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Introduction

This Info-Guide is designed for beginners. It will help you understand the concept
of e-business and how e-business can improve your own business processes. You will be
able to test your own e-business readiness and learn where to go for more information on
getting started with e-business. '

As we know that electronic commerce, B2C, or e-commerce refers to online sales, Elec-
tronic business or e-business, on the other hand, refers to more than just selling online.

E-business is about utilizing Internet technologies—such as simple e-mail, online
banking solutions, websites, and more sophisticated applications such as web-based
customer relationship management solutions—to provide superior customer service,
streamline business processes, increase sales and reduce costs.

Therefore, any business owner who uses the Internet to develop or enhance their
business is using e-business. This means that you may already be using e-business in

your own business.

Understanding Internet Technology and Its Relation to E-Business

The Internet and the World Wide Web
The Internet is an electronic communications network that allows computers around
the world to “talk” to each other. Any computer that is connected to the Internet can

exchange information with other connected computers.

wum 3
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The World Wide Web, or simply the Web, is a subset of the Internet. It functions
as the Internet’s navigation system and allows users to view the Internet network

through the use of websites,

How Websites Work

Websites are a collection of web pages, which are electronic pages of information
linked together much like a spider’s web. This spider’s web-like navigational system al-
lows users to move around the system in a non-linear fashion. This means that, unlike a
book—where information is laid out for the reader chronologically, in a set order—a
Web user has the power to access information online however they choose.

Websites are accessed via a web browser such as Internet Explorer or Mozilla. Web
browsers are the graphical interface that enables users to view, find and interact with
websites.

Websites each have their own unique address, called an IP address, through which
users can find them. For example, the Alberta E-Future Centre’s online address is
www. e-future. ca/alberta. By typing this address into the web browser address bar, a
user would be connected to our website.

But, since the Web indexes literally billions of websites, another method to facili-
tate finding relevant websites was necessary. Therefore, search engines that utilize
“keyword searching” were created.

It is estimated that more than 98 % of Internet users use search engines to find web-
sites online. A search engine is a website whose primary purpose is to provide a search
function for gathering and reporting information available on the Internet,

Search engines allow Internet users to quickly find websites related to a certain top-
ic through the use of “keywords” and “keyword phrases”, that is, words and phrases
that describe the topic of interest.

For example, let’s say an Internet user in the UK is looking for businesses online
that sell hand carved indigenous masks and figurines from Canada. She doesn’t know of
any specific businesses selling these items, nor does she know any website addresses, so
she uses a search engine such as Google or Yahoo to find websites whose content con-
tains relevant keywords.

On the search engine’s main page, she types into the search-box: “Canadian Native
Art.” The search engine returns 3,370 listings containing this keyword phrase, organ-
ized by relevancy. The user can then either start browsing the websites listed, or she
can narrow the results further by searching within those results for another keyword
like “mask”, for example.

Search engines allow Internet users to effectively find relevant websites, making

the Web’s vast amount of information much easier to navigate.

4 san



Why the Internet is of Value to Business

As an instantaneous information and communication medium with global reach, the
Internet is a practical and vital business tool. And, your small business can benefit from
the equal footing it offers you, regardless of your size or location,

Below, we’ll explore some of the efficiencies that can be achieved by small busines-

ses using Internet technologies to further their business goals.

The Benefits of E-Business

The Internet and related technologies can change the way you develop and conduct
your business processes, making them more time and cost efficient. They can diversify
your marketing channels and, ultimately, help you increase your business revenue,

The Internet levels the playing field for small businesses. That is, it allows small busi-
ness operators to compete on equal footing with larger businesses in the same industry.

Through the Internet, your small business can distribute information online to a
global audience, immediately, with little out of pocket expense. This means you’ll
reach more clients or customers in a shorter period of time.

It gives you the ability to interact with your clients and customers in new ways,
putting power in the hands of the buyer, giving your clients or customers more choice
than they’ve ever had before.

And finally, the Internet gives you, the seller, the ability to readily assess your on-
line business practices and modify them on the fly to ensure they meet the needs of your
clients/customers.

In short, you can use the Internet to:

B Collect vital business information related to your customers and competitors.
The Internet is a valuable research tool and, as a readily accessible information
medium, its ability to allow you to remain competitive in your industry should
not be under-estimated.

B Increase awareness about your company, Even if you are not considering selling on-
line, having a website that promotes your business, provides contact information,
and outlines your unique value proposition—that is, the unique collection of benefits
attributed to your product or service that creates value for your customers or clients—
will simply increase your reach and value in the marketplace, and make it easier for
your potential clients/customers to find you.

B Streamline communications and improve customer service. E-mail communica-
tions, website FAQs and auto-responders are examples of simple and cost effec-

tive electronic techniques that can help improve communications between you

rER 5
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and your clients/customers.

B Improve productivity and reduce costs. Simply by streamlining communications
using Internet technologies, you can improve your business productivity. And,
out-of-pocket costs can be reduced further by implementing a readily updatable
website, instead of printed materials that have a short shelf-life, to relay perti-
nent information to your customer base,

B Sell your products online. For those considering making the leap to e-com-
merce, selling online can lower your upfront set-up costs and operational costs,
increase your reach to a global marketplace, and allow you to be “open” 24
hours per day, 7 days per week. Further, it can allow you to automate your or-
der processing and order tracking capabilities, develop cheaper online cata-

logues, and update your product lists on the fly.

Adopting E-Business Strategies
Even if you’re not ready to build a website just yet, you should still consider how
e-business tools can help you in your business. It’s important to note that not all e
strategies work for all businesses. Therefore, the best way to begin is to create a plan
that outlines how you will leverage the Internet to meet your specific business needs.
Developing an Internet related business plan, or an “e-business plan”, is most ef-
fectively and simply achieved when e-business aspects are integrated into your overall
business plan. At each stage of your business plan, consider how you can use e-business
technologies to reduce costs and improve productivity. Then only implement the strate-
gies that make sense for your particular business.
Here are some ways to get started using e-business:
B Make your mark on the web. Build a website. Make sure that your website ad-
dress is on all your marketing material.
M Leverage e-mail. Develop an e-newsletter to communicate with your clients and
prospects, Make sure that it provides value to the reader.
® Embrace e-procurement. Seek out suppliers that allow you to save time and
money by purchasing online.
B Investigate e-commerce. Test the online marketplace by selling through low-

cost channels such as eBay,

6 mEn



chronologically [kronalodzikali]

indigenous [indidgins]

(1) The Internet is an electronic communications network that allows computers a-
round the world to “talk” to each other. Any computer that is connected to the
Internet can exchange information with other connected computers. H Bk % j&
FEF BRI LA 15”8 B Tl % . (T — & 8 A B AT B L
FRAT LA ) 3 A K R 3 SEAL S e L

(2) Even if you are not considering selling online, having a website that promotes
your business, provides contact information, and outlines your unique value
proposition—that is, the unique collection of benefits attributed to your prod-
uct or service that creates value for your customers or clients—will simply in-
crease your reach and value in the marketplace, and make it easier for your po-
tential clients/customers to find you. BJ{#i{R¥&H X BRI LB W ADE 7
T E AL R UG, 7E R b BRI R O X SR R R A R A B AR E
Tk BIPR 2 A O 7 P R B & B 1 B (B A R o FIAR 55 B SR AR R S —— X KR
B KRA R BT S0 8 Q& T H I E I LR A R B EBRE/F P E
o K R BR .
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_Questions 5

(1) What’s the difference between e-commerce and e-business?
(2) How to search on the Web?

(3) Please make a comment on the e-business in small business.

1

Translate the following sentences into Chinese:

(1) The advance of Internet technologies has enabled us to analyze the global infor-

mation and distribute it to our customers.

(2) Unlike a book, where information is laid out for the reader chronologically, in

a set order, a Web user has the power to access information online however

they choose.

(3) When searching information online, the user can then either start browsing the

(4)

websites listed, or can narrow the results further by searching within those re-
sults for another keyword.

Out-of-pocket costs can be reduced further by implementing a readily updatable
website, instead of printed materials that have a short shelf-life, to relay perti-

nent information to your customer base.

(5) Today’s Internet is a powerful way for business to communicate with their cus-

tomers and clients, including e-mail, instant messaging, and developing the

websites of the company.

2. Translate the following sentences into English:

(1) R —AN Pk, 48 R 51 % i B0 B %9 2 9 SO R 2 A BLIK R L AT 9 5 B4R it

— PR INEE.

(2) FRRMEE /N RE A R 2 HA KARABRGHER . ETRRMEEHN

PIRBEEIE

(3) 3813 A ZRR W » 4ol BT LA B L4 B 5 4R 3 {46 1 Ry .
(4) M _E 2w R BE V20T, B TR m AT F A F A AR R R .

Yo

u can read the paper with the title; How to Win the Business-to-Business Game,

which will give you a better understanding about why using e-business properly can help

you work more efficiently and increase business productivity.
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AERIEEAVEERIT. EHE TR EF T h TR 5B AR T/
FRMABGHAGLFHEN. HHTURRACERANFRE FRSHESRE. U
B AT Rb R EUE ZH X (R B .

IEF AT 5038 B AR HE, f8 F 7 B, AR B2C, 8; e-commerce® 5 R AL H & .
Fi8h B F R 55 PR e-business, MULFEELR B .
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World Wide Web, i FR T 4E M , 2 HEE M A F R % . EFEMEKNMBAFMRELE. £
VF P 38 3 6 SR 3l s e I R B Y

P 15 40 A T 4%

o 355 2 I 9L A R G 5 Y T 4 (AR £ B Y F o T, B AT 2 DR W N — R A i R A
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