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PREFACE

The eSuccess Program aims to develop participants
eBusiness technology and solutions. Through understanding your business and appropriate

online tools you will learn how to successfully promote your products and services to achieve

business growth.

Throughout the eSuccess Program you will develop:

e Anunderstanding of the importance of eBusiness and eCommerce in the context of continual
business improvement.

e An appreciation of the benefits and costs of various eBusiness solutions and a framework for
choosing the most appropriate option for your business.

e Techniques for maximising your business to achieve improved operational efficiency; cost
reduction; improved marketing and online tasks for business development and target
customer Areacho.

o Criteria and cost parameters for working effectively with ICT suppliers and consultants.

¢ An understanding of how to integrate online and traditional marketing to improve your
business e-Success.

This eSuccess workbook is designed to give you an overview of what is involved in
setting up, maintaining and growing your Website and profiting from eCommerce and
eBusiness initiatives.

The workbook demystifies the Internet and creates an understanding of how it relates to
Websites and eCommerce developments and how this enables businesses to maximise
their returns by using its capacity and capabilities in a growing eBusiness environment.

You will find practical examples of how you can marry the traditional and contemporary
activities of marketing, selling and promotion, whilst benefiting from:

e increased corporate identity and awareness
e brand building

e stronger business development

[ ]

bottom line success in traditional and eBusiness channels of distribution that capture
opportunities for greater customer growth and overall profitability
e External awareness and calls for action

The authors are David Higginbottom, Marketing Consultant & Rajiv Ramachandran, IT &
Communications Consultant from Competitive Edge (Asia) Pty. Ltd.

COMPETITIVE EDGE

www.comedge.com.au
Www.competitiveedge.com.au



http://www.comedge.com.au/
http://www.competitiveedge.com.au/

1. ADAPTING TO THE eBUSINESS WORLD

eCOMMERCE
Let us understand what eCommerce is all about.

eCommerce is the business strategy that uses Electronic Data Interchange to store, retrieve,
manipulate, capture and analyse business data information between various business entities
such as: enterprises, customers, suppliers, financial institutions etc.

ECommerce has been around wus for years. The
int er ¢ h a ewleed fnom selephony, fax, TV and radio, and through Electronic Data
Interchange. The concept remains the same T just the medium evolves due to technological
advancement.

The new channel is called the Internet. The Internet has been around for more than 17 years,
during which time it has evolved to such a level that it now has a huge impact on our business
and lifestyle.

Now business activities such as advertising, purchasing, marketing, export promotion, production,
payments, travel, social networking and preferred image and brand, selection and recruitment
workflow management, appointments and time management (scheduling), eDistribution channels,
take place on the Internet.

The difference is that through the Internet, multimedia is incorporated in the simultaneous
manipulation of text, voice, image, videos etc. Most of these transactions take place using Web
and Web 2.0 technologies.

MULTIMEDIA

Multimedia has always existed to promote and support business development strategies. Today,
however, it is possible through the medium of the Internet to:

1. Incorporate multimedia material within the Website through product galleries, services,
credential listings, brochure and catalogue downloads etc.

2. Reference multimedia support material through the Internet via Websites, email
marketing communication and campaigns, electronic devices such as CDs, DVDs and
videos.

3. Present a uniform, integrated communication platform for the organisation on a local,
national and global basis, using text, image, videos, voice via the Internet and supporting
multimedia.

4. Design an interactive program that meets the needs of commerce and provides
convenient alternative ways of gaining product and service information via cross-
referenced online and offline sources.

5. Share and communicate rich data over the Interneti e.g. YouTube, podcasts,
Facebook, etc.
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This has enabled business to be more creative and effective through:

1. The use of many mediums, including: print; CDs; DVDs; Websites; PowerPoint
presentations; self-published papers and public relations; blogging; hyperlinking of
Websites to directors and industry sites and more.

2. Creating greater impact and appeal for customers using techniques that incorporate
innovative and persuasive text, visuals, images, sound, touch (mental ownership) through
the use of eCommerce and multimedia strategies.

3. Changing the way they operate and increasing the global reach of their business. All
around us in the business community are excellent examples of how eCommerce is
changing the way we do business.

The chart below compares some of the additional facilities and mediums that eCommerce can
bring to an SME seeking e-Success and a competitive edge.

The Competitive Edge of eCommerce

TRADITIONAL CHANNELS

eCOMMERCE

Advertising Television, Radio, Mail Search Engines, Web Sites, email,
newsletter, banners etc.
Purchases Cash, Cheque, Money Order Credit Card, Online purchasing
account
Marketing Local Global

Production/

Local, tailor made production

Global, superior efficiency and J.I.T

Suppliers line efficiencysystems O6Pull 6, -q
makers
Payments On the spot p ay Moreflexible and direct payment
what you get & Vstructures,6 Supplier di
specification driven
Multimedia Limited customisation eCommerce allows complete
catalogue, brochure and manipulation of text, voice, images,
support promotional material videos etc. To promote and
influence
Costs Greater expense per capita Lower expense per capita
Timeliness Variety of times, but once Flexible i now in two minutes, one

printed/ delivered, time is fixed

hour, one day etc. 24/7

Competition

Based on & budget & control of
market segments

Based on category optimisation &
eBranding

© 2009 Competitive Edge



WHAT IS DRIVING eCOMMERCE? WHY E-SUCCESS?

Technology changes rapidly, but e-Success should identify and implement the most effective
combinations of technology and organisational activities.

It is all about bridging the gap between business and technology. Just as mere advances in
technology will not solve all the issues, similarly eCommerce technologies must be applied in the
right situations. This is based on your business needs and associated research that determines
which technologies are the most cost and market effective.

WHY WE NEED TO ADAPT E-SUCCESS

The development of globally based business means the world has become borderless.
Regardless of whether you are local, national or international in your business dealings, you are
being exposed to competition, market trends and competitive market pressures and forces
beyond your control.

Most organisations today, including government, business and not-for-profits, are required to
make the eSuccess based on four key areas of e-Success force detailed in the diagram below.

Forces for eSuccess

EXTERNAL
RESOURCE
IMPACT

COMPETITIVE
IMPACT

INTERNAL
IMPACT

INNOVATION

IMPACT -
© 2009 Competitive Edge




These forcesfore-Success are very powerful. Letds explor

1. Internal Impact. The O6pushd from inside the company
and/or employees bringing changes from their peer groups and own experiences to
work - such as online banking, eBay transactions etc. Other impact areas include: the
increase in email traffic; the need to explain products, service capabilities and
capacity; the need to constantly send brochures and information by mail; creating
customer catalogues; management concerns over the cost of promotional and
informational material and; increased customer enquiries for products and services
etc. The Sensis study found that 57% of the SMEs connected to the Internet wanted
to make their business transactions cheaper.

2. Competitive Impact. Competitors are constantly seeking new and efficient ways of
gaining market share and entering new markets. Competitors are global today, rather
than local. In addition, the Sensis study found that SMESs connected to the Internet to
provide better services to their customers (80%) and to promote their company more
effectively (57%).

Competitors, through better Website development and promotion, more consistent
corporate branding and development of corporate identity - combined with offline and
online Internet marketing programs - are successful in eroding market share, which
can force an eSuccess philosophy in a company for survival.

In our work with SMEs, we have found that the threat of competitive activity is one of
the maj or o6dri ver ®8uccasa.d moti vators for

3. External Resource Impact. Outsourcing and greater collaboration in the supply and
value chain has meant that many companies are now more responsive to external
resources that are important to their viability and bottom line success.

If one company in the supply chain does not perform because of a lack of eBusiness
acumen, then it can affect the other businesses, both up and down the supply chain.
This puts pressure on the company to perform and to adopt eBusiness and multimedia
activities to grow the share and profitability of the chain, suppliers, strategic partners,
loyal customers etc.

Studies have found that 80% of SMEs connected to the Internet in order to provide
better service to their customers. More importantly, SMEs use the Internet in order to
enable customers, suppliers etc. to look for products and services online. Today this
is moving towards more orders for products and services. This is one of the major
factors driving Internet usage and some companies will not deal with organisations
that cannot tender online, reply to expressions of interest online, or provide online
ordering.

Over 60% of the wholesale trade currently receive payment online.

4, Innovation Impact. Businesses and their management have been educated to
expect short life cycles of technology and rapid uptake of technology - by competitors,
suppliers, government and clients in the more competitive market place. Management
and personnel are constantly seeking new ways of doing things better, cheaper, more
efficiently and within time rather than over time.



Every organisation wants to excel with quick response rates that meet global
demands. The pressure on cash flow from GST, payroll, shorter terms of trade for
supply etc. means that time certainly is money.

The Internet provides eBusiness and eCommerce opportunities to improve, innovate
and gain from better processes, efficiency and direct contact with all those who
contribute to the final performance of your service or product.

The days of oO6not invented hered are gone.
tive tool

by your competitors as a compet.i
market as a reference point.



2. GETTING STARTED T BUILDING BLOCKS

eCommerce goes hand in hand with all functional areas of your business. It is a total
organisational approach affecting:

Marketing & Sales

Operations & Production/Systems
Administration

Procurement & Contracting
Accounting & Finance

Human Resources

oglrwNE

When you adopt eCommerce strategies for your business, it should be sensitive to strategies you
employ in your total organisation and the existing business mix decided by your Business and
Marketing Plans. You may need to modify your current traditional way of doing business so that
eCommerce procedures are compatible with your business goals and business mission.

For example, in your Marketing Plan, you have described the need for marketing material such as
brochures. The strategy is to reach a particular niche market. You can choose to mail the
brochures or personally deliver them to businesses in your defined market.

By employing eCommerce, the same brochure can be converted to a .pdf document and sent out

to target customers through emails with appropriate attention-g et t i ng ébanner sd6 and

your Website. Supported by multimedia, you can send text, images, sound, video etc. The
bottom line is that you are integrating eCommerce in a promotional mix that will enable your
business to reach local, national or global markets and create the intended awareness for your
promotional campaign.

ESSENTIAL BLOCKS BUILDING YOUR BUSINESS ONLINE

For many businesses the eCommerce or online technologies is a confusing place. It is a world
full of buzzwords and technical jargon and sometimes simply understanding all of the options
available to you seem to be half the battle. You have already understood some of the jargon in
the section 6Walk the Tal ko.

In this section we drill down further to simplify the building blocks of eCommerce and the Web by
explaining how they interact to build your business online.

DOMAIN NAMES

Try to imagine that everybody in the world uses their mobile phone number instead of their name
to identify themselves. ltwoul d be hard to even remember your

The Internet faces a similar problem. Computers or machines which are connected to the
Internet or any network are identified by a unique number called an IP address (for instance
218.214.142.3). IP addresses are neither intuitive (they have no relation to a geographical
location), nor easy to remember (try looking away and remembering the IP address above).

Domain names offer an easier way to name and find a website. Each domain maps or translates
into an IP address which is easy to remember.



Domain Name Framework

Let's look in more detail at a domain name, using a domain name as an example. The domain
name is www.comedge.com.au

com.au is the top domain under which this domain name is registered. There are heaps of
different top domains out there, from commercial (.com) through country-specific top
domains such as Australia (.com.au), United Kingdom (.co.uk) and Germany (.de). Every
domain name is registered under a top domain (normally referred as domain extension) of
some kind.

comedge is the sub-domain of the above domain name. This is the part of the domain
name that you were able to choose when you registered a domain name. Registering
.com.au are governed by set of legislations and administered by auDA (Australian Domain
name Administrator) domain names.

The top domain and sub-domain together make up what is known as a domain name. If you
asked us what our domain name was, we would say comedge.com.au.

One of the best things about domain names is that they are unique. We know that there is nobody

el se out there who owns the domain name O6comedge.

are recorded in a central database and each record in the database must be unique. This is also
what makes choosing the right domain name quite valuable.

When you register a domain name you are not
license to use that name during the registered period. The domain name is renewed periodically
for its licensed use.

For further details about Australian domain hame policies please visit http://www.auda.org.au

Various Australian Domain Names

.com.au & .net.au: Australian Corporate Business

.org.au Australian Non-commercial Organisation
.asn.au Australian Non-commercial Association
.id.au Australian Individual

el SN S

Choosing the right name(s):

People used to think, 6édWhat 1is in thgegiesé#@inedé.

important to choose names wisely. The domain name can be the following

Your business name
Your brand name

Your product/service
Application name

Event or Descriptor Name
Trademark Name

> > > D
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Checklist/Notes:

Check WholS for Registrar /Registrant details
Make sure domain registration details are correct
Access to domain management area

Domain Name Password for Transfer of Domains
Check & record the Name Servers for reference

DI >

WholS: Is a database program that enables you to identify the registrar & registrant details of
domain names.

Registrar: The entity that provides domain registration facility. Australian domain registrars
are accredited by auDA.

Registrant: The entity that holds exclusive license to a domain name over a period of time.

HOSTING

Once you have your domain name itds |li ke having a
The next step is to get the space or land where you can build your house or office.

The host is the server where your website is placed, through which the world can access your
business, products & services.

You can have an in-house server or host your site with a Web hosting provider. There are two
types of hosting if you go to a hosting company:

A Dedicated Hosting i This is hiring an entire server. This is more sophisticated as we
have full control over the server, including choice of operating platform, hardware etc.
Monitoring, however, is still handled by the hosting company. The handling of the server is
called as telehousing.

A Shared Hosting - In shared hosting, multiple sites are hosted on a single server, so each
account ends up O6sharingbé server space with ot
cheaper than dedicated hosting and the site is readily serviced by the hosting company.

Choosing a Hosting Service

A Find the package that suits your needs such as disk space, bandwidth and programs.

A Consult with your developer regarding the operating system, scripting and database
features.

A Their service: Backups, server uptime, customer service and support.

10



Checklist/Notes:

A

> > > >

>\

>

Emails

Know and record your service provider or data centre
Know and record the IP address of your Web host

Know and record the operating system of your server
Know if you have access to the hosting administration
Know the features of your hosting

If you have hosting administration you can add/delete emails

Do you have a Website statistics package showing the website traffic, users, search
engine referrals etc?

Once your hosting is activated you need to establish the corporate emails set up e.g.

info@yourdomain.com.au or yourname@yourdomain.com.au

11
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3. WEBSITET YOUR IMAGINATION IS THE LIMIT!

This is the actual house or office you are building, this is where your goods and services can be
displayed and sold to existing and potential clients.

The World Wide Web provides endless opportunities and your imagination is the limit. The

website acts as a powerful marketing tool. Envisage the competitive edge if your products or

services could be accessed 24/7 and 365 days a year without any demographic boundaries or
expensive overheads of running a O6bricks & mortar

From a management perspective, if there are questions that can be answered, information
accessed, even purchases made without taking staff away from their core functions, then it is not
hard to see why so many businesses have moved toward a structure incorporating a strong Web
and Internet presence for 24/7 business promotion and a variety of real bottom line benefits.

24 Reasons for Using an Effective Website 7 Days a Week

BENEFITS THE OPPORTUNITY CAPTURE

1. Reach & Target
Marketing

National, global specific markets, needs

2. Cost Effective Over a 5 year period, annual cost is $950 p.a.

Websites $2,500 to 3,500 over life

Support each year $350

Il ncludes emails & fishop fronto

Compare to advertising brochure, direct mail etc. & they are not 24/7

3. Can Value Add Sell online 1 payment function
Add catalogues

Add PowerPoint

Support sales staff

Create competitions

Create extra sites/ pages

Can help liquidate old stock
Can add new products/ services
Can advertise for staff/distributors
Can sell other locations

Can market via email link

Can showcase services

Can run specials

Can run/ remove bargains

4, 24/7 Virtual
Office

Can be reached online 24/7

Can get enquiries 24/7

Can get orders 24/7

Can get complaints 24/7

Can get emails 24/7

Interactive i can respond online in real time
Gives location, office hours, contacts etc.

DDA DDV D DD DD D> D> D
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Cross-sells
Business

Add website to corporate logo

Add website to clothing

Add website to vehicles

Add website to sighage

Add website to print/advertising

Add website to emails

Add website to invoices

Add website to corporate events

Add website to presentations

Add website to warranties, manuals & documentation
Add website to billboards, trams, buses etc.

Customer
Relations

Can get complaints, enquiries online

Can receive references, tenders, proposals, requests

Can respond to distributors, retailers & staff overseas

Real time tracking lbehaviauust omer s
Can evaluate advertising expenditure

Showcases
Business

Uses visual motivation

Excites with quality pictures

Introduces staff, business & corporate identity

Can be more trusted via online representation

Can move pictures to demonstrate products/services

Can give tangibility to services

Lets visitors print brochures/material in real time
Letsvisitorsbuy/engui r e when they are
Can explain to visitors at their pace in their place

Gives support to sales staff, PowerPoint backup, point of reference
for testimonials, selling aids

=]
=y

Sales Support

Online material for reference

Telephone conversation backup (refer to Web page)
Can assist telephone selling

Gives access via login benefit

Reduces selling time

Gives print ready copy to consumers

Reduces need for carrying material

Gives backup i standards, manuals, etc.
Allows third party testimonials

Gives online 24/7 feedback

Narrows choice via online visuals/ explanations

Credibility

Thirdparty Googil eot her so deliver ser
Search engine reference & listing

Rankings indicate core business success for your business

APul | 0 firtleemncheide ® viewoyour site

10.

Real time
Changes

Can change stock in seconds

Can arrange site to sell priority products/services

Can change personnel/ services overnight

Can dress up fAnewodo offers
Can manage |ive fAshop fronto
Can compete at low cost

Can present products/services at your discretion & style

Can wrap business services in corporate colours/ background
Can make offers, bargains & experiment with promotions

11.

Trial

DDA DD DD DD DN DD DD DD DD DD DD DD DD D D D D D D D D I3 I D D D I I I D D D D D Dy Dy

Can put offers in to encourage trial or initial purchase
Can give specials to establish trust, relationship & ongoing business

13




12.

Reduces Print
& Advertising
Budget

T v > >

Can demonstrate use & effectiveness

More effective than most Yellow Pages programs. You own it.
Once print is developed, i1itos e
Hard to make small cost effective changes that actually work in print
You own media & can decide when to print online, where to make
the offer, & to which market

Is around longer than a newspaper, magazine etc.

13.

Competition

You need to be online too!!

You need to be in more than one category/ market space

You can address point of difference online, daily, weekly, yearly
You can sell Al ocal 6 proxi mity

14.

Quick
Reference

Generation X & Y want it now

Most consumers shop online after hours, extending your selling
time

Can give more information than directories, Yellow Pages
Consumers reference when they need to

Great for time impact businesses i e.g. travel

15.

Todayos
Technology

D DD (D D D

If you are tempted to use a GPS street directory, then you know the
Web is replacing print advertising over time

Going online is a social dAcul tu
only 10 years old

Go online for travel, accommodation & your own purchases/ search
too!!

16.

Control/
Tracking

You can track visitors to the site
You can see when they search, hour, days of month, etc.
You can evaluate online effectiveness

17.

New Services/
Products

When online, staff salesforce sell too
Not expensive to trial/ test
No big print outlay at first

18.

Advertise
Online

Reach customers who need your product/service
Target marketing rather than costly broadcasting
Better conversion rate for bottom line results

High impact on cash flow i money upfront

Monitor & manage online budget effectiveness
Adjust product/service offer to meet demand changes

19.

Optimise for
Results

DD DD DD DN DD DD DN DD DD D> D> D

Use key words to attract visitors

Use good copy to sell effectively
Cross-reference with other directories
Focus on being best in market

Use words that convince

Use layout that increases trust

Use colour, visuals to excite

Be very competitive

Study the competition online

14



20.

The Web is a
Resource

Benchmark with sites globally

Look at how others do it

Seek staff/distributors online

Let suppliers compete

Retain customers i stay online & competitive

Gain customer s. |l tds used as

another

a

21.

Cash Flow
Positive

With payment gateways or merchant facility, money is upfront
Sets delivery priorities

Reduces follow-up invoices, etc.

Gives convenience to both parties with documentation
Reduces administration cost

Gives consumers online convenience

Gives you signal to initiate re-order process

Can move stock quickly

Can increase turnover/ efficiency

Online vehicle to get fAcashbo

n

0

22.

Time Theft

Consumers are sick of forms, bureaucracies, BAS etc.
Consumers want it now to use now

Search via traditional means takes time, petrol & resources
Online search can be enjoyable

No traffic jams

Eyes & mind do the walking

Quick reference to competition

Local business gains an edge

23.

Flexibility

Can add pages 24/7

Can delete pages 24/7

Can add digital photos 24/7

Can delete stock/ services 24/7
Can add stock/ services 24/7
Can change copy 24/7

Can offer deals, promotions 24/7

24.

Pay per
for High
Ranking/Traffic

DN DD DDV DD DD DD VDI DD D D D D D I D D D D D D

For customer, define market reach i e.g. Melbourne
Can buy when you have budget available

Can spend at time & cost intervals you determine
Can trial at very low cost (e.g. $80-100)

Can trial budget to reach profit objectives

Instant results 1 can advertise on demand

THE WEB: YOUR SHOP, OFFICE, OUTLET, ETC.

Your website is your shop window or office door so it must appeal and look inviting to attract
visitors. It should say something about your business and your products/services to provide
potential customers with an immediate impression of your company.

The website allows you to link development of traditional channels, and to extend and present the
desired corporate ID and image that you want for your business T new business proposition?

15



The website is virtually your business place on the Internet, so the website should reinforce your
corporate DNA. The website should reflect the following

Who You Are

What You Do

Your Products and Services

Your Positioning in the Market Place
How You Are Different from Others
Customer Relations and Support

ouprwONE

The construction of your website is important as you have to consider the design and functionality
which make your website distinctive and striking. It is vital that it reflects what your business does
and who you are, and what kind of organisation you are building - separate from those that have
traditionally controlled channels, segments and markets.

Website Content

The two most important ingredients of any Website is content (copy) and images. There should
be a right balance of these to ensure an excellen

Good use of images and text on your website can make the difference between a boring site and
a great one!
Considerations for Website design are:

A Obtain good quality professional photographs

A For Web pages, 72 pixel image resolution is satisfactory

A Include a clear logo and your positioning statement

A Maintain your corporate DNA (personality) so your Website reinforces your other
marketing materials such as brochures and profiles

A Easy navigation on the Website, which makes users comfortable and is easy to browse

A Develop clear directions or instructions for your customers

A Your design should be professional and O6cl ean¢

A Provide accurate product/service information

A Provide customer assistance such as FAQs, interactive forms and other self-help features

A Clearly mention your privacy, copyrights, payment option if any, security etc.

A Provide your customers with print ready documents such as order forms, brochures etc.

A Design the Website so that it is compatible with various browsers and screens. They vary!

A Choose fonts and font sizes wisely

A Decide on Meta Tags (key words) for better visibility of your Website with search engines.

16



CMS - CONTENT MANAGEMENT SYSTEMS

CMS is a program which acts as an interface with your Website. This allows you to create,
modify and control the content of the Website, to keep it updated and relevant if you do not use a
Web Service Provider.

CMS systems are easy to use and normally require no programming knowledge. These can be
dynamic with real time upgrades (this is an online system) and batch publishing, which work from
the local computer. Most CMS are Web-based online tools.

Most CMS act as Site Builders, providing you with a choice of templates and predefined
functionality which can easily be integrated into the Website. With eCommerce evolving rapidly,
these systems are becoming more sophisticated & user-friendly, but they also have
disadvantages with flexibility & customisation. Content Management systems are normally
licensed to use with a particular domain.

How CMS Works

A All your files are stored onto a database. When a file is requested the database is
accessed and the data will be retrieved.

A CMS separates the programming codes and the data.
The following chart provides assistance to you by detailing the advantages and disadvantages of
a CMS:
Advantages
Easy to use, no programming required.
Acts as an Interface to the website.
Publishes changes and updates in a real time manner.
Provides complete control of the Website.

Provides better scalability.

> > > > > >

Dynamic CMS can be accessed anywhere and ensures that Websites can be updated
from any connecting computer.

A Since it acts as a web interface, no FTP. HTML is required.

17



Disadvantages

A Design restrictions i most CMS work on templates. They can restrict final designs.
Customising the CMS to suit your needs is difficult & requires programming skills.
You cannot add extra functionality unless provided by the provider.

The Website is strongly attached to the CMS. Moving your site across hosts is not easy.

> > > >

Your CMS depends strongly upon the Host server
ASP, PHP.

A Monitoring the server is very important, as small changes affect its functionality.
A Your CMS requires high speed Internet connection to use them effectively.

A CMS upgrades and improvements are totally dependent on the provider, which might be
expensive.

A Your CMS is friendly with search engine crawlers.

A A CMS can take Web maintenance time from your core business.

Most businesses need a CMS system. If your business Website requires regular updates and the
cost of the Web designer is escalating, then a Content Management System is a feasible solution.
If you do not require regular updates, then the best policy is to utilise an HTML Website that can
be updated. This also provides flexibility if you want to move hosts and Web developers.

SELLING ONLINE

The biggest advantage of your Website is the ability to sell your products and services to people
around the world 24 hours a day, seven days a week. Not only is this an important convenience
for your customers, it also means more revenue for you. The Website also acts as a channel to

receive payments online, and provide a call to action i sales.

Can You Sell Online?
It is easy to evaluate whether you can sell your products & services online.

If you identify your products that can be sold online, an online shop front helps you to reduce your
overhead costs because you don't need to hire reception staff or sales people to take orders.
eCommerce is rapidly becoming a critical step for managing and growing your business and
comes with a unique set of opportunities and problems.

Once you have decided it is time to sell your products online, you have to decide how to best offer
your products and/or services to your new global community. Whilst there are several ways to list
your products and/or services on your Website, the most widely used method is the virtual
shopping cart.

18



Shopping Cart Overview

An eCommerce shopping cart is very much like its real life counterpart, except online the

shopping cart is not just for moving you from the aisle to the cash register i it is the whole
shopping experience and is essential to online store automation.

A shopping cartprovide s your customers with a 6virtual é sho
browse the items you have to sell and place the
carto. The customer can view the contenangemof t
to their cart at anytime by clicking on a link or button. Then when they are ready to purchase their
items, they simply go to the O6checkouté and pay f

Y
0
he
Shopping cart software includes:
e The display and maintenance of your products and electronic catalogue

e The systems of product selection (the customer placing items in their basket)

e Checkout (including collecting shipping information, calculating tax and charges and the
secure credit card transaction)

¢ Management reports and statistics

Choosing a Shopping Cart Service
Choosing the right shopping cart system can have a dramatic effect on the success of your online
business. Even if you have the best looking site selling the best products at the best prices, you
will lose customers if your shopping cart system is difficult to use. That's why it is so important to
make the right choice early. If you set your site up with an ineffective shopping cart, your
business will never live up to its full potential.
Some of the options you may want your shopping cart to provide are as follows:

¢ Payment facility integration (credit cards etc.)

o Compatibility with widely used third party payment gateways

e Easy administration

e Ease of use for the business to add, modify and delete products and information

e Ease of navigation for your customers

e Easy customisation thereby maintaining your coc

Assuming you have decided your Website needs shopping cart software, you now need to decide
where to put your shopping cart/Website.

The two choices you have are to install a software based shopping cart (a program installed on

your current web host), or use a third party shopping cart, which means the service is hosted and
maintained by a third party.
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ASP shopping carts are easy to set up on your site and you don't need advanced programming
skills to get them working. If you are not technically inclined and would prefer that someone else
host your cart and take care of compatibility issues, then select the ASP option.

In addition to the products and services mentioned above, there are also shopping cart programs
that you can purchase and have installed on your website (some are even freel!). It is worth
noting, however, that you will either need to have advanced knowledge of scripting to install these
carts, or be willing to pay an expert to install them.

The two important questions to consider are:
1. How easy is the cart to use?

2. Can you make updates and changes yourself, or will you have to pay a Website
designer an hourly fee to make changes for you?

Online Payment Processing

One of the most important parts of selling online is accepting payments from your customers.
Online payment processing offers a customer the convenience of submitting their credit card or
other forms of payment on your Website and allows you to actually receive the money from this
transaction quickly and efficiently.

Online payment processing requires co-ordinating the flow of transactions among a network of
financial institutions and processors. Fortunately, technology has simplified this process so that,
with the right solution, payment processing is easy, secure and seamless for you and your
customers.

Payment Gateways

Purchasing online may seem to be quick and easy, but most consumers give little thought to the
process that appears to work instantaneously. For it to work correctly, businesses must connect
to a network of banks, processors and other financial institutions so that payment information
provided by the customer can be routed securely and reliably.

The solution is a payment gateway that connects your online store to these institutions and
processors. Because payment information is highly sensitive, trust and confidence are essential
elements of any payment transaction. This means the gateway should be provided by a company
with in depth experience in payment processing and security.

How Payment Processing Works
Payment processing in the online worldand ®momi hab
worl d with one significant exception. I n the onl

transaction. This means that the business must take additional steps to verify that the card
information is being submitted by the actual owner of the card.
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Payment processing can be divided into two major phases or steps:

1. Authorisation T Verification that the card is active and that the customer has sufficient
credit available to make the transaction

2. Settlement i The transfer or money from the customer's account to your business
account.

A payment processing solution should:

¢ Reliably and cost-effectively accept and process credit cards. Not only does this reduce
lost sales, but it also enhances the quality of your site by allowing your customers the
freedom and flexibility to pay you quickly and conveniently.

¢ Provide real-time credit card authorisation results allowing you to accept or reject orders
immediately and reduce the risk of fraudulent transactions.

e Easily track and manage payments from multiple payment types or processors so you can
spend more time on your business, not on managing transactions.

e Scale rapidly and seamlessly to accommodate increased transaction volumes so your
systems grow as your business grows. You can graduate to direct bank payments over
time.

e Provide flexible, easy integration with the business' Website. The sooner you can start
accepting payments, the sooner you start generating revenue from your site.

What You Should Know About Fraud

Credit card fraud can be a significant problem for customers, businesses and credit card issuers.
Fortunately, there are steps you can take to significantly limit your risk as an online business,
although many SMEs surveyed still worry about this risk.

Liability for fraudulent transactions belongs to the credit card issuer for a card-present, in-store
transacti on, but shifts to the business for 6card
conducted online. This means that the business does not receive payment for a fraudulent online

transaction.

Important Fraud Prevention Steps

Choose a payment services provider that is well established and credible. Your provider should
also have in-depth experience in and a strong track record for, transaction security.

Make sure your payment gateway provider offers real-time credit card authorisation results. This
will ensure that the credit card has not been reported as lost or stolen and that it is a valid card
number.

Use Card Security Codes, known as CVV2 for Visa, CVVC for MasterCard and CID for American

Express®. For American Express, the code is a four-digit number that appears on the front of the
card above the account number. For Visa and MasterCard, the code is a three-digit number that

appears at the end of the account number on the back of the card.
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The code is not printed on any receipts and provides additional assurance that the actual card is
in possession of the person submitting the transaction. As a business, you can ask for this code
on your online order form. Even if you do not use this for processing, simply asking for it acts as
a strong deterrent against fraud.

CUSTOMER RELATIONS MANAGEMENT (CRM)i THE CUSTOMERG6 S PAGE
Using eCommerce and online systems we can provide a 24/7 service to the customers. It reduces
the expenses for SMEs by reducing long telephone enquiries, support staff and other operating

costs.

The following CRM services are provided by eCommerce and online systems:

Online Customer Support & Service such as knowledge base, Online chat and ticketing
systems

e Sales tracking (tracing and recording the sales made)
e Transaction support (the technology used for transactions)
¢ Improved customer satisfaction and maximize the profits

e Tracking Surveys such as Survey Edge®. These are easy to employ for customer,
employee and distributor satisfaction surveys.

eCommerce and multimedia offers persuasive opportunities as a sales and marketing channel. It
enables users to meet the goals of:

e Driving customers to come to your site
e Stimulating customers to make an enquiry
e Establishing an online business relationship and culture

e Making your customers loyal to your products/services
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4. E-SUCCESS STRATEGIES FOR ONLINE SUCCESS

INTERNET MARKETING T GAIN, MAINTAIN, RETAIN

The Internet has profoundly transformed the way people communicate and interact with each
other. This change has also dramatically affected the business world by altering the way people
shop for products Ten years ago, companies reached their consumers through trade shows, print
advertising, and other traditional marketing methods.

Today, people start their shopping experience by looking on the Internet and, more specifically,
search engines, especially Google. In order to remain competitive, your websites need to be
found on the web and in search engines.

Internet marketing strategies are implemented to gain, maintain and retain customers. The
number of Internet users and people buying online is growing at a rapid speed and the marketing
and positioning of your business on the Internet is very important.

Internet marketing is an eCommerce element, which encompasses various marketing activities
such as:

Product/service releases
Public relations
Advertising

Sales

Customer service etc.

The main aim of Internet Marketing is to drive potential customers to the business through online
communication methods such as email, websites, search engines etc.

When Internet Marketing is used in an efficient manner it:
¢ Reaches wide target markets globally
¢ Increases on-line traffic to your website
e Helps you dominate the competition in the market
e Has lower customer acquisition costs compared to traditional marketing
e Broadens your market share
e |s a cost-effective means of marketing

e Can reach the right people who want to buy your product or service.
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SEO T SEARCH ENGINE OPTIMISATION

Let us imagine you have got an online presence t

drive customers to your business? From a business point of view website is a marketing tool
which involves investment. It should yield the returns by reaching and driving target customers.

This can be achieved by the following SEO (Search Engine Optimisation)

SEO is a marketing strategy through which the Website is enhanced to achieve top rankings on
search engines. In simple terms, it is a process by which the visibility of the site is increased for
keywords relevant to the business. Being found on the search engines, through the
implementation of SEO, is an effective strategy for driving traffic to the Website. This provides a
greater reach for your products and services
services.

Website Optimisation can be classified into onpage and offpage optimisation.

Onpage Optimisation

Below are the factors on the Website which affect your rankings:

e HTML Meta Tags including Titles, Description & Keywords reflecting your core business,
industrial buzz words, brand, service types etc.

e Web page content or copy
e Website structure
¢ Website layout and design

e Create search engine friendly pages by means of proper internal linking

Things to consider for on page SEO

e Peopl e dondt 1 makesare your titlesr hieaslings, keywords, description, and
URL reflect the actual content on each web page.

e The web is all about unique content T duplicating titles, keywords, and content on multiple
pages may be interpreted as spam by search engines, so make each page of your site
unique.

e The early bird gets the fatter worm i words used earlier in the title, URL, heading, and
page content are given more weight than later words.

e Keep it short and sweet i the more words you add, the more diffused your power will be
for each word, so use fewer and more focused words.

e Sell your page to the reader i your page title and description will show up when you are

listed in search engine results, so optimise them for click-through appeal by making them
sell the content on the page.
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Offpage Optimisation
Below are the factors external to your Website which influence your rankings:
e Linkage 7 the number of links from other websites, linking with high traffic websites

¢ Addition of the website to major search engine and search databases for indexing the site
by search engine crawlers

The process of optimisation should be continually reviewed in order to achieve and maintain
priority search engine rankings as the search engine consistently change their search algorithms.

One of the most effective ways to get more targeted traffic from search engines is to get more

inks into your website. Each |ink into your site |
is important. Not only do you want more links, but you want more links from more trustworthy

websites. Try to avoid link exchanges (where you and another website agree to link to each other)

because the search engines are getting better at detecting these types of links and will likely

discount them.

Also take note of the anchor text (the text that is in the link to you) T your industry, key service,
product, or city is better than your company name or click here because the link is now not only a
vote but a vote in context. This will help you get ranked in searches on your industry, product, or
city i broader and more competitive keywords i whereas you will probably rank highly for your
company name anyway. E.g. On our blog, we link to www.comedge.com.au with the anchor text
"Business Consulting"

ORGANIC VS PAID SEARCH
There are two kinds of search results: paid results and organic (or natural) results

Paid results are those listings that require a fee for the search engine to list their link for
particular keywords. The most widely used form of paid listing is Pay Per Click (PPC), where you
pay each time someone clicks on the link in your advertisement. The price increases with the
competitiveness of the keyword. Google AdWords is one popular form of paid search
advertisement.

Organicresultsar e gathered by search enginesé web crawl
relevance to the search terms. This relevance is calculated by criteria such as extent of keyword

match and number of sites linking to that website. It is much more valuable to be listed highly in

the organic results than in the PPC advertisements.

Benefits of being listed in organic results:

e Nocost-organic results are |isted based on th
relevance and quality, not your advertisin:
click

e Longer lasting rank and traffic - search engines record your ranking history, helping
you rank highly in the future, and they only reevaluate your rank every few weeks
or months, allowing you to maintain your rank longer
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Take Advantage of Google's Free Advertising

Google

Many SMEs do not know that you can get some free
.advertising on Google, using Google Local or Google
Maps. Google is looking to increase the value of their
local search and their mapping application, so they
have a simple way for you to tell them some
information about your business, and now they are
infusing those results into their main search engine.

It is basically a great way to advertise your business on Google for free, and everyone loves a

free advertisement. This will help your advertisement show up in searches and can help you get

more traffic, leads and customers. This is in fact a easy way to get your website on search
results and would help you drive more relevant traffic to your website.

For example, one of our sites www.Furniture4u.com.au is currently listed at the TOP of the
dining tables Melbourne",

Google search results for searches like "bar stools Melbourne",
ture

"Furniture store Ke w"

Web

News

Images Maps

Web

AFur ni

Video Gmad more v

shop

bar étools melbourne
Search: O the web

® pages from Australia

Bar Table & Stools Online

www cafeideas com au
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www. MattBiatt com.au
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Fumituredu . com.au - www fumituredu com au
1 Princess Street, Kew - (03) 9853 1202

Robcousens Outdoor Furniture -

www robcousens com au

385 Maroondah Hwy, Ringwood - (03) 9879 6055

m

- www.robcousens com.au

Hawt hor no

1300CAFEIDEAS - Shop online & Save Hotel, Pub & Club Fumniture Experts

Choose From Over 100 Designs and Colours. See Our Great Prices Now!

Check Out Our February Specials Now Classic & Contemporary Fumiture

Shop B7 Penninsula Lifestyle centre, 1128 Nepean Hwy, Momington - (03) 5973 4588

esults r

, near Melbourne VIC

Kendall Furniture - Quality Bar Stools. Dining Settings and ...

Kendall Fumniture Pty Ltd is a 50 year old, 100% Australian owned company, manufacturing
tubular steel furniture from its premises in Oaklengh in lhe city ..

www. kendallfumiture com au/
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Chairs, Tables, Bar stools_and furniture - PGR Furniture Marketing

PGR Fumniture Marketing 1s an importer and wholesaler of chairs, tables and quality italian
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t
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http://www.furniture4u.com.au/

How to Get Free Advertising on Google

Things You Need Before Starting Your Free Advertisement

1.

2.
3.

A description of your business i Remember to incorporate key words in your
display title & business description

Your phone number, address and any other contact info you want to advertise

A logo or image(s) that represents your business, products etc (some people use a
picture of their office, store or restaurant)

A coupon or special offer you want to advertise (Google also lets you add a
coupon for FREE if you want)

Figure the appropriate categories relevant to your business i Think from the
customers search point of view and incorporate those key words

Step-by-Step Guide to Free Google Advertisement

1.

3.

Go to www.google.com.au/maps and search for your business to verify it is not yet
listed with an advertisement.

Go back to www.google.com.au/maps and click on Put your Business on Google
Maps at the left part of the page. (See image below.)

Web knages MSps Hews ‘1’:§¢-: '}:!mﬁ V'E‘;z:'
Google

Gat Dwections My Maps

Goocle Lattude: See your fiends on a map

a0

Follow the steps provided by Google. They are pretty simple and straightforward.
As part of the process you will need to verify your business either by phone or mail.

Check back with Google and verify your listing. If you want to update it, you can

use the same process outlined here to update your listing. See image below of the
advertisement for Furniture4u.com.au including details.
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5. E-ADVERTISING & MARKETING CAMPAIGNS

Gain, Maintain & Retain

$$$ Gl WEBSITE

BUSINESS
BOTTOM
LINE

CUSTOMERS

E-Advertising & Marketing

Businesses have the opportunity to leverage the Internet to reach out to customers effectively and
inexpensively with targeted messages that customers seek out, not ignore.

Businesses must:

Drive more quality traffic to their sites

Capture visitors as leads

Convert leads into customers

Analyse the activity on their site to optimise online marketing efforts

Websites today are able to utilise Click campaigns, and they are able to use a combination of
online and traditional marketing strategies to drive customers to your website, and to get
customers to purchase directly or to begin the procurement process.

In this section we discuss:

o How to conduct an (Pay Per Click - PPC) advertising campaign, Target market selection/
conduct and important criteria

o Landing pages (bigger and specific nets for gaining clients)

o How campaigns online are different from traditional advertising and marketing campaigns.
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PPC i

PAY PER CLICK?

PPC (Pay-Per-Click) is the most widely used form of paid advertisement on the Internet. PPC
advertising offers effective way of connecting your business with potential customers. In this type
of advertising you pay only for the clicks you have received at a price you have set. The price
increases with the competitiveness of the keyword. Google AdWords is one popular form of paid
search advertisement.

GOOGLE ADWORDS

(Source: Google)

How does it work?

You create your ads - You create ads and choose keywords, which are words or phrases
related to your business. Google Adwords assist with keyword ideas to maximise the
campaign effectiveness

Your ads appear on Google -When people search on Google using one of your
keywords, your ad may appear next to the search results. Now you're advertising to an
audience that's already interested in you.

You attract customers - People can simply click your ad to make a purchase or learn
more about you. You don't even need a webpage to get started i Google will help you
create one for free. It's that easy!

Why it works?

Google AdWords offers you:

Costs

Targeted reach - Now you can advertise to people searching on Google. Even if you
already appear in Google's search results, AdWords can help you target new audiences
on Google and our advertising network.

Greater control -You can edit your ads and adjust your budget until you get the results
you want. You can also display a variety of ad formats and even target your ads to specific
languages and geographic locations.

Measurable value - There's no minimum spending requirement or time commitment. And
with the cost-per-click option, you're only charged if people click your ads. This means
every dollar of your budget goes toward bringing new prospects to you.

Set your budget -There's no minimum spending requirement i the amount you pay for
AdWords is up to you. You can, for instance, set a daily budget of five dollars and a
maximum cost of ten cents for each click on your ad.

Avoid guesswork 7 Google provides keyword traffic and cost estimates so you can make
informed decisions about choosing keywords and maximizing your budget. (Estimate
keyword costs)

Pay only for results -You're charged only if someone clicks your ad, not when your ad is
displayed. Payment options vary by country and currency.
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What should you expect?

No matter the size of your business or your advertising budget, Google AdWords helps you
connect with potential customers who are searching on Google for your products or services.

You can control costs by setting a daily spend limit and pay when people click on your ads. There

is ho minimum spend or contract required.

You choose keywords,

You create set your budget and
your ad... decide where your ad
will be displayed...

(Source: Google)

Local and regional targeting!

People click on
your ads and connect
with your business!

Lupnary cruiss o Mars
Visit the Red Flanet in st

Set your ads to appear only to people searching in a particular region. Now it's easy to target
online customers within, say, 25 kilometers of your front door.

Google AdWords is customisable for any advertiser:

e Cost-per-click (CPC) pricing, so you pay only for the clicks you have received at a price
you have set (choose a maximum CPC from AUD $0.01 to $100).
e Cost-per-impression (CPM) pricing for those who prefer to target individual content sites

and pay by the impression.

Daily budget you set, starting from AUD $0.01.

Targeted ads you create and manage.

Ad scheduling: run your ads on the days and hours you want.

Online performance reports 24/7 in your account.

Additional network of sites and products for increasing advertising exposure.
One or multiple ads targeted with one or more keywords.

And with no monthly minimum spending limit or time commitment and only a minimal fee to set up
your account, Google AdWords is the ideal marketing tool for small to medium businesses.
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LANDING PAGES

In e-marketing terms, a landing page is nothing but a webpage that visitors are directed to once
they've clicked on a link, usually from an outside source such as a Pay Per Click advertisement.
The page is usually focused on a particular product or service with the aim of getting the visitor to
buy or take some form of action that will ultimately lead to a sale.

A recipe for better conversion

A landing page also refers to every single page on your site. Many site owners believe that the
way the visit to sale process works is this:

e Customer arrives on their home page

e Customer selects an option from a menu or an offer on the page

e Customer arrives on the page with the offer/product

e Customer purchases / Enquires

Of course, this does happen, but every single page on your site should also be considered a
"home" page.

For major web portals the number of people who enter the site via search engine listings to
sections other than the home page; or links from other sites to specific articles, far outweighs the
number of people who hit the home page first.

Many landing page strategies are relevant to all pages of your site and are worthwhile considering
in general page writing and development.

The basics of developing landing pages
There a few questions to ask yourself when creating a landing page:

What are you offering?

Who do you wish to appeal to?

Why would they be interested in your offer?
What do they need to do to participate/purchase?

Write down all your ideas, make it as lengthy as you like. Then, bring it down to its core elements,
making it as motivating as possible without being over-hyped.

Think of your landing page as a summary of all the usual pages connected with the
product/service you are offering. The goal of the landing page is to usually convert potential
clients quickly, or to have them take some sort of action rapidly so you can follow up with them
later.

Call to action

Ensure you have included a call to action towards the top of the page. This will work on more
impulsive people or those who are already familiar with what you are offering. There should be
calls to action sprinkled throughout the remainder of the content as different people have different
tipping points in the sales process. The call to action should be linked to the order page or
subscription form.

A call to action is simply telling the potential client what they need to do in order to receive
whatever you are offering e.g. "purchase today!", "buy now, limited offer!" or "subscribe now!"
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