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Starting a new book is always exciting, not to mention
scary, overwhelming, and tension-filled. | highly
recommend it for anyone who is a thrill-seeker!

While my name may appear on the cover, there are
many people who toil diligently in the background and
contribute to its success. These people receive none of
the glory but deserve much of the recognition. Among
them are Jodi McPherson, Erin Riley, Melissa Forte, Jeff
Parr, Mike Junior, David Brake, Laura Healy, Susan
Trentacosti, Alexandra Arnold, and Stephanie Daneels.
Without all the members of the team, this book would
remain a daydream, rather than a reality.

And of course, there's my family. My husband, Michael,
and my mother put up with my silly schedules and
impossible mood swings all for the sake of ‘the book.’
To them, | say Thank you and [ love you.
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works with Course Technology, Microsoft Press, and Macmillan/Que.
Originally from New York State, Liz went to college at SUNY Bing-
hamton, then moved to Boston, MA. After getting married (to a really
terrific guy!), she and her husband moved to Santa Fe, New Mexico.

Currently, they live in a small town on the Arizona/New Mexico border,
close to the Navajo Nation.
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To the Instructor and Student:

As we enter the 21st century, almost everything we
do—work, school, home, leisure, and specifically
business—will be affected and changed by the Web.
With more change comes more opportunities, and
these opportunities will lead us beyond traditional
business and into what is now known as eBusiness.
This book will help you combine the possibilities of
the Internet with business know-how so that you can
learn how to create your own opportunities within
an eBusiness.

This book will help the budding entrepreneurs
who want to begin an eBusiness but lack the rudi-
mentary knowledge in the Internet and in develop-
ing business and marketing plans. By combining
conceptual lessons with hands-on exercises, Build-
ing an eBusiness provides students with the oppor-
tunity to:

» Learn what is essential to build an eBusiness.

» Get hands-on training in specific eBusiness

skills.

+ Develop an understanding of eBusiness
practices.

No business or computer knowledge is assumed,
and within the concept of following individuals
through various stages of developing an eBusiness—
from idea inception to creating the company’s web
page—we have created an environment that is not
only informative but also interactive.

Because print information becomes dated so
quickly, we have also developed an extensive web-
site—http://www.mhhe.com/ebusiness—to  provide
you with the most current content. The website will
contain links to recent articles, relevant book re-
views, and industry-recognized newsletters. We'll
also offer success stories of .com companies and In-
ternet entrepreneurs, with tips on how to be suc-

Preface

cessful in your own ventures. In addition, interactive
exercises and additional problem solving situations
will allow you to test the skills that you are learning
in each chapter. With monthly updates, we will be
able to give you most current information that you
simply cannot get with just the book.

Whatever you do in business these days, you can-
not escape the words eBusiness or eCommerce. The
importance of these concepts—conducting business
over the Internet—cannot be overemphasized, and
most certainly cannot be ignored. The learning
achieved within Building an eBusiness is the first
tool you have to be a part of this constantly chang-
ing and ever-exciting new way of doing business.

Information Technology
at McGraw-Hill /Irwin

At McGraw-Hill Higher Education, we publish in-
structional materials targeted at the higher education
market. In an effort to expand the tools of higher
learning, we publish texts, lab manuals, study guides,
testing materials, software, and multimedia products.

At McGraw-Hill/Irwin (a division of McGraw-Hill
Higher Education), we realize that technology has
created and will continue to create new mediums for
professors and students to use in managing resources
and communicating information to one another. We
strive to provide the most flexible and complete teach-
ing and learning tools available as well as offer solu-
tions to the changing world of teaching and learning.

McGraw-Hill/Irwin is dedi-
cated to providing the tools for
1 today’s instructors and students

IlnformationTecrmlow /| to successfully navigate the
world of Information Technology.

« Seminar Series—McGraw-Hill/Irwin’s
Technology Connection seminar series offered



across the country every year demonstrates the
latest technology products and encourages
collaboration among teaching professionals.

¢« McGraw-Hill/Osborne—This division of The
McGraw-Hill Companies is known for its best-
selling Internet titles, Harley Hahn’s Internet &

Web yellow pages, and the Internet Complete
Reference.

Preface

+ Digital Solutions—McGraw-Hill/Irwin is
committed to publishing digital solutions.
Taking your course online doesn’t have to be a
solitary adventure, nor does it have to be a
difficult one. We offer several solutions that will
allow you to enjoy all the benefits of having your
course material online. For more information,
visit Osborne at www.osborne.com.

+ Packaging Options—For more information
about our discount options, contact your
McGraw-Hill/Irwin Sales representative at
1-800-338-3987 or visit our website at
www.mnhhe.com/it.

Resources for Instructors

We understand that, in today’s teaching environ-
ment, offering a textbook alone is not sufficient to
meet the needs of the many instructors who use our
books. To teach effectively, instructors must have a
full complement of supplemental resources to assist
them in every facet of teaching from preparing for
class, to conducting a lecture, to assessing students’
comprehension. Building an eBusiness offers a com-
plete, fully integrated supplements package and
website, as described below.

Instructor's Resource Kit

» The Instructor’s Resource Kit is a CD-ROM,
containing the Instructor’s Manual in both MS
Word and .pdf formats, PowerPoint slides,
Brownstone test generating software, and
accompanying test item files for each chapter.
The features of each component of the
Instructor’s Resource Kit are highlighted below.

+ Instructor’s Manual: The Instructor’s manual
contains a schedule showing how much time is
required to cover the material in the chapter, a list
of the chapter competencies and key terms, a
Chapter Outline with lecture notes, a list of

numbered figures in the text, and suggested
exercises. Also included are answers to all the
exercises in the chapter review section and
answers to On the Web exercises. The manual also
contains a helpful introduction that explains the
features, benefits, and suggested uses of the IM.

» PowerPoint Presentation: The PowerPoint
presentation is designed to provide instructors
with a comprehensive teaching resource that
includes key terms and definitions, concept
overviews, figures from the text, additional
examples/illustrations, anticipated student
questions with answers, and discussion topics.
Included with the presentation are
comprehensive speaker’s notes.

» Computerized Test Bank: The test bank
contains a series of questions categorized by
topic and level of learning (definition, concept,
and application). This same learning scheme is
introduced in the website to provide a valuable
testing and reinforcement tool. Each question is
assigned a category: Level 1—definition, Level
2—concept, and Level 3—application. A test item
table is provided for each chapter to give
instructors a quick overview of the number and
type of questions for each section in a chapter.

Digital Solutions to Help You
Manage Your Course

« PageOut—PageOut is our Course Website
Development Center that offers a syllabus page,
URL, McGraw-Hill Online Learning Center
content, online exercises and quizzes,
gradebook, discussion board, and an area for
student web pages.

Available free with any McGraw-Hill/Irwin
product, PageOut requires no prior knowledge of
HTML, no long hours of coding, and a way for
course coordinators and professors to provide a
full-course website. PageOut offers a series of
templates—simply fill them with your course
information and click on one of 16 designs. The
process takes under an hour and leaves you with
a professionally designed website. We'll even get
you started with sample websites, or enter your
syllabus for you! PageOut is so straightforward



and intuitive, it’s little wonder why over 12,000
college professors are using it.

For more information, visit the PageOut website
at: www.pageout.net.

* Online Learning Centers/Websites—The
Online Learning Center (OLC) Website that
accompanies Building an eBusiness is accessible
through our Information Technology Supersite at
www.mhhe.com/it or at the book site www.mhhe.
com/ebusiness. This site provides additional
learning and instructional tools developed using
the same three-level approach found in the text
and supplements to offer a consistent method for
students to enhance their comprehension of the
concepts presented in the text. The OLC/Website
is divided into these three levels:

Level 1: Includes tips and tricks, FAQs, expanded
book features such as “PC and You,” and more must
know items that interest students with and hyper-
links and extended examples.

Level 2: Includes additional quizzes for students
to test their knowledge and skills. In our student fo-
cus groups across the country, students indicated
this was a key piece of the website that increases
their ability to be successful in class.

Level 3: Includes additional exercises and hands-
on projects/activities in the following categories:

¢ Teamwork

« Ethics

* Buying a PC

* Privacy and Security

¢ Careers and the Impact of IT

« Online Courses Available—Online Learning
Centers (OLCs) are your perfect solutions for
Internet-based content. Simply put, these centers
are “digital cartridges” that contain a book’s
pedagogy and supplements. As students read the
book, they can go online and take self-grading
quizzes or work through interactive exercises.
These also provide students appropriate access
to lecture materials and other key supplements.
Online Learning Centers can be delivered
through any of these platforms:

* McGraw-Hill Learning Architecture (TopClass)
« Blackboard.com

Preface

* Ecollege.com (formally Real Education)

* WebCT (a product of Universal Learning
Technology)

McGraw-Hill has partnerships with WebCT and
Blackboard to make it even easier to take your
course online. Now you can have McGraw-Hill con-
tent delivered through the leading Internet-based
learning tool for higher education.

At McGraw-Hill we have the following service
agreements with WebCT and Blackboard:

Instructor Advantage

Instructor Advantage is a special level of service
McGraw-Hill offers in conjunction with WebCT de-
signed to help you get up and running with your
new course. A team of specialists will be immedi-
ately available to ensure everything runs smoothly
through the life of your adoption.

Instructor Advantage Plus

Qualified McGraw-Hill adopters will be eligible for
an even higher level of service. A certified WebCT
or Blackboard specialist will provide a full day of
on-site training for you and your staff. You will
then have unlimited e-mail and phone support
through the life of your adoption. Please contact
your local McGraw-Hill representative for more
details.

Technology Connection Seminar Series
McGraw-Hill/Irwin’s Technology Connection seminar
series offered across the country every year demon-
strates the latest technology products and encourages
collaboration among teaching professionals.

MS Office 2000 Applications Texts and CDs
Available separately, or packaged with Building an
eBusiness, McGraw-Hill offers three applications se-
ries: The O’Leary Series, The Advantage Series, or
The Interactive Computing Series. Each series fea-
tures its own unique approach to teaching MS Office
to meet the needs of a variety of students and course
goals.

* The O’Leary Series features a project-based, step-
by-step walk-through of applications.

* The Advantage Series features a case-based, what,
why and how approach to learning applications
to enhance critical thinking skills.



* The Interactive Computing Series features a
visual, two-page spread to provide a more skills-
based approach to learning applications.

Preface

Each series offers Microsoft Office User Specialist
(MOUS) approved courseware to signify that it has
been independently reviewed and approved in com-
plying with the standards of content coverage re-
lated to the Microsoft Exams and Certification Pro-
gram. For more information on Microsoft's MOUS
certification program, please visit Microsoft’s web-
site at www.microsoft.com/office/traincert/.

Also available for applications are the Interactive
Computing Series Computer-Based Training CD-
ROM tutorials. These CD-ROM:s offer a visual, inter-
active way to develop and apply software skills. The
CD-ROM features a unique “skills-concepts-steps”
approach, and includes interactive exercises and
performance-based assessment. These CD-ROMs
are simulated, so there is no need for the actual soft-
ware package on the computer.

Skills Assessment

McGraw-Hill/Irwin offers two innovative systems to
meet your skills assessment needs. These two prod-
ucts are available for use with any of our applica-
tions manual series.

ATLAS (Active Technology Learning Assessment
System) is one option to consider for an application
skills assessment tool from McGraw-Hill. Atlas al-
lows students to perform tasks while working live
within the Microsoft applications environment. Atlas
provides flexibility for you in your course by offering:

+ Pre-testing options
» Post-testing options

+ Course placement testing

+ Diagnostic capabilities to reinforce skills
» Proficiency testing to measure skills

« ATLAS is web-enabled, customizable, and
available for Microsoft Office 2000.

SimNet (Simulated Network Assessment Prod-
uct)—SimNet is another option for a skills assess-
ment tool that permits you to test students’ software
skills in a simulated environment. SimNet is avail-
able for Microsoft Office 97 (deliverable via a net-
work) and Microsoft Office 2000 (deliverable via a
network and the Web). SimNet provides flexibility
for you in your course by offering:

» Pre-testing options

« Post-testing options

» Course placement testing

« Diagnostic capabilities to reinforce skills

» Proficiency testing to measure skills

For more information on either skills assessment
software, please contact your local sales representa-
tive, or visit us at www.mhhe.com/it.

PowerlWeb for eCommerce

PowerWeb is an exciting new online product avail-
able for Building an eBusiness. A nominally priced
token grants students access through our website to
a wealth of resources—all corresponding to eCom-
merce. Features include an interactive glossary; cur-
rent events with quizzing, assessment, and measure-
ment options; Web survey; links to related text
content; and WWW searching capability via North-
ern Lights, an academic search engine.

Elizabeth Eisner Reding
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CHAPTER 6 |

How Can | €nhance

A

Opening Vignette

a Web Page?

So, you've created your website, but now you want
to add features such as graphic images and hyper-
links that make your pages unique. Graphic images
do more than just take up space; they say in an in-
stant what you might need paragraphs to say. In a
product-oriented eBusiness, you can use images of
your products to enhance the site.

Using FrontPage, it is easy to add images. You
<an add links throughout your pages to make it

Each chapter begins with an Opening
Vignette that places the upcoming chapter
concepts and skills within a scenario so
you can see when and how you need to
apply these principles.

simple for site visitors to jump to other related
websites. Forms can be used to collect data from
your site visitors. The data you collect can be help-
ful in your continuing marketing efforts and can
help you improve your site.

Now that the Jewelry-For-You site has been cre- pears
ated, Kim can spend some time making modifica- putete
tions that will enhance the site. it's already a good L
site: she just wants it to be better. ke

Take Note

When you visit other

When there is an explanation or
concept that you should keep in
mind, you will see a Take Note.
These summaries provide helpful
advisements and/or warnings that
help ensure a smooth transition into

your eBusiness.

Y

websites, be aware of how
certain elements affect you
Do you like particular colors
or elements? Make a mental
note of those features you'd
like to incorporate into your
own site. Be conscious of
features you find irritating
and want to avoid using

prted on the Web

Our Business
...helping people reach
their potential

What Makes for Good Web Pages?

It's not always that easy to describe what you like, but it’s generally very easy to

determine what you don't like. As you look through various pages, look not only
at page content but also at design. Remember that you don’t have to fit all your
business information on a single page; spread the information out to many pages.
For example, you might want a separate page to talk about your corporate vision,
one for items you carry or services you provide, and one for any warranties that
are available

Several design principles found within good websites are:

Readability, with an uncluttered look

Soothing, easy-to-read colors that don't distract from their content

Understandable wording that doesn’t intimidate your readers.

Navigation that enables your readers to easily get to pages within your site.

Graphics that are small enough to easily download and enhance the site

Multimedia that adds value to the site.

What Is a Hyperlink?

One of the features that makes the Internet more than just a bunch of pretty pages
is that you can jump from one page to another. This is accomplished through
careful and deliberate planning of the site designer. Each time you click a link, or
hyperlink, you are automatically taken to a different web page. Each hyperlink
is an instruction to a new website, and this instruction contains an Internet ad-
dress called a URL (Uniform Resource Locator). The default setting in many
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When there is a helpful hint that can
make your new venture an easier or

more successful one, you will find it

located within The Edge.

What Are My Marketing Tactics?

Understanding the strengths and weaknesses of your products or services
makes it possible to develop a marketing strategy. Marketing strategies are
based on tactics: the measures you take to make your

rategies a reality. Mar-
keting strategy questions are addressed in various websites, such as the one
shown in Figure 3.12.

In marketing, there are a variety of tools at your disposal. Some of these tools
are listed in the website shown in Figure 3.13

What Should | Consider When Developing Marketing Tactics?

Before you can develop marketing tactics, you need to consider several factors that

influence the current state of the market. These factors include the following:
How Can | Find Web-4

The size of the market, its growth potential, and the level of demand. This

3 will also help you determine how you price your products or services.
P » The availability of materials necessary to your business.
“ Squ « Barriers to entry to you, your competitors, and your customers. Will it be
V difficult for you to get started in this business? Will it be difficult for your
< THE EDGE c(»nmclilur\ to ux){xx;)u(c’ Will it be easy for potential customers to begin
ding on a single prod. working with you?

=y o ¥« The life

sustain growth and mature? Is the life cycle long enough that your business

of your products or services. Can your products or services

can recoup its investments? Do you have other products or services in the
pipeline to augment or replace your current line? Pipeline is a metaphor for
the process needed to bring a product or service from idea inception to

reality.
Intvoductory te
Ovder Status N Customer
Service
age —
N |
Navigation bar |

HotMetal Pro

Microsoft FrontPage

Other programs have multiple uses and have limited web-authoring capabili
ties, such as

Corel NetPerfect

Lotus FastSite

Microsoft Publisher

Microsoft Word
What Teols Are out There?
Establish an Internet connection, open your browser, " E_Tip
then open your favorite search engine, You can use any ! You should use multiple engines to -
search engine to locate web-authoring tools. Figures 5.3 locate as many resources as possible.
and 5.4 show results of searches using two different When you start to get frustrated or
search engines. Notice that both search engines re :
e need assistance on the Web, look for

Figures 5.5 and 5.6 display some of the additional resources you can find us- an E_T'ip_ These boxes provide addi_
ing the Web. You may find coverage choppy and inconsistent from one site to an- 5 ¥
other. By visiting a variety of sites, you'll increase your knowledge tremendously thI’lal help Whel’l dOlI’lg I‘eSCaI'Ch or
and be able to form your own opinions

work on the Internet.




How Can | Calculate a Marketing Budget? m

must deliver the product or service and may incur charges such as shipping. Un-
til you are paid, you will be bearing these costs,

Customers can be fickle when it comes to price. Charge too much and they may

think you're trying to take advantage. Charge too little and they may suspect the

quality. Your price should be just right: low enough to entice, reasonable for its
quality, and enabling you to cover your expenses and make a profit. You can al-
ways use short-term price promotions such as sales, coupons, and other incen-
tives to tempt customers.

Look down the line at the evolution of the market when determining price

strategies. Take into consideration all the costs associated with the mar keting mix

How Do | Promote My Business?
The way in which you promote the intentions of vour business generally has a di-
rect effect on sales. The levels of communication widely used include adv ertising,
public relations, sales efforts, and reaching out to potential customers
Regardless of the method of promotion, the goal is to
Ideally, you want customers to think
of you first. Your business should be
at the top of a customer’s mental list.

entice the customer to buy your product or service. To

achieve this goal, you may choose to expose potential

Web Alert

4 customers to your business name whenever possible

There are three basic objectives of promotion: to in-

Whenever there is information on the Web
that can provide additional instruction or
assistance, you will find a Web Alert! with a
listing of the applicable web address(s) for
you to check out.

form, persuade, and remind. This means that your promotional strategy is not

and why your function is necessary. Once you have educated customers of the

to advertise only when you have a sale, but to inform them about what you do
t necessity of your product or service, you can persuade them that they stand to

gain from your business. Constant reminders reinforce your existence to the
customer.

y How Will My Customers Buy from Me?

v L 1)
As an eBusiness, it is reasonable to expect that your customers will make pur- i‘\ HLEHT I
- chases from you online. In most cases, they will probably buy products or services £
‘ from you using your website, although you may also offer customers telephone  Find links that help you learn
access through a toll-free number. more about enabler software at
EBusinesses that sell customized products often rely on sophisticated software TINMAORE B bk
that enables the customer to pick and choose options to create a specific, per-
sonalized product What Management Techniques Are Helpful? Em
How Can | Calculate o Marketing Budget? v
Most businesses want to get spectacular marketing results while spending as lit-
tle as possible. Unfortunately, marketing is expensive, and its results are not im-
mediately realized. Some marketing effects are realized over long periods of time m Bus'NEss LAW
and are difficult to measure precisely ", You probably wouldn't dream of starting a business without “’“""ﬁ"ﬂ an ac-
There are four methods of determining the size of your marketing budget u—; countant, bu““ywmamﬂn'ddmﬂwmmmmm
These methods are also discussed in the website shown in Figure 3.15 7 ‘::nwo:m;’"m%mmhk bl ‘P.;;;,;-' S e liabil
Create a budget based on an agreed-upon percentage of previous or projected e ermwmmwmﬂwmdwmmwnd‘lm
sales. While this method creates a realistic budget for current production, it m Mmm mmm‘ymu'hh“b'%mwpw“Wmeu"
does not account for shifts in the marketplace; it assumes a direct ::) er .hon be e to HP Wﬁh@“ ﬁm" 'n_
} relationship between marketing expenditures and sales results Mmm;ammﬁnmlmmmwpmdwmmmwmth-
() business fais. Alawyer can lso help you with prodct by, warratess, and
g deci and should €  you mdyaur ‘business exposure to
> damages. sl i
‘ Business Gift ! o

how to be an effective leader and good manager. Why, then, do so many people
hate their bosses? With the number of seminars and self-help books available,
shouldn't we have taught everyone how to be an effective leader by now?

Often the problem is not in the training but in the trainees. You not only have
to want to be an effective leader, but you must see your flaws and, most impor-

If you are not familiar with various
aspects of how a business is started
or what tools and procedures are
needed, you can find explanations
and advice summaries for these
within the Business Gift.

tant, be willing and able to make corrections.

What Makes a Leader Effective?
What qualities do you admire in a leader? The hands-down guru of management THE EDGE
s ; . : S = 3 f the best leadersh
training is Stephen Covey, whose website is shown in Figure 8.4. Think of a leader, SoMme oiicoe et leedershib
; ; : ) tips are found not in how-to
either well known or obscure, and make a list of what you feel makes this person guides but in the biographies
of effective leaders.

t. In addition to being honest, supportive, and fair-minded, effective leaders
h we the ability to inspire, to enlist others in a shared vision, and to develop a col-
laborative effort

The role of leadership within a company cannot be understated. As simple as the
title implies, a leader shows others the way. Leadership can be as complex as out-
lining a sophisticated business plan, complete with time lines and financial fore-
casts, and as simple as keeping formality to a minimum and calling co-workers by
their first names. The leader sets the tone and is the ultimate role model for the or-
ganization. If the leader isn't devoted to the company, the employees won't be.

Whether the destination is a hike in the woods or bringing a new product to THE EDGE
Bureaucracy an
surefire ways of

outines are
biting cre
ativity. They discourage risk

market, the leader gets us there. The leader’s abilities determine just how pleas-

urable and enriching that trip will be. A truly effective leader shares his or her vi-

sion with the group and makes that vision a reality. Sometimes the leader is taking, an essential element in

forced to make unpopular decisions, such as firing team members thelcreativeiprocess
An effective leader does not look for yes-men who only agree Challenge and

dissent make team members think, bringing new ideas and new methods to light

An effective leader is not afraid to challenge the status quo and is not leery of ideas

that come from others. The changing landscape of the leadership market can be

seen in Figure 8 5




2. WY W% = W W W - W § 7 " Wy ¥ ¢ Wy %

CHAPTER 1

CHAPTER 3

CHAPTER 4

CHAPTER 5

CHAPTER 6

CHAPTER 7

CHAPTER 8

[Brief Contents}

Getting Startedonthe Web..................... 2
CreatingaBusinessPlan ............covvvnnn. 26
Developing a MarketingPlan .................. 46
DesigningaWebPage.......covvevnnnnnnnnnn. 66
Creating aWIeLER® . .. ......oovviisnisivivi i 86
€nhancingaWebPage...........oevuunnnnnn. 106
Creating Advanced WebPages ................ 126

RunninganeBusiness. ........coovvevnnnnnnn. 144



l CHAPTER 1

Getting Started on the Web. ..........2

How Are Business Goals and Needs

oo AR S TSR 4
NVHet shopldiliGonsider?. ... ... v i i oo 5
Why Have a Web Presence?................. 6
Making My:-SHeROWN? . .. .o v inviin ey es 6
WhatisinaWebPage? ........c.c.vvvviins 7
What Are Typical Web Page Components? ....... 7
What Makes for Good Web Pages? ............ 10
WhatisaMyperiink?. ............o00ih00 10
How Do'liUse a'Hyperlink?. .. ...cooiiiioi it 1
What lsaiBrowser?. ., .. . ih v oo 13
How Do l'Gat a Browser?. ...\ ivuseeniansiins 13
How Do | Choose aBrowser?................. 13
WhatilsaiRemal... . ... L 15
How Do | Sign UptoUseaPortal?............. 16
How Do | CustomizeaPortal? ................ 17
How Do | Find Information on the Web?...... 18
What Tools Can | Use to Find Information? ...... 18
Are There Searching Rules? .................. 19
What IsaMailClient?.........c.coiiviin., 20
How DoiliStayindouch? . .. oL il v s 20
How Do | Close a Web Page and End a Web
et e S R SRS e D Sl 23
How Do | CloseaBrowser? .................. 23
How o I'End a.Session? .. ....cuvavnirsioes 23
AR R G e 24
O R R S B e S S R 24
e et AR T N Seve . 24
Doy s A R SRR e S e R 24

Contents

[ CHAPTER 2

Creating a BusinessPlon............26

Do | Need aBusinessPlan? ................ 28
Who Will Read the Business Plan? ............. 28
What Is in the BusinessPlan? . ................ 28

How Do | Start My Business Plan? . .......... 30

How Do | Describe My Business?............ 30
In What Industry Is the Business Competing? . . . . 30
What Is the Purpose of Your Business?.......... 32
What Products or Services Will the Business
Provide?.. ... o0 o e 33
Where Does the Business Fit in the Market? . .. .. 34
What Will | Charge Customers? ............... 34

How Is My Market Analyzed?. .............. 34
Who AreMy Customiers? ... ... .. ... . 34
Whatisthe Market? ..., .. 00 35
Whols the Competition? ......... ... ...... .. 35
What Are My Estimated Sales?. ............... 35

How Is My Product/Service Produced? . ...... 36
How Is a Product or Service Developed?........ 36
How Is a Product or Service Produced?......... 37
How MuehWillltGost?. ... .. .0 o 37
What Are the Nonmanagerial Labor
Requirements?. ... oo oo o o0 37
What Other Financial Information Is
Necessary? .. - .... . ... . e 38

What Are My Strategies? . ................. 38
How Will | Sell and Market My
Products/Services? . ... ..., ... ... . ... . ... .. 38
How Will | Distribute My Products/Services?. .. .. 39
How Will | Advertise and Promote My
Products/Semvleas? .. ... oo o 39

WhatStaffleNeeded? . ... .. .= . .. 40



m Contents

Who Is Managing the Business? .. ............. 40 ( m

Who Owns the'Business?.. ..........0oui-iis 40 e

Who Is on the Board of Directors? ............. 40 DGSigninQ a Web Poge. seecerien.... b6
Who Are My Support Services? ............... 41 : -

What Are My FinZicial Considerations?. ... ... 41 HowDol Piiign & Efume M iaer e
How Do | Acsessithe Risks? . ........ .. coouis. 41 How Do [FormesTaat. . . -.c.oo o o
What Is the Cash Flow Statement?. ............ 42 What Should | Know about Graphic Design?. . . 72
What Is the Balance Sheet?. ... ............... 42 HowCaniUseCelof?. .. . ... ... . 75
What Is the Income Statement? ............... 42 How Should | DesignaForm? .............. 78
How Much Money Dol Need? ... ...o.iue s e What Elements Can | Include ina Form? ........ 78

RO | . viocivciinee ons v S How Can | Create a Website for My

Keys............. R R 43 Busings§?. .. ... .. o0 a0 nn 80

IREATONES . . . e R T How Can | Create a Website Using FrontPage?. . . 80

Your Iaen .. (v o Hes s sevuaes 4 How Can | Create a Website Using Publisher?. . . . 81

Where Can | Find Web Design Resources? . . . . 81
W What Should | Consider for Special-Needs
TS Audieneces? . ..... . v ) o0 82

Developing a Marketing Plan ........46 What Special Needs EXist?................... 82

Why Is a Marketing Plan Necessary? ......... 48 s
How Is the Marketing Plan Used?.............. 48 el -

How Do | Start the Marketing Plan?. . ........ 49 Milestonss ... ccovcomeiniiine i B8

What Factors Influence My Business? . . ...... 50 TOOr TR oo Wl L o
What Are the Demands and Trends? .. ......... 52 i
Is My Business Affected by Groups and @PTEE
CEOOMERNGNET  as s 52 Creotingowcbsite.................86
Who Are My Competitors?................... 52
What Is My Corporate Climate?............... 54 How Do | Plan a Website? . .............. .. 88

Who Are My Target Customers? ............ o4 How Does a Web Page Differ from a Website? . . . 88

What Are the Advantages of My Product or What Should | Be Thinking as I'm Planning My

s i R S e 55 Website? ... oo i 88
Why Should | Bring Up Problem Areas?. .. ...... 55 How Can | Find Web-Authoring Tools? . ...... 88
What Is My Industry Position? ................ 57 What Tools AreoutThere? ... .. .... . ... @ 89

What Are My Marketing Tactics? ............ 58 Whatis HIMIEY ... ..o 0 92
What Should | Consider When Developing What Does HTML Look Like? ................. 92
Merieting taetiesy. 0 d Lol 58 Howisa Websne Crostadt: . 93
How Do | Develop Tactics?................... 60

How Can | Calculate a Marketing Budget? . . . . 61 How Can | Modity s Wel Flge?..... o o - 7
Wb . 62 HowDolAgdslimtoniuger. ... oo e

Why Will My Business Succeed?............. 63 How Can | Add a Hover Button? ............ 99
How Do | Implement the Marketing Plan?. ... ... 64 How Can | Create a Navigation Bar? . . .... .. 102

e R R R MR I 65 Checkpoint............. feieu, o104

el AR R SR IR L 65 Keys..... o vk sy . i 104

et S SN S R T 65 Milestones ........... e i . 104

WOME THEN e Ghkie s et S A 65 Your Turn ....... ; v s e 105



Contents m
E“CHAPTER 6 , What AreFrames® ... ..., ... ... - 135

€nhancing a Web Page ............ 106 e s
Are There Frame Design Considerations? ... ... 135
What Is a Graphic Image?. . ............... 108 How Can | Build Framed Pages? ........... 137
Which Format Should | Use?. ................ 108 How Can | Include Links in My Site?......... 140
Are There Other Considerations?. ............ 109 Checkpoint . . .... : G Lo 142
Where Can | Get Images?. ................ 110 Keys...... . e e 142
What Kind of Image Topics Are Available?. . . . .. 110 Milestones ........ sdeitenin ointy Sian 142
How Can | Insert an lmage? ............... 110 Your JUrm .. o cvoviivivvn v o i 142
How Is a Hyperlink Inserted? .. ............ 114
How Are Multimedia Files Used? . .......... 116
: . : | CHAPTERS |
What Kind of Sites Are Available? ............ 117 R
AIRBL IS aIROIM? ... ... ... e 119 Running an eBusiness ............. 144
How Shol For B g1+, 119 MowMuch Accounting Should | Know?..... 146
MVl e Chated?. . . . 120 Are There Different Kinds of Accounting? ...... 146
| What Are Basic Accounting Concepts? ........ 147
Mow CandiModilya Form?. ... cocuueiane. 151 What Happens in Accounting? . .............. 147
Checkpoint . .............. SEESRRR AR 124 What Financial Statements Are Necessary?. .. .. 148
o SRR S e 125 What Management Techniques Are
Milestones ........coo000s ik as LR S 125 Helpful? ............................... 148
NOHE I . Lvih s a e QS L What Makes a Leader Effective? ............. 149
How Can | Work from a Distance? .......... 151
Ik How Can | Telecommute Effectively?.......... 151
| CHAPTER 7 HowCan iGetMslis? . ... ... ... ... ... 155
Creating Advanced Web Pages ...... 126 COBEKPOINE . /.o ilivo i ooiiiaatineonns 157
Keys ..... b e e . 157
Why BbouldiUsea Table? . .. ... v iih o0 128 Milestones ............. s el 157
How Is a Table Created?. . ................ 128 Vel tew . L e
How Can'|'Formata Table?. . ... ... ii0.. 130
How Can | Use Colors and Borders? ........ 132 WIBE . ..o civiiiviniiis i 100




CHAPTER 1

How Do You Get Started?

For quite a while, Cari dreamed of having her own
business. In the last year, she had developed an
idea for a web-based business that she could oper-
ate from her home. She mentioned the idea to
friends and family members, and they were all sup-
portive and encouraging.

What held Cari back more than anything was her
lack of finely tuned web and business skills and, of
course, her need for capital. She watched her chil-
dren navigate the Web with snap and polish and
was more than a little intimidated by their enthusi-
asm. She purchased several books, but each one
made assumptions of knowledge that she lacked. If
she could just nail down the basics, she might be
able to fine-tune her business idea and be that

much closer to making her dream come true.



