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“Hey, I ought to sell
my products on the web!”
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Internet generated revenue 1996 - 2002
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Uus ECOMMERCE 1998 - 2003
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Why should you be
Interested??

“Within 18 months, all our suppliers will supply us on the
Internet, or they won’t do business with us”

“There will be an estimated 717 Million people on-
line by 2005...”
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(the theory)

‘ ol ==
Strategy Q r
sl

Customer

‘RedesigniﬁI

— Customer

‘ Foster Facing Processes Ire The
Customer Company For
Loyalty [ b 0 Profit

www.FRInc.com




1. Set Strategy

. Make It easy for customers to c
business with you

. Don’t waste your customers tir

‘Make It easy to order your

Provide excellent service
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2. Focus on the

Ccustomer

. ldentify End-Customer and thel

needs

. Bulld loyalty and community

Distinguish from Channel
Dartners

. ldentify Key Stakeholders




3. Redesign Customer
Facing Processes

. Design processes from the
customers perspective

. Determine the role of the

middleman

i .
‘Determine your business events




4, Wire CompaﬂyFerL
Profit

. Determine who owns the
customer

. Integrating information and
applications

- Customer profiles - Business rules
- Business events - Business objects
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4, \Wire CompaﬂyFerL
Profit

. 5 stages of e-commerce
» Brochureware web site

» Provide customer support interaction

|
+ Support electronic commerce

. Pers&maﬁzedﬂ'nteractiﬁnswith
customers

+ Fostering community
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5. Foster Customerﬂ)yglty

. Loyal customers are profitable ones

O cost savings

O revenue growth

B base profitc
0 acquisition costs
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5. Foster Customerﬁ)yglty

. Measure Customer
Drofitability
+ Find a keep the right customers
+ 117/22 rule

. Move from a product centric to
a customer centri "OO'

- Remember focus on the
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i to convert
visions to thmgsq
1s the secret

of success.’




S0 where do we go
from here??




The Deadly e-Sins

. Falling to link web Initiative to
existing business strategy

. Assuming “If we build it, they will

Failing to provide proper resources
to manage e-Commerce initiative
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The Deadly e-Sins

. Failing to learn from your
experiences

- Defininé the website asan IT
responsibility

ngﬂgjfﬂlgnejmdﬁparmer

. Forgetting the phone number
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-Commerce Is not merely a
technology issue
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Your Customers Are Happy. Your Suppliers
Are Happy. Hey, Even YOU Are Happy.




