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I Survive or I ,  ,a,, , , 

The future of your business is e-commerce - but do you know why? 
Mark Kennedy-Stewart, 
offers some potent reasons for doing business on-line 

T ODAY, more than 
ever, business and 
technology have 

become inter-dependent 
and due to this, according 
to peaple like Bill Gates - 
Business is gomg to change 
more in the next 10 years 
than it has in the last 5 0 . .  . 

Well at the heart of this 
acceleration in the pace of 
business change is the 
incredible growth in the 
Internet. 

To put this in perspective 
take such everyday iterns 
such as these: ele~tricity - 
to grow from 40% to 80% 
market penetration took 40 
years; the automobile took 
35 years; the telephone 
took 25 years; the PC only 
10 and the Internet five, 
and a mere three to reach 
50,000,000 users. The 
Internet is fast becoming 
the 5fth force of nature. So 
the question then became$: 
Will you harness the power 
of this new force or be 
swept away by it? 

To harness it means that 
we must first understand it. 

Let's start by defining 
what we mean by e-c-om- 
rnerce, Ask 10 different 
people and you'll get 10 dif- 
ferent answers, sa let's look 
at a couple of these. The 
essential element of e-com- 

rnerce is to enable your cus- 
tomers to do business over 
the web. Simple then . . . 
All you have to do is to set. 
up a web page to tell the 
world about your wares 
and allow them ta e-mail 
you their orders. 
OK, not quite, but we're 

getting there. 
There are a number of 

such 'halfway houses' but 
let's look at what can be 
considered a true e-com- 
merce so1utism. 

To harness it 
means that we 

must first 
understand it '' 

We've still got our web- 
site, but instead of just a 
coIlection af web pages 
with the so-called shopping 
cart, we have the integra- 
tion of this front-end cus- 
tomer friendly Web inter- 
face, with the transaction 
workflow and business 
logic, inherent in our com- 
pany's financial, stock and 
order processing systems. 

This allows our customer 
to not only place orders but 

check out such things as predictions state that two- 
stock availability, order thirds of business to busi- 
status and their current ness commerce will be via 
trading position with our the Web. 
company; all this with a 
level of security which only 
provides access to the areas Ib build jbr 
we deem appropriate. Add 
to this an ability to change the future 
iterns, prices and customer 
specific information, 
directly from within our 
internal business systems - 
the embodiment of the can- 
a p t  of a zer~ admin site. 

This definition is by no 
means comprehensive fur 
that we would have to con- 
sider such areas as cus- 
tomer resaurce manage- 
ment etc - but that comes 
autwith the scope of this 
article. 

To build for the future, 
means committing to e- 
commerce and involves an 
investment, both in money 
and resources (people and 
time). 

But why shouId you 
bother? It sounds like too 
much time and effort. 

Well, conservative esti- 
mates predict UK Internet 
retail sales of around f3bn 
by 2003; in the US, accord- 
ing ta the Boston Consult- 
ing Group, online revenue 
will exceed $356bn by the 
beginning of 2000. Other 

means corn- 

e-commerce 
Could you survive if your 

marketplace was reduced 
by two-thirds? Still not con- 
vinced? Let's look at  the 
principle of successful 
future businesses - it's all 
about added value. The 
future is about making it 
easier for your customer to 
do business with you. 

It's providing higher 
levels of service - making it 
harder for them to switch 
to  your competitors. the 
future is reducing costs 
through improved supply 
chain dynamics and 
increasing profitability. 

In short, our future is the 
Web. For many it will be 
change or go the way of all 
dinosaurs both large and 
small, Rm 


