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Introduction
[bookmark: _GoBack]The author of chapter five Pierre Berthon discusses about promotion and purchase in measuring and effectiveness using the internet. In this chapter, the author provides detailed information on the Web as an outstanding feature in the 20th century. Its use as a medium of advertising using theoretical models of consumer and industrial buying behavior. Berthon  also explores the development of a model which makes it efficient to have a conversion of the consumer from being an inactive user of the internet to an active user. According to the author, the model serves in the development of propositions used in research. 
In exploring the Web as a remarkable feature in the 20th century, the author has compared the features of the traditional broadcasting media to the internet. In comparison to the traditional broadcasting media, the Web can provide a platform of communication for both the involved parties with no restriction of time or a face to face presence. 
 The growth of the Web is due to its outstanding features. It has no time restriction, and it has offered an audience to the much broader internet. Anyone can access it, it does not require a face to face presence, and it has no distance limitation.  
In serving as a medium of advertising and marketing, the author discusses how the Web acts as a link between an electronic trade show and a virtual free market. In marketing, communication is the most vital aspect, and as seen in this chapter, the author has explored the different roles of the Web in marketing and advertising. One of the functions of web sites is to provide information about a product. By providing information about products in different web sites, it has made it easier for the internet users to know an item before purchasing it. 


The Web also offers a platform to the customers to provide their feedback or complaints about a particular product. In the conversion of surfers from being inactive or passive users to active users, the author has discussed a model of transformation of the Web process. The author has presented the model in a conceptual framework. In the model, the author has used different variables and measures to help analyze the model.
The author has sectioned the conversion model in six different stages. The objective of the first stage is to create awareness of the Web to the surfers. The second stage is about finding out who are the active and inactive users of the internet. The third stage aims at converting a surfer who is just a hit to a visitor on the site and persuades them to browse more.
The author has termed the capability of converting a visitor on the internet to one who can purchase as conversion efficiency. Conversion efficiency is the fourth stage of the model. The fifth stage is about turning the purchases to repurchases. To summarize the model, the author defines an index termed as Web site efficiency index. In this index, the objective is to measure the achievement of the goals of advertising and marketing.
Conclusion
I agree with this study that the Web has been able to achieve more than what the traditional broadcasting media could achieve. It serves as a medium of communication and also offers a platform for marketing and advertising for the international market. The internet also provides a platform of contact for people all over the world. A study of this kind is essential to the learners. The internet can provide a platform of communication between the parties involved, which was not the case for the traditional broadcast media.
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