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FROM THE AUTHOR

What to expect in this book

This book can be used as a series of quick reference guides on particular topics. Or read
it from end to end as a development programme for an online business. Whichever you
choose, it is full of sound ideas that make online businesses more profitable.

As the web is the most developed of the online technologies, I've made sure that all of
the ideas can be applied to internet websites. Most of them can also be applied to other,
emerging online channels. So, where the text refers to the internet and websites, in time
the same will apply to interactive tetevision, mabile telephones and who knows what
other network devices.

Where to go next

Each section ends with an Action Plan. These are short templates to help identify,
separate and prioritise important and urgent issues. For more advice and real-life
experiences, join fellow readers online at: www.ecommercepocketbook.com

Will Rowan
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WHAT IS E-COMMERCE? 1
A moment of calm. what not to

expect, drivers of e-commerce,

growth of online population, 7 things

to know and 8 things to do

THE FIVE BUSINESS

BENEFITS OF E-COMMERCE 19
Cost reduction, measurement.
interactivity, personalisation.

global reach

NEW THINKING FOR 53
ONLINE BUSINESS

High street vs online market. viral
campaigning, harvesting e-mail
addresses, be first and stay ahead,
market spaces

HOW TO PROMOTE 87
A COMPANY ONLINE

Four levels of commitment to being
online, different ways to use e-mail for
marketing, online public relations, online
advertising

MANAGING SEARCH ENGINES 137
What are search engines, using a
URL. meta tags. keywords, alt tags

CREATING TRUST: SECURITY 167
& DATA PROTECTION

Appropriate security. 5 ways to build
trust and 6 ways to lose it, domain
names, data protection, personal

privacy issues, contracts and the law

EIGHT STEPS TO PLAN 209
SUCCESSFUL E-COMMERCE

Let customers decide, respond fast,

test plan, challenge assumptions,

focus on benefits, encourage visitors,
understand cost implications, help

staff adapt
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WHAT IS E-COMMERCE?

A MOMENT OF CALM IN THE RUSH TO A
NETWORKED, ONLINE WORLD

In the rush to digitise businesses, it's all too easy to forget that the human
beings this side of the screen won't change much. Some have
adapted early and have already leapt online.
Others will take longer.

And some of us will never wish to go online.

In the dash to offer online services to
- Iy WHERE 15 iy

your customers, nevervforget that ERYONE?

some of them just don’t want to

come and play.
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WHAT IS E-COMMERCE?
WHAT NOT TO EXPECT

EUR T R

A

Don't expect to gain an advantage just by being online
Don't dress up an existing business with a dot.com fagade
Don't use it as an alternative to investing in sound customer service

Don't think only of reaching the internet on a PC: our telephones and televisions can
already be networked

Don't take short cuts; it might look the same but won't get the same results

And don't expect:

b4
x
b

E-commerce to happen quietly, in a corner, over there behind the shrubbery
To keep the rest of your business unchanged
To be an overnight success
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WHAT IS E-COMMERCE?

WHAT'S DRIVING THE GROWTH
OF E-COMMERCE?

Every day more people are online - at home and at work, via computers, telephones
and televisions. These devices are becoming faster, smarter and are connecting to
each other.

For many items that we need to buy, both domestic and commercial, online is a more
convenient way of shopping.

The businesses that sell to us can reduce their costs, making each sale more profitable.
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WHAT IS E-COMMERCE?
A DEFINITION OF E-COMMERCE

By connecting to a
can find information, buy

and sell quickly and easily,
with lower process and
administration costs.
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