E-Commer ce and the
Entrepreneur




The lnternet: Changing the Face
of Business

m [he most successful companies embrace the
Internet as a mechanism for transforming ther
companies and for changing everything about
the way they do business.

m |ntheworld of eecommerce, Size matters less
than speed and flexibility.

m High-volume, low-margin commodity products
are best suited for selling on the Web.




On-line Buyers
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Benefits of Selling on the\Web
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pportunity to Increase revenues
DIty to expand Into global markets

DIlity to remain open 24 hours a day,

seven days a week

m Capacity to usethe Web’s interactive
natur e to enhance customer service




Benefits of Selling on the\Web

m Power to educate and infoerm
m Ability to lower the cost of doing business

m Ability to spot new business opportunities
and capitalize on them

m Power to track salesresults




E-Commerce

m Survey: 3out of 4 small businesses donot yet
have a \Web site.

m Small companies account for mor e than 50%, of
all retail salesin the U.S., but they generate
only 9% of onlineretail sales.

m By 2003, small companieswill generate just 6%
of onlineretail sales.

m Why?




[Factorsto Consider Before
L aunching/inte E-Commerce

= How a company exploitsthe \Web's
Inter connectivity and the opportunities it
creates to transform relationsnips with
suppliers, customers, and othersiscrucial toits
SLICCESS.

m \Web success requiresa company to develop a
plan for integrating the Web into its overall

strategy.




[Factorsto Consider Before
L aunching/inte E-Commerce

m Developing a deep, lasting relationship with
customerstakes on even greater Importance on
the \Web.

m Creating a meaningful presence on the Web
reguires an ongoing investment of resources—
time, money, energy, and talent.

m Measuring the success of a \Web-based sales
effort Isessential to remaining relevant to
customer swhose tastes, needs, and preferences
constantly change.




12 Myths of E-Commerce

Miyth 1. Setting up a business on theWeb Is
easy and inexpensive:




Time Required to Develop an E-Commerce Site
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12 Myths of E-Commerce

Miyth 1. Setting up a business on theWeb Is
easy and inexpensive:

Myth 2: If | launch a site, customerswill
flock toIt.

Myth 3. Making money on the Web Is easy.

Myth 4: Privacy Is not an important issue
on the Web.




12 Myths of E-Commerce

Miyth 5: The most important part of any.
e-commer ce effort Istechnology.

Myth 6: Strategy? | don’t need a strategy
to sell on the Web! Just give me a\Web
Site and the rest will take care of Itself.

Myth 7. On the Web, customer servicels
not asimportant asit isin atraditional
retail store.




TFhe limpoertance of Service
on the\Welb

m Study: 75% of \Wel shopperswho fill their on-
Ine shopping carts become frustrated and
eave the site befor e checking out.

REeasons:

» Sitetoo slow

+ Sitelooks unprofessional

+ Sitedoesnot take credit cards
+ Checkout areatoo hard to find
+ Noreturn policy posted




Wihat Wen Shoppers Want

Retail Customers Business Customers
1. Compétitive prices 1. On-time déelivery.
2. Well-designed presentation | 2. Competitive prices
3. Good selection 3. Well-designed! presentation
4. Reliable shipping 4. Good selection
5. On-time déelivery 5. Easy ordering
6. Easy ordering 6. Valuable product info
/. Customer support /. Customer support
8. Valuable product info 8. Reliable shipping
9. Posted privacy policy 9. Posted privacy policy
10. User-friendly navigation | 10. User-friendly navigation




12 Myths of E-Commerce

118 Flash makes a\Web site better.
1 9: It’swhat’s up front that counts.

Myth 10: E-commerce will cause brick-
and-mortar retail storesto disappear.

Myth 11: The greatest opportunity for e-
commerceliesin theretail sector.

Myth 12:; It’stoo late to get on the Web.




Approachesito E-Commerce

m Online shopping malls

m Storefiront building services

m | nternet service providers (1 SPs)

m Hiring professionals to design a custom
Ste

m Building a site In-house




OnlineSaepping Malls

m Advantages:
s Simplicity
+ | ow cost
m Disadvantages:

+ Lack of prominence
+ Lack of control over site




Sterefront-Building Services

m Advantages:
s Simplicity
» | ow cost —aslittle as $100 to $500 per
month

m Disadvantages
+ Cookle-cutter approach
+ Handle only a limited number of products




| nter net Service Providers

m Provide many of the same fieatures as store-
front design services but offer more flexibility
and customized designs.

m Can grow with a company as itsonline sales
volume grows.

m \What to consider when choosing:
+ Cost
+ Downtime
+ Quality of backup systems
+ Capacity for hosting sites




HIring Proefessionals

n Key advantage: Ability toe customize a
site, making it anything an entrepreneur
wants.

m Major disadvantage: Cost

+ A custom-designed site can cost between
$10,000 and $30,000

+ A sitewith complete front-office and back-
office integration can cost more than
$500,000!




Building a Sitein-House

n Key advantage: Complete control over
the site and Its design, operation, and
maintenance.

m Major disadvantage: Cost of hiring staff.
+ Cost can reach $250,000 to $500,000




Strategies for E-Suceess

m Consider fiocusing on a mar ket niche.
m Develop a community.

m Attract visitors by giving away
“freebies.”

m M ake creative use of e-mail, but avoid
becoming a “ spammer.”




Strategies for E-Suceess

m Make sureyour Wep site says
“credibility.”

m Consider forming strategic alliances.
m Makethe most of the Web’s global reach.
m Promote your site online and offline.




Designing a Killer Welb Site

m Select a domain name that Is consistent
with the image you want to create for
your company and register It.

» Short
+ Memorable
+ Indicative of a company’s business

+ Easy to spell ‘.t-l-
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Designing a Killer Welb Site

m Be easy to find.
m Glve customerswhat they want.

m Establish hyperlinks with other
businesses, preferably those
selling complementary products.

® |nclude an e-mail option and a

telephone number In your site. ‘,
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Designing a Killer Welb Site

m Glve shoppersthe ability totrack
thelr ordersonline:

m Offer Web shoppersa special all
their own.

m Follow a smple design.
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Designing a Killer Welb Site

m Assure customersthat thar
onlinetransactions ar e secure.

m Keep your site updated.
m Consider hiring a professional to

design your site.
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Tracking Weh Results

m Counter

m | og-analysis seftware
m Clustering

m Collaborative filtering
m Profiling systems

m Artificial intelligence




Ensuring Web Privacy.

m [ake an inventory of the customer data
collected.

m Develop a company policy for the
Infor mation you collect.

m Post your company’s privacy policy
prominently on your Web site and follow
1.




Ensuring Web Security

m \/Irus detection software
m |ntrusion detection software
m Firewall




