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INTRODUCTION

E-business is the use of Internet technology to facilitate
doing business. This handbook demonstrates that not
all e-business activities have to be complex or costly to
achieve benefits. Small businesses that are new to the
world of e-business will find information and tools that
will help them get started. E-business success stories
are highlighted throughout the handbook and a glossary
of common Internet terms is provided.

This handbook will help you answer
the following questions:

e What is e-business?

e |s e-business right for my business?

e Am | ready to adopt e-business?

e What are the advantages of investing in e-business?
e What are the costs of doing e-business?

* What financial assistance is available for getting
into e-business?

How can | access other business information
(i.e. products and services)?

e How do | find and work with e-business

service providers?

How can | overcome challenges in establishing
e-business?

How can | minimize risks with respect to privacy,
security and legal issues?

How do | establish my own website?
How can | establish online ordering on my website?

How can | use Internet advertising, social media and
mobile technology to market my business?

How can | integrate e-commerce solutions into
my business?
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1. DEFINING E-BUSINESS

What is e-business?

Electronic business [or e-business] is more than having
a website. It is using computer and Internet technology
to facilitate doing business. Sometimes the term
e-commerce is used interchangeably with e-business.
For the purpose of this handbook, e-commerce refers
to the process of buying and selling online, while
e-business is a broader term used to describe a
range of electronic activities.

Why should | care
about e-business?

E-business can:

e Enhance services and access to customers beyond
the local market.

e Cost-effectively market your business.

 Organize your business processes (e.g. through
the use of administrative software programs).

¢ Give you quick access to a network of businesses.

¢ Allow you to compare products and prices to find
good deals.

e | ower the costs associated with business transactions.

¢ Allow your business to keep pace with your competitors.
Many businesses are using some form of e-business.

¢ Enhance your visibility and accessibility for your
customers and suppliers.

¢ Allow you to communicate or conduct transactions
without being in the same location.

COMPANIES USE E-BUSINESS TO...

e Communicate internally.

¢ Organize their business.

e Market their business.

¢ Interact with existing and potential customers.
e Find business information.

e Hire employees and contractors.

e Buy and sell products and services online.
e Schedule and track shipments.

e Bank online.

e Conduct accounting online.

e Access government programs and services.

FAST FACTS: CAN YOU AFFORD TO
OVERLOOK THEM?

e Statistics indicate a growing trend towards
e-business. The vast majority of all firms and
households in Canada have Internet access.

¢ 96% of small businesses in Canada have a
website that they use for business purposes.

e About one-third of small businesses with
a website are using it for online sales.

e Over 70% of small businesses are making
purchases online.

e 37% of smartphone users have shopped
using e-commerce.

e About half of small businesses send and
receive electronic invoices.

e The value of retail e-commerce in Canada
doubled between 2005 and 2010.

Fast Facts Sources: Industry Canada; Statistics Canada
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Types of e-business

There are three general categories of e-business as described below:

Business to Consumer (B2C)

e B2C involves the online sales of
goods, services and provision of

information directly to consumers.

e B2C can be the main business
activity (also referred to as
pure play) or can supplement
an existing business.

Business to Business (B2B)

e B2B refers to the online
exchange of products, services or
information between businesses.

e This type of e-business is growing
at a rapid rate. The volume of B2B
transactions is higher than that of
B2C transactions.

Business to Government (B2G)

¢ B2G involves the exchange of
products, services or information
over the Internet between
businesses and government.

¢ All levels of government are
moving towards providing online
services and programs to small
businesses.

Examples of B2C:

e A business targets its website
to consumers.

e A business sends e-mails to their
customers alerting them about
upcoming sales.

e Abusiness sells its products
or services to consumers online.

Examples of B2B:

¢ A business chooses suppliers
using the Internet.

e A business auctions off excess
inventory using an online
auction site.

e A supplier sells its products
to other businesses online.

Examples of B2G:

¢ A business accesses forms
and pays government licensing
fees online.

e A business searches a government
website for information about
their services.

e A business bids on government
purchasing/supply opportunities
posted via an online procurement
mechanism.
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E-business success stories

Throughout this handbook, you will find a series of e-business success stories similar to the one highlighted below.
The success stories demonstrate the benefits to be derived from e-business, including e-business solutions that

are neither complex nor costly.

E-BUSINESS SUCCESS STORY:

The following success story demonstrates the benefits that can be derived from e-business.

Native Fabric.com « www.nativefabric.com

Perry and Annette Poeta first began business in
Curve Lake First Nation when they decided to turn
their hobbies into a professional enterprise by
designing and selling a wide range of clothing at
various powwows, conferences and other events.
Then, when an Elder from the reserve retired, the
Poetas took over her log cabin store and started
making Native fabric clothing.

In 2002, the Poetas decided to concentrate on
their growing web-based mail-order business,
www.nativefabric.com, which employs an
electronic shopping cart. “We do Internet sales of
[Native-design] fabric,” Poeta says, emphasizing
that doing business over the Web is a different
approach than selling from a store. Specifically,
the Internet enables the company to do business
with customers from across the country, including

persons from remote First Nation and Inuit
communities from the high Arctic to northern
Quebec. The website’s format also allows the
Poetas to interact with customers who do not
read or write English very well.

Nativefabric.com accepts credit cards and money
orders, which suits its mostly Northern clientele.
Upon receiving an order, the Poetas ship the
parcels out via Canada Post’s Express Post. Thus,
the Poetas and their customers are able to use the
Internet to engage in business in a way that meets
customer needs but is not complex.

Reprinted with Permission. An earlier version of this
story originally appeared in Aboriginal Ontario Open for
Business, a publication of the Union of Ontario Indians.
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2. ASSESSING RELEVANCY AND READINESS
FOR E-BUSINESS

Is e-business right for
my business?

This section will help you assess whether e-business
is relevant to your business needs. It also includes a
tool to help you assess your readiness for e-business.

There are three key reasons why e-business could
be right for you. It can help you to:

¢ Organize your internal communication and
business processess.

e Market your business to existing and
potential customers.

¢ Facilitate interactions with other businesses.

The following assessment lists are organized according
to these three key needs.

Using e-business to organize
internal communication and
business processes

A good understanding of your business needs will
facilitate your assessment of whether e-business is
right for you. In this section you can assess whether
e-business can help you organize your communication
and business processes. Note that even small companies
can have internal communication challenges.

The following lists will help you assess your e-business
needs with respect to internal communication processes.

Does my business need to establish an
e-mail account?

1. Iwould like to communicate more efficiently with
my staff, customers, or suppliers.

2. Employees, customers, or suppliers have indicated
that they would like to use e-mail to communicate
with others.

Does my business need to establish an
internal computer network?

3. |'would like staff to be able to work on shared files
with a central location for the most recent file.

4. Employees have indicated that they would like
to share information and ideas more easily.

5. Employees often collaborate on projects or tasks.

6. A computer network would help me save costs
associated with purchasing new software (i.e. a
business could purchase one copy of the software
application with enough user licenses, instead of
multiple copies).

7. A computer network would help me save
costs associated with purchasing equipment
(e.g. printers).

8. | would like my employees to be able to share
equipment (e.g. printers, modems, facsimile
machines and data storage devices).
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Does my business need to set up an Intranet
or other shared resource? (i.e. a website
directed to employees)

9. lwould like documents and forms to be readily
accessible to employees.

10. I would like a convenient way of posting information
for employees (e.g. weekly reports, company goals,
messages, human resource information, policies,
safety guidelines, etc.)

11. My company often e-mails multiple versions of
the same document or presentation to employees.

12. Employees need quick and efficient access
to information.

13. I would like employees to quickly and easily
complete forms (e.g. vacation requests, timesheets,
purchasing orders).

14. Employees often experience difficulties finding
documents, files, forms, or reports.

15. Employees frequently request similar types
of information.

16. Information or knowledge sharing within the
company is a critical part of doing business.

17. Information available through traditional channels
is not reaching all employees.

If you agree with statements 1 or 2 consider whether you
are ready to establish an e-mail account. If you agree
with any of the statements from 3 to 8, consider whether
you are ready to establish a computer network within
your company. If you agree with any of the statements
from 9 to 17, consider whether you are ready to set up
an Intranet.

The following list will help you assess whether
you are ready to use e-business to organize your
business processes.

Organizing business processes

1. I'would like to make my accounting and bookkeeping
practices more efficient.

2. lwould like to make my tax filing processes
more efficient.

3. My business frequently updates sales information
using both an online system and a manual system.

4. My company is doing a lot of extra work to make
sure its regular business systems and operations
are consistent with its online system.

5. ltis difficult to keep track of both phone
and online orders.

6. Online sales are an increasingly important
part of my business.

7. My business is experiencing problems
tracking shipments.

8. Customers or suppliers complain that they
are receiving their online orders late.

9. My invoicing systems (online and offline) are
creating accounting and inventory problems.

10. | would like to streamline customer interactions.

If you agree with either statement 1 or 2 you may want
to consider whether you are ready to use e-business
accounting, financial management and tax software
programs. There are a number of existing software
applications that can help with these tasks.

If you are already doing e-commerce and you agree
with any of the statements from 3 te 10 you might want
to consider strategies for integrating your business
operations and web-based systems.
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Using e-business to market your
company to customers

You can market your business through your own website
presence or by advertising on other websites. This section
will help you assess whether a website presence is right
for your business.

Establishing a website presence
for customers

The following list will help you assess whether you are
ready to establish a website presence for customers.

¢ | would like to expand my business beyond
the local market.

e My competitors have websites.

e A website may provide me with a competitive
advantage over other businesses.

e My customers ask if | have a website.

e My customers regularly ask me for information
about my business.

¢ | want to provide information about my business
and products in an efficient manner.

¢ | am looking for new marketing strategies.
¢ | want to enhance customer service.

¢ | want to enhance my business’ credibility
to potential customers.

¢ | want my business contact information
to be more accessible.

e My customers use social media.

If you agree with any of the above statements you
should consider whether your business is ready to
establish a website presence.

Selling online to customers

You can start with a simple information-based website
to assess your marketplace before deciding whether
you should invest in a more complex website for

your customers.

The list below will help you to quickly assess if you need
a more advanced website.

e My current customers want to order
and purchase online.

e Potential customers may be interested
in purchasing online.

| want to increase my sales beyond the
local market.

e My competitors have websites with
e-commerce capabilities.

If you agree with any of the above statements you should
consider whether you are ready to adopt an e-commerce
solution for your customers.

Using e-business for
business-to-business needs

E-business can be used to facilitate your dealings with
other businesses through increased access to business
information, products and services. This, in turn, has
the potential to reduce procurement costs.

If you agree with any of the following statements, then
you should consider whether you are ready to buy online
from your suppliers.

e My suppliers have websites with e-commerce
capabilities.

e Other similar businesses are active in e-commerce.

¢ There are online marketplaces (i.e. e-commerce
websites hosted by businesses or industries),
which would reduce my purchasing costs.
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Am | ready for e-business?

The following lists can be used to help you decide
if you are ready for e-business.

Assess your company

¢ | ook at your customers and potential customers.

- Are your customers comfortable with the Internet?
Are your customers asking if you have a website?

- Can you attract new customers through e-business?

What is the potential market for your products
and services?

¢ Look at your suppliers.

- Do your suppliers have websites? Are your suppliers

asking if you have a website?
¢ L ook at your products or services.

- How easy would it be to describe your products
or services on the Internet?

- How easy would it be to advertise your products
and services online?

- Could you sell your products or services on
the Internet?
Assess different e-business options
¢ Assess what you know about e-business.

- Do you understand the different types of options
available to you?

¢ Consult with your local business community
about e-business.

¢ Look at e-business options typically used by similar
businesses. You may want to consult with a business
or industry association representative.

¢ | ook at websites of small businesses to see what
e-business options they have used.

¢ Assess the pricing models and costs of various
e-business options.

Assess your competition
¢ Go to your competitors’ websites.

e Consider how your website could provide you with
a competitive advantage.

Assess how e-business could
improve your business

¢ Consider what you want e-business to do for your
business (e.g. expand your company beyond the local
market, increase efficiencies, reduce costs, provide
better customer service, facilitate business dealings
with other businesses, advertise your products, etc.).

¢ Weigh the potential benefits with the costs of suitable
e-business options.

¢ Decide on an e-business option or set of options.
Consider starting in small steps with a flexible
solution that can be built upon as you go.

Adopting e-business

¢ Do you have Internet access?

¢ Do you have an e-mail account and a domain name?

e |f you are considering an e-commerce solution,
consider delivery methods, shipping costs
and scheduling.

e If you are trying to attract customers beyond your
local market area consider export requirements
such as permits, insurance, and tariffs.

e Consider your marketing strategies for attracting
people to your website.

e Evaluate whether you and your staff have enough
knowledge to adopt your e-business solution.

- Does your staff require additional training?
- Do you have enough staff?

¢ Assess whether you have the right equipment
(i.e. computer hardware and software) in place.

e Consider privacy and security issues.

- Do you have a system in place to back-up your
information and protect you from computer viruses?
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3. INVESTING IN E-BUSINESS

What are the top ten reasons to invest in e-business?

10.

It can make business processes more efficient.
It can help improve the speed and accuracy of
transactions. For example, an online ordering
system can eliminate or reduce manual paper
work and telephone order taking.

It can reduce costs. E-business can reduce

costs by decreasing the time it takes to complete
business processes. Invoices can be processed
quickly and accurately. Studies show that an
automated system can save two-thirds of the costs
involved in manually processing a customer order.

It allows small businesses to compete with
larger businesses. From the vantage point of the
customer, a professional Web presence can make
your business comparable to larger competitors
and enhance the credibility of your business.

It enables quick and widespread distribution

of information. By using a website that can be
easily updated, you will be able to quickly supply
customers with current information. For example,
you can change your products and prices more
quickly and efficiently on the Web compared to

a print-based catalogue.

It enhances customer service. The Internet allows
you to give customers more choices while offering
them quick and easy access to information about
your business. E-mail and Frequently Asked
Questions (FAQs) are two examples of simple,
cost-effective tools that can improve your customer
relations. Plus, the Internet allows you to service
clients 24/7!

It can help you reach new markets. People are
increasingly using the Internet to find information
and to conduct transactions. Depending on

your goals, the Internet can help you target new
customers, including customers beyond your local
market. Even if you don’t sell anything online, a
website makes it easier for potential customers
to find you.

4.

It enables you to improve your marketing
strategies. With the Internet, it's easier to
summarize and analyze information about
customers visiting and buying from your website.
You can use this information to modify your
promotional strategies to maximize sales.

“Entrepreneurship is exploding around the world
because the Internet enables little companies
to have all the capabilities of big companies.”

—Don Tapscott, 7 Imperatives for Highly Successful Business
Revolutionaries, 2012.

3.

It can increase your sales. A website can increase
your sales by providing a larger market, by making
it easier for customers and suppliers to look at
your products and services, and by making it
easier for people to buy your products.

It can help you find better business deals. You
can use the Internet to find information about
products, services and suppliers. It provides
you with quick access to product reviews and
cost comparisons.

And the number one reason
to invest in e-business:

1.

You can’t afford not to. The costs of not doing
e-business include loss of customers to
competitors with good websites and loss of
potential revenue. There are also many existing
tools and software, many designed for small
businesses, that offer you low-cost solutions

to meet your business needs.
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What is the cost of doing e-business?

E-business can involve costs associated with website
design and development, hardware and software
(both capital and ongoing maintenance costs), Internet
access, and security (e.g. back-up in case of data loss,
protection from unauthorized access to information,
virus protection).

You should familiarize yourself with the features and
services that are associated with the costs. With respect
to website design and web hosting, you shouldn’t pay for
more features than you need or will likely need in the near
future. For example, if you have a basic informational
website to complement your regular business operations,

The costs of e-business services and products vary
considerably. For small business, there are many
existing low-cost e-business and e-commerce
alternatives that are likely to meet your needs, such
as creating a company blog or dedicated page on
social networking sites like Facebook or LinkedIn.

The following table outlines some of the key expenditures
involved in e-business. Keep in mind that these are
approximate costs and are subject to change.

24-hour phone support is not necessary.

Item Description Approximate Approximate Approximate
Low* Medium* High*
Hardware The cost of computer systems, $250/yr $450/yr $800/yr
peripherals (for one computer). leased leased leased hardware
hardware hardware and software
package
Software Software includes computer instructions | $0/yr $700/yr $800/yr leased
and data that are stored electronically. open-source leased hardware and
Software can be proprietary or open- software software software package
source (i.e. freely available to the public).
Technology Small operations often have an on-call | $0/yr $500/yr $1,700/yr
Maintenance technology maintenance provider who assumes no needs based needs-based
will service technology and software technical support, support,
and correct any problems. This provider | problems $1,200/yr assuming 1 hr
may also be available on retainer for a technician per month of
fixed fee. on retainer work needed
Internet To get started, you'll need access to the | $200/yr $800/yr $1200/yr
Service Internet through an Internet service unlimited high-speed high-speed
Provider provider (ISP). These costs may vary dial-up Internet | Internet Internet
significantly, depending on whether you
use dial-up (low speed, depending on
availability) or high-speed Internet.
Website You can create a simple, information- $0 $2,500 $5,000 & up
Development based, website for free using any of doing it one-time depending on
the numerous templates available on yourself using a | charge; basic | your needs;
the Internet. However, this requires template; takes | site designed would likely
considerable time and learning on considerable by a free- include content
your part. Website design can be done time lancer or management
by a freelancer or by a design firm. design firm system
Additionally, there are some web host
providers that provide these services.

continued on next page
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Item Description Approximate Approximate Approximate
Low* Medium* High*

Online Store Includes shopping cart and payment $0 down plus $5,000 $10,000 & up
processing features on website. There commission on | one-time for custom
are a number of existing software sales; existing charge; design; price
packages that offer low-cost e-commerce | templates custom design | varies with
solutions. As an alternative to custom your needs
design, you can use an e-commerce
solution that takes a commission on
sales but does not charge other fees.

Content Costs associated with scanning pictures | $0 $1,000 $5,000 & up

Creation/ and hiring a writer for sections of the does not one-time depending on

Development website may be incurred. Alternatively, include cost charge your needs
you can do this yourself; or you can hire | of your time
a marketing agency to create all your
site’s content.

Website Annual maintenance of your site $0/yr $700/yr $1,000/yr more

Maintenance will be about 20% of the initial in-house part of service | complex updates
investment. Alternatively, you can use updating. Does | agreement;
an e-commerce solution, which is not include cost | Prices vary
maintained for you, or you can update of your time depending on
the content yourself. Updating the complexity of
content yourself is made easy by the use updates
of a content management system. Web
site maintenance and updates contracts
vary depending on the number of hours
and the level of updates you need.

Domain Name | One domain name may only cost $0 with $30/yr $60/yr

Registration $15/year, but you may choose to certain hosting more than one
register several to protect your name solutions domain name
or brand. Registration for domain
names needs to be renewed based
on scheduled intervals.

Web Hosting A host provides your website with a $0/yr with some | $100/yr $300/yr and up

place on the Internet. As an alternative
to purchasing a web hosting package,
you can use an e-commerce solution,
which will host your website for free.

e-commerce
packages

*These are approximate costs based on best estimates and are subject to change.
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What financial assistance is available for getting

into e-business?

There are a number of government programs at the
federal level that may be able to help you pay for the
costs of e-business. They include:

Canada Small Business
Financing Program

Financial institutions provide loans through this program
to finance the cost, among other things, of the purchase
or improvement of new or used equipment. Most
existing for-profit small and medium size businesses
or start-ups in Canada with gross revenues or projected
revenues of $5 million or less are eligible to apply for
loans under this program. Visit www.ic.gc.ca/eic/site/
csbfp-pfpec.nsf/eng/Home.

Southern Ontario Fund for
Investment in Innovation

Through this program supported by FedDev Ontario,
businesses employing between 50 and 500 employees can
borrow up to $500,000 to help develop, commercialize and
market new products, processes, ideas and technologies.
Visit sofii.ca.

Information and Communications
Technology (ICT) Loan

The Business Development Bank of Canada provides
financing to update technology projects. Loans

are available to acquire or update information and
communications technology, including the purchase
of hardware, software, and ICT consulting services.
Visit www.bdc.ca/EN/solutions/smart_tech/
technology_financing/Pages/default.aspx.

FREE ONLINE SERVICES

There are also some services available for free
that will help you get your business online. Get
Your Business Online, a service sponsored by
Google, gives you a free website and domain
name (gybo.com). The Small Business Starter
kit, offered through Microsoft, provides a
template for customizing and creating a

site suitable for small businesses. Visit
asp.net/downloads/starter-kits/small-business.

=8 Ediic Yigyy
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4. FINDING BUSINESS INFORMATION ONLINE

This section provides guidance on finding business
information on the Internet.

How can | find business
information on the Internet?

The Web is an effective tool for conducting market
research. You can search the Web for information about
products and services, suppliers, competitors and
marketing ideas.

According to the Nielsen NetRatings Search Engine
Ratings, some of the most popular search engines
and directories include:

* google.com

* yahoo.com
* bing.com

LinkedIn is another website useful for business and
employee information (www.LinkedIn.com). Explore
Linkedln and find ways to build professional networks,
recruit employees, locate suppliers and market

your business.

The following list outlines some basic tips for helping
you find business information online.

e Determine what kind of information you need (such as
product information, supplier information, information
about competitors, information about e-business
service providers).

e Use a search engine to research information about a
supplier or a company by entering keywords, phrases,
type of service or product, or the name of a company
you are looking for. Encyclopaedias, phone directories,
yellow pages, newspapers, magazines and libraries
can all be found online.

e Try including information about the geographic area in
which you are interested to narrow the search results,
for example “cabinet making + Sudbury Ontario”.

¢ |f you want detailed reviews on a product or service,
you can use a search engine and type in the product
name adding the keyword “review” (e.g. “review
running shoes”). Many online magazines and
newspapers also provide online content that can
help you find industry specific expert knowledge.

e A search should yield a number of results. If you are
likely to use the search results again, bookmark them
(Click on "Add to Favourites’) in your web browser.

e |f you still cannot find what you are looking for,
consider trying another search engine or ask a
question on one of the specialized discussion forums
on the Internet. Chances are, people have had the
same questions as you and can help.

Finding products and services
for your business

There are a number of benefits to finding products
and services online. It can help you to quickly identify
products and services that meet your needs. It allows
you to comparison shop more efficiently and to
figure out the best prices. Many business products
are described on Wikipedia, an online free content
encyclopaedia (www.wikipedia.org).

BUSINESS PORTALS:

Websites that bring buyers and sellers together.
Some of these websites match buyers and
sellers, while other websites auction off products
and services.

Many suppliers, large and small, have websites with
information about their products. They may also be set
up for electronic purchasing transactions. Business
portals, on the other hand, give you access to a wide
range of businesses on one website, decreasing the
need to search each company website.
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Key Online Sources for Business Information

The key online sources for finding product and service
information are:

e Supplier Websites. Company websites typically
provide information about their products and services
and prices. The websites also provide information
about the company. Some websites also have
e-commerce options, allowing you to buy the products
online. If you don’t know the names of the companies,
you can use search engines (use keywords to
describe the product or service) or you can ask other
businesses about suppliers they use.

¢ Product Directories. Directories are a type of business
portal. The term is sometimes used interchangeably
with e-marketplaces. They can connect you to various
businesses and types of products. These sites can
be linked to detailed information (online catalogues)
about the product including photos, specifications and
prices. There are catalogues for specific industries
and regions. These are best found by using a search
engine and searching for the specific industry, for
example “steel industry product directory”. There
are also product directories that can connect you to
other businesses on the Web. Some popular product
directory websites include:

- made-in-china.com

- tradekey.com
- ttnet.net

- tdctrade.com

- exporters.sg

As well, there is a product directory website targeted
to Ontario businesses (www.ontario-directory.com).

¢ Auction Websites. Most auction sites act as hosts for
other businesses or individuals. The host company
organizes the site and provides product information,
displays the product and processes payments online.
A fee is charged to list the product or service. The
processes for buying and selling vary across auction
sites, so make sure you familiarize yourself with these
techniques by visiting the auction websites. Some
auction websites have a feedback system allowing
buyers to rate products or services. The following

auction websites have been cited as some of the best
auction websites (Source: www.indexoftheweb.com/
Shopping/Auctions.htm]):

- uBid.com

- eBay.com
- alibaba.com

* Review Sites. Review sites are websites where
reviews of consumer products (e.g. electronics,
appliances, books) and services (e.g. restaurants,
Internet service providers) are posted, such as
yelp.com and epinions.com. There are also review
sites that focus on professionals such as lawyers
and accountants. A word of caution: because many
reviews are posted anonymously, they can often be
advertisements by the company itself.

The following tips will provide some guidelines for
finding credible suppliers.

e A credible supplier will usually have a website.

¢ Check to see if the website has a section that allows
you to provide feedback on the product or service.

e If you are buying through an Internet auction, the
reputation of the seller will be shown on the site itself.
Check to see if the website has a review process in
place to protect against fraudulent businesses.

e The supplier may have been reviewed on a review
site. You can use a search engine to find out as much
as you can about the supplier. A search for the name
of the company or product will usually result in a
large amount of information including feedback from
consumers of that product.

¢ You can go to the Better Business Bureau website
(bbb.ca) to check if there have been any registered
complaints against the supplier.

e If you are thinking of purchasing online, check to see
if the financial transaction process has the appropriate
security features to protect data (features such as
encryption and Secure Electronic Transactions
or SET).

e A supplier that responds to customer problems,
and has published information about common
problems or troubleshooting on their website,
makes a good impression.
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E-BUSINESS SUCCESS STORY:

The following success story highlights a business that uses a virtual mall to connect with customers and sell its products.

Theater Clouds - www.ellymackay.com and www.etsy.com/shop/theaterclouds

“| started this for love, but now I'm making money
from it” says Elly MacKay, an Owen Sound-based
artist known for her whimsical paper art, in
which she builds intricate dioramas and then
photographs them. This statement belies a
careful planning process, which started when
Elly took business courses at the Owen Sound
Business Enterprise Centre.

The master plan was to become an illustrator

for children’s books, a highly competitive field

to break into. To do this, Elly launched an online
store, Theater Clouds, on the virtual mall Etsy.
com. The intention was to develop a portfolio,
build an audience, and get her artwork noticed.
The plan worked—several publishers eventually
approached Elly through her store, culminating in
the release of her 2013 book, “If You Hold a Seed".

The benefits of selling through a virtual mall are
clear to the artist, foremost of which is having
people more easily find your work. While she
maintains her own website to display her portfolio,
visits to her Etsy store are almost triple those of
her own site.

Elly is full of advice for others looking to get into
e-business. First of all, she says that she would,
“Never, ever build a website from scratch. It
has become so easy these days, there is no
reason to”. For Elly, her personal website is
hosted by Wordpress, which she built using one
of their templates.

For anyone starting an online business, Elly
emphasizes the need to connect with customers.
To do this, she suggests posting photos of yourself
and your work, displaying customer feedback to
build trust, and telling the “story” behind your
products. For those specifically considering selling
through a virtual mall, Elly stresses finding a site
that is the right “fit” esthetically, and keeping a
cohesive feel to the items displayed.

Elly believes her distinctive artistic process drives
the positive response to her work online. While
she maintains profiles on Facebook, Twitter and
Flickr, her work is regularly featured by enthusiasts
on blogs, online magazines, Tumblr, and Pinterest.
Says the artist of the attention she’s gotten on

the Internet, “I don’t pay anyone to do marketing
online for me. If you have something unique,
others do the marketing for you”.
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5. ADDRESSING E-BUSINESS CHALLENGES

How can | overcome challenges to adopting e-business?

The following table highlights some of the common challenges to adopting e-business and possible solutions. This
section does not discuss privacy, legal and security challenges. These challenges are outlined in the next section.

E-Biz Challenges

| don’t have the time.

Possible Solutions

e Plan your project in small, achievable milestones.

e Consider whether you can implement some aspects of e-business or whether
you require a more integrated strategy.

» Consider that the initial start-up time will be greater, but time challenges will
lessen once e-business is implemented.

e Consider outsourcing.

e Investigate whether there are existing tools or software that will save you time.

| don’t have the money.

¢ Consider the costs of not doing e-business.
¢ Weigh the costs with the potential benefits.

* Investigate the costs of doing e-business (see approximate prices in Chapter 3
of this handbook]. E-business may not be as expensive as you think.

e Consider costs of simpler solutions.

e Prepare an e-business plan to obtain funding.

e |dentify specific needs.

e Consider whether low-cost solutions are right for your business.

e Consider that e-business strategies can begin with small investments and can
be implemented using a phased approach.

| don’t feel comfortable
with computers. | don't
know enough about
the Internet.

e Familiarize yourself with key concepts and terms.

e Consider whether you can build your capacity and knowledge with the aid of a third
party or by networking with other local businesses and agencies.

e Consider taking a course offered by a local library or community college, or check
with the local Chamber of Commerce or Board of Trade for possible seminars and
training opportunities.

It's not important
to my business.

e Check out what your competitors are doing. Take a look at their websites.
e Check out whether suppliers are actively using the Internet.

e Consult with local business advisors to understand the potential benefits
of e-business.

e Consider whether customer readiness for e-business is high.

¢ Build your knowledge of e-business.

E-business doesn’t apply
to my business.

e Consider that e-business applies to a variety of sectors and businesses.

¢ Review the relevancy checklist contained in Chapter 2 of this handbook.

continued on next page
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E-Biz Challenges

I'm not ready to implement
e-business. | don’t have a
complete plan in place.

Possible Solutions

e |f you are considering simpler solutions to e-business it may not be necessary

to have a complete strategy in place.
Consider implementing e-business on a project-by-project basis.

For more complex e-business solutions that require larger investments,
you should have a comprehensive e-business strategy.

Managers and employees
need help ‘buying-in’ to
the concept of e-business.

Communicate the benefits of e-business.

Assess the impact of e-business on your organization (e.g. changes in staffing,
skill sets, communication). Determine whether training or incentives (or both])
are needed. Do you need to recruit new people with specialized skills?

Provide incentives to change behaviour.

Distribute examples and case studies highlighting effective e-business examples
(you will find such examples in this handbook].

Where appropriate, present a business case for investing in e-business,
particularly if you are considering a more costly e-business venture. The business
case includes the reasons for e-business, expected benefits, options considered,
expected costs of the project, estimated costs of not implementing e-business
(e.g. loss of competitive advantage) and expected risks.

I (or my clients) have
low Internet speed
connectivity.

Plan your website functionality for the slowest access that customers are likely
to use. This includes limiting the website’s reliance on extensive graphics,
animation, etc.

* Broadband penetration rates have been accelerating rapidly. If you haven't

done so recently, try checking back with local service providers.
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6. PROTECTING YOUR BUSINESS -
PRIVACY, SECURITY AND LEGAL ISSUES

How can | minimize privacy and security risks?

Security and privacy are essential considerations for
e-business. The number of security breaches continues
to grow and even companies as large and well-known
as LinkedIn, Google, and Yahoo have all fallen victim to
high-profile security breaches that have exposed their
users’ personal information. Therefore, it is critical
that safeguards are in place to enhance protection of
personal customer information and sensitive business
information. Some common security threats include:

e Spam - unsolicited e-mail messages.

¢ Viruses - programs that are designed to multiply and
harm other programs on your computer.

E-business service providers generally provide

a number of security safeguards to help protect
information. You need to be aware of these
features. Examples of typical security features and
services include:

¢ Anti-virus software and support. Some examples
of available software include Clam AV (free],
McAfee, Symantec, AVG, and Sophos.

* Firewall installation and support. (Note that a
firewall separates one part of a network from
another). Firewalls come with most commercial
anti-virus products.

¢ Phishing - an e-mail message is sent that looks like it
comes from an official source but links in the message
go to a phony site where you may be asked to disclose

¢ Hardening servers and computers (ensuring
that system and computer settings are set at
appropriate security levels).

personal information.

¢ Theft of computers or information (or both].

Ensure that either you or your service providers are
following these guidelines:

Minimizing Security Risks

¢ Have you checked to see what security safeguards
are included in your Service Level Agreement
with your ISP, web host, web developer (and other
e-service providers)?

¢ Do you have firewall installation and support to prevent

unauthorized access to the computer and server?
¢ Do you use spam filters?

* Are you careful to open e-mails (and attachments)
only from known sources?

¢ Do you regularly back up important data? Do you
regularly test your back-up system?

¢ Do your business computers have passwords
to protect against unauthorized access?

continued on next page

e Spam or intrusion detection.

e Service Level Agreement. This identifies how
quickly the service provider will respond to
security problems and the types and level of
follow-up support.

e Encryption. Sensitive information should be
encrypted or coded to protect it. One example of
open source encryption software is Truecrypt.

e A modern browser; the newer versions offer
more protections. The latest versions include
Chrome, Firefox 4.x, Internet Explorer 8 or 9,
Opera, and Safari.

» Afew key browser add-ons (extra features, such
as toolbars, that you can add to your browser)
can help to avoid hacking. Examples include
HTTPS Everywhere or Web of Trust (WOT).

e Authentication features. These include password
policies, account lockout policies and password
protected screensaver.
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Minimizing Security Risks (continued)

¢ Do you have an anti-virus program installed
on your computer(s)? Is this kept up to date?

¢ Do you regularly back-up your software?
* Do you have a security policy in place?

Do you adequately protect your laptops and/or
computer(s) from theft?

Do you use the Internet safely? (e.g. browse
trusted sites)

Security Policy

You should have a security policy in place that details
how personal information and critical business
information will be protected. It should describe

how data will be collected and used.

Privacy

By law, your customer’s privacy must be protected.
For example, if you contact your customers on a
regular basis (through an e-newsletter for example)
you should give them the option to opt-out from
receiving this correspondence.

PIPEDA

The Personal Information Protection and Electronic
Documents Act (PIPEDA] applies to the private sector and
it means that you must have consent to collect, use or
disclose information. PIPEDA is based on balancing an
individual's right to the privacy of personal information
with the need of organizations to collect, use or disclose
personal information for legitimate business purposes.
If you collect, use or disclose personal information in the
course of your commercial activities, this Government

of Canada Act applies to your business.

UNDER PIPEDA, PERSONAL INFORMATION
MUST BE:

e Collected for identifiable purposes and
with consent.

e Used and disclosed for the limited purpose
for which it was collected.

e Accurate.
e Accessible for inspection and correction.

e Safeguarded.

What are the key legal issues
associated with e-business?

1. Intellectual Property

Intellectual Property (IP] is an area of law that

protects ideas. With respect to the Internet there are
generally four areas of Intellectual Property: Copyright,
Trademarks, Domain Names, and Patents. This
handbook will briefly describe the first three areas.

If you are setting up a simple website that provides
information about your business then one of

your primary considerations is protecting your
company'’s Intellectual Property.

Copyright

Copyright is the right to make a copy and applies to
pictures and written materials on your website. In Canada,
people who create original works automatically have
copyright protection over their work. It can also relate to
computer codes used to create computer programs.

Intellectual Property Considerations - Copyright

* Do you have the right to use all the materials
(including text and images) on your website?

* Have you obtained permission for the use of any
copyright material (including information found
on the Web)?

e Do you have an agreement with your web developer
with respect to copyright? Your web developer may
have copyright over the material on your website
(information and images). If you want to own the
copyright to the work contained on your website, you
will need to have a written agreement that transfers
the copyrights to you.

Trademarks

Trademarks are names or marks that are associated
with your products and services. While trademark rights
are acquired by use, registering your trademark with
the Canadian Intellectual Property Office (CIPO] will
enhance your rights.

If you have a unique name for your business or
product you should seek advice from an experienced
trademark lawyer.
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Domain Names

A domain name (a term often used interchangeably with
“URL") is a reader-friendly representation of a collection
of Internet Protocol (IP) addresses.

Domain names should be carefully selected so that
you do not violate the trademark of another business.
Consult a lawyer if you think you might be infringing
on another company’s trademark. Your domain name
should not include the name of another company

or product.

2. Jurisdiction

Your business is subject to the laws of any jurisdiction
in which you seek to sell your products or services.

The rules for forming a contract can vary from one
jurisdiction to another, and there may be special rules
for online contracts. It is important to consider those
requirements when deciding where to do business
online and with whom.

In Ontario, the Electronic Commerce Act details some
rules pertaining to the forming of contracts online.
You can view the Electronic Commerce Act at:
consumerinformation.ca/app/oca/ccig/abstract.do?
language=eng&abstractNo=KD000015&language=eng

Jurisdiction Considerations

¢ Does your website define the geographical area
of your sales territory?

* Are you aware of the laws in the jurisdiction(s]
where you would like to sell? For example, in
some jurisdictions where a credit card is used, the
purchaser can deny the agreement because the credit
card is not physically present at the time of the sale.
This can result in more “chargebacks”. A chargeback
occurs when the customer asks the credit card
company to reverse the charges.

e Are you aware of the rules for forming contracts
online in the jurisdiction you would like to sell?

¢ Have you obtained appropriate accounting, tax
and legal advice?

3. Consumer Protection

Most jurisdictions have legislation in place to protect
consumers from unethical business practices. In Ontario,
the Consumer Protection Act places obligations on

suppliers and outlines consumer rights in undertaking
business transactions on the Internet. You can view the
Consumer Protection Act at: e-laws.gov.on.ca/html/
statutes/english/elaws_statutes_02c¢30_e.htm

Under the Ontario Consumer Protection Act a key
supplier obligation relates to the provision of
specific and clear information about products and
services. If you are selling in other jurisdictions,
you will need to consider their rules and laws
relating to consumer protection.

4. Taxation

It is important that you know what taxes apply to various
products and services you may be selling.

Taxation Considerations

Have you obtained tax advice on which taxes apply to
the product or service you are selling to ensure that
you are meeting your legal obligations?

9. Internet Advertising and Marketing

Advertising laws require that advertising be truthful, fair
and accurate. When developing your Internet advertising
or marketing campaign, legal considerations include:

¢ Misleading advertising provisions of the
Competition Act

e Competition Bureau enforcement policies for online
and new media marketing

The federal Competition Act, which is one of the key
sources of regulation for advertising in Canada, does
not contain specific provisions relating to online

or Internet advertising. However, the misleading
advertising provisions of the Competition Act generally
apply regardless of the medium used (includes print,
verbal and online/Internet marketing and advertising).

Internet advertising and marketing can also be governed
by privacy laws, provincial consumer protection legislation,
Canada’s new anti-spam legislation, Criminal Code fraud
offences and common law defamation rules.

To learn more about protecting your business through legal,
security and privacy considerations, please refer to the
accompanying e-business booklet called “The Legal and
Privacy Issues of Doing E-Business”.

6. Protecting Your Business - Privacy, Security and Legal Issues 19


http://consumerinformation.ca/app/oca/ccig/abstract.do%253Flanguage%253Deng%2526abstractNo%253DKD000015%2526language%253Deng
http://www.e-laws.gov.on.ca/html/statutes/english/elaws_statutes_02c30_e.htm

7. WORKING WITH E-BUSINESS

SERVICE PROVIDERS

What groups provide e-business services?

If you've just started thinking about e-business, it will be useful to identify the types of services that are provided
by external e-business service providers. Service providers usually have a specific set of skills. Make sure you
understand what those skills are and how they can best meet your needs. One service provider may offer you
more than one type of service. For example, an Internet service provider may also have web-hosting services.

It is important that you understand the service provider’s area of expertise to help you decide whether they are

able to offer you one or many services.

E-BUSINESS SERVICE PROVIDERS

Internet Service Providers (ISP)

What they do

e Connect your computer to the Internet.

e Give you access to browse the Web and

What you should look for

e Areliable Internet service.

* Areasonably fast Internet service (the speed of the connection).

to use e-mail. * The services an ISP offers (e.g. dial-up or high-speed services,

or both). Dial-up is slower but less costly and limits the use of
certain applications and functions.

e A Service Level Agreement that guarantees a minimum level
of performance.

e The level and type of service support provided.

Website Developers/Designers
What they do

¢ Design the look and organization
of the website.

What you should look for

» A website that will meet your business needs (e.g. information,
marketing, selling, need to regularly revise product information).

e Program your website to make sure
that it works.

¢ A website design that suits the business purpose.

* Security measures (e.g. protection against viruses, backup
e Format and organize the content procedures, payment and data protection, etc.).
(Note that you may develop the content
yourself or hire someone to write

the content).

e Terms and Conditions should specify payment, services and
whether online support will be provided, and should include
a maintenance agreement.

e Program any special functions that

) * Clarification on who will maintain and update the website (could
you may want on your website.

be done in-house or by an external service provider).

o Clarification on the overall look and feel of the website, the
information to be provided on the website and any other functions
available to customers.
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What they do

¢ Provide your website with a place on the

Internet (advisable to buy your host plan
once your website is designed).

- Hosting services range from
simple to more complex.

- Web host plans can offer
many features.

- There are free and paid providers
offering hosting services.

- Most web hosting companies rent
web-hosting space in a datacenter.

What you should look for

e Hosting reliability - downtime can cost you business. Consider the
percentage of time the host is accessible via the Internet (referred
to as uptime).

e Consider whether disk space, bandwidth requirements and type
of server software meet your website needs. Lower cost web
host plans generally have smaller amounts of disk space and
low bandwidth requirements. Keep in mind basic websites do
not require large amounts of disk space or high bandwidth.

e For a basic information-based website, you will not require a web
hosting plan with a lot of extra features (e.g. flash animation).

¢ For a paid hosting service, a Service Level Agreement clarifies the
level of service that you will receive. Some Agreements include
refunds or reduced costs if level of service is not met.

» Consider whether the plan meets your needs (e.g. e-mail for
business domain, type of support provided—whether e-mail or
phone, or both,—amount of support provided, number of e-mail
accounts, Web Content Management System, etc.).

e Consider whether free web hosting services meet your needs.
These are usually not suitable for more complex sites. Free web
hosting services may also include advertisements. They may have
reliability issues and little or no customer support.

e Because a web host usually will have more than one web hosting
plan, you will need to review all web hosting options so that you
can choose the plan best suited to your needs.

Application Service Providers (ASP)
What they do

Provide online access to software
applications for a fee.

Fully own and operate the software
application(s).

Operate and maintain the servers that
support the software.

Provide one type of service (e.g. online
credit card payment processing) or a
broad range of application services.

Many SMEs find it useful to do their
accounting through ASPs, for example
though quickbooksonline.com or

freshbooks.com.

What you should look for

e Maintenance of up-to-date services.

e Sufficient technical support.

e Security measures in place.

e Service Level Agreement that guarantees a certain level of service.

* Billing that will meet your needs (“per-use” basis or on a monthly
or annual fee basis).

e The more customized the software, the more expensive it will be.

e You may not require customization. There are many existing
applications that meet the needs of a variety of small businesses.

e Some ASPs offer low cost packaged solutions through
their websites.
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Cloud Computing Service Providers
What they do

e Cloud computing refers to computer
software or hardware services
delivered over the Internet and
shared among users.

e Applications, files and documents
reside in an offsite data centre instead
of your company’s computer hard drive.

¢ Information can be accessed via any
Internet-connected device (e.g. laptop
or smartphone].

e Service providers manage the technology
and businesses share the service. The
costs are determined according to how
much of the resource you use.

e Popular examples of cloud computing
include QuickBooks (for accounting),
Sales Force (for CRM], and JustCloud
(for storage and backup).

What you should look for

e Avendor who will educate you on cloud computing and help
you choose the best options for your business.

e Solid security measures at the physical locations where the data
will be stored.

e Ensure that your business and your provider can comply with
pertinent laws and regulations.

e Consider the size, complexity and number of software applications
you currently use when considering what to move to the cloud.

* Consider the potential uses of cloud computing for your business:
document management, databases, presentations and web
conferencing, etc.

e Even if you decide not to use any cloud computing services,
you may consider it for back-up and storage of data.

e |t's a good idea to choose a vendor who is able to provide all
types of cloud services, even if you do not plan to move all your
operations to the cloud initially. This way you can scale up (or down)
as necessary.

To learn more about cloud computing including the various types and service models, the benefits and concerns, and what to consider
when moving your business to the cloud, please refer to the accompanying e-business booklet called “Cloud Computing”.

How can | find the right e-business service provider?

Finding the right service provider is critical to success.
Here are some tips for helping you with this task:

¢ Clarify your e-business needs. Determine what

services, products and skills you need.

e Ask other businesses what companies

they have used. You can also ask local business N

associations for suggestions.

¢ L ook at examples of the company’s work. A company
should be able to provide you with a number of N

examples of their work.

e Use search engines or directories on the Internet
to find service providers. If you type web-hosting
directories into a search engine, you will find listings
of web hosting services. There are some websites that
have service provider listings, such as thelist.com,
wikipedia.org and diryahoo.com.

Use search engines to read reviews of service
providers. Try to assess whether the review is
independent or sponsored by an advertiser.

Assess the potential service provider in terms
of the following:

¢ Get references. Check references to see how they rate
the company and the service they received.

e Consider obtaining quotes from a number of service
providers to compare prices and pricing models
(fixed price, by deliverable, by time spent).

- What are their key skills?
- Are their clients satisfied with their work?

- Can you review the service providers’ products?
Do these products meet your needs? Has the
service provider developed a product similar to
the one you require?
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- Does the service provider try to understand your
business and e-business needs?

- How long has the service provider been in business?

- Is the service provider clear about how the work
will be carried out?

- Can the service provider describe what the
products or services will look like and how much
they will cost?

- What pricing model is the service provider using
(fixed price, by deliverable or by time spent
working)? If you are able to clearly outline your
requirements a company may be able to quote
a fixed price.

How can | work effectively
with my e-business
service provider?

The key to working effectively with your service
provider is to stay actively involved in the project. Your
involvement is important to ensure that the service
provider adequately understands your needs and that
you receive quality service. Clearly communicating your
expectations is critical to this process.

The following list highlights some key tips for working
successfully with your e-business service provider.

e Start with a clear contract that specifies the scope of
work. The contract should clarify who is responsible
for what. The contract should include costs, key
deliverables and timelines.

e Clarify your expectations. Make sure your expectations
are in line with the scope and budget of the project.

e Ask the service provider to develop a project plan
(or work plan) that outlines how the work will be
carried out and that clearly describes the deliverables
and timelines.

e |f the service provider is providing you with a product
(e.g. website) make sure you test the product. Have
customers test out the website and provide their
feedback before the project is complete.

e Talk to the service provider about what will happen
if commitments are not met.

¢ Provide the service provider with any necessary
information and materials.

¢ Regularly communicate with the service provider.
Actively monitor the progress to ensure project
targets and deliverables are being met.
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8. CREATING A WEB PRESENCE

This section outlines the key tasks in establishing and maintaining a basic web presence.

How can | use my website to improve my business?

Websites can range from very simple information-based
websites to more complex e-commerce websites that

are well integrated with your business.

Increasingly, potential customers will look at your
company’s online presence before doing business
with you — regardless of whether they plan to close
the sale online.

Your website should be compelling enough to

increase customer interest resulting in increased

revenues for your business.

Level of Website Presence

Informational Website:

This website typically provides
information about the following:
your business; products and
services; location and business
hours; technical information to help
customers and suppliers understand
new products.

Determining your website’s purposes

Before discussing how to establish a website, let’s
take a minute to understand the different purposes of
a website. You can use the following table to help you
decide what types of websites are right for you.

Considerations for Use

e Appropriate for providing information about your business, products
and services.

¢ Typically requires a small investment.

» Appropriate starting point for adopting e-business using a phased
approach, starting with a basic website.

¢ A good vehicle for promoting your business.
¢ A good vehicle for expanding your business beyond the local market.

¢ A good method for improving customer service for your
existing clientele.

e There are effective marketing strategies to ensure enough people
visit your website.

e There are cost-effective solutions for maintenance of
information-based websites.

Interactive Website:

Examples of interactive features
include: a “Contact Us” section that
allows users to send e-mails to the
company; online forms; a section
where customers can provide regular
commentary (e.g. forum, blog).

e Customers and suppliers would be receptive to these features.
e Appropriate for enhancing customer service.

¢ You would like customers to be able to send e-mails to your
business through the website.

* Appropriate for providing quick access to forms.

e Existing tools are available to implement these features.

continued on next page
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Level of Website Presence

Transactional Website:

Allows customers or suppliers
to place orders and make
payments online.

Considerations for Use

e Consider how e-business fits with your sales cycle and business needs.

e Check out what your competitors are doing. Take a look at
their websites.

e Check out whether suppliers are actively using the Internet
for transactions.

¢ Plan how you will distribute the products and complete the sale.

e Consider that there are some low cost e-commerce software packages
that may meet your needs.

Integrated Website:

Integrating web systems and
transaction processes with other
systems such as accounting,
inventory, sales, etc.

* Your website has e-commerce capabilities (i.e. allows customers
to buy on your website).

* Your company is doing a lot of extra work to make sure its regular
business systems and operations are consistent with its online system.
For example, you are finding it hard to keep track of both phone and
online orders.

e Requires greater degree of investment and maintenance of systems.

How do | create a website presence?

The success of your website will depend on the
appropriateness of its design, how it is marketed
and ongoing maintenance.

Make your website’s purpose clear: explain who you
are and what you do. Start the main page with a one-
sentence tagline (which is like a sub-title for your
domain name) that summarizes what the site or
company does. Write a window title (the text that is
displayed at the top of a visitor's browser) with good
visibility in search engines. It is also good practice to
include corporate information in one distinct area, such
as "About <company name>" to provide more in-depth

information about your company and increase credibility.

First Steps: Create a basic website that describes
your business and products/services.

Long-term Strategy: Continue to build your
website in such a way that it is an integral part of
your company’s strategy. Also consider expanding
your web presence beyond your website using
Internet advertising and social media.

There are five main steps to creating a web presence.

1. Selecting and registering your domain name
2. Developing the website

3. Hosting the website

4. Marketing your website
5

Maintaining your website

Each step is explained below.

Step 1: Selecting and registering
your domain name

A domain name identifies your website on the Internet.
Domain names for Canadian businesses typically end
with .ca or .com.

Selecting and registering your domain name does

not have to be your first step. Some web hosts do

this service for you. However, if you are looking

for a distinctive name that will set you apart from
competitors, it is important to think about this upfront
and to reserve your domain name.
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A domain name is important for promoting

your products and your business. The key words
in your domain name can help people find your
website. Try thinking of words that best describe
your business.

The domain name you select has to be unique. The
following considerations should help you select a
domain name:

¢ The domain name should relate to your business.

e The domain name should be easy to remember,
preferably short, and use common words.

e Try to pick a domain name that is easy to distinguish
from other domain names on the Web.

e The domain name should help to brand your
business. Your domain name should establish
your online identity.

* You may choose to buy more than one name to protect
your brand and encourage more Internet users to
visit your website (for example you could use two
domain names - one ending in .ca and the other
ending in .com).

Once you have chosen a number of possible domain
names, you can check online to see if those domain
names are already taken. Domain registration sites
usually have a search function that allows you to do this.

If you wish to register a .ca domain name, you must

do it through an accredited registrar. There are
thousands of accredited registrars. The Canadian
Internet Registration Authority has a list of accredited
registrars on its site (CIRA.cal. Many sites also have
accredited registrar directories, such as InterNIC.ca and
icann.org. Because registrars are also hosting companies
(see Step 3, it is often convenient to choose one based
on the hosting services it provides. Domain name
registrations are generally inexpensive and usually

cost between ten and fifteen dollars a year. You may wish
to register several domain names to protect your brand.

You must renew your domain namel(s) periodically
(usually yearly). Some domain providers will allow
your domain to “auto-renew” so that when the domain
comes up for renewal, you do not have to go through

the renewal procedure manually. If the domain name

is critical to your business, it is a good idea to have the
domain set to renew automatically each year. If you do
not renew and the registry removes your domain name
from the zone file (such as the .com zone file), then your
website cannot be seen by potential visitors.

Step 2: Developing the website

There are two options available to you with respect
to website design:

Design the website yourself using desktop or online
software (many web hosts provide software with
templates or charge a nominal fee for website design).

Outsource the design of the website to a website
developer/designer.

Consider that developing your own website is time
consuming. It is more than a ‘weekend’ project. A
professional looking website is critical in providing
you with a marketing advantage. Think carefully
before pursuing this option.

This step will probably be the most labour intensive of
the five steps noted above. Regardless of whether you
choose to create your own website or hire someone to
create it for you, you will need to decide on your site’s
look and content. The site may be purely informational,
or it may allow you to sell your products online. Keep in
mind that you can also opt to develop your own website
content even if you have hired a web developer to design
the site (e.g. to determine the look and organization of
the website). To promote access to your website and
expand your market reach, you may want to consider
the option of creating your website content in more than
one language.

Desktop software typically offers fixed templates
and no advanced features (e.g. e-commerce,
animation). It is best used for simple websites.

For simple Do-lt-Yourself website development
templates try wordpress.com or yola.ca
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The chart below is intended for the simplest of websites, the informational website.

STEPS FOR DEVELOPING YOUR WEBSITE (ON YOUR OWN OR OUTSOURCED)

Create your own website

Use desktop software
to design website

Use online software
to design website

Hire a web developer

Provide input and
confirm design

Create your own content

Hire a professional content provider

v

Maintain your site

Five pitfalls to avoid when creating a website

Just as important as knowing what to do to create a
website is being aware of problems to avoid. A list of
five common pitfalls and some tips on how to avoid
them are highlighted below.

¢ A cluttered website. A website should have a clean,
uncluttered appearance. There should not be too
much text on each page. The website should have
a consistent look (i.e. consistent use of colours,

fonts and text sizes). While pictures and graphics are

great, avoid having too many. Break up the text with
appropriate headings and subheadings. If you have
too much animation, this could be distracting and
slow down your site.

¢ Not being able to find information. Customers should

be able to find the information they need easily.

Buttons and menu items should be apparent and self

explanatory, and links should look like links.

¢ Not having the right information. It is frustrating to
visit a website and not find what you are looking for.
Customers usually want to know about a company’s
location, business hours, contact information,
products and services.

¢ Failing to highlight the benefits of your products
and services. People want your products or services
to help them in some way. Be sure to highlight the

advantages and benefits of your products or services.

¢ Qutdated information about your business and
products. Regularly update information about your

products, services, prices and other key information.

Make sure all links are working properly.

Four ways to ensure your website is
delivering value
Adapted from “Is your website delivering value?” by Lynda Chiotti

1.

2.

Create a homepage with a professional layout.
The homepage is the most important page on most
websites, and gets more page views than any other
page—it is your company’s face to the world. A
homepage should look professional, and it should
include examples of recent content as well as
meaningful graphics. The page must clearly show
what can be done on your website, so that a first-
time user knows where to start. Make sure that the
homepage is easy to return to by making the Home
icon visible on all other pages.

Make it easy for users to find what they need.
Information should appear to the user in a simple,
natural, and intuitive order. The paths for tasks
should be clear and unobstructed. Avoid displaying
any irrelevant and distracting information. Depending
on the size of the website, it may be useful to include
a search feature. To facilitate the navigation, design
pages using headings, short paragraphs and lists so
that users can scan content quickly.

Include high quality content. The content should be
kept up to date, and be authoritative and trustworthy.
There should be no grammar or spelling errors.
Make sure to organize the information logically
(e.g. by topic] and hierarchically (from broad to
specific) and to make good use of images,
diagrams or other visuals.
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4. Ensure that your website is easy to find. Your website
should be easily accessible by search engines through
good use of a window title, tagline, and keywords.
Adding keywords to the content of your website can
improve its search engine ranking. When identifying
keywords, select words and phrases in the content
of your website that someone is most likely to use
when searching for your online business or website.

Step 3: Hosting the website

A web host houses, services and maintains files for
websites. You will need to select a web host in order to
get your site online. As indicated in Step 1, your host can
also serve as your registrar, thus avoiding contracting
with two different companies for these services.

There are many different web hosting packages
available online, and prices vary widely. When deciding
on a web hosting package, evaluate your particular
business needs prior to purchasing. As your business
grows and your needs change, you can update your
plan accordingly.

Companies like Yahoo Small Business and Google Sites
provide economical hosting solutions targeted to small
businesses, with additions such as shopping carts that
can be turned on (e.g. 1and1.com and bluehost.com).

Step 4: Marketing your website

It is not enough to just create a website. It is important
to market your website to ensure you attract enough
visitors to your site. Marketing your site may simply
involve displaying your URL on all your promotional
materials. You could also monitor the number of
visitors your website receives [i.e. “traffic” to your
site). You could also market your business through
online advertising.

The marketing strategies you use depend on your
target audience and the nature of your business. While
there are some low cost e-marketing strategies, online
advertising can be very expensive. It is important to
shop around for strategies that suit your budget and
your business needs.

Some forms of online advertising are cheaper
than traditional forms of advertising. For example,
some search engines provide tools to monitor

and advertise your website. They also allow you

to determine a ceiling on your costs per day.

How can | market my website?

The following is a list of strategies for marketing
your website.

* You can market your website offline (traditional
marketing). For example you can put your website
address on your print-based promotional materials.

e You can submit your website to search engines and
directories. Directories generally review your website
to ensure it is relevant to their site. Some directories
charge you a fee for this review.

* You should build your website with search engine
needs in mind. If your site contains the right keywords,
then more people will visit your site. If you already
have a website, consider using e-business service
providers such as a web developer or web host to
modify your website to increase your website traffic.
The term Search Engine Optimization refers to
improving a website so that it is ranked highly by
search engines, resulting in increased number of
visits to your site.

e Consider strategies for link building. Ask other
businesses and community and industry associations
to include your website address on their site. Be
prepared to do the same for them (referred to as
reciprocal links). Links are a critical method of online
marketing, as links are an important signal of quality
to search engines. However, avoid adding too many
links, links to sources that are not credible, and links
to undisclosed advertising. These poor practices will
leave visitors with a bad impression of your site
and will negatively affect your site’s ranking by
search engines.
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e You can advertise through search engines. You can
buy guaranteed search engine listings by purchasing
keywords. According to several reference sites such
as Interspire, Allbusiness and Softpedia, the most
popular search engine listing is Google's Adwords.
You will see these advertised listings along the top
and the right side of the search results.

¢ Advertise your website through third parties. You can
pay a fee to have image or text advertisements appear
on other websites. Costing models can vary. For
example, you may pay a fee every time someone clicks

Step 5: Maintaining your website

on your advertisement, or every time you make a sale
as a result of the advertisement.

e Submit articles about your business to e-newsletters
or to information-based websites. Be sure to include
your website address.

e Consider using blogs and social networking sites to
attract interest in your website (e.g. facebook.com,
twitter.com, pinterest.com, linkedin.com).

¢ Social media efforts can include integration of your
website with Facebook and LinkedIn, through, for
example, Facebook fanpages and “like” buttons.

Website maintenance includes a variety of tasks such as modification of website content, regular submission
of your site to search engines, software updates, checking to ensure the links are functional, etc.

OPTIONS FOR MAINTAINING YOUR WEBSITE

Option 1:
A Service Provider
Maintains Your Website

“As Required”
Maintenance
Services

You can opt to set up a maintenance agreement with
your ISP or website developer. There is generally a
monthly or annual fee associated with this service.

You might consider this option if your website requires
frequent updates. You can also hire a service provider
to update your website when required. This is feasible
if you require infrequent updates. Hourly rates for “as
required” updating can range from $50 to $150 per hour
(approximate estimate).

Maintenance
Agreement with ISP
or Website Developer

Option 2:
Your Website is
Maintained Inhouse

Content
Management System
(CMS)

Updating the website yourself can be a labour intensive
process. However, there are a number of user-friendly
content management system (CMS) tools that can help
you update your website. A CMS is a software program
that allows non-technical users to create, edit, update
and maintain a website using built-in templates. There
are many good open-source or “free-to-use” content
management systems available. Some websites
provide descriptions of open source CMS software and
customized CMS applications (e.g. opensourcecms.com).
CMS may also be provided as part of the maintenance
agreement with the service provider.
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Measuring the success of your website

The success of the website as a business tool depends

on its design, promotion and ongoing maintenance, and
the extent to which the site attracts users and makes it
easy for them to do business with you.

FIVE SECRETS OF WEBSITE SUCCESS

1. Your website is interesting and informative.
2. ltis easy to find information on your website.
3. Your website meets your customers’ needs.
4. Your website is current.
5

You market your website.

A good way to monitor the success of your website is
through the use of website analytics, such as Google
Analytics (http://www.google.ca/analytics/). Google
Analytics offers tools for measuring the performance
of multiple aspects of your website, including:

Content analytics - This helps to identify a website’s
top content, and provides information such as how often
people visit each page of your site, how long they stay,

and how often they convert (a conversion means taking
action, whether it’s clicking on a link, filling out a form
or making purchases on your website).

Mobile analytics - This helps to measure the effectiveness
of mobile websites and mobile applications (also called
“apps”). Information provided from these analytics includes
number of visits from web-enabled mobile devices, and
measures of the ads that lead people to use your app
and find out whether they prefer ads on their desktop

or mobile.

Social analytics - This helps to identify how your social
media outreach is working, including information on
the ways in which visitors from social networks reached
your site, how visitors interact with sharing features

on your site and engage with your content across

social platforms.

To learn more about how to create a Web presence and increase
traffic to your website, please refer to the accompanying e-business
booklets called “Creating a Dynamic Web Presence” and “Increasing
Traffic to Your WebsiteThrough Search Engine Optimization”.
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9. THE BASICS OF INTERNET ADVERTISING,

SOCIAL MEDIA AND MOBILE TECHNOLOGY
TO MARKET YOUR BUSINESS

Before embarking on any form of online marketing
strategy be sure to do your homework. Check out what
the competitors in your industry are doing to reach
customers—how they utilize Internet advertising, social
media and mobile marketing. Also explore how your
customers typically access information about products
and services. Using this knowledge you can begin to
design an integrated marketing strategy.

How do | get started in
Internet advertising?

Internet or online advertising is a form of promotion
that uses the Internet to deliver marketing messages
to attract consumers. Examples of the various forms
of online advertising include:

¢ Contextual ads on search engine results pages
e Banner ads

¢ Blogs

¢ Social network advertising

e Ad networks

¢ Cross-platform ads

¢ E-mail marketing

Below are three reasons why you should consider
online advertising.

¢ Bang for your buck. Targeted online display ads
can be a cost-effective approach for reaching a wide
audience, or alternatively, placing your message
in front of the exact market segment you are trying
to reach.

 Low risk. Pay per click (PPC] advertising campaigns
only require that you pay when someone clicks on
the link in the ad. Pay per click also allows you to set

a ceiling on your advertising budget, and allows you
to increase or decrease the amount as necessary.
Similarly, pricing can be based on Pay per Call or
Cost per Action, for example.

¢ Performance-based. Effective online advertising can
produce immediate results (e.g. increased traffic to
your site, sales], which are usually easily tracked and
monitored (e.g. number of users that clicked on the
ad, number of conversions into sales). You can adjust
your campaign based on the results.

To learn more about online advertising please refer to the
accompanying e-business booklet called “Successful Online
Display Advertising”.

How do | market my business
using social media?

Social media is a broad term used to describe
various online technology tools that enable people
to communicate easily via virtual communities and
networks (over the Internet) through sharing and
exchanging information, content and resources.
Social media has become one of the most powerful
platforms for information sharing and exchange.
Examples include:

e Facebook e LinkedIn
¢ Blogger ¢ Pinterest
e Twitter e Google+

e WordPress

In terms of marketing, it is important to do your research
to find out if and how your customers and prospects

are engaging with social media. Certain types of social
media may be more relevant than others.
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Benefits of social media

for marketing purposes

e Expand the reach of your marketing efforts.
* Promote product/service/brand awareness.
e Publicize events and launches.

e Direct traffic to your website.

¢ Build and interact with a community of your
target market.

To learn more about social media and blogging, please refer to
the accompanying e-business booklets called “Social Media for
Small Business” and “Blogs for Small Business”.

How do | get started
in mobile marketing?

Mobile devices—such as smartphones and tablet
computers—are becoming an almost ubiquitous
presence in modern day society. Learning how to
harness mobile technologies is therefore becoming
of ever-increasing importance to businesses.

The simplest mobile marketing strategy is to make
sure that your business shows up when people use
their smartphones to look for local goods or services
online. Once your business is found, you want to make
it simple for the visitors to see all the information they
need right away. When mobile users visit your webpage,
they should see a mobile optimized page (also referred
to as a responsive design site) that loads quickly and
easily conveys basic information on your business (e.g.
address, business hours, prices). Another approach

is to create a brand new site that is specific to mobile.
This type of site is designed, developed and optimized
specifically with the needs of mobile users in mind.

A mobile-friendly site can help your business connect
with customers and increase sales. This is true whether
your business chooses to use a responsive design site
that adapts to the screen size or a separate mobile site.

Users expect their mobile experience to be as good
as their desktop experience. There are tools you can
use to test your website’s mobile-readiness (visit
mobiready.com or validator.w3.org/mobile). There are
also services you can purchase to make your desktop
website more mobile-friendly (e.g. Google Sites,
howtogomo.com, dudamobile.com).

“Designing for ‘'mobile first” opens new opportunities
for growth, encourages companies to focus on
essentials and leads to a better overall user
experience of their web-based product or service.”

Source: Business News Daily.com

The following is a list of some examples of
mobile marketing:

e Advertising, such as text message marketing

 Text message services (e.g. reminders, fast
information about a particular item)

¢ Location based services to entice customers to
check-in and receive exclusive offers, discounts and
participate (e.g. Foursquare, Facebook Places])

* Mobile display advertising (e.g. banner ads that sit
above mobile site content)

For more information and to learn how to leverage the use of
mobile technologies, please refer to the accompanying e-business
booklet called “Integrating Mobile with Your Marketing Strategy”.

Marketing and Customer
Relationship Management
(CRM)

Good customer service is an essential ingredient of

any marketing strategy. CRM involves understanding,
managing and improving a company's interactions with
its customers. To have an effective relationship with your
customers, it is important to understand their needs and
preferences. In an e-business environment, customers
tend to expect quick access to information about your
business and products. Determine what your customers
expect from your website. You may also want to track
how customers use your website to help you adjust

your business practices. By better understanding your
customers, you can determine whether your website is
meeting their needs.

To learn more about CRM, please refer to the accompanying
e-business booklet called “Customer Relationship Management”.
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E-BUSINESS SUCCESS STORY:

The following success story profiles a business that conducts much of its marketing through social media.

Mabel’s Labels « www.mabelslabels.com

None of the four founders of Mabel's Labels,

a Hamilton-based company famous for its
customizable labels and name tags for kids’
items, were very tech savvy when they started
the company 10 years ago. “Between the four of
us, there isn’'t a nerd among us. We are beholden
to the nerds”, says Julie Cole, co-founder of
Mabel's Labels. After years of using contractors
for technical support, they finally hired a full-time
IT staff member several years into their growing
business. They also employ a full time social
media coordinator.

Mabel's Labels recognized early on the value of
social media as a natural extension of the word of
mouth marketing that is so critical to the success
of their business. Having won numerous awards
for their use of social media, and with more than
60,000 fans on Facebook, it's no surprise that
Julie has some great advice for other businesses
looking to take advantage of social media.

For starters, Julie tells other business owners not
to delete negative comments on their Facebook
pages and other social media profiles. Instead,
she suggests using the opportunity to highlight
your company’s excellence in customer service
by responding and showing you are working to
resolve whatever issue may have been raised.

Julie also advocates being conscientious of what
your business puts online. While employees are
encouraged to be active on social media, Mabel's
Labels has a mandatory internal training course for
staff representing the brand online. For example,
they are expected to avoid commenting on highly
controversial topics or criticizing competitors.
“Keep in mind, you're in the public eye. Nothing
you ever delete is deleted, and everything you say
is reflected on your brand” she cautions.
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E-BUSINESS SUCCESS STORY:

The following success story highlights the advantages of using a content management system.

The Chef’s Hat « www.thechefshat.ca

A few years ago, Meghan Anderson noticed
there weren't any caterers in the London area
that offered online ordering. Recognizing the
opportunity to claim a market niche, she started
building a website with a friend—a student who
had studied graphic design and was looking for a
final project. A few months later, Meghan began
taking online orders, promising “freshness and
quality without phone time.”

Right from the start, www.thechefshat.ca has been
fully interactive. Catering customers can view
menus and prices online, place orders, receive
confirmation of their orders from Meghan, and
obtain an invoice, all with a few keystrokes. And
by creating an individual profile on the company’s
website, customers’ orders and addresses are
saved in the company database, allowing for easy
entry of repeat orders. Special instructions such
as “vegetarian sandwiches only” can be included
as text in every order. Finally, those customers
who wish to sign up for The Chef’s Hat's

corporate club are entitled to a 10% discount

on every order. In exchange, Meghan is free to
e-mail them information about new products,
process changes, etc.

Meghan’s content management system enables
her to easily update her newsletter or change the
content on her site without needing to master

a programming language. Although she cannot
make changes to her site and receive orders at
the same time—Meghan has learned to avoid this
problem by updating the site on weekends only.

Meghan'’s clients appreciate the fact that their
companies’ information is stored in The Chef’s
Hat's database. Because they don't need to
re-enter any data, they are more likely to
return to the site with repeat business. Clients
also appreciate the transparency that the site
provides—all delivery charges appear on the
website, and client feedback can be sent directly
to Meghan online.

34 How You Can Profit from E-Business


http://www.thechefshat.ca/
http://www.thechefshat.ca

10. INTEGRATING E-COMMERCE
INTO YOUR BUSINESS

What do | need to consider?

If you have established a website with e-commerce
options and most of your sales are derived from your
online business, you may want to think about integrating
the online shop with your in-house processes such as
inventory, accounts payable and accounts receivable.

If you have an e-commerce system in place,
you're probably noticing that you have to do a lot
of double entries for each transaction. The online
sales are recorded and approved online, but you
still have to fill out your usual set of records for
accounting and ordering purposes. You will want
to minimize this extra work.

As another example, if you run out of a particular
item in your store, you will also want to stop
selling it online in order not to frustrate shoppers
with long delivery and wait times. But how does
your online shop know that you've sold out? You
will have to continually update sales both online
and offline. If you integrate these two systems, you
will minimize a lot of the work required to keep
your information coordinated.

Having a more complex Web presence means you
also need to be prepared to deal with the following
by integrating your web system with your business:

¢ Requisitions
e Purchase approvals

e Purchase orders

Back-orders

e Shipment tracking - Shipment service providers such
as United Parcel Service, Canada Post or Federal
Express offer advanced methods for electronic
tracking. You will be able to give your customers

the tracking number of their purchases and even
provide it for them online by entering it into their
purchase record.

Shipment delays and other delivery problems - Many
online shopping systems are not set up to handle the
communication necessary between purchaser and
vendor in case something goes wrong with the delivery
of the product. You will have to extract the information
from your online shopping system and deal with these
cases in the usual way.

Invoicing — A complete online shop will usually send
out an automatic invoice to customers. This invoice
will probably be quite different from your standard
invoice and will have different numbering. This can be
an issue for your accounting and inventory systems.

Payments - Payments made to you online may end
up in a different account than your offline payments
do. You may have to consolidate these sources and
the information on your buyers and the products
sold in one place to fulfill your accounting and record
keeping obligations.

Pricing - Some businesses rely heavily on daily
prices of natural resources or exchange rates for
their foreign bought supplies. It may be difficult to
continually update your prices and make sure that
your online prices are in line with your offline prices.

Charge-backs - Customer disagreements about
payments can happen online and offline. Credit card
companies, like Visa, Mastercard and AMEX have
improved their online security checks in order to

keep fraudulent purchases to a minimum. The online
information you have about your customers (e-mail
address, IP number) may need to be used in a dispute.

Integrating your back-end computer systems with
your web system - There are a number of technical
options for integrating your back-end systems with
your online system. If you are at this stage, you should
consult with an e-business service provider for advice.
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Establishing Online Ordering
on Your Website

There are a number of things to consider when setting up
an online ordering system. These considerations include:

e |s there an online market for your products or
services? (Think beyond the local market.)

e What are your competitors doing? How are your
products different? Do your competitors have
an online ordering system? How do they market
their products?

e Will you need to develop an online catalogue
of products or services?

e How will you process payments?

What are my options for
payment processing?

There are a number of options here:

1. Manual (or offline] payment processing.

2. Credit card payment processing through financial
institutions (also known as a merchant account).

3. Debit payment processing.

4. Using a third party online service provider who
leases payment processing software.

5. Integrated e-commerce platforms (e.g. Shopify).

Manual payment processing is appropriate when you
expect a small number of orders from your website.

With respect to credit card payment processing, you
will have to apply for a merchant account through the
bank or through a company contracted by the bank. It
is not always easy to get an account, particularly if you
are not an established company. In addition to setting
up a merchant account, you will also need to obtain the
software to allow for credit card processing.

InternetSecure and PsiGate are two examples of
Canadian merchant account providers that are
authorized by the Canadian banks to issue Internet
merchant IDs, and process sales for merchants with
their own Internet merchant IDs. Once you set up an
Internet merchant account, you will be able to accept
credit card payments on your e-commerce site. See
internetsecure.com and psigate.com.

Some popular third party credit card processing
companies include:

* Paypal.com e Beanstream.com

e CCnow.com

* Psigate.com

¢ |nternetsecure.com

e Moneybookers.com

Debit payment processing or Interac Online is an option
that allows your customers to pay for goods and services
online, directly from their bank account. To offer Interac
Online to your customers, your first step is to contact a
participating Payment Service Provider.

A popular fourth approach is to process payments
through a third-party online service provider. The
service provider collects payments, processes the
transactions, and deposits the payments into your
account. The service provider charges you a transaction
fee for each transaction. It is critical to consider security
and privacy issues when considering the use of a third-
party online service provider. For example, how does the
system protect customer information?

Integrated e-commerce platforms for payment
processing are increasing in popularity. Companies

such as Shopify, Magneto and Big Commerce provide
the whole range of services needed to start an online
store, including a secure shopping cart. An integrated
e-commerce platform also helps you develop and then
hosts your e-commerce store, including a range of
services for store design, marketing, and administration.
See shopify.com, magnetocommerce.com, and
bigcommerce.com.

Useful when considering the increase in mobile-based
e-commerce, Square is an electronic payment service,
provided by Square Inc. Square allows users (merchants)
in the United States and Canada to accept credit cards
through their mobile phones, either by swiping the card
on the Square device or by manually entering the details
on the phone. This service allows any business to quickly
and easily accept credit card payments using their
smartphone (visit squareup.com). Alternatives to Square
include Google Wallet and PayPal (see google.ca/wallet

and Paypal.com).
To learn more about how to integrate e-commerce please refer

to the accompanying e-business booklet called “E-Commerce:
Purchasing and Selling Online”.
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E-BUSINESS SUCCESS STORY:

The following success story features a firm that has integrated e-commerce into its business operations.

Elizabeth Campbell Books « www.ecbooks.ca

Elizabeth Campbell Books was established in 1991
and has grown to become the largest bookshop in
the Kenora-Patricia District of Northwest Ontario.
The company’s website was established in 1994,
and books have been available for online purchase
since that time.

Owner Elizabeth Campbell's foray into e-business
was motivated by a desire to compensate for
lost business due to budgetary cuts in libraries
and schools as well as government job cuts. The
Internet provided Campbell with the opportunity
to increase her customer base, which, in turn,
enabled her to stock a wider selection of books.
“I can [now] afford to bring in books that won't
sell in Kenora but that will sell elsewhere in the
world,” says Campbell, who has customers from
as far away as Mongolia, Iceland, and Africa.

Initially, the bookshop hired a local service provider
to build and maintain its website, but as the site
became more specialized, Elizabeth turned to a
larger design company for assistance. The company
designed software that would seamlessly integrate
the point-of-sale system in the shop with the
website database. As a result, whatever sells in the
shop is automatically removed from the inventory
displayed on the website, allowing the website to
remain current. In addition to providing a catalogue
of the company’s stock, the website also features a
shopping cart function. It also links to the bookshop

blog, the bookshop dog’s blog, and the bibliophile
network (called Peroosnik).

The main challenge Elizabeth has faced as an
e-business entrepreneur has been marketing

her website. While she has tried both search
engine optimization and search engine marketing,
Campbell finds that these marketing techniques only
capture people who are looking for specific items.

To address this challenge, Campbell distributes
ad mail and includes promotional material with
every purchase. She also builds awareness of

her website with summer tourists, encouraging
them to shop at her store remotely after they
return home; sells items over eBay; and through
fundraisers for local charities. Elizabeth Campbell
Books has also become one of the cornerstones of
Kenora’'s book festival, Word on the Water.

The Internet has enabled Elizabeth Campbell
Books to flourish in an economically challenged
area by facilitating the growth of the company’s
customer base. According to Elizabeth, “If | were
relying on just the local business, | couldn't make
it. Having [the Internet] marketplace makes a big
difference. And because | have a broader business
base, | can bring in more material to my store.”
This variety of materials attracts both local and
remote customers. “People are amazed by my
inventory,” says Elizabeth.
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Online Shopping Carts

The term “shopping cart” is used to describe software
that allows a user to select items from a catalogue and
to add them to their cart.

ABOUT SHOPPING CARTS
e A shopping cart normally includes:

- A database that stores information such
as product details, customer data, order
information, etc.

- A storefront that displays this information
to visitors.

- An administration area for managing your store.

e There are hundreds of shopping carts available.
They range from simple solutions—which can be
customized to meet your needs—to complete
e-commerce solutions.

e There are a number of options regarding
shopping cart solutions. These are:

- Licensed shopping cart software (involves a
one-time fee). The fee does not include a web
hosting service or maintaining the software.

- Hosted application leased from an Application
Service Provider (ASP), which, typically involves
monthly payments. The ASP installs and
maintains the software.

- Open source shopping cart software (freely
available). Obtaining adequate technical
support can be an issue.

Examples of Shopping Carts

A simple Internet search (using the key words -
Canadian Shopping Carts) will yield a number of
available shopping carts, including:

* Paypal.ca

* Clicshop.com

* Shopify.com

Considerations for choosing shopping cart
software include:

e Consider your current customer needs. Who are
your potential future customers?

e Will the software be able to handle increased
orders and product lines?

e What features does the software include?

e What do the shopping carts of your competitors
look like?

e What are the security features of the software?

e What kind of technical support does the
software include?

e What are the commission fees?

Turn-Key operations for online shopping

Some service providers specifically focus on

offering a full suite of flexible, feature-rich

services for shopping sites - i.e. providing the
storefront and the administrative functions required
to run an online store. Examples include shopify.com,
magentocommerce.com and bigcommerce.com.
These companies specialize in turn-key operations
so that setting up a store is simple, easy and suited
for small businesses.

When to choose a turn-key solution?
When you...

¢ Are selling for the first time (it's easiest).

* Need complete content management system (CMS]
(including blogs and page publishing).

* Need a mobile store (turn-key solutions will optimize
your store for mobile devices).

* Need many features on your site (such as third party
integration and apps).

e Want a beautiful store (there are great paid and free
theme collections available).

e Want an unmetered bandwidth (to publish and
promote as much as you want).

e Need technical expertise and support.

To learn more about setting up online ordering and e-commerce
please refer to the accompanying e-business booklet called
“E-Commerce: Purchasing and Selling Online”.
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E-BUSINESS SUCCESS STORY:

The following success story highlights the use of an integrated e-business platform.

Melissa Beth Designs Inc. ¢ melissabeth.com

A decade ago, if you carried your laptop around
to coffee shops like Melissa Zuker was doing,
chances are it was in a black, bulky and boring
laptop bag. Melissa created her company,
Melissa Beth Designs Inc., to offer women like
her colourful and trendy options for carrying
their laptops. Since then, this Internet “pure play”
company has grown its product line to offer
cosmetic bags, weekend bags, and purses in

the same vibrant style.

Back then, if you ran a small online store, chances
were you bought or licensed many different types
of software to conduct your business. Says Melissa,
“In those days, there were programs, but you

had to buy and download them. Now you can just
subscribe to services. And they've become so
user-friendly; it makes running an online business
so much easier.”

Until recently, Melissa Beth Designs was using
two types of systems software, one to deal with
the front end of the business (such a sales), and
separate software for the back office (such as
inventory and order processing). These separate
systems were causing problems and delays. That's
why the company switched to Shopify, an integrated

e-commerce platform, hosted in the cloud, and
provided as a third party service. Not only does the
new service offer options such as a secure shopping
cart, it also works well with analytics (provided by
Google) to help the company increase its Search
Engine Optimization (SEQ) impact. Since making the
switch, the company’s operations run more smoothly
and its sales have increased.

Another web-based service that Melissa Beth
Designs recently subscribed to is MailChimp,

an email marketing company. Melissa uses their
newsletter service, which not only provides her with
attractive and user-friendly templates, but also
integrates analytics options. These options allow
her to make informed decisions to increase the
number of people who actually open and read
the newsletter.

While Melissa says it can be a challenge to keep
up with the latest online technologies, she feels
it has become much easier (and affordable) for
small businesses to do so. “I've learned these
things because | need to keep up with times.
But I'm not a techie—these services are actually
really easy to use”.
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11. WRAP-UP

Top five things to do when
adopting e-business

¢ |dentify how e-business fits with your business needs.

¢ Talk to local business and industry associations about
e-business.

e Take small steps. Start with simpler strategies such
as an information-based website.

¢ Determine how much investment is required and what
the potential advantages are.

* Consider the challenges to implementing e-business
solutions and develop strategies to address them.

The use of the Internet by consumers and businesses
continues to increase. For those new to the world of
e-business, the choices are numerous. This handbook
emphasizes that e-business activities do not have to be
complex or costly to achieve benefits. If you are thinking
about e-business, continue to use this handbook and the
accompanying booklets on advanced-business topics as
a resource. It is also important to work with others to
help you continue to build your e-business knowledge.
Your local business enterprise centre can provide you
with a range of information and services to help you
grow your business.
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12. GLOSSARY OF COMMON INTERNET TERMS

B2B (“Business to Business”): Refers to the online
exchange of products services, or information
between businesses.

B2C (“Business to Consumer”): Involves the online sales
of goods, services and provision of information directly
to consumers.

B2G (“Business to Government”): Involves the exchange
of products, services, or information over the Internet
between businesses and government.

Bandwidth: Refers to how much data you can send
through a network or modem connection. It is usually
measured in bits per second, or “bps.” The more
bandwidth you have, the more information can be
transferred within a given amount of time.

Bits: Short for binary digit, a bit is the smallest unit
of information on a machine. A single bit can hold only
one of two values: 0 or 1.

Blog: A blog is a type of website maintained by an
individual or business where commentary, news, articles
of interest and graphics can be posted. A blog differs
from a traditional website in that it is usually updated
more frequently and provides mechanisms for readers
to leave comments and share posts with others.

Bytes: Composed of 8 consecutive bits, byte is short for
‘binary term’. It is a unit of storage capable of holding
a single character.

Cloud Computing: Any form of web-based shared
computing service. Your applications, files and
documents reside in an offsite data centre, not on
your company computers’ hard drives.

Computer Network: Consists of two or more computers
that are linked together so that they can communicate
with each other and thereby share information,
hardware (such as printers) and Internet connections.

Computer Viruses: Programs that are designed to
multiply and harm other programs on your computer.

Content Management System (CMS): A software program
that allows non-technical users to edit, update, maintain,
and create a website using built-in templates. There

are many good open-source or “free to use” content
management systems available.

Customer Relationship Management (CRM): A term that
describes methods used by companies to manage their
interactions with customers, end-users, and clients.
This includes the management, capture, processing

and archiving of information and data.

Digital Certificates: An attachment to an electronic
message used for security purposes. The most common
use of a digital certificate is to verify that a user sending
a message is who he or she claims to be, and to provide
the receiver with the means to encode a reply.

Disk Space: The amount of storage space allotted to
a website. Disk space can be used to store pictures,
HTML files, videos, programs, and anything else used
by the website.

Domain Name: A name that identifies your website on
the Internet. This name is your website’'s address, or
URL. Domain names for Canadian businesses typically
end with .ca or .com.

Download: Transfer files from a remote computer
to your computer, usually over the Internet.

E-business: The use of computer and Internet
technology to facilitate doing business.

E-commerce: Refers to the process of buying and
selling online. Sometimes used interchangeably with
“e-business”; however, e-business is a broader term
used to describe a range of electronic activities.

E-mail: The transmission of correspondence and
documents from one computer to another via
telecommunications.

E-marketing: Any form of advertising (i.e. banners,
logos, pictures, graphics, websites, webpages, pop-up
windows, e-mail, newsletters, etc.) on the Internet.
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Extranet: An extranet is a website that can be viewed as
part of a company’s intranet (see below] that is extended
to designated users outside the company.

FTP (File Transfer Protocol): One of the first developed
Internet Services that allowed users to move files

from one place to another. It enables you to connect

to a computer on the Internet and (as long as you are
allowed to save on that computer] transfer any type

of file: programs, text, pictures, sound, etc.

Firewall: Hardware or software that slows the invasion
of a computer system by blocking viruses and hackers.

Hypertext: Any text within a document that is linked
to another location. The other location could be within
the same document, or a different document. Clicking
hypertext with your mouse will activate the link.

Hypertext Markup Language (HTML): A programming
language used to create sites and pages on the Web.
This is the primary language of websites.

Hypertext Transfer Protocol (HTTP): The set of rules for
exchanging files (e.g., text, graphic images, sound, video,
and other multimedia files) on the Web. HTTP appears
at the beginning of every Internet address.

Internet: A global networking infrastructure that
connects millions of computers. It is not owned or
controlled by any single organization.

Internet Pure Play: An organization that does business
purely through the Internet.

Internet Service Provider (ISP): Connects computers
to the Internet and enables users to e-mail and browse
the Web.

Intranet: A private network that is contained within a
company. The main purpose of an intranet is to share
company information and computing resources among
employees. An intranet can also be used to facilitate
working in groups and for teleconferences. Information
contained on the intranet can be secured through the
use of firewalls and encryption-decryption devices.

Keyword: A word that best relates to the content of

a document or website you are looking for. It can be
related to a subject area, a person’s name, a company’s
name, etc.

Mobile Apps: Mobile applications or “apps” are Internet
applications that run on smartphones and other mobile
devices. They perform specific tasks for the mobile user,
often by helping to connect to Internet services more
commonly accessed on desktop or notebook computers.

Modem (Modulator-Demodulator): A device used to
send and receive data over telecommunications lines.

Network: A set of interconnected computers that can
exchange information over long distances.

Open source: Usually refers to a computer program
available to the general public for use as is or
modification from its original design, free of charge.
Users in the community (i.e. those knowledgeable
about programming) adapt and improve the software.

Phishing: The fraudulent act of sending bogus e-mails
that appear to originate from a legitimate organization
in order to entice recipients to visit a fake website for
the purposes of gathering personal or sensitive financial
information from them.

PIPEDA (Personal Information Protection and Electronic
Documents Act): This is a consent-based Act that
applies to the private sector, meaning that you must have
consent to collect, use or disclose information. PIPEDA
is based on balancing an individual's right to the privacy
of personal information with the need of organizations
to collect, use or disclose personal information for
legitimate business purposes.

Podcasting: Involves making an audio file of content
that is updated frequently and available for automatic
download, allowing users to listen to the file at their
convenience.

RSS (Really Simple Syndications): A system for
aggregating and rapidly scanning information from
blogs, news and current event web sites, and other
websites that update content frequently. Allows users
to subscribe to their favourite websites.

Search Engines: Tools you can use free of charge,
which help you locate information on the Web.

Search Engine Optimization: Refers to improving a
website so that it is ranked highly by search engines,
resulting in increased site visits.
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Shopping Cart: A shopping cart is a piece of software
that acts as an online store’s catalog and ordering
process. Typically, a shopping cart is the interface
between a company’s website and its backend
infrastructure, allowing consumers to select
merchandise; review what they have selected; make
necessary modifications or additions; and purchase
the merchandise.

Social Media: A broad term used to describe all the
different online technology tools that enable people to
communicate easily via the Internet through sharing
information and resources. Popular social media
platforms include Facebook, Twitter, Pinterest,
YouTube and LinkedIn.

Spam: Unsolicited email messages.

Spyware: Software that sends information about your
Web surfing habits to its website. Spyware is often
installed without the user’s knowledge or explicit
permission in combination with a free download.

TCP/IP (Transmission Control Protocol / Internet
Protocol): The standard communication protocol of the
Internet. It allows for transferring data on the Internet
itself, as well as on many local area networks.

URL (Uniform Resource Locator): A website address.

Upload: The process of transferring files from
your computer to another computer over a
network connection.

Web Browser: Software designed to facilitate electronic
“travel” across the World Wide Web. Typically, web
browsers operate on a graphical interface that is easy
to use.

Web Server: A program that allows web browsers to
retrieve files from computers connected to the Internet.
The web server listens for requests from web browsers
and, upon receiving a request for a file, sends it back

to the browser.

Wikis: A website that allows visitors to add, remove,
edit and change content, typically without the need
for registration.

World Wide Web (Web or WWW): The Web is a network
of web servers that contains all kinds of information.

A web browser allows you to get this information

by navigating or 'browsing’ the Web. Anyone with a
computer and an Internet account can search and find
information (including pictures, videos and text) from
web servers around the world. It is different from the
Internet in that it is an information-sharing model that
is built on top of the Internet.

Glossary sources: http://wikipedia.org, www.Webopedia.com,
www.techterms.com, www.tophostrankings.com, www.about.com,
www.corporatewebsitemarketing.com, www.helpdesktalk.com,
www.h-spot.net, www.axis.com, www.leaf-seo-tools.com,
http://it.education.tamu.edu, www.verio.com, www.2020systems.com,

www.chrsolutions.com, www.stpeterprince.org, www.alamedapt.com
and The Internet - A Tool for Business, Canada-Ontario Business
Service Centre Website (www.canadabusiness.ca).
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For more information contact:

Telephone: (416) 314-2526
Facsimile: (416) 325-6538
E-mail: E-Business(dontario.ca

This publication is part of an E-Business Toolkit which includes an
accompanying series of booklets on advanced e-business topics. The
entire Toolkit is available at ontario.ca/ebusiness.
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