors satisfied is to apply a log-in 

page that these internal visitors can use to get the information that they are looking for 

without having to get overall information about the industry, job opportunities etc. i.e. things 

that are of more interest to external visitors. Another important feature we would recommend 

is the previously mentioned site search engine (SSE). By using a SSE, the visitor can find 

what they are looking for faster and easier than by ―clicking around‖ trying to make sense of 

the sites design and navigation. This also makes the site design irrelevant when it comes to 

just quickly finding something on the site. Many search engines have ways for searching on 

just a specific site and some can even be applied as an internal search engine sponsored by 

that specific search engine company. This is both an easy and inexpensive way of getting a 

SSE to AR‘s website. 

7.2.2 Ads and Promotions (recommended) 

We do not recommend the traditional use of online ads and promotions, i.e. that AR pays for 

exposure online. Viral marketing is not recommended either. However, affiliate alliances can 

be recommended as a potentially useable tool for AR. AR can get closer to achieving their 

goals by having their logo placed on their members‘ websites. AR already invites their 

members to place AR‘s logo on their own websites, but as mentioned the website analysis 

show that this does not seem to work that effectively as of today. We therefore recommend 

that these efforts are intensified, i.e. more actively try to make their members refer to AR on 

their own websites.  

7.2.3 E-mail (recommended) 

When it comes to the e-mail marketing, this seems to work in favor for AR, at least in getting 

visitors to their website. And therefore we recommend that this continues to be used, but that 

the e-mails continue to be newsworthy and that AR avoid ―mail-bombings‖. 

7.2.4 Online Community (recommended) 

The online communities are an excellent way of both spreading AR‘s message and listening 

to their target and potential audience. A community engagement should not require that much 

work for AR. Our recommendation is therefore that AR joins an online community for people 

already interested and associated with the automation industry, perhaps from another country, 

and thereby gain valuable knowledge on how they can improve what they already have and 

how they can benefit from ideas and experience from the other community members. We also 

recommend activity in some form of student community, and in this community, rather than 

listening and learning, they should educate and inform with the intention of attracting students 

and potential competent future workers to the trade. 

7.2.5 Blogs (recommended) 

Another good way of achieving the exchange in information discussed above, although not as 

interactive, is the usage of a corporate blog. The popularity of blogs should in it self mean 

good potential for at least some readers/followers of an AR blog. Depending on how often the 

blog is updated and how long the individual posts are, the time required to run a blog can 

vary. But the potential far outplays the drawbacks in work load for AR, in our view. Our 

recommendation then, is that AR should start a blog focusing on making the automation 
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industry interesting and appealing to youths. This can be done by writing informally and in a 

way that blogs aimed at this category often is presented. Also by connecting the automation 

industry to real world events that these young ones can relate to should increase the interest 

within these target groups 

7.2.6 Micro sites (recommended) 

We also want to recommend micro sites as a means of achieving AR‘s goals. This can also 

work in unison with the previously mentioned blog, meaning that a micro site which for 

example focuses on the job opportunities available within the trade can be complemented with 

a blog that is updated with interesting news regarding this segment. The potential usage for 

micro sites for AR is rather large. Examples may include, as mentioned, a site about job 

opportunities in the automation industry and in the region, one about that which people 

probably did not know about automation and its many areas of usage etc. Only the 

imagination and the priority AR gives the micro site sets the limit, but the main focus should 

be on presenting a more fun and interest arousing site than their own corporate site, which (as 

witch many similar corporate sites) might be regarded as rather dull. 

7.2.7 Intranet/Extranet (not recommended) 

We do not recommend the usage of an Intranet/Extranet for AR since it seems that their 

website already is sufficient in providing the Intranet/Extranet-like qualities that a ―real‖ 

Intranet/Extranet would provide. So as long as AR‘s information sharing is rather limited and 

can be comprised to e-mails and telephone calls the use of a ―real‖ Intranet/Extranet is nor 

recommended. Two of the benchmarked cluster organizations use an Intranet and or Extranet, 

but as these cluster organizations have both more members and employees there need for a 

―real‖ Intranet/Extranet is bigger. Therefore depending on how AR will continue to evolve as 

an organization the use of Intranet/Extranet cannot be totally disregarded, but as mentioned 

we do not recommend the use of an Intranet/Extranet for AR today. 

7.3 Future research 

As our gathering of data from AR‘s website only progressed for 19 days, an obvious  further 

investigation would be to gather data for a longer duration, at least for three months but in 

order to get really good data, one year should be very interesting. Also further benchmarking 

can be performed, as it seems to be a very large amount of clusters in the world and even with 

a specific cluster such as an automation cluster, there are quite a few to look at. Therefore it 

would be interesting to compare at least 5-10 automation clusters all over the world and se the 

differences and similarities that might exist. If AR chooses to embrace some or all of the 

recommended tools it would also be interesting to closer examine if these tools actually bring 

about the positive effects that we in this study have suggested that they could. 
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Appendix A – Interview with Information Manager and Partner 

The interview questions from the interview with AR’s Information Manager held in April 8
th

 

2009 are presented here. 

Interview questions 

 What are your respective roles within Automation Region (AR)? 

o What is Stenvall & Partner AB? 

 How is AR built up? 

o We have understood that there is two work group within AR, one focused on 

recruitment and competence and the other on communication. Can you tell us 

more about these groups? 

o How does the work within these groups look like? 

 What is the meaning behind the website? When we look at it we get the feeling that it 

is more like an intranet and not supposed to spread AR‘s message. 

 Can you tell us more about the different channels, and their significance, that AR uses 

to reach its goals? How are they prioritized? How are resources divided? 

 On the website and in the brochures it says that one of AR‘s purposes is: ―The purpose 

is to strengthen and make visible Sweden‘s automation industry and our great 

automation and production knowledge‖. What does strengthen mean? Make visible to 

whom?  
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Appendix B – Additional interview with Information Manager 

The interview questions from the additional e-mail interview with AR’s Information Manager 

held in May 7
th

 2009 are presented here. 

Interview questions 

 What is the purpose with Automation Region‘s website? 

o Why does it exist? 

o Are there any directives for the use of the website? 
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Appendix C – Interview with vice Process Leader 

The interview questions from the interview with AR’s vice Process Leader held in May 9
th
 

2009 are presented here. 

Interview questions 

 Can you tell us about your role within AR 

o What is your professional title? 

o How would you define AR as an organization? 

 Can you tell us about the Competence group? 

o Who besides who are involved in it? 

 Does the Competence group use the Internet? 

o How? 

o Could it be used differently? 

 What does AR do practically to reach the two goals? 

o How is AR‘s brand built up? 

o Which are the different channels used? 

o How important is the Internet? 

o Are there any restrictions or directives concerning AR‘s use of resources? 

 What is the purpose of the website? 

o Why does it exist? 

o How does it work today? 

o Could it be used in any different way? 
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Appendix D – Interview with Process Leader 

The interview questions from the interview with AR’s Process Leader held in May 13
th
 2009 

are presented here. 

Interview questions 

 What does it mean to be AR‘s Process Leader? 

 What is done to work towards AR‘s two main goals? 

o How does AR create their brand? 

o What are the different channels used? 

o How is the Internet used as a channel? 

o Are there any directives or restrictions about how AR‘s resources are to be 

used? 

o Can you see any shortcomings in AR‘s operation methods or the channels 

used? 

 What is the purpose of the website? 

o Why does it exist? 

o How does it work in the current situation? 

o Could it be used in any different way? 

 Does AR cooperate with any other clusters? 

o If yes, with who and how? 

o If no, is there a will to do this? 
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Appendix E – Benchmarking with ATC of Westsweden 

The interview questions from the telephone interview with ATCW’s Cluster Manager held in 

May 11
th

 2009 are presented here. 

Interview questions 

 Can you tell us about ATC? 

o How would you define the organization? 

o Can you tell us about your role? 

o What is your professional title? 

o What goals does the organization have? 

o Can you tell us about cluster-to-cluster? 

o Do you cooperate with academy in some way? 

 Can you tell about your cooperation with Automation Alley? 

o How did you come in contact with them? 

o How is the relationship handled now? 

 One of your goals is to cooperate with other clusters. 

o How do you come in contact with other clusters? 

o How do you find information about other clusters? 

 How do you market the cluster? 

o What are the different channels used? 

o How is the Internet used for this? 

o Could the Internet be used differently? 

 What is the purpose of your website? 

o Why does it exist? 

o How does it work today? 

o Could it be used in any different way? 
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Appendix F – Screenshots from automationregion.com 

Screenshots from automationregion.com will be presented here. For the full presentation of 

the website see 5.4.1 Presentation of automationregion.com. 

 

Figure 0.1 - Automationregion.com, the home page (Automationregion.com, 2009). 
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Figure 0.2 - Automationregion.com, the about page (Automationregion.com, 2009). 
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Appendix G – AR’s member companies’ Swedish offices 

This appendix displays AR’s member companies’ offices in Sweden. The table is categorized 

into the different cities that AR’s member companies’ have offices in. These cities are then 

sorted in descending order starting with the city with the most offices. Note that the Stockholm 

offices have been specified to their specific location.  

Location # 
   Västerås 21 
    Stockholm 11   Kista 5 

 Göteborg 7 
 

Not specified 2 

 Linköping 4 
 

Sollentuna 1 

 Malmö 4 
 

Solna 1 

 Karlstad 3 
 

Sundbyberg 1 

 Uppsala 3 
 

Täby 1 

 Degerfors 2 
    Luleå 2 
    Lund 2 
    Norrköping 2 
    Sundsvall 2 
    Alfta 1 
    Alingsås 1 
    Eskilstuna 1 
    Figeholm 1 
    Gävle 1 
    Helsingborg 1 
    Hudiksvall 1 
    Huskvarna 1 
    Hässleholm 1 
    Jönköping 1 
    Karlskrona 1 
    Landskrona 1 
    Ludvika 1 
    Mariestad 1 
    Mölndal 1 
    Nyköping 1 
    Nässjö 1 
    Piteå 1 
    Skellefteå 1 
    Stora Sundby 1 
    Storvik 1 
    Uddevalla 1 
    Umeå 1 
    Örebro 1 
    Örnsköldsvik 1 
   0.1 - List of AR's member companies' offices in Sweden (own compilation).  
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Appendix H – AR’s members 

This appendix presents a list of AR’s members, divides into companies, and support 

organizations and partners. 

Companies 

 
Support organizations and partners 

ABB Automation Products 

 
Europeiska unionen 

ABB Corporate Research 

 
Handelskammaren Mälardalen 

ABB Power Automation 

 
Jobba i Västerås 

ABB Process Automation 

 
Länsstyrelsen Västmanlands län 

ABB Robotics 

 
minST 

Acreo 

 
Mälardalens högskola, Västerås Eskilstuna 

Addiva 

 
Regionförbundet Örebro 

Aros Circle AB 

 
Robotdalen 

AutomationsAkuten 

 
Sustainable Business Mälardalen 

Beijer Electronics Automation 

 
Teknikbyn Science Park 

Bombardier 

 
Tekniska Föreningen 

CAG Mälardalen 

 
Västerås stad 

CC Systems 

 
Örebro universitet 

Embedded Knowledge 

  Enea 

  Flintec 

  ICA 

  Jubogruppen 

  Motion Control 

  Netcontrol 

  Novotek 

  Prevas 

  RealTest 

  Sensor Control 

  SICS 

  Tritech 

  Westermo 

  Westinghouse 

  Figure 0.1 - List of AR's members, consisting of companies, and support organizations and 

partners (Automationregion.com, 2009). 
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Appendix I – Screenshot of e-mail from AR 

This appendix shows a screenshot from one of the e-mails sent from AR that we have collected 

as data. 

 

Figure 0.1 - Screenshot of an e-mail sent from AR (own compilation). 
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Appendix J – Explained terms from Google Analytics 

This appendix explains the different program specific terms used in the data collected from 

the internet analysis tool Google Analytics. The information is gathered from Clifton (2008).  

% New Visits 

See Visit. 

(None) 

See Medium. 

Absolute Unique Visitor 

See Visitor. 

Average Pageviews 

See Pageviews. 

Avg. Time on Site 

The Average Time on Site is the average length of time spent by Visitors interacting with the 

website. It is calculated by dividing total time spent on the website with the total number of 

Visits. 

Bounce Rate 

A bounce in Google Analytics means that a visitor arrives on the website, views one single 

Page and then leaves the site by either closing down the browser or moving on to another 

website. The formula for calculating a page‘s Bounce Rate is; dividing the number of single 

page visits to that page with the number of times that page was an entry page. The Bounce 

Rate for the whole website then, is the total number of single page visits divided with the total 

number of visits. The Bounce Rate for single pages will sometimes be very high since the 

Bounce Rate on a single page only includes traffic that has that specific page as their entry 

page. This means that visitors who know what they are after go straight to that page, finds it, 

and then leaves the page, and therefore generates a bounce. 

Direct 

See Source. 

Entry page 

The Entry Page is the first Page within the website visited by the Visitor. This means that 

every page within the website is a potential entry page for every visitor that enters the 

website. 

Exit Rate 

The Exit rate (not to be confused with Bounce Rate) refers to the percentage of visitors that 

leave the website on the last specific Page viewed. The formula to calculate this is; the 

number of Pageviews on that page divided with the number of visitors leaving the website on 

that page. The exit rate for the whole website is not displayed since it is always 100 %, this is 

because everyone who enters the website also must leave it at some point. 
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Keyword 

Keyword refers to the specific search phrase used by a Visitor to generate a link, a search 

engine result, to the website. 

Landing page 

A Landing Page is the Page a Visitor lands on (or arrive at) when they click through from a 

search engine result page. 

Medium 

Medium refers to the online channel used by the Visitor to enter the website. The different 

mediums are; Organic, Referral, and (none). The organic label is given to visitors entering the 

website through a non-paid search engine result. The referral label is applied to visitors 

entering the website via a link on e.g. another website. The (none) label is given to visitors 

that enter the website by typing the URL directly into the web browser. 

New Visitor 

See Visitor. 

Organic 

See Medium. 

Page 

In Google Analytics the term Page refers to the pages that together makes up for the entire 

analyzed website, i.e. the different part of the website that a Visitor can Visit. Page/Visit 

shows how many pages the average visit contains and it is calculated by dividing the total 

number of Pageviews with the total number of visits. 

Page/Visit 

See Page. 

Pageviews 

When a Visitor visits a specific Page within the website that visit is logged as a Pageview, i.e. 

that page has been viewed. Every time this or another visitor visits the same the page another 

pageview on this page will be registered. Unique Pageviews however, means that every 

visitor behind the Unique Pageviews are also unique, i.e. if a visitor visits the same page twice 

two Pageviews will be registered, but only one unique pageview. Average Pageviews is used 

to show how many pages are visited in average per visit, and it is calculated by dividing the 

total number of Pageviews with the total number of visits. 

Referral 

See Medium. 

Returning Visitor 

See Visitor. 

Robots 

The most common Robots (sometimes called Spiders or Web crawlers) are used by search 

engines when they fetch and index pages. They can also be used to check server performance 
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or page scrapping among other things. Robots affect web analytics tools since they sometimes 

can be registered as a real Visitor. This is however a problem mainly for web analysis tools 

using logfile solutions and Google Analytics uses page tagging and is thereby not as affected 

by these problems. Unfortunately it is hard to completely filter out these robots since there are 

so many different kinds, which means that robots potentially can stand for some of the 

websites traffic registered by the web analysis tool. 

Source 

The Source indicates the Referral site, i.e. another website containing a link to the website in 

question, that the Visitor used to get into that website. Common referral sites are search 

engine sites and links on partner organization sites, but the referral site can theoretically by 

any website on the Internet. If the visitor typed the website‘s URL directly into the web 

browser, or uses a bookmarked link, the label Direct is used. 

Spiders 

See Robots. 

Unique Pageviews 

See Pageviews. 

Visit 

A visit is the interactions a Visitor makes within the website in one session, i.e. without 

leaving the website. This means that a visit consists of one or more Pageviews. The % New 

Visits refers to how many of the visits are from New (or Absolute Unique) visitors. It is 

calculated by dividing new visitors with the total number of visits. 

Visitor 

When someone enters the website and starts a visit, containing one or more Pageviews, they 

become a Visitor. The visitor can be of two different types; New (or Absolute Unique), and 

Returning. A new (or absolute unique) visitor is someone who has not visited the website 

before, and the returning visitor is the opposite, i.e. a visitor that has visited the website 

before. 

Web Crawlers 

See Robots. 
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Appendix K – Explained AR-specific terms from Google Analytics 

This appendix explains the AR-specific terms used in the data from Google Analytics to 

describe the website. 

About.php 

About.php refers to the about page described in 5.4.1 Presentation of automationregion.com. 

There are also about.php pages with specific ID‘s, for example about.php?ID=15, which refer 

to the different pages in the about pages sub menu. These are; ID=15 which leads to the 

steering committee page, ID=16 which leads to the said about Automation Region page, 

ID=17 which leads to the about automation page, ID=19 which leads to the to be a member 

page, ID=20 which leads to the get our brochure page, and ID=21 which leads to the 

automation industry page. 

Agenda.php 

Agenda.php refers to the activities page described in 5.4.1 Presentation of 

automationregion.com. 

Aktivitet.php 

Aktivitet.php refers to the same page that documents.php described in 5.4.1 Presentation of 

automationregion.com. 

Anmalan.php 

Anmalan.php refers to the pages where the visitor can register for a specific coming activity 

(described in 5.4.1 Presentation of automationregion.com) available on the website. Every 

specific anmalan.php page then gets a specific ID that is used to display the page, and 

therefore the visitor do not visit anmalan.php itself (since there is no link to it on the website) 

they visit for example /anmalan.php?Ev=E090512, which is linked on the specific events.php 

page that it belongs to. 

Arbetsmarknad.php 

Arbetsmarknad.php refers to the labor market page described in 5.4.1 Presentation of 

automationregion.com. 

Arkiv.php 

Arkiv.php refers to the archive page described in 5.4.1 Presentation of automationregion.com. 

Contact.php 

Contact.php refers to the contact page described in 5.4.1 Presentation of 

automationregion.com. 

Deltagarlista.php 

Deltagarlista.php refers to the pages with information about who are registered for a specific 

coming activity (described in 5.4.1 Presentation of automationregion.com) available on the 

website. Every specific deltagarlista.php page then gets a specific ID that is used to display 

the page, and therefore the visitor do not visit deltagarlista.php itself (since there is no link to 

it on the website) they visit for example /deltagarlista.php?Ev=E090512, which is linked on 

the specific events.php page that it belongs to. 
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Document.php 

Document.php refers to the documents page described in 5.4.1 Presentation of 

automationregion.com. 

Download.php 

Download.php refers to the downloadable .pdf-documents that are available at document.php. 

The different .pdf-documents are separated with unique ID‘s, for example 

/download.php?Ev=E090401&Ref=090423_vikenmark.pdf. 

Download_doc.php 

Download_doc.php contains information about a specific activity listed under documents.php. 

The specific activities are separated with ID‘s, for example 

/download_doc.php?Ev=E090401&ID=38. This means that several unique 

download_doc.php pages are listed in documents.php at the same time. 

E_news.php 

E_news.php refers to the page where the visitor can sign up for a subscription of AR‘s 

newsletters and invites. It is linked on main.php. 

Events.php 

Events.php refers to the pages with information about the specific coming and carried out 

activities (described in 5.4.1 Presentation of automationregion.com) available on the website. 

Every specific event then gets a specific ID that is used to display the activity, and therefore 

the visitor do not visit events.php itself (since there is no link to it on the website) they visit 

for example /events.php?Ev=&ID=20, which is linked on agenda.php. 

Forskning.php 

Forskning.php refers to the research page described in 5.4.1 Presentation of 

automationregion.com. 

Main.php 

Main.php refers to the home page described in 5.4.1 Presentation of automationregion.com. 

Members.php 

Members.php refers to the member companies page described in 5.4.1 Presentation of 

automationregion.com. This page then contains links to members1.php and members2.php. 

Members1.php refers to a page listing AR‘s member companies, who all also have their own 

page which is members1.php followed by an ID, for example /members1.php?ID=7. The 

same principle applies for member2.php, but with support organizations and partners instead. 

Newsgenerator.php 

Newsgenrator.php refers to the pages with information about the specific news (described in 

5.4.1 Presentation of automationregion.com) available on the website. Every specific news 

article then gets a specific ID that is used to display the article, and therefore the visitor do not 

visit newsgenerator.php itself (since there is no link to it on the website) they visit for 

example /newsgenerator.php?ID=39, which is linked on either main.php or arkiv.php. 
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Planering.php 

Planering.php refers to the meetings page described in 5.4.1 Presentation of 

automationregion.com. 

Press.php 

Press.php refers to the press page described in 5.4.1 Presentation of automationregion.com. 
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Appendix L – Google Analytics data 
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Report figure 1 - Benchmarking. 
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Report figure 2 - Map overlay. 
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Report figure 3 - Country detail, Turkey. 
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Report figure 4 - Country detail, Sweden 
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Report figure 5 - All traffic sources. 
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Report figure 6 - Referring site, Enea.com 

 

Report figure 7 - Search engines. 
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Report figure 8 - Keywords. 
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Report figure 9 - Top content. 
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Report figure 10 - Content detail. /about.php?ID=21. 
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Report figure 11 - Navigation summary, /about.php. 
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Report figure 12 - New vs. returning visitors. 

 

Report figure 13 - Length of visit. 

 


