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PREFACE

This Guide is the outcome of a series of UNCTAD national and regional e-business
training events organized in Geneva, Switzerland (2001); Chiangmai, Thailand (2002);
Thimphu, Bhutan (2003); Phnom Penh, Cambodia (2003); and Kathmandu, Nepal (2003) in
the framework of UNCTAD technical assistance projects aimed at strengthening the capacity
of trade support institutions in Asian developing countries.

The publication is intended for use by managers of small and medium-sized
enterprises (SMEs) and policy makers in developing countries as a reference manual for e-
business. It should be of particular relevance for professionals in least developed countries
(LDCs), as special efforts were made to include real-life examples (Bhutan and Cambodia)
that highlighted both challenges and creative solutions found by entrepreneurs in those
countries. More than 300 interviews and visits to SMEs were conducted in developed and
developing countries alike, including LDCs, to make the publication even more relevant and
useful. The valuable experiences described in its pages can be shared by all SMEs, no matter
what the level of their countries' development.

The Guide contains a comprehensive review of doing business on the Internet. It
explains the major technical and commercial features of the Internet and their potential
impact on businesses in developing countries. Readers will acquire an in-depth understanding
of the key success factors and pitfalls of Internet business applications. They will also learn
how the Internet can be useful for each key function of import and export processes, based on
an array of websites and Internet-based tools presented by way of illustration.

UNCTAD is strongly committed to capacity-building for SMEs in developing
countries, particularly those located in the LDCs, so that they can realize the full potential of
the Internet and information and communication technologies in supporting their attempts to
trade internationally. E-business is a promising area, one which can offer SMEs new ways to
participate in global markets. It is our hope that this publication will contribute to that end.

Rubens Ricupero
Secretary-General of UNCTAD
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Chapter 1

UNDERSTANDING THE INTERNET
BEYOND THE BASICS

1. Objectives and organization of the chapter

The goal of this chapter is to explain and illustrate the major technical and commercial
features of the Internet, which have potential impacts on businesses in developing countries.

This chapter is not an introduction to the Internet. It is assumed that readers have a basic
understanding of the Internet and are reasonably proficient at using it.

This chapter lays the foundations upon which chapter 2 (Introduction to e-business) and
chapter 3 (Internet for international trade) will build.

In this chapter we start by bringing to the fore some key characteristics of the Internet
(section 3). The subsequent sections cover services which are part of the Internet; these
services are the web (sections 4 to 7), e-mail (section 8), file transfer protocol (section 9),
discussion groups (section 10), IP telephony (section 11) and real time communication tools
(section 12). Last but not least, Internet-based searches ( section 13) deals with several of the
above-mentioned services of the Internet.

2. Introduction

The Internet is a network of several hundred million computers which are
interconnected and located all over our planet. It is as simple as that. Technically
speaking, the Internet is not an impressive innovation. What is spectacular is the fact that, for
the first time in history, there is a truly global and very dense computer network.

Within the Internet, there is an array of services that are interlinked. The most popular
of these services are the worldwide web (www or web for short) and electronic mail (or e-mail
for short). In other words, e-mail and the web (as well as the other services of the Internet)
are parts of the Internet. In addition to e-mail and the web, there are many other Internet-
based services such as Internet telephony (also known as Voice-Over-IP or IP telephony), file
transfer protocol (FTP), discussion groups, chat, instant messengers (IM), mailing list server
and Internet fax. All these services are covered in this chapter.



2 Use of the Internet for efficient international trade

Despite its enormous size, the Internet continues to grow: in 2000, there were 388 million
Internet users (6.5 per cent penetration rate); this number grew to 623 million (10.2 per cent
penetration rate) in 2002." The penetration rate is defined as the number of Internet users
divided by the total population. The numbers of Internet users are necessarily rough
estimates. Indeed, there is no precise and commonly accepted definition of who can be
considered an Internet user. The fact that many people have access to the Internet but that
they never or almost never use it is one typical issue. Another major cause for imprecision is
that sources of data are often privately owned Internet Service Providers that tend to inflate
their own figures for commercial reasons.

Internet penetration rates strongly vary from country to country, as shown by the
following figures for 2002:'

Sweden: 57%
United States: 55%
Brazil: 8%
Bhutan: 1.4%
Senegal: 1.0%
Cambodia: 0.2%

3. Some key characteristics of the Internet

In the list of characteristics below, we start with general characteristics and gradually move to
more specific ones. These characteristics apply to the Internet in general; however, for the
sake of simplicity, we tend to illustrate them using examples of websites.

Key characteristic 1: The |l neimbmsecineai |
Internet is a truly worldwide
medium. This means that any
computer connected to the
Internet can have access to all
(public) Internet services such as
websites of the world. For
example, an Internet user in

Cambodia, the Lao People's MiBleec: -
Democratic Republic or Bhutan : By e
can have access to valuable LR 727 P ETAR Xy 2

. : R § Northeast Asia Business Messe
information about a trade fair in .

Japan such as the Northeast Asia
Business  Fair  "NAB-Messe" £
through its website http.//nab- s e e e e s
messe.erina.or.jp (see picture).

BB

ENGLISH

! International Telecommunication Union (ITU). Internet indicators: Hosts, Users and Number of PCs 2000 and
2002, 15 December 2003. See www.itu.int/ITU-D/ict/statistics/.
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Key characteristic 2: The Internet is fully delocalized. In other words, its different players
can be located anywhere in the world. Let's take the example of a website with the following
seven types of players.

Player type 1: The website publisher is the formal owner of a website. Let’s suppose he is
located in Bhutan.

Player type 2: Website builders (or designers) create websites, technically and graphically.
Website publishers sometimes build their website themselves, but let’s suppose that our
Bhutan-based publisher has appointed a Thai company to build his website. Communications
between the publisher and the Thai website builder can be by e-mail (even though face-to-
face contacts could have been easier). The Bhutanese publisher may have selected a Thai
company given its particular expertise in building good websites. To have access to some
skilled low-cost workforce, the Thai company may subcontract some portions of the work
(e.g. database programming) to two companies: one in Myanmar and the other one in India.

Player type 3: Registrars. Each website has an address (e.g. BhutanExample.com) called a
domain name. This Internet address must be registered by an official registrar (see section 5
on domain names management later in this chapter). Let's suppose that the Thai website
builder registers the above domain name (on behalf of the Bhutanese publisher) with GANDI
Sarl (www.Gandi.net), a French registrar known for offering very low prices.

Player type 4: Website hosts are the companies where many websites are physically hosted
(see section 7 in this chapter). Website hosting is highly specialized work requiring high-
speed dedicated lines, permanent maintenance and qualified staff. In website hosting, there
are important economies of scale and US-based hosts tend to have the most competitive
offers (e.g. $100/year for hosting simple sites). Therefore, the Bhutan publisher and his Thai
service provider jointly decide to use an US-based host. For several technical reasons (back-
up, load-balancing etc.) it is not uncommon for important sites that hosting is done
simultaneously in several locations.

Player type 5: Website content creators/updaters. To create the content of a website is often a
major effort requiring significant management attention. Once the content has been created, it
normally requires regular updates. If the website i1s well built, the technical operation of
loading the content in a website (as opposed to the editorial creation) is easy to do, even by
unskilled clerks. Let’s suppose that our website is about authentic Buddhism and that our
Bhutanese publisher has hired a team of 25 university professors living in 12 different
countries to create the content of this website. Furthermore, the site is built in such a way that
each professor has his own section; naturally, each professor can load content directly into his
section.

Player type 6: Website technical updaters make technical modifications to a site, as required
by website publishers. To make minor modifications is normally easier than to build a site
from scratch. Let’s suppose that our Bhutanese publisher has hired a freelance woman in
Bhutan to do this sporadic job; however, this freelance woman left for the Netherlands, where
she is studying for a Master’s Degree. Since she already invested some time to understand
how the website has been built, the Bhutanese publisher decided to continue working with
her.
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Player type 7: Finally, once the website is up and running, website viewers (or surfers) can
naturally be located in any country.

Finally, please note that the term "webmaster" is not clearly defined: it can refer to the
website content creators/updater, the website builder or the website publisher.

Key characteristic 3: The Internet is a free-of-charge and open technology. In addition,
free tutorials can be easily obtained from the Internet itself. The "source codes" of websites
(i.e. how websites have been programmed) are to a large extent viewable by any surfer. Thus,
the Internet-related know-how is not the preserve of a few powerful developed countries but
is fully accessible by all countries, including least developed countries (LDCs).

How to see the “source code” of a web page (for instance of www.OnlineTies.com from
OnlineTies.com Sarl)? Using Microsoft Internet Explorer, select View then Source. The
resulting "source code" is shown below (see below).

J onlineTies .com

T | Catabong s 1 Visht ¢ MOSE_D0%

W Haenne Mori - MORI_00S HANAE MORI
47.00 CHF FARIS
| shoppim cart |

o e MORI_0O0S5

L0 pure ik

Quantity on Brock: I

4

www.OnlineTies.com

e

—u—p = T grprTyT-ouTaT T T SUDSTrIngUeS P -
ifF(t{=x—d[n])&&d.all) x-d.all[n]; for (i-8;!x&&i<d.forms.length;i++) x—d.forms[i][n];
For(i=0;t*x&td.layersafi<d.layers_length;i++) x=MH_findObj(n,d.layers[i].document);
if(tx && d.getElementByld) x=d.getElementByld{n); return x;

unction HWHM_swapImage{} { //v3.8
var i,j-8,x,a-HH_swapImage.arguments; document.HH_sr-new Array; for{i-0;i<(a.length-2};i+=3)
if ((x=MM_findoObj(a[i]))t=null){document _MM_sr[j++]=x; if(tx_.0Src) x.0Src=x.src; x.src=a[i+2]:>

>

sscript>

/head>

body marginwidth=""8" marginheight=""8" topmargin-"" bottommargin=""8" leftmargin=""98" rightmargin-""8" bgcolor=""#FFFFFF">
*t-— header //——>

table border—"0" width—""100%" cellspacing-""0" cellpadding-"8"><tr><td width-"58%" background-"images/header_g.gif" valign-bo
script language-JavaScript>
unction popup(url.breite.hoehe,scroll,.name} <
f/var name = navigator .appHame;
param = "directories=no.menubar=no,toolbar=no,scrollbars="+ scroll +',resizable=no,width=" + breite + °,height=" + ho
f/document .write(param);
//docunent .write(screen.width);
popupwindow - window.open(url, name, param);
if (*popupwindow.opener) popupwindow.opener=self;
popupuwindow.focus() ;

/script><table border="0" width=""180%" cellspacing=""6" cellpadding="8">
<tr bgcolor="white" height=""19"">

<td align=""left™ nowrap>&nbsp;<font face="Tahoma, Uerdana, Arial" siz

<td align="right™” nowrap><font face=""Tahoma, Uerdana, Arial’ size=""2"

o Corresponding source code

Key characteristic 4: The Internet has no central ownership and no central
management. However, some people (e.g. within the framework of the World Wide Web
Consortium, www.w3c.org) issue recommendations regarding the technical definition of the
Internet. It must also be said that some large companies such as Microsoft do not always fully
adhere to these recommendations and sometimes define their own rules.
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Adressa |ej itk v w3 0rg !

=] @0 || Liens|| Google -]

W3C sopieaibiiies,

Leading the Web to Its Full Potential...

Activities | Technical Reports | Site Index | New Visitors | About W3C | Join W3C

to learn more about W3C

Accessibility

CSS Validator
Device Independence
DOk

HTML

HThAL Tidy
HTL Validator

» W3C Track at WWwW2003
Announced

1 April 2003 The W3C Track has been announced for the
Twelfth International World Wide Web Conference

(WY 2003) in Budapest, Hungary, On 21-23 May, W3C
presents three days of presentations on the Web, future Web

browsers, W3C architectural principles, the XML family, Web
services, the Semantic Web, new devices, and horizontal
essentials WWANY2003 registration is open. (News archive)

The World Wide Web Consortium (W3C) develops interoperable technologies {specifications, guidelines, software, and toals) to lead the
Web toits full potential. W3C is a forum for information, commerce, communication, and collective understanding. On this page, you'll find
WWAC newis, links to WaC technologies and ways to get involved. MNew visitors can find help in Binding Your Way af W3C . We encourage you

Google
Search W3C ﬂl

Search W3C Mailing Lists

Contact W2C

Key characteristic 5: To learn how to use the Internet is relatively easy. As a user, to
learn the basics of the Internet (i.e. e-mail, worldwide web) requires from one hour to one
day; to master all the Internet services takes two to three months.

However, to become an Internet professional, much more time is required. For instance, only
one to ten days are required to learn how to build simple websites but at least one year must
be devoted (for people with IT background) to learning how to make sophisticated websites.
It should be noted that highly sophisticated websites are created by teams of specialists.

Key characteristic 6: Access to the Internet is relatively inexpensive
and access prices tend to drop rapidly. As an example, in 2003, prices
of public access (i.e. access from cybercafe; see picture) in Phnom Penh
(Cambodia) hovered around $0.50 per hour.

These access prices remain certainly unaffordable for many people in
LDCs; however, these prices are much lower than those of comparable
services such as traditional international phone calls. In this regard, the
costs of Internet-based international phone calls (about $0.06/min in an Phnom Penbh,
LDC)* are much lower than the costs of traditional international calls Cambodia
(about $2/min in an LDC)’. Furthermore, the quality of these Internet-based phone calls from
LDCs was already quite acceptable in 2003. Such
Internet calls can be made using one’s own computer or
from a cybercafe, provided it is legally acceptable. To
make Internet-based phone calls, specific user-friendly
applications such as the one of Net2Phone, Inc.
(www.Net2Phone.com, see opposite) can be used.

In the above example, phone calls are made from a
computer to any regular phone (i.e. PC-to-Phone).
However, making PC-to-PC Internet-based phone calls
is even much cheaper because only Internet access costs need to be paid. To do so, tools such
as Microsoft Net Meeting can be used (see specific section in this chapter).

il \.r'="-! =Y

Internet Café in

AN WAL HIHE AJDUTEE L

EN COURS D'APPEL:

@ 41 787410716
=

T ~|iE

071g)

www.net2phone.com

1835
laaa

2 & @

Compeser

Message Ajouter

2 Net2Phone.com Inc. Rates. 16 December 2003. See http://dcs.net2phone.com/products/commecenter/.
? Source: field study in Cambodia and Bhutan in 2003 as well as in Nepal, Myanmar, Madagascar and Togo in
2001.
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Key characteristic 7: The Internet can accommodate multimedia features. For instance,
websites, e-mails or FTP sites can have:

e  Texts (not only in English but in many other languages)
Images

e Audio (see example below taken from GoCambodia.com, www.GoCambodia.com:
clicking on the links will trigger the download of corresponding Cambodian songs)

'y

_ ~am=aGoCambodia.com

Photo Gallery | Cambodian Text | URL Directory | Cambodian MP3 Song | Learmn to Read and Write Cambodian |
Cambodian Related D ins For Sale

nnaid iinjui T mi Bainn
mgitrmgn 0] 1 440 KB 319" Download
Mt 0] 1 414 KB 07" Download
Aagid 0 1 334 KB 230" Download
pramzguia fifts in 340 KB 234" Download
Ll iiis Ja 300 KB 215" Download

9 0 0 6

GoCambodia.com
170 Morodom Baulevard, Phnam Penh 12301, Cambadia
Phone: (855) 23 21-2004, Fax: (855) 23 21-2005, US Fax Moo (209) 828-3242, sales@GoCambodia.com

e Video (see example below taken from the Japanese TV channel Japan Broadcasting
Corporation NHK: it is possible to view videos of the news from the website
www.nhk.or.jp)

2} http:/ /www3.nhk_or.jp/news/2003/10/12/v2003101 ... [N[=] E3

- BRI SEES TV HRE
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Key characteristic 8: The Internet is interactive. Internet users not only receive
information but can also provide their own feedback. By doing so, users can for instance
participate in opinion polls, make specific keyword-based searches or register in trade fairs.
A real example of Internet interactivity is the website of Cambodia’s translation company
Pyramid (www.pyramid-e.com; see below) which gets online inquiries from potential clients
all over the world.

I Adresse I@ http:d A, pyramid-e. corAcontact. htm

=] @ oK []Lien

HOME | ENGLISH | FRENCH | KHMER | CONTACT US | LINKS

Mame:

(recuired) |Philippe tMonnier

(Eg:iljired) |pdmunler@eurekagruup.net

Phaone: I
(optional)

thi=s is a sample text ;I
GuotefComments:

Send |

Finally, in an increasing number of countries, citizens can now vote and fill their tax
declarations online. This generates substantial monetary and time savings for both
Governments and citizens. The example below is the website of the French fiscal authorities
(http://www.impots.gouv.fr). To have such an online service, a prerequisite is to have a
system of digital signatures (see below in this chapter) to authenticate citizens.

Key characteristic 9: The Internet is “always on” but it is not 100 per cent reliable. For
instance, websites can be momentarily unavailable and e-mails can get lost. The latter is due
to a combination of technical and human reasons.*

Key characteristic 10: There are very powerful tools which allow surfers to make
searches within the Internet. This topic will be covered in depth in section 13 of this

* According to empirical evidence gathered by the author, about 1 to 2 per cent of e-mails get lost.
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chapter but, in a few words, Internet searches span over a very vast amount of data, have
pertinent ways to rank search, and are fast and mostly free.

Key characteristic 11: Some information about Internet users can be collected on the
spot through the Internet itself. Taking the example of the web, what kind of data about
web surfers can be collected by website publishers? For example:

e  The approximate location (i.e. more or less in which city/region) of surfers

e  The type of browser (incl. the language version) used by surfers

o The webpages visited by surfers in the past (including the transactions they have
carried out)

Importantly, a surfer’s identity (i.e. his real name) cannot be known unless this identity has
been correctly declared at some point by the surfer simself. However, as we will see under
characteristic 12, surfers can also surf anonymously provided they resort to very specific
techniques and tools.

Technical precisions: when visiting websites, surfers leave “raw” traces on web servers. Per
se, these raw traces are difficult to use. However, there is an array of statistical packages
which help make sense of these raw traces. For instance, Webtrends
(www.netiq.com/webtrends), a well-known statistical package for websites, provides the
following outputs:

Most and least requested pages,

Average user session length, i.e. long users stay on average on a website;

Top entry and exit pages, i.e. from which pages surfers access and leave a website;

Single access pages, 1.e. on which pages of a website visitors access and exit without

viewing any other page;

o Top paths through sites, i.e. the paths surfers most often follow when visiting a
website;

e  Most downloaded files, such as a piece of software or a music clip;

e [nformation about the most frequent visitors, 1.e. organizations/companies, types of
domain names, countries, regions within a country, etc.

o Top authenticated users, i.e. who is visiting the website most often (applies only
when a website requires a user name/password);

e  Traffic summary: day by day, by day of the week or by hour of the day;

o  Total hits, failed hits, cached’ hits and (server’s or surfer’s) errors;

e  Used bandwidth, the bandwidth is the amount of data that can be sent/received by a
transmission line, measured in bits per second;

o Top referring sites and search engines, i.e. where do surfers come from? (In other
words: do they type the website address? Do they come through an advertising
banner? Do they come from search engines or other links?);

o Top keywords entered in search tools to find the web site;

e  Browsers and operating systems most used by surfers;

> Technical note: The cache is the temporary storage area for frequently accessed or recently accessed data.
Having certain data stored in cache speeds up computer operation but distorts raw access data about website
access.
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e  Visiting spiders, a spider (also called web crawler) is software that visits websites
and indexes the pages present in those sites. Search engines use spiders to build up
their databases. Analysing spiders' traces allows website publishers to know by
which search engines their site has been (re)indexed.

Information about web surfers has many of commercial uses. For instance, website publishers
can monitor precisely and in real time the impact of an online promotional campaign (using
the “top referring site” feature, as explained above). They can also make targeted promotional
offers to specific surfers.

To understand about traces left by surfers, we
recommend visiting (the English version of) the ¢ you a
Commission Nationale de ['Informatique et des ! . tf;?in::}wt
Libertés (CNIL) outstanding interactive website i ' = e
(www.cnil.fr; see picture). CNIL is a French - =
independent administrative authority; computer-
related technological watch is one of its key
missions.

 Find out
how you are

Anerymous on the lnternet?
s Dér_\’*vre o sure..,

= Demonstration

= oW does it vork?

Key characteristic 12: The Internet can be anonymous in many regards. For instance,
web surfers, e-mail senders and author of websites can remain anonymous. To do so, the use
of specific software from, for instance, Anonymizer, Inc. (www.Anonymizer.com) and
Steganos GmbH (www.Steganos.com) are instrumental. However, to ensure full anonymity,
advanced specific expertise is required.

Key characteristic 13: Information can be made available on the Internet nearly
instantaneously while, in the case of paper-based publication, much more time (and money)
is needed to print and distribute information. As an example, the website of UK-based
newspapers, for example The Financial Times (www.FT.com; see below), is updated many
times within a single day; besides, articles about hot topics have several online versions since
these articles are updated/augmented as soon as new information/comments become
available.

Ix

'\ FT.com

FINANTINL TIAUS

FT.com

FINANCIAL TIMES —

VIEW NAVIGATION PERSONAL OFFICE

company view / SEARCH & ARCHIVE | ARTICLES Use Advanced
Enter a company... Search to refine your

+ Editorial Comment: Japanese banks searches in the Global
(Xhare (RSl 13 Mar 2000 19:41GMT Archive
: ; ,
In spite of the Japanese government's waning
enthusiasm for econamic reformm, rapid change What makes FT.com
in the banking sectar is afoot. The suggestion of ~ Search better?
a merger between Sanwa, Asahl and Tokai
industry view banks points to the third important deal in less sports
'm R il - Click for Soccer news
The mergers are |argely defensive. The - In-depth Rughy
Bid for a dollar at injection of public funds into the sector has Loverage )
allowed hanks to write off most non-performing loans; the rising stock -3 scores and stories
market has made a huge difference to their sokency, But with Big - Business of Sport
Bang financial liberalisation under way, the hanks are facing new stories

cormpetition.
travel

The process of consalidation started with a declaration last summer of - BO0K travel tickets
a merger between the Industrial Bank of Japan, Fuji and Dai-lchi online

Kangyo, and continued with the Sumitomo and Sakura deal in the ’w -

"r-l'
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Key characteristic 14: Access to Internet services can be customized. As an example, a
website can be:

e Accessible to all: this is the “normal” (i.e. open, standard, public) Internet

e Accessible to "insiders" only: in this case, we have an Intranet, i.e. a type of closed
network.
Example: A Ministry of Trade and Industry Intranet would be accessible only to
(some of its) officers

e  Accessible only to "insiders" and " close associates": in this case, we have an
Extranet i.e. a type of broad but closed network. Example: A Ministry of Trade and
Industry Extranet would be accessible to (some of its) officers as well as to
registered exporters.

Another example of an Extranet 1s the ""companion website"
(www.maxpress.com/tourism/entry.html; see below) of the book entitled Internet Marketing
for Your Tourism Business (see below), published by Maximum Press. The role of a
"companion website" is to support a book, a newspaper, a TV programme, a sporting event,
etc. In order to have full access to the companion website below, it is necessary to enter a
username and a password that can only be found inside the book.

Maximum Press

arism M

[V ou will find the User ID and Password to enter the Companion Site in your copy of dnternst Marketing|
Business on page xxiv. You are encouraged to subscribe to the free automatic notification service which 1|
eb site promotion information is published.

Internet Marketing for Your

- &
nlLricm 1Y
(_JI-\’-_‘ || 211 ]—“\-“.A_i'|‘ |

T{'I\; 1

[Thank you for your interest in our books and enjoy.

MR, Please enter the following information:
< o
 Weh Site!

P S
Awp R

Proven Techniques
for Promoting
Tourist-based
Businesses Over
the [nternet

an
1

User ID: fimtourism

Paseword: -
Email Address: |PDMonnier@EurekaGroup.ne

""" Subscribe to the free
------ automatic notification service.

Companion

jda:

o
Ceie

s,

Susan
Sweeney, CA

Key characteristic 15: Once on the Internet, information cannot be fully censored.
Governments can, however, make access to some websites difficult and punishable. This is a
highly complex topic. As an example, a Government can ask all the internet access providers
(IAP) in its country to block a (probably long and constantly changing) list of censored sites;
in addition, a Government can also ask all IAP in its jurisdiction to collaborate in tracing
surfers visiting prohibited websites.

Key characteristic 16: The Internet works on many technical platforms. This is actually
a small technological revolution. As an example, the Internet can be used with different
operating systems such as Windows, Apple Macintosh OS and open-source Linux (see
respective logos below).

[y
Microsoft ! | / o

Windows o
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Key characteristic 17: The major costs of defining and implementing an Internet
business strategy are not the technical costs (software, hardware, programming, hosting).
These costs are often relatively minor, except for very sophisticated websites. The main costs
incurred in defining and implementing a web business strategy are as follows:

Management reflection

Employee training

Website content creation/update

Website promotion

Business process re-engineering (BPR)® definition and implementation.

Depending on the types of websites, total investments and expenses in building a website
vary from next to nothing to several million dollars.

Key characteristic 18: The key competencies required in order to define and implement
an Internet business strategy are not technical competencies but a combination of the
following know-how:

e A good understanding of the company/organization and its environment as well as a good
sense of business/marketing

e Familiarity with the Internet, in particular as a commercial tool. In this regard, it is
essential to understand how target users react to the Internet.

e Technical know-how, including knowledge of graphics/layout applied to the web

e [Editorial competence

These competencies are rarely found in a single person or even in a single company.
Consequently, outsourcing is often required.

4. A few introductory words about the web

Briefly defined, the worldwide web (or web for short) is one of the services on the
Internet. It is a collection of hyperlinked documents (or web pages) formatted mostly in
HTML (see later in this chapter) and made (usually) publicly available on computers (or web
servers) around the world. The information on these servers can be viewed or accessed with a
browser such as Microsoft Internet Explorer or Netscape Navigator. The web started in 1993
in Geneva (Switzerland) and its inception is commonly credited to 7im Berners-Lee. We shall
now see two characteristics which are specific to the web rather than the Internet as a whole.

It can be relatively easy to build a website, but it is usually difficult and/or expensive to
make it known. To become known, some websites such as the Internet-based diversified
retailer Amazon.com Inc. (www.Amazon.com) spend more than one hundred million dollars a
year in promotional expenses.’

® Business process re-engineering (BPR) can be defined as the fundamental redefinition of business processes
leading to radical improvement in organizational effectiveness. New tools such as the Internet often allow
spectacular BPR.

" More precisely: in 2002, marketing expenses (net of cooperative reimbursements) were to the tune of US$ 125
million (but US$ 180 million in 2000). Source: Amazon.com Inc. 2002 Final Annual Report. See
http://media.corporate-ir.net/media_files/irol/97/97664/reports/2002_Annual Report FINAL.pdf.
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To promote their websites, well-known established companies have an edge: they can for
instance take advantage of their strong brands, existing advertisement campaigns and existing
infrastructure (e.g. retail outlets).

However, as we will see in chapter 2, many SMEs both in developed and in developing
countries found creative ways to promote their website at low costs.

A website can be personalized, i.e. its content and presentation can be user-specific.
There are many business reasons why a website publisher may wish to build a personalized
website. Some examples:

(a) A multilingual website can automatically load pages in the language of surfers;

(b) A website can have personalized advertisements, sales suggestions or special offers in
order to increase its commercial effectiveness;

(c) A website can remember some specific data (i.e. personal data, delivery address, billing
address, bank account number, specific wishes) of its registered surfers so that re-ordering
can be executed expediently.

Technically, web pages can be personalized on the basis of:

e Data entered by surfers themselves, e.g. during registrations, purchases, comments,
etc. These data are called explicit data.

o Traces left by surfers in web servers. Traces can indicate approximate location,
language of browsers and operating systems, etc. These data are called implicit data.

In the example below, we can see an advertising banner in French (see inside the red ellipse)
on the website of the English-language newspaper Financial Times (www.FT.com). What
happened is that the website identified that the surfer is located in a French-speaking city of
Switzerland; consequently, a French-language Swiss advertising banner is being displayed.

«UBS est le premier trader en
ligne suisse.» (BlueSky Ratings 2000)

E—
FT.com =
FINANCIAL TIMES
EEAENE VR N @ Globaledition Uk ediion  US edition
company view LSE to challenge Neuer Markt 21408.99 -1.9% DJIA 10£
E(rfefmmi;f“\'-- with European growth market
2 aime Symbal The London Stock Exchange is to establish a
| European market for growth stocks, putting itself
into direct competition with Deutsche BOse's World Mews Il
Neuer Markt. The move, announced on Saturday by 3 N T
l:l:ll'll’lBths LSE chairman Don Cruickshank, marks an effort to R sl
develop an independent strategy after ronths of Markets Mews =
industry view turmoil. - October 7 2000 12:10GMT Market Prices |
ISeIec:l Industry 'l
columnists
B = -1 r i = L P enue of the America:

Another example of website personalization is the MyYahoo (http://my.yahoo.com), i.e. the
personalized part of Yahoo! Inc. (www.yahoo.com). Surfers can easily personalize several
aspects of MyYahoo (e.g. colour, content and layout) using the control panel (see picture).
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Aghesse [{&] hitp:/e.my.yahoo.com/configd custamize?. page=p1 done=hHp%37%2F %2F my yahoo, com2F pic2F d himl = fox
mﬂoo' Welcome, Philippe! - Help - Sign Out M
L8
Change Colors Choose Content Change Layout AddiDelete Pages

Spice up your My Yahoo! Whats on your page Where the content goes Mznage page settings.

Choose up to 20 content modules on this page by checking or un-checking the boxes. Be sure to click Finished when you're done. Find
out what's new on My Yahoo! Finished

Personalize Content for: My Front Page

We think you would like... ]

[‘_% Weekend Getawa
[

Great last minute travel deals

Page Name: W
My Yahoo! Essentials Community
¥ Headlines o [T Teen Stuff from Bolt ¢y
¥ Message Center v [ Evite on
¥ wWeather (v [T Favarite Chatrooms oo
¥/ Inside My ‘fahoo! ¢o [T Message Boards )
[T ¥ahoo! Mail Preview oy Entertainment
™ Yahoo! Search oo ™ Antist of the Day ¢
Business & Finance ™ Comics oy
[T Stock Portfolios cuy I~ Gossip o
™ Company Mews o [T Featured Yideo on ¥ahoo! Platinurm NEW gin
™ Market Summary oo ™ My pressplay New: g
™ Cumrency Converter omy ™ Music Video of the Day ¢
L ™ Unarardes/Dwnorades on [™_Hnrnsrnnes o e Nr- TRy el -

5. Domain nhames management
What is an Internet domain name?

A typical website address (also known as Internet address or Uniform Resource Locator or
URL) looks like this: http://www.any _name.com. Let’s consider each element:

http means “this is a website”;

www can be replaced by anything and can even be suppressed;

any _name.com is the domain name.

.com is the Top Level Domain name (TLD), also known as (domain name) extension.

Some TLD are generic TLD (gTLDs for short) such as .com, .net, .org, .biz, .info, .name and
.aero. This means that they do not refer to any particular country. .com is the most common
domain name extension; it was originally meant for commerce-oriented websites, but any
person or organization can now reserve .com domain names.

Other TLD are called country code TLD (ccTLD). They are specific to a given country.
Some examples are:

.CO.jp; .go.jp; or.jp; .ne.jp; ... (Japan)
.com.ph; .gov.ph; .org.ph; ... (Philippines)
.com.bt; ... (Kingdom of Bhutan)

.com.kh; ... (Kingdom of Cambodia)

.de (Germany)

.ch (Switzerland)
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Some conventions about website addresses:

(a) If a web address looks like Amazon.com, iic.edu.kh, Eureka.jp or Wadeda.ac.jp, it is safe
to assume that the full web address is http://www.Amazon.com, http://www.iic.edu.kh,
http://www.eureka.jp or http://www.Waseda.ac.jp. Should the typical www not be used, it is
necessary, for the sake of clarity, to write a more complete address such as labs.google.com
or even http://labs.google.com.

(b) Domain names are not case-sensitive. However, for better readability, it is common to use
capital letters at the beginning of each word. For example, GoCambodia.com (or
www. GoCambodia.com) is easier to read than gocambodia.com (or www.gocambodia.com).

Why is it essential to properly register one's domain names?

We will illustrate this concept with the website of Kuensel, the sole Bhutanese newspaper. In
1997, Kuensel launched a website whose address was www.kuensel.com (see below).

« KUENSEL &,

The Only Aunilventle Siee From Blntan

SATURDAY, May 24, 1007

Moenlam Chhenme Concludes

« Sniffing eorrection fuid « The fine print -
can be fatal

« Phuentsholing: housing « Bank: more
crisis accessible

Surd your soquimes o gl um
Produced by ©

However, in 2003, surfers who typed www.kuensel.com ended up in a ... commercial
pornographic website. What has happened? Why did this happen? Since the Bhutan-based
designer of this website did not own a credit card to make the payment needed to register the
Kuensel.com domain name, he had to ask an agent to do it on his behalf (see below; some
data have been blacked out).

This Domain Name is Registered to:

Registrant:
Registrant

I

Wallace, S.C. 29596

us

Domain hame s KUENMSEL .COM

ﬂ%

LS

Technical Contact:

Registrar of Record: TUCOWS, INC.
Record last updated on 09-Mau-Z003.
Record expires on 2Z0-May-Z00d4 .
Record Created on 20-May-Z000 .

Domain servers in listed order:
HS1 .COMEPUPPY .COM 66.154.0.2
HSZ .COMEPUPPY .COM 66.154.0.3
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Generally speaking, to register a domain name through an agent is a disadvantage because
such an agent has at any time the possibility to redirect surfers to any other website. It is as if
the Coca-Cola trademark was not owned by Coca-Cola Corporation but by an agent who
could use this trademark at any point in time and prevent Coca-Cola Corporation from using
it. Furthermore, the agent can also forget to renew the domain name registration upon its
expiry so that this domain name can be registered by anybody else on a "first come first
served" basis (this is reportedly what happened in the case of Kuensel.com).

| adresse [ hitp:/ Awn kuenselanline.com

= oo |

wed, June 25, 2003

J;fg"MEHU ") " Plan your holiday with Bhutan’s number one ravel agent...
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Literary

About Bhutan

Recommend Us Car plunges into Thimphu chhu, kills one

ouraceount % & student of the Zorig Chusum institute in Thimphu was kiled this afternoon,  HOME
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Advert, Rates
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{ Read More...| |2 E)

American choir group to perform in Thimphu
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Now Kuensel has a new website with a new domain name www.kuenselonline.com (see

“~

Bangkok . Ohio 10110

TH

Domain Mame: KUEMSELOKLINE.COM

Administrative Contact-—
Meil

Bangkok, Ohio 10110
TH

Technical Contact-—

Record update date: Z0053-05-20 Z1:10:25

Record create date: 2ool-04-19

Record expires on: 200d4-04-19

Database last updated on: 2003-06-26 10:0d4:47 EST

Domain =zerwvers in listed order:

MS1 .WEBEXA .COM B .220 .0 104
MSZ (WEBEXA .COM 65.19.135.95

above). For the same reason as the first time, this new domain name kuenselonline.com was
again registered through an agent (see below; some data have been blacked out), which may
again present similar risks. Being aware of these risks, Kuensel plans to renew the
registration under Kuensel's own name from 2004 onwards.

*

In this section, we will see how SMEs in both developed and developing countries could
prevent this type of problem.
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Where to register domain names?

gTLD domain names can be registered online with any ICANN-accredited registrar. I[CANN
stands for Internet Corporation for Assigned Names and Numbers. There are about 150
ICANN-accredited registrars and they are located in all continents. The complete list can be
found on the following web page: www.icann.org/registrars/accredited-list.html (see below).

Ediesse [ hitp. /v icann orghegistrars/ socreditectist himl ~| «d

_@ ICANN-Accredited Registrars

ICANN

ICAMNM currently accredits domain-name registrars for the following Top Level Domains

« .aero, (restricted to certain members of the global aviation community) sponsored by Societe Internationale de
Telecommunications Aeronautiques SC (SITA)

.biz, (restricted to businesses), operated by MNeulLevel

« .com, operated by Yerisian Global Registry Services

e .coop, (restricted to cooperatives) sponsored by Dot Cooperation LLC

.info, operated by Afilias Limited

museum (restricted to museums and related persons), sponsared by the Museum Domain Management Assaciation
{MuseDoma)

» .name, (restricted to individuals), operated by Global Name Registry

-het, operated by Verisign Global Registry Services

.org, operated by Public Interest Registry

ccTLD domain names must be registered with national registrars. There is normally only one
national registrar per country.

Usually, domain name reservations follow the "first come first served" rule unless there is a
clear case of brand name usurpation.

To register a domain name usually costs from $10 to $100 per year (as of 2003), depending
on the registrar; ccTLD domain names tend to be more expensive, probably because of the
absence of competition among ccTLD registrars.

How to find out by whom a given (gTLD) domain name has been registered?

By making a search using a so-called WHOIS server. Websites of registrars normally have
links to these types of servers. Examples include the webpage www.internic.net/whois.html
from the Internet’s Network Information Center (InterNIC) or the webpage www.register.com
from Register.com, Inc. From these WHOIS servers, it is possible not only to find
information about the organizations/persons who have registered given domain names but
also to verify whether a domain name is still available.

Information about country code domain names can be found from the website of UWHOIS,
Inc. (www.uwhois.com, see picture).

¥ Based on the author's experience.
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Is it better to reserve a country code domain name (e.g. SAMPLE.com.kh) or a generic
domain name (e.g. SAMPLE.com)?

Whenever possible, both (and more) should be reserved, as will be explained later in this
section. The real question is therefore which domain name should be your main one (i.e. the
one to be communicated/promoted). Actually, both country code domain name and generic
domain name have their own advantages.

Advantages of Country Code Top Level Domain Names (ccTLDs):

e  More exotic

e  More domain names are available

e Local payment method can be used (no need for credit cards or other international
payment methods)

Advantages of Generic Top Level Domain Names (gTLDs):

e  Usually cheaper (from $10 year)
e  Shorter extension (e.g. .com rather than .com.kh)
e  More prestigious

Which practical rules/tips should be observed when choosing a domain name?

(a) Domain names must be easy for the target audience to pronounce, understand,
remember and spell. Usually, the shorter the better: SAMPLE.com is better than
SAMPLECompany.com. Furthermore, it may be a good idea to use English names if
international markets are targeted.
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(b) People who do not know one's domain name should be able to guess it. In other
words, if one's company name is SAMPLE INC, it make sense to reserve (at least)
SAMPLE.com, provided it is available.

If an organization only has a sub-website (i.e. a website which is a part of another website), it
typically has a very long website address. For instance, the Cambodian Handicraft
Association (see below) has the following URL: www.bigpond.com.kh/users/wthanchashop
because its website is a subwebsite of www.BigPond.com.kh owned by Cogetel Limited.
However, this association could reserve a domain name such as cyberCHA.org and have the
address www.cyberCHA.org rerouted to their current www.bigpond.com.kh/users/
wthanchashop. Therefore, surfers would just need to remember and type
www.cyberCHA.org. CHA.org or CHA.com would have been even better (i.e. shorter), but
these domain names were already taken as at mid-2003.

Fair - Local [Khumer Site T Japanese Site T TEnglish Site

| Internet: | www.bigpond. com.kh/users/wthanchasho
1 Email : | wihanchashop@bigpond.com.kh

: T1, Ehan Tuol Kok, Phnom

Objective - CHA

Location - CHA

Brochure - Khmer

Mailing Address

Brochure - English

Activities - Fhotes T'elephone and Fax
Information - CHA

Bairs IStoratimal Bank Account :

Background - CHA

Background-Leaders
Made by Landmine and Polio Disabled in Cambodia

SELF HELP PROJECT

Export / Information

Background-Producers

Cambodian Traditional Silk

-1 Z =]

(c) Reserve several similar domain names and have them rerouted to one single website.
As an example, the company Peek & Cloppenburg has reserved the following French domain
names: p-c.fr, peek-cloppenburg.fr; peekandcloppenburg.fr, peekcloppenburg.fr, and
peeketcloppenburg.fr; obviously, they have also reserved generic domain names and domain
names from other countries. If this rule is followed, even if one's surfers misspell one's
domain name, they will still end up in the proper site. Companies or organizations, which did
not take these precautionary measures, end up having bad surprises. For instance,
www. WhiteHouse.gov is the official site of the American President’s Office; however, if
surfers mistakenly type www. WhiteHouse.com (published by WhiteHouse.com), they end up
in a pornographic website; moreover, if they mistakenly type www.WhiteHouse.org
(published by Chickenhead Productions, Inc), they end up in a parody website.

(d) Use the same domain name for both website address and e-mail addresses. As an
example, if the domain name of an organization is wunctad.org, all members of this
organization should have e-mail addresses looking like name@unctad.org.

(e) For promotional reasons, always include the extension when writing one's domain
name. If the extension is not mentioned, surfers may not find one's website easily. A good
example is Amazon.com’s logo (see picture).
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amazoncom.

(f) Be sure to be the official registrant. Many companies in developing countries ask agents
to reserve domain names on their behalf; unfortunately, these agents often reserve domain
names under their own name and, once traffic has been built, reroute these domain names to
other sites.

Why are agents so often used in developing countries to reserve domain names? Because to
reserve domain names typically requires credit card payments and most SMEs in developing
countries do not have credit cards. Two things can be done to solve this problem:

e  Make sure that agents reserve domain names under their clients' names.

e Reserve domain names in registrars who accept payment methods such as cheques,
wire transfer/TT or demand draft (DD); usually, Indian registrars, e.g. Polar
Software Limited (www.SignDomains.com) and Direct Information Pvt. Ltd.
(www.directi.com), accept these payment methods.

(g) Monitor timely renewal dates. Domain names are reserved for a given number of years
with unlimited possibilities of renewal. However, if not renewed at the right time domain
names become available for anybody to reserve/use. Registrars usually (but not always) send
reminders before renewals are due but do not rely exclusively on them.

6. Website building management

The objective of this section is not to explain in detail how to build websites because this
topic is highly specialized and technical. In addition, many good books and Internet resources
cover this topic. The objective of this section is to make sure that readers are able to choose
the type of website they need given their budget and objectives; this section should also help
readers to dialogue with website builders and to control their work.

Some golden rules to build effective websites are as follows:

e  Communicate, do not decorate: it is more important for a website to convey clear
messages to its target audience than to be a piece of art.

o  Consider technical outsourcing because to build good websites usually requires
talents rarely available internally. Besides, it is important not to build everything
from scratch but to use what already exists. Technical resources (e.g. software
program) for site builders can be found in websites such as Sitelnspector.com
(www.Sitelnspector.com).

e  Make one's website easily updatable so that new content can be loaded very easily
even by unqualified clerks.

o  Make one's website easily scalable so that its size can increase without causing
major technical redesigns.

e  Make one's website (nearly) permanently operational because unavailable websites
(e.g. under construction, under reconstruction or inaccessible because of an
overloaded or malfunctioning server) make a bad impression.
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e Consider outsourcing of general content. To create and update good-quality content
is expensive. Many companies plan very rich content but, owing to lack of resources
to update it, they end up having outdated content. Consequently, instead of creating
general content oneself, it usually makes more business sense to create links from
one's website to specific webpages of generic content providers such as online
newspapers and press agencies.

e Instil confidence, especially if one's company is not at all well known and located in
a developing country. See some suggestions below.

To instil confidence through a website is not easy but is important because a minimum
level of confidence is required to generate business transactions. To create confidence is
especially critical for websites of SMEs based in developing countries because, by nature,
these companies are less trusted than well-known large corporations based in developed
countries. Measures to instil confidence include:

e  Professional presentation (including no spelling or grammatical mistakes)
e  Picture/background of management/staff (no anonymity). A good example can be
taken from the website of ThaiGem.com (www.ThaiGem.com, see below)

Meet The Team

Thaigem.com is dedicated to providing the finest shopping experience on the Internet today. Have any ideas

on how we can improve? Email suggest@thaigem.com

e Addresses/pictures of offices, retail outlets

e Association with trusted/known organizations. Example: logo display of
professional associations, large clients (provided they agree)

e  Customer testimonials (ideal: eBay.com Feedback Summary; see below)

e  Professional-looking (i.e. short) domain names

e Link to the commercial registry where one's company is registered.

How to build websites, technically speaking?

As mentioned earlier, the heart of a website is its source codes. Websites can have
different technical levels. Grossly simplified, we can categorize websites into five levels
(from the simplest to the most complicated one). These levels are not mutually exclusive.

Level 1: Static sites. These sites also called — brochureware — provide simple information as
if they were paper brochures.

Level 2: Interactive/transactional sites. These sites offer the possibility of carrying out
interactive operations such as taking orders, collecting opinions or making online payments.
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Level 4. Personalized sites (also known as one-to-one sites). These sites have content/outlook
which are surfer-dependent (refer to "Key characteristic 2" above).

Level 5: Data-mining-based sites. These sites extrapolate surfers’ tastes and provide
customized content based on these extrapolations. (Data mining can be defined as the process
of using statistical techniques to discover subtle relationships between data and the
construction of predictive models based on them). Regarding websites, an example could be
as follows: if a data-mining-based site anticipates that a surfer is likely to appreciate hiking,
special promotions about trips in Nepal will be proposed to him.

There are several ways to build websites. These methods are usually combined.

Method 1: To write manually HTLM and other codes. This method provides full
flexibility but is rather difficult and time-consuming.

Method 2: To use an (HTML) editor to produce HTLM and other codes. This method
provides full flexibility, allows time-saving but is rather difficult. This is usually the preferred
way used by professional web builders.

An example of an HTLM editor is WebCreator (a tool written by Kevin Lynn Brown; see for
instance http.://www.siteinspector.com/shops/webmaster/htmledit.shtml), which can be found
below. By using the keys at the top, HTML codes can be created very fast.

WehCreator 2.1.0811 ResdMe

Ivleta Tags
" Contert-Type [ Keywords I Description [ suther [ Copyright [ Refresh

[~ PICS-Label | Mo-Cache I Expires [ Rohots - CONTENT = | INDE= -l

hManual Insert
Rétablir

PreviewAnd Save | WValidate HTML | StartAllOver | HTMLHelp "
] Hz[H3[Ha[Hs[He] P [ BR | noBR [ HR [ Div [ SPan | Tabletwicgy”

A [ MG | oBJECT | PamaM | o [ BlockauoTE [<i>[ oL [ e
Style sheets  |EM| sTRONG [PRE[E([ 1 [ Form [ Base | LNk [ B Yy
ABBR LI <-lnsen Structure B LI <lnserntisual Frames
<!DOCTYPE HTHML PUBLIC "—//W3C//DTD HTML 4.0 Transitional//EN" "ht =
-<<HTHML>
<HEAD>
<MET: HTTP-EQUIV="Content-Type"™ CONTEMT="text/html; charset=1I
<META NAME="keywords" CONTENT='"'>
<META NAME="description" CONTENT='"'":
<META NAME="generator" CCNTENT="WehCreator 2.1":>
<TITLE>DIY-HTML Courtesy of WebCreator 2.1</TITLE> HTMT (Cade
</HEAD>

<BODY:>

<Hl»</H1x

</ BODY>

</ HTHL> -
4| | 3
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Method 3: To use a WYSIWYG’ editor. This method is adequate for simple, less
professional websites. It is very easy and provides relatively good flexibility. However, web
builders do not have complete control of the codes; therefore, results looks less professional.

Here is an example of a website created with Microsoft FrontPage, a popular WYSIWYG
editor. Microsoft FrontPage has the appearance of a word processor, but it actually generates
HTML codes. The example below is taken from OnlineTies.com Sarl (www.OnlineTies.com).
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Method 4: To use special software such as Macromedia's Flash to enhance the graphical
appearance.

Method 5: To use template-based packages (see e.g. www. Geocities.com from Yahoo! Inc.,
hitp.//store.yahoo.com from Yahoo! Inc., www.stores.ebay.com from eBay Inc. or
www.mercantec.com from Mercantec, Inc.). With these packages, it is very easy to build
websites, including commercial-transaction-enabled websites. Flexibility is, however, quite
limited.

An example of one of these template-based packages is eBay Stores (www.stores.ebay.com).

eBay Stores is part of eBay (www.eBay.com), the leading auction site (see chapters 2 and 3).
eBay Stores are linked to eBay auctions and/or direct sales. As of 2003, tenancy fees were
USS$ 9.95/month; in addition, a percentage of transaction-based commissions has to be paid.
Payment mechanism is PayPal.com (www.PayPal.com; see chapter 2) with payments
accepted from about 50 countries. Escrow services (see chapter 2 as well) are recommended
for transactions over $500. As an option, "ID Verify" allows eBay merchants to establish
their proof of identity.'’

® WYSIWYG is an acronym for What You See is What You Get. To be realistic, we should rather use the term
What You See Is More Or Less What You Get.

' How does ID Verify work? eBay members’ (i.e. merchants’ or buyers’) personal information is cross-checked
against consumer and business databases for consistency. Concretely, eBay members are asked to enter
information such as name and date of birth, and to identify certain instalment and credit accounts, and their
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Uthipul (see below, www.ebaystore.com/uthipul) is an example of a Cambodian website
which has been created using eBay Stores.

home | my.sfay | sileman | sgnoul

Browse JEEIIN IScwims “ Search I Help 1 Communit; ]
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Method 6: To use (highly) sophisticated e-commerce packages such as osCommerce"!

(www.osCommerce.com), a free-of-charge product. These types of packages offer great
flexibility (because they can be modified/configured at will) but normally require time and
good computer skills.

& .commerce

sl Y Gowelaads Y tommnmi

open source
e-commerce

solutions
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Crivats an Accounil | Lig B | Cotact Us

Haenne Mori - MORI_0DS TTANAE MORI
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The above example comes from OnlineTies.com Sarl (www.OnlineTies.com) and was built
using oSCommerce. Interestingly, this website used to be built with a combination of
Microsoft FrontPage and Mercantec; however, to improve the design appearance and cope
with larger transaction volumes, the website has been fully rebuilt using a combination of an
HTML Editor and osCommerce.

associated monthly payments. When the information has been successfully verified, eBay members receive an
ID Verify icon.

" Technical note: osCommerce is an open source software working with (open source) Apache, MySQL and
PHP.
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7. Web hosting management

Every website must be physically hosted on a web server, which is a (powerful) computer
permanently connected to the Internet through a dedicated (high speed) line. Web servers
need permanent technical attention. Fortunately, website publishers do not need to own and
run their own server. Actually, most website publishers rent space in servers of specialized
companies known as web hosts or web presence providers.

Website publishers have three broad hosting options:

(a) To rent server space from a web host (this is termed hosting or “managed hosting” in the
event of sophisticated hosting). This is the preferred option for most cases.

(b) To own one’s own server(s) but to have it/them on the premises of the web host (this is
termed housing or collocation).

(c) To have one's own server(s) and dedicated line on one’s own premises. This is a high-
end expensive solution very much appreciated by technical people; however, business-wise,
this solution can only be justified in rare cases of major websites.

To compare web hosting offers, many parameters need to be understood. Typical parameters
are mentioned below (this webpage is taken from Bluewin, www.hostcenter.com; by clicking
on a parameter, surfers will be able to see a corresponding definition).

Service and technical Environment

FH pomain name reaistration [ Data transfer

ﬂ Starane snace E Unlirmited FTE accass
B statistics W | (Basi
[ FrontPage Extensions [ anonymous FTP

Customer contrel panel

5 P {e-rnail ¥

EY E-rmail forwarding

[+
|
~
;
E

CGI script support Active Server Pages
Excite Search EHP
LMET Framework XML (Extensible Markup Language)

Multimedia

EJ Real Server Microsoft NetShow
TrueSpeech [ volano Chat
SSL secure server

Database
Microsoft SQL Server (MS SQL) Open Database Connectivity {ODBC
MySOL database server

Support
The support 7x24

Hostcenter

o

Web hosts typically provide a control panel to website publishers. A typical control panel
looks like the one of Bluewin’s HostCenter (www.HostCenter.com):
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Importantly, a website can be hosted anywhere in the world, irrespective of the location
of the website publisher, website builder or registrar. For an SME in developing countries, a
key question is: should we host our website locally or in a foreign country such as the United
States?

Local hosting has some advantages:

e Local payments (no need for a credit card or other international payment methods)

e  Perhaps more influence on the service level if the web host is located close to the
website publisher

e "Political correctness" (i.e. support to local companies).

However, top-notch large international hosts tend to offer some distinct advantages, mostly
thanks to their critical mass:

Higher reliability

Higher security (e.g. against hackers, 1.e. malicious intruders)
Better services available 24 hours a day, 365 days a year
Broader range of services

Higher access speed (at least for international surfers)
Competitive prices

8. Understanding e-mails beyond the basics

Electronic mail (or e-mail for short) is the most used service of the Internet, along with
the worldwide web. According to IDC, the number of e-mails sent in 2002 is 31 billion per
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day and this number is expected to reach 60 billion a day by 2006."> E-mails are most useful
for business, especially in developing countries; indeed e-mails allow fast, practical and low-
cost (about one US cent per e-mail) telecommunications.

There are two basic ways to use Internet-based e-mails:

(a) Using a regular e-mail (client) software such as Microsoft Outlook, Microsoft Outlook
Express or Pegasus Mail

(b) Using a web browser-based e- | _

mail service such as the well- |\ ClTRLD

known Yahoo Mail

(http://mail.yahoo.com) or Hotmail
(www.hotmail.com). There are password |
actually many less popular or more Language [Engleh =]

local browser-based e-mail services

such as Bhutan's DrukNet Mail
(http://maill.druknet.bt) or

Cambodia's Everyday Webmail (www.everyday.com.kh; see picture).

Regular e-mail (client) software has specific advantages such as:

e  Offline work is easier. (This is especially important if slow and/or unreliable (dial-
up) Internet connections are used).

e Better functionalities (e.g. possible use of advanced functions such as spell checker
of the Microsoft Office Suite).

However, web-based e-mails also have their own advantages:

e No separate e-mail client software is needed
e Very handy use for travellers, for instance using Internet cafes or laptop computers.

E-mails offer significant advantages, but several elements must be taken into account to fully
use this tool.

To ensure e-mail confidentiality (i.e. to make sure that e-mails cannot be read by
unauthorized people during their transmission), it is necessary to encrypt messages. The way
to encrypt e-mails is described in a subsequent paragraph.

To ensure that senders and receivers are properly identified (authentication), it is necessary
to use digital signatures. Authentication is essential given that it is very easy to create e-mail
accounts with fake names and addresses. Naturally, important e-mails such as contracts
require the proper authentication of contracting parties. Digital signatures are issued by
reputable bodies (called Certification Authority) such as government entities or well-known
private companies (i.e. VeriSign, www.verisign.com; see picture).

12 International Data Corporation (IDC) (2002). Worldwide E-Mail Usage Forecast, 2002-2006: Know What’s
Coming Your Way.
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Digital signatures can be bought
(approximate cost: US$10-20 per year)
and they also provide the possibility of
encrypting messages and ensuring
their integrity (i.e. to make sure that
messages are not tampered with during
their transmission).

Digital signatures have the same legal
validity as handwritten signatures in
many countries. However, the real
challenge — especially for SMEs in
developing countries — is not only to be
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In the physical world, you protect your written
carrespondence by putting it in an envelope before
posting. In the online world, sending an e-mail message
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read as it travels across the Internet. Instead of risking
disclosure of your private e-mails, safequard them with a
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b Search
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decrypt them.

in compliance with laws but also to
have enough funds to sue a dishonest (foreign or domestic) counterpart and/or to ensure that
court decisions are (internationally) enforced.

The transmission speed of e-mails is usually but not always very fast. Delivery speed is
slower (and can even take more than one hour) if networks are very busy and if messages are
large, for instance because of bulky attachments.

The delivery of e-mail is not fully guaranteed. About one to two per cent of e-mails get lost.
This loss rate increases in the case of heavy traffic and large messages. To prevent this
problem, senders can ask receivers to confirm the receipt of a message by returning it.
(Automatic confirmations of e-mails are not reliable because they depend on the technical
capabilities of the receivers' e-mail software as well as on the receivers' willingness to allow
their e-mail software to send automatic receipts).

To prevent a receiver from repudiating an e-mail (i.e. claiming that he did not receive it)
requires special (complicated) systems of "registered e-mail". More practical methods
include:

e Requesting an e-mail by way of confirmation (i.e. to ask that a receiver confirm
receipt of an e-mail by returning it)
e In extreme cases, having the police scrutinize the receiver’s hard disk.

E-mails as such cannot contain viruses or worms per se, but the following attachments of
e-mails can:

e  Microsoft Word, Excel, Power Point, macros
e Any executable files (i.e. files whose extension is .exe)
e  Any audio and video files

Safe files include files ending with .txt, .pdf, .jpg or .gif. However, there are many complex
tricks to make a harmful file look like a safe file.

It is very easy to buy millions of e-mail addresses (obtained without the consent of their
owners) and to send massive amounts of unsolicited e-mails. For this reason, about 50 per
cent of e-mails are now unsolicited mass e-mails known as spams. To fight against spam, it is
possible to use software such as MailWasher (www.mailwasher.net) or to take legal action in
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countries where spams (or at least some forms of spam) are illegal. But the best way to
prevent spams is to avoid posting one's e-mail address on the Internet (websites,
newsgroups). This is, however, in contradiction with the goal of being easily reachable. A
compromise could be to have only one generic contact e-mail address per website.

In order to mass e-mail, several methods can be used:

(a) Regular e-mail software (e.g. Microsoft Outlook) with distribution lists (see example
below)

FROM  FritzuSensei@atamasaii.ne.in Dafe: e, 14.03.2003 1233

T0: Michika Enomaoto@unctad.org, Viasta Macku@unctad.org, Mekochan@unctad.ang,
Frizusensei@ikkyiudaigaku.edy, Mekosama@bluewin.ch, Kurohyo@zuruizurui.net, Mekooog@fifi.com,
Estelai@Troncosomy, PeterFlora@aleman.de, Michel@yvakuhanasu.co jp, Gurohyo@nalfr,
agading@ishoni.com.kh

Lighe (Es}BCC-Kurslederinmen
Hier endhich die versprochens Listel
|ch habe die Namen aller KL aufgenommen, von denen ich e positives Feedback erhallen habe

Lihp Geilszn

It is, however, usually better to insert the distribution list in the BCC'" field (rather than in the
TO field) so that each recipient does not see who all the other recipients are.

(b) Specific offline tools: There are many software programs specialized in mass e-mailing.
They can be easily found by making a search on the Internet. It is also possible to combine
Microsoft Word with Microsoft Outlook. Details of how to do this depend on the specific
versions of these software, but extensive help is provided by the help function of Microsoft
Word.

(c¢) Specific online tools: (Mailing) List Server is an ideal solution for large mass e-mailing
operations. A [list server (or a mailing list server to use the complete name) is a server on the
Internet (with its corresponding software) that processes requests to subscribe and
unsubscribe to mailing lists and handles the distribution of e-mail to everyone on the mailing
list. A list of existing list servers (and their associated mailing lists) can be found at the
following Internet addresses: www.Topica.com of 7Topica Inc.) and www.tile.net/lists of
SparkNET Corporation. For those interested in running their own list server, the following
websites can be consulted:

e  Microsoft’s www.bcentral.com (click on Sales & Marketing and then on E-Mail
Marketing and on List Builder)

o  L-Soft international, Inc.’s www.lsoft.com (product name: ListServ)

e  Topica Inc’s www.topica.com (product name: Email Publisher)

e  Great Circle Associates, Inc.’s www.greatcircle.com/majordomo (product name:
Majordomo).

13 Abbreviation of blind carbon copy, which means that the original addressee(s) will not know that a copy of a
message has been sent to the people in the BCC field.
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9. Transferring large amounts of information using FTP

File Transfer Protocol (FTP) is the ideal Internet service to transfer large files over the
Internet. Files are uploaded to and downloaded from so-called FTP servers (i.e. specific
powerful computers permanently connected to the Internet).

Business-wise, FTP allows companies to develop new commercial services. For instance, in
chapter 2, we will see the example of Digital Divide Data, a fast-growing Cambodian
company specialized in providing accurate data entry services to foreign clients. To transfer
files from and to their clients, Digital Divide Data uses primarily FTP. Another example:
many companies load all their technical manuals in FTP servers. These manuals can be either
accessible anonymously (i.e. to all without having to use specific user name and password) or
to authorized users only (e.g. to clients or employees). A list of anonymous fip sites can be
found at www.tile.net/ftp from SparkNET Corporation. Typical anonymous FTP site
(addresses) look like ftp://ftp.cisco.com (Cisco Corporation in the United States) or
ftp://ftp.cti.waseda.ac.jp (Waseda University in Japan).

Files can also be transferred as attachments of e-mails. However, FTP offers many more
possibilities such as virtually unlimited file sizes and permanent availability of files.
Moreover, interrupted downloads/uploads can resume where they have been stopped; this is
very handy for countries where connections are slow and/or unreliable.

To transfer files using FTP, a software called FTP client software is needed. This software is
very easy to use. CuteF'TP from GlobalSCAPE (www.GlobalScape.com; see how it looks in
the screen capture below) and Ws_fip from Ipswitch Inc (www.ipswitch.com) are among the
most used FTP client software.
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Actually, it is also possible to download files from a FTP server using a regular browser in
such a way that most users would not even notice that files are downloaded from a FTP
server rather than from a Web server.

It costs approximately US $20-100 per year to rent space (about 100 Mb) in a FTP server.
Basically all web hosts provide this service.
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10. Sharing ideas and finding out
what consumers think using discussion groups

Discussion groups (also known as newsgroups or just groups) are bulletin boards on which
Internet users can read and post messages. Millions of people participate in probably over
100,000 discussion groups.'* There are discussion groups about virtually any subject.
Discussion groups are classified into a number of categories such as:

alt. : Any conceivable topic.

news. : News...

biz. : Business products, services, reviews...
sci. : Applied science, social science...
humanities : Fine art, literature, philosophy...
comp.: Hardware, software, consumer info...
rec. : Games, hobbies, sports...

soc. : Social issues, culture...

talk. : Current issues and debates...

misc. : Employment, health, and much more...

Complete newsgroup addresses look like this: rec.climbing (i.e. a newsgroup about
climbing as a leisure activity) or soc.culture.laos (i.e. a newsgroup about the culture of the
Lao People's Democratic Republic).

Discussion groups can be:

Moderated (so that messages are screened by a moderator before making them
accessible to all) or not;

Public (i.e. everybody can have access) or private;

Permanent or temporary (i.e. related to a short-lived event such as elections)

Business-wise, discussion groups are excellent ways to:

Share ideas (this is very much used by technical people)

Find out what people really think about certain topics. This is an especially
powerful way to do it since newsgroup users tend to be very frank given their
relative anonymity (because many people use false identities). Two practical
examples: Microsoft can find out what people may dislike about their products; tour
operators in Bhutan may discover what people really think about trekking in Bhutan
(see screen capture in the section covering Google groups later in this chapter).

One of the easiest way to access newsgroups is to use "Google groups" (see section
“Exploiting Internet search tools™ later in this chapter).

' Precise statistics in this area are lacking, however.
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11. Slashing telecommunications costs using IP telephony

IP telephony is an Internet-based telephony. IP stands for Internet protocol (a protocol is a

computer language). 1P telephony is also known as Internet Telephony or Voice over IP
(VoIP).

The beauty of IP telephony is that it requires an investment five to eight times less than the
classical PSTN (Public Switch Telephone Network) technology, according to the
International Telecommunication Union (ITU). "

Practically, IP telephony allows users (primarily in developing countries) to make very
cheap international phone calls, provided it is legal. Price savings are particularly
significant in countries where monopolies keep prices of regular phone calls high.

As an example, IP telephony service provider Net2Phone (www.net2phone.com; see screen
captures below) charged the following rates as of December 2003:'®

From Cambodia to Japan: US$ 0.059/min

From Cambodia to the United States: US$ 0.049/min
From Cambodia to Switzerland: US$ 0.08/min

From Cambodia to Bhutan: US$ 0.86/min.

Regular Internet connection fees (say US$ 1 per hour) must be added to the above fees.

| Ackesss [@] hip.24web.net2phone. comvhome _inaen.asp

nnnnnnnnnnnnnnnnnnnnnnnn

@nethhone” [e] MY ACCOUNT . STORE + SUPPORT + SITE WAP

As a global leader in communications and voice
technology, Net2Phone delivers low cost calling

services to individuals and businesses worldwide,

Communication without borders =™

B PRODUCTS
USERNAME / ACCOUNT #

PASSWORD / PIN
&0

Forgat Login Irformation?

These fees have to be compared with regular telephony fees of several US dollars per minute
to make international phone calls from many LDCs.

Using IP telephony, the quality of the communication ranges from barely acceptable to very
good. The voice quality is basically affected by:

Hardware components

Software components

Backbone network (i.e. speed of data transfer)
Network traffic

Other technical elements.

" International Telecommunication Union (ITU) (2000). Thailand: IP Telephony and the Internet, p. 6
(available online www.itu.int/osg/sec/spu/ni/iptel/countries/thailand/thailand-iptel.pdf).
' Net2Phone.com Inc. Rates. 16 December 2003. See http://dcs.net2phone.com/products/commcenter;/.
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To sum up, equipments with above-average capabilities are required in order to have good-
quality communications.

An easy way to take advantage of IP telephony is to use this service in (properly equipped)
cybercafes. Many of them in developing countries and in LDCs (e.g. in Phnom Penh) offer
excellent quality of communication. An alternative is to use one's own multimedia-equipped
PC, an Internet connection and a specific software downloadable from websites of IP
telephony service providers such as US-based Net2Phone (www.Net2Phone.com) or India-
based Net4India (www.phonewalared.com; see below).

Some payments must be made to these IP @] hittp./ fvne. phonewalared. cam

telephony companies. Since they also target
PHOMNE RED

developing countries, they typically accept an
Complete Internet Voice Selutions from Netdindia

array of payment methods other than credit
cards, such as wire transfers/TT, demand
draft (DD), money orders and cheques. Imported calling cards can also be purchased locally
from some cybercafes, e.g. in Bhutan and in Cambodia.

The solutions which we have mentioned so far are from a PC to a regular telephone. These
solutions are called PC-to-Phone. But there are even much cheaper ways to have
(international) Internet-based voice communications. These solutions require that both parties
use simultaneously a computer connected to the Internet, and they are therefore termed PC-
to-PC solutions; we will cover them in the next section, i.e. Instant messengers, chats and
online collaboration. Price-wise, users of these PC-to-PC solutions only pay Internet
conneclt7i0n costs (for instance, about US$ 0.5 to US$ 2 per hour in some Asian LDCs in
2003).

Finally, it is also possible to use the Internet to send and receive faxes (see for instance a site
such as www.eFax.com from j2 Global Communications). It is, however, much more
economical to scan documents, edit them if needed and send them as an attachment of e-
mails or using FTP.

12. Instant messengers, chats and online collaboration tools
for real-time advanced communications

Instant messengers, chats and online collaboration are different types of Internet-based PC-
to-PC tools designed for communication in real time. To some extent, these tools are a sort
of simplified videoconference (i.e. a meeting between people at different locations relying on
video technology as the primary communication link).

Originally, these three types of tools were rather different, but there is a growing convergence
among them, both in terms of functionalities and user groups. For instance, all of them can
now have voice and video functions.

' Source: field study in Cambodia and Bhutan in 2003 as well as in Nepal in 2001.
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Instant messengers (IM) have the particularity that users can know which of their
colleagues, business partners or friends using the same system are available online. If they are
available, they can be instantly contacted.
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There are four main IM software (see above to see the way they look): Yahoo Messenger
(http://messenger.yahoo.com), Microsoft Messenger (http://messenger.msn.com), AOL
Netscape Instant Messenger (www.aim.com) and ICQ (www.icq.com). They are incompatible
themselves. All of them have a free downloadable version.

Chats used to be mostly a game for teenagers but now they are used more broadly. Some
chats can be used with a simple browser (examples includes Bhutan's DrukNet Chat
www.druknet.bt (see below) and SwissOnline AG’s www.SwissTalk.ch), while many of them
require downloading previously a specific software (the most popular one is /RC from mI/RC
Co. Ltd.: www.mirc.com).
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Bhutanese Chat on the Web

In some websites such as Verio Inc.'s (www.verio.com; see picture), a browser-based online
chat has been embedded so that users can ask questions and receive answers on the spot.
Interestingly, = companies  such as  Nepal-based  Servingminds  Pvt.  Ltd.
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(www.ServingMinds.com.np, see section about teleservices in chapter 2) include in their
service range the handling of these types of chat-based on-the-spot questions.
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Online collaboration tools provide advanced functions such as video conference calls,
collaboration on shared documents, during-meeting file transfers, use of common electronic
whiteboard and text chatting. These tools are traditionally used mostly by professionals and
corporations. Well-known online collaboration tools include software such as Microsoft
NetMeeting (see below) and Groove Networks (www.Groove.net). Interestingly, most people
are not aware that Microsoft NetMeeting is present in their computers (this program is usually
part of the software pre-loaded in a new computer).
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13. Understanding Internet search tools

The Internet has become so enormous that the best search tools cover only a small
portion of the Internet.'® However, the main issue is not the incomplete coverage but the
fact that it is difficult to find the most relevant information.

Even though the Internet is huge, not everything is available in it. This is due to at least
three reasons:

e Commercial reasons: Information owners may prefer not to have their information
loaded in the Internet because they fear that it may be too difficult to sell it online.
These same information owners also fear that once their information is on the
Internet, it could be downloaded and copied for free (legally or not), making offline
sales of the same information much more difficult.

e Practical reasons: Existing information may not be (easily) available in digital
format.

e Confidential reasons: Once information has been published on the Internet, it is not
possible to fully remove it; indeed, even if some information has been erased from
its web server, there are still ways to have access to it (e.g. using a website such as
www.archive.org from Internet Archive).

There are thousands of search tools. They can be differentiated on the basis of the three
criteria below:

(a) Their technical coverage (i.e. which types of files and servers are covered by search
tools?)

(b) Their file indexing method (i.e. are the files to be considered during a search collected by
people or by computer programs?)

(c) Their topical coverage (i.e. do search tools cover very specific topics or a very wide
range of topics?)

We will explain in more details these criteria one by one.

(a) The technical coverage varies very much from one search tool to another. Potentially,
a search tool can search through many file types such as:

Static (i.e. HTML-based) web pages

Dynamic/database-generated web pages

Microsoft Office documents such as Word, Excel, PowerPoint and Access
Images (gif, jpg, png formats)

Audio and videos (mp3, mid, wav, formats)

Acrobat (pdf) documents

Discussion groups' messages

Hidden files (i.e. not accessible unless specific actions are taken)

Files which are no longer online

'8 Roughly estimated at about 25 per cent by the author.
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Furthermore, these files can be located in several types of servers, ¢.g. web servers FTP
servers and surfers' private computers.

What a given search tool covers is constantly evolving because tools tend to improve rapidly
even though they still have a lot of difficulties in locating information from dynamic and
database-generated webpages. The best way to find out about the status of a particular search
tool is to read the details on this matter from the website of each search tool.

(b) The file indexing method is an essential criterion. Some search tools are human-
operated. This means that real people select and classify files (e.g. websites) one by one. As a
result, these search tools index a limited number of files but, potentially at least, these files
are of high quality. By contrast, in the case of robot-based search tools, the indexing is done
automatically by computers' programs; consequently, these robot-based search tools have
many websites per topic but, on average, websites are of relatively lower quality.
Importantly, there is no commonly accepted definition of terms in the field of Internet-based
searches. In this manual, when we use the term search tool we mean "any tool to make
Internet-based searches"; when we use the term search engine, we mean "robot-based search
tools" and when we use the term directory we mean "human-operated search tool".

(c) The third criterion is the topical coverage. Some search tools concentrate on highly
specialized topics (e.g. a given city, a given subject) while others cover everything.

Let's now see a graphical overview of the different types of search tools taking into account
the fopical coverage and the file indexing method dimensions. In each category, we have
inserted some examples of major search tools; the most influential ones are underlined, i.e.
Google (market share in 2003: 55 per cent) and Yahoo (22 per cent)."” New terms such as
Meta-Search Tools and Expert Sites will be explained later in this section.

Figure 1. Types of search tools

HUMAN-OPERATED
selection and
classification of files

ROBOT-BASED
indexing of files

I (GENERAL) DIRECTORIES B META-SEARCH TOOLS
BROAD e.g. Yahoo.com, About.com, e.g. Metacrawler.com,
Nomade.fr Profusion.com,

topical coverage Copernic.com

B EXPERT SITES
e.g. AllExperts.com, B (GENERAL) SEARCH
Question.fr ENGINES:
e.g. Google.com,
AltaVista.com,

Excite.com,
Archive.org
B SPECIALIZED DIRECTORIES B SPECIALIZED SEARCH
NARROW e.g. GuruTrade.com, ENGINES
OnlineNewspapers.com, e.g. Register.com

topical coverage FindLaw.dom;

ResortsandLodges.com
SG.com

! OneStat. Search Engine Ratings (September 16, 2003). See
www.metricsmarket.com/metrics/searchengines.html.
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Some leading general (i.e. broad coverage) directories include:

e Yahoo! Inc. (www.Yahoo.com) is clearly the leading directory. Besides its well-
known directory, Yahoo also offers an array of services, including a Google-based
search engine.

o  About Inc. (Wwww.About.com) is maintained by more than 400 guides living in over
20 countries. Interestingly, guides get 30 per cent of advertising revenues generated
by their pages.

Incidentally, to become an About.com’s guide could be an interesting opportunity for
qualified people from developing countries.

"Expert" sites provide answers to surfers' questions on the basis of research carried out by
teams of experts. Many prominent expert sites used to be free (thanks to the work of many
volunteers), but most of them have ceased operation lately. Websites of some leading
remaining "expert" sites include:

o www.ExpertCentral.com & www.AllExperts.com from Allexperts.com: these two
pay/free site have joined efforts.

www.Exp.com from EXP Systems, Inc: this is a pay site

www.eQuesto: from eQuesto: this is a pay site

www.Question.fr: from Question.fr Sarl: this is a pay site in French only
http://answers.google.com/answers/ from Google, Inc.: this is a pay site

Theoretically, expert sites could have either a broad or a narrow coverage. However, most of
them (as well as in one of the examples above) have a broad coverage.

As in the case of About.com’s guides, to become a Google Answers researcher could be an
interesting opportunity for qualified people from developing countries.

The websites of some leading specialized (i.e. narrow coverage) directories include:

e www.GuruTrade.com (from the South African Department of Trade and Industry),
specialized in international trade

e  www.OnlineNewspapers.com (from onlinenewspapers.org), specialized in websites
of newspapers

e www.FindLaw.com (from Findlaw, an independent division of West Group),
specialized in legal matters

e www.Resortsandl.odges.com (from ResortandLodges.com), specialized in resorts
and lodges

e  http://singaporeeverything.com (from SV-Gerald International Pte Ltd) specialized
in Singapore

Meta-search tools (also called meta-search engines) search using several search tools all at
one time. Therefore, their coverage is extremely broad. Leading meta-search tools are quite
comparable; websites of these leading meta-search tools include:

e www.Metacrawler.com from InfoSpace Inc.
e  www.Dogpile.com from InfoSpace Inc.
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www.Profusion.com from Intelliseek, Inc.

www.Metagopher.com from Metagopher

www.Webcrawler.com from InfoSpace Inc.

www.Copernic.com from Copernic Technologies, Inc. (a special software, i.e. plug-
in needs to be downloaded to use this site)

www.Kartoo.com from kartOO (search results are presented in a map).

The websites of some leading general (i.e. broad topical coverage) search engines are as

follows:

www.Google.com (from Google Inc) is the clear leader in this field; it will be
covered in detail later in this section.

www.AltaVista.com (from Overture Services, Inc.) is the former leader; it has the
following functionalities: web, image, MP3/audio, video, Directory, News.
www.Excite.com (from The Excite Network); it has the following functionalities:
web, directory, photos, yellow pages, white pages, classifieds.

www.AlltheWeb.com (from Overture Services, Inc.); it has the following
functionalities: web, news, pictures, video, audio, FTP files.

www.Ask.com (from Ask Jeeves, Inc.) is a so-called natural language search tool
(i.e. surfers can ask question in plain English); it has the following functionalities:
web, pictures, products, news.

www.Overture.com (from Overture Services, Inc.) ranks search results on the basis
of the amount of money paid by website publishers; it covers the web.
www.Archive.org (from The Internet Archive) is a search tool that displays sites as
they used to be at defined dates.

As a result of keen competition, search engines tend to provide similar functionalities. It
should also be noted that the search tool industry is undergoing rapid consolidation. In this
regard, AltaVista and AlltheWeb are now owned by Overture, which has been acquired by

Yahoo.

The websites of some leading specialized (i.e. narrow topical coverage) search engines

include:

www.Register.com (from Register.com); topical coverage: domain names
search/registration

www.Tile.net (from SparkNET Corporation) topical coverage: newsgroups, ftp sites
www.Topica.com (from Topica Inc), formerly www.Liszt.com); main topical
coverage: mailing lists (also called newsletters)

www.Net2one.com (from Net2One.com); topical coverage: web clippings
www.Cyberalert.com (from CyberAlert, Inc.) pay site; topical coverage: worldwide
press clippings from newspapers, magazines, journal, TV

As previously mentioned, specialized search engines do not try to cover all topics and/or all
Internet services. Thanks to their specialization, they can — in their area of specialization —
perform better than overall leading search tools such as Google. There are obviously many
specialized good search engines.
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Some search engines are specialized in e-mail addresses (and other personal information).
However, these specialized tools tend to be US-oriented and quite incomplete (because
people do not like to disclose their e-mail/personal data for fear of being flooded by
unwanted promotional e-mails, i.e. spams). Websites of some of these search engines include:

www.whowhere.lycos.com (from Lycos, Inc): e-mail address, telephone number
www.Bigfoot.com (from Bigfoot Communications): click on Find People
http://People.Yahoo.com (from Yahoo! Inc)

www. WhitePages.com (from WhitePages.com/W3 Data, Inc)

www.Infospace.com (from InfoSpace Inc): click on link World Directories in the
Category White Pages

Let's now have a closer look at the clear market leader i.e. Google (www.google.com).
Google has several major services (Google Web, Google Images, Google Groups, Google
Directory, Google News, Google Language Tools) and is constantly evolving.

One of the key success factors of Google is its proprietary technology PageRank, used to
rank search results. In a nutshell, PageRank ranks web pages on the basis of their
popularity.”® The best way to learn how to use Google is to use it as extensively as possible
and to refer to the online help features. In the next paragraphs, we will only try to stress some
important but less known functions of Google.

Google Web is Google's flagship product. Basically, Google Web is a classic search engine
with the difference that it uses PageRank.

Goby ‘Lg

earch

Google Search i I'm Feeling Lucky

Advertise with Us - Business Solutions - Services & Tools - Jobs, Press, & Help

Make Google Your Homepage!

E2002 Google - Searching 3,023 324,652 web pages

* In more details, PageRank functions as follows, as quoted from Google.com. "PageRank relies on the
uniquely democratic nature of the web by using its vast link structure as an indicator of an individual page's
value. In essence, Google interprets a link from page A to page B as a vote, by page A, for page B. But Google
looks at more than the sheer volume of votes, or links that a page receives; it also analyses the page that casts
the vote. Votes cast by pages that are themselves 'important' weigh more heavily and help to make other pages
'important' ".



40 Use of the Internet for efficient international trade

Google Image can be used to locate images. For instance, if one's makes a search about His
Excellency Samdech Hun Sen, Prime Minister of the Royal Government of Cambodia, using
the key phrase "Hun Sen", the results are as follows:
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Google Groups® is an interface to search/view Usenet discussion groups. Usenet is the
largest collection of discussion groups (also known as newsgroups).

An example of a topic (i.e. trekking in Bhutan) within the newsgroup "rec.climbing" can be
found below.
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From: Steve Pardoe (stevei@pardoes com)
Subject: Bhutan high-altitude trekking 277
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Message 2 in thread
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same problem. I am trying to organise a 3-4 man expedition to Bhutan next
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comercial guided hikes, I have not found too much information .
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21 Google Groups is based on www.deja.com, acquired by Google in 2002.
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The Google Group interface allows:

e  Message posting (registration needed)

e  Post nuking (under certain circumstances). To post nuke means to remove a message
from a newsgroup

e  Application to create new newsgroups

Google Directory: Even though Google was initially a search engine, it has also a directory
(1.5 million web pages are indexed) which is now handled by 20,000 volunteer editors.
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Google News is based on 4,500 news sources worldwide. It includes articles that appeared
within the past 30 days. Google News is one of the best ways to search for recent information
because it is possible to specify precisely when the news was published (this is not possible
using regular search engines, including Google Web).
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I Health approve a draft agreement setting up genocide trials for former Khmer Rouge ...

About Google  —ambodia welcomes UN committee approval of tribunal draft ...
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s Cambodia's Prime Minster, Hun Sen, has welcomed a United Nations committee's approval
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Cambodia unveils new airport terminal
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To a large extent, the different types of search tools are complementary. Therefore, if a
complete search is required, it is advisable to use a combination of several tools. A
reasonable approach would include:

GOOGLE for its overall qualities

Some SPECIALIZED DIRECTORIES (if any) for their expert human knowledge
YAHOO & ABOUT.COM because they are leading general directories

Some META SEARCH TOOLS for their very broad coverage

SPECIALIZED SEARCH TOOLS, e.g. to find e-mail addresses, domain names
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The result of a search is typically a ranked list of websites (or webpages). This ranking is
very important because surfers tend to consider only the top-ranked results. The main
elements considered to rank websites (or webpages) are as follows (in no particular order).

e URL (i.e. domain name or website address): Illustration: if a search is made using

the keyword "Laos", a website having an URL such as www.laos.com would have a

very good chance of being top-ranked.

Web page title

Page content (specially content at the top)

" Meta tags" (e.g. keyword, description, robots: see explanation below)

"Alt tags" of images (i.e. names associated with images; see "technical information"

below).

e  Search tool registration details (i.e. how a website has been exactly registered in a
search tool, if applicable)

o  Web page popularity (see Google PageRank below)

o Amount of money paid to a search tool publisher (e.g. www.Overture.com from
Overture Services, Inc)

The details of how these ranking criteria work are search-tool-specific, subject to (very)
frequent changes and usually not communicated to prevent "search tool spamming" (i.e. the
fact of having the same site ranked many times at the top).

Figure 2. Technical information about meta tags and syntax

Technical information 1: Meta tags (not to be confused with meta-search tools) are HTML codes which
indicate to search engines what a given webpage is all about. Meta tags are not visible when viewing a
website through a browser. In the majority of web pages, webmasters have forgotten to include meta tags.
The syntax of major meta tags is as follows:
<HTML>
<HEAD>
<TITLE>Your webpage title here </TITLE>
<META NAME ="keywords" CONTENT="keyword 1, keyword2, keyword3, ...">
<META NAME ="description" CONTENT="your 200-word description here">
<META NAME="robots" CONTENT="index, follow">
<HEAD>

Note: users can have a look at the HTML codes of the website www.eves.ch from eyes.ch to see an
intensive use of meta-tags.

Technical information 2: the syntax of ALT tag is as follows (illustrated by an example):
image sre="Cambodia_flag.gif" alt="Flag of Cambodia”

Website publishers are naturally interested in making sure that many surfers land in their sites
through search tools. To make websites highly visible to search tools, the above-mentioned
ranking criteria must be considered when building a website. In addition, it is possible to use
(pay) tools such as Microsoft's www.submitit.com or Netbooster UK Ltd's
www.netbooster.co.uk to have one's website registered in many search tools. The
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effectiveness of these popular tools is, however, limited because what matters most is to be
extremely well registered in a few prominent search tools; to be so requires manual (as
opposed to computer-program-run) actions. One (complex) way to become highly visible to
key search tools is to get traffic using a series of so-called satellite sites. The function of these
satellite sites is to attract surfers and to redirect them automatically to another site. To
maximize the effects of satellite sites, it is important to launch one satellite site for each key
search tool; satellite sites must also be updated frequently to ensure that they remain as
visible as possible to their respective search tools. As a conclusion, we can state that to be
systematically "top-ranked" by key search tools is usually a major and expensive endeavour,
especially for sites about popular topics.

It is often important to know how search tools make money in order to understand their
biases. In other words, it may well happen that some web pages appear at the top of search
results, not because their content is outstanding but because they have paid to be top-ranked.
Typically, search tools make money using a combination of the following methods:

e Advertisements (text, banner) usually targeted, for instance based on keywords (e.g.
Google, Yahoo)

Sale of technology/services (e.g. Google, AskmeCorp)

Fees to "top-rank" sites (e.g. Overture, formerly AltaVista)

Fees to evaluate sites fast (e.g. Yahoo: ~US$ 200)

Any other way to take advantage of well-known brands and surfers' traffic

Finally, a good reference website to find more information about search tools is
www.SearchEngineWatch.com from Jupitermedia Corporation.







Chapter 2

INTRODUCTION TO E-BUSINESS

1. Objectives and organization of the chapter

The objective of this chapter is twofold: (a) to understand the key success factors for the
business success of Internet applications; (b) to identify obstacles to e-business success
and to be aware of ways to cope with them.

The Internet can be an effective tool to:

Acquire new clients and leads:*” This is covered by the section "Using websites as
means to acquire new clients and leads" in this chapter.

Obtain key business information: This has been covered in general in chapter 1
(see its section 13 about search tools); this topic will also be revisited in chapter 3
through many examples of useful websites.

Serve better existing customers: This is covered by the section "Serving clients
(and other stakeholders better) and at lower costs" in this chapter.

Reduce costs drastically: This has been covered to some extent in chapter 1 in the
sections describing low-cost and effective Internet-based communication tools (e-
mail, FTP, IP telephony, instant messengers). This topic is also covered (but from a
different angle) in the section "Serving clients (and other stakeholders) better and at
lower costs" of this chapter.

Despite the potential benefits of the Internet, many businesses have so far lost a lot of money
in their Internet ventures; to a large extent, this is due to unrealistic expectations which led to
unsound business models. In this chapter, we also analyse in detail the following three
barriers to successful use of e-business:

Exclusivity of distribution channels
Payments
Logistical challenges

22 A lead can be defined as a prospective client.
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Finally, we conclude this chapter with an overview about new Internet-based business
models.

2. Introduction

On 6 April 1998, LeShop.ch (www.leshop.ch, see below), an Internet-based grocery shop,
was inaugurated in Switzerland. Technically, this website was impressively practical. Using
it, buyers could create typical shopping baskets and make their weekly grocery purchases in a
few minutes. The Swiss Post was in charge of delivering the parcels.

” Adresse I@ hitp: /v le-shop. ch/egH b\n/\eshup/ﬁ/M ainFrameSet.jsp7BY_SessioniD: 11433565048, 1057650  EnginelD

On the day of the

inauguration, surfers %m‘ o e || s | 0
could read the following IR cumun Rrtes E—
message on this website:

“We had 800 page views
during the first morning.
Our overloaded servers
went down; we are sorry
to be unable to serve

2

you”.

ofiiPanior.dachafs)
POmEanier Sacily
(CténitLeShop - CHF +5.30)
Sous TOTAL : CHF 93.90
Vous économisez:  CHF 0.00
FE [ i
[ 1 B ceyir précervait iue. 15502
[ 1 Bpatnalive SsvnLioite 395
[ B et et mopon erzoneau 10.20
[ 1 Brizsin soune de Crevettes 250

,_18 Nissin Saupe de Poulet  2.50

[ 1 Bkonensaucestn 480
The following day, it was ,’Z-S;Zﬁiﬁ!ﬁfﬁfﬁim =
stated in the Swiss press: ,Eg'::::‘“‘;%m 6l
“In  LeShop.ch, 800 [ T30 2 |
orders have been taken ,’:gw“jpu‘ -
at the same time. Its |18 20
overloaded servers went FF'T.

down. e-Commerce goes
up exponentially in Switzerland and major established retailers are likely to go bankrupt
soon".

Question 1: What is the difference between 800 page views and 800 orders taken at the same
time? Well, making reasonable assumptions, 800 orders taken at the same time are 40,000
times more than 800 page views! >

Question 2: What is the truth? 800 page views or 800 orders taken at the same time? Perhaps
none of them. Several experts claim that this website never opened its door on this day.

The main message of this introduction is a warning. It is essential to be very critical when
reading press articles and books about e-business. It is a fact that journalists rarely have
the expert knowledge and/or the time to verify whether the information they have received
makes sense or not; besides, they are also influenced by powerful product vendors. Below are
two other examples of exaggerated "hype" (i.e. extravagant claims). One example has been

2 Calculations/assumptions are as follows: 800 page views means about 80 visitors and about 20 buyers. Fifteen
seconds are required to take an online order (i.e. to click on the Order button and to wait for the order
confirmation from the server; this obviously excludes the time spent surfing on the website before taking the
order). In one morning (i.e. four hours), there are 960 times 15 seconds. Dividing 20 buyers by 960 gives 0.02
orders taken at the same time, i.e. 40,000 times more than 800.
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taken from Business 2.0, a reputable business magazine and the other example is a book (i.e.
“e-business or out of business”) sponsored by Oracle, a major (Internet) software vendor.

€-BUSINESS OR
OUT OF BUSINESS

ORACLE’S ROADMAP FOR PROFITING
IN THE NEW ECONOMY

BUSINESS2.0
Are Yo.u Next?

20 Industries
About to be
Fossilized
by the Net,

Tiwosh Supphy Tnimmcn, Bvwn e A
ey

MARK J. BEARRENECHEA

FOREWORD BY LARRY ELLISON

Source: Mark J. Barrenechea, e-business Source: Business 2.0 (March 1999)
or out of business, publisher: Tower

The consequences of this misleading information are that many companies made wrong
Internet-related decisions and lost vast amounts of money. In the three years since the
Internet investment boom peaked in the first quarter of 2000, at least 962 substantial Internet
companies have shut down or declared bankruptcy and at least 3,892 Internet companies have
been acquired,”* often at very low prices. Moreover, many existing companies had quite
unfortunate e-business projects.

All the hype surrounding the Internet has generated several e-business-related diehard
myths. Let's take this opportunity to dismiss them one by one.

Mpyth I: 1t is easy to sell one’s products over the Net.
Truth: No. Marketing costs are typically prohibitive, but it is easy to use the Net to reduce the
costs of order taking from existing clients.

Myth 2: e-commerce has no borders.
Truth: No. High international marketing and logistics costs make e-commerce often a local
endeavour.

Myth 3: Intermediaries are doomed to die.

Truth: No. Most manufacturers are usually not equipped and not willing to deal with end-
customers. In addition, intermediaries often provide important services, including sales and
promotion, market intelligence, wholesaling, warehousing, transport, import/export
procedures, after-sales services, money collection, disposal of unsold goods, quality control,
and financing. What is, however, true is that the way intermediaries operate is somewhat
modified.

Myth 4: SME and large corporations are on the same footing.

Truth: No. Established brand names and financial resources are clear advantages for large
corporations because online customers tend to feel more comfortable about dealing with
companies they know and trust.

# Webmergers, Inc. Internet Companies Three Years After the Height of the Bubble (3 August 2003).
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Myth 5: To pay with credit card items purchased over the Internet is risky for buyers.
Truth: No. Sellers bear the risks of fraud while buyers take virtually no risk (see section about
payments in this chapter).

Furthermore, some e-commerce myths are even specific to developing countries

Myth 6: Capacity building in Internet technical matters is greatly needed in developing
countries.

Truth: No. There are highly qualified technical people in probably all countries of the world
because Internet-related technical knowledge is easily accessible for free, e.g. through source
codes of webpages.

Myth 7: Developing countries need to be made aware of the possibilities of e-business.
Truth: Mostly inaccurate because many people in developing countries tend to be excessively
aware of the e-business possibilities to the extent that they overestimate its impact and have
unrealistic expectations. What is really needed is critical analysis of real opportunities and
potential pitfalls.

Myth 8: Developing countries cannot take advantage of e-business given their lack of
adequate local Internet infrastructure.

Truth: Mostly inaccurate, because websites targeting foreign customers can be prepared
locally offline and uploaded on servers in developed countries such as the United States. As
an example, in 2003, 40 per cent of the major Latin American commercial websites were run
on servers located in the United States.”> Only minimum Internet capabilities such as local
access are required. However, if local online customers are targeted, limited use of the
Internet in developing countries is a real disadvantage.

Myth 9: Developed countries are knowledgeable about e-business, developing countries
are not.

Truth: Mostly inaccurate. The many failures of e-business in developed countries show that
this myth is not correct even though there is now a good accumulation of experiences in
developed countries. Fortunately, companies from developing countries can take advantage
of these experiences to leapfrog their counterparts in developed countries.

Earlier in this chapter, we saw that we cannot blindly trust newspapers or books. So what are
more reliable sources of information about e-business?

e One's own experiences as cyberseller and cyberbuyer

e  One's personal contacts with cybersellers and cyberbuyers

e The reports of listed companies (annual reports, stock exchange filings...). These
reports can be found in:

Corporate websites

http://cbs.marketwatch.com (published by MarketWatch.com, Inc.)
www.sec.gov (published by the US Securities and Exchange Commission)
www.yahoo.com: see Finance area (published by Yahoo! Inc.)
www.edgar-online.com: pay site (published by EDGAR Online, Inc.)

O O O OO

% James Curry, Oscar Contreras and Martin Kenney (2001). The Internet and E-commerce Development in
Mexico. University of California at Berkeley and El Colegio de la Frontera Norte.
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Even if many companies use the Internet poorly because of unreliable information sources
and deceptive myths, there are fortunately many good business uses such as:

e  Acquisition of new clients and leads (this topic will be covered in this chapter)

e Better service to (existing) clients (this topic will be covered in this chapter)

e Collection of useful business information (see the section on Search Tools in
chapter 1 as well as in chapter 3)

e Reduction of (interaction/communication) costs (see sections on e-mail, FTP, IP
telephony, instant messengers in chapter 1).

We will now see several good e-business examples, as summarized in table 3. The examples
we have selected illustrate the four above-mentioned good business uses of the Internet; for
the sake of relevance, these examples have been taken from a combination of:

e  Small entities (including SMEs) and large entities*®
e  Established entities and newly created (fully Internet-oriented) entities”’
e Entities based in developing countries and based in developed countries

Table 1. Examples of good business use of the internet

MAIN GOOD BUSINESS USE

OF THE INTERNET TYPE OF ORGANIZATION

GET NEW SERVE GET KEEP SMALL ESTA- DEVE-
Name of the entity ~ CLIENTS  CLIENTS BUSINESS COSTS ORGA- BLISHED LOPING
(country): & LEADS BETTER  INFO LOW NIZATION ORGA- COUNTRY-

NIZATION BASED
Cambedia Handicraft

Assoc. (Cambodia) YES YES YES YES YES YES
Sherab Entreprise

(Bhutan) YES YES YES YES YES
SM Technologies

(Thailand) YES YES YES YES YES
Tortas Peru

(Perv) YES YES YES YES YES
OSEC (Switzerland) YES YES YES YES

Pierre Boutique

(Thailand) YES YES YES YES YES
Nordea

(Nothern Europe) YES YES YES YES

Atlas (Viet Nam) A little YES YES YES YES

%6 Entities refer to both companies and not-for-profit organizations.

27 At the beginning of the e-business boom, it was widely believed that only new fast-growing Internet-based
start-ups had a chance to take full advantage of the Internet. However, experience and the above examples show
that it is mostly established organizations that ended up taking advantage of the Internet.
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Example 1: Cambodia Handicraft Association (CHA)

e Type of entity: Small not-for-profit organization; existing entity; based in a
developing country (LDC)

e Main good business use of the Internet: Get new clients and leads; get business
information; keep costs low

The Cambodia Handicraft Association (CHA) (www.bigpond.com.kh/users/wthanchashop/)
is a 34-person (as of 2003) association which trains students to make and sell handicrafts.

In 2002, its sales amounted to about US$ 43,000, 70 per cent being
through the Internet to foreign clients. Online sales have been
achieved combining three actions:

(a) Having a sub-website in Khmer, Japanese and English;

CHA workshop in
Cambodia

(b) Obtaining contact data (including e-mail addresses) of potential
clients on the basis of a careful manual search from the web;

(c) Contacting about 20 potential clients per day by sending them promotional e-mails. These
e-mails contain a link to the above mentioned sub-website.

Example 2: Sherab Enterprise

o Type of entity: SME; existing entity; based in a developing country (LDC)
e  Main good business use of the Internet: Get business information; keep costs low

Sherab Enterprise is a Bhutanese SME which imports and distributes forestry products. It
uses the Internet to find competitive suppliers (using for instance Alibaba.com Corporation:
www.Alibaba.com; see below as well as more details in chapter 3). It also places online
orders, which is much more convenient than fax ordering. Payments are done using
traditional offline methods.*®

™ Within Thase Results [ Use Search Profarence[Ed) Mo S !

Haoena > Trade Leade Sesrch Resuls

Keywordis): forestry 35 ltems Found
-+ Praduct Catalog Results | + Campany List Resuls

Refine search by Type BB A3 BF Buy EP Sell BP Ageed P Coop
Refing search by Catngary | Sehect Categony
PR inquire Now Ji Add to Basket
Saleel &)1 | Clase &)
Farest Machinary
EP Sull Firestone Foresiry Tyre Firestony I selea
it

TYRE EXPORT SERMUDA LTD [Hermudal

Firuslone forestry tires SYELMGBMMAT and other sizes, also cormplete frestone and pellss

%8 Credit cards are not used for at least three reasons: Sherab Entreprise does not have access to this payment
method as it is barely available in Bhutan; commissions (around 4-5 per cent) would be too high; the risks of
fraud would have to be borne by Sherab Entreprise.
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Example 3: SM Technologies

e  Type of entity: SME; existing entity; based in a developing country
e  Main good business use of the Internet: Serve clients better; keep costs low

SM Technologies (www.SMtechnologies.biz) is an SME based in Chiangmai, Northern
Thailand. It uses an Extranet to communicate with its existing US/Canadian buyers. Thanks
to this Extranet, buyers can conveniently visualize products, ask for design modifications and
place orders.
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Appliad to slmue! dvary hiasebeld lanis thal segures 5 fak subce, I moaly prodose &

durable and aophistic sted s1yle of hame sccesasry. 's o 1itally mew world, when East
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Product Desshopmesas
Sanicas
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T =fan
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Example 4: Tortas Peru

e Type of entity: SME; newly created (fully Internet-oriented) entity; based in a
developing country

e  Main good business use of the Internet: Get new clients and leads; serve clients
better; keep costs low

Tortas Perd (WWW. TortasPem. Com) -IE it e torkas peru. com. pedindes, php
s a Perpwan SME run by a former Tortas
housewife. This company sells Perd
online an array of cakes made and
delivered by freelance housewives

Regale rosas ...

Un presente para  Quienes Somos Cobertura del Servicio Condiciones Preguntas Frecuentes  English

located all over Peru. Tortas Peru's 0 ™ Favoins it el mes 2
clients are Peruvian expatriates T
living mostly in the USA (i.e. P Pt
enjoying a relatively high standard : T
of living and being able to make i : = N

credit card online payments), while
the recipients of the cakes are their
relatives or friends back home (i.e.
making deliveries much easier since
they occur locally).
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Example 5: OSEC

e Type of entity: Medium-size not-for-profit organization; existing entity; based in a
developed country

e Main good business use of the Internet: Serve clients better; get business
information; keep costs low

OSEC (www.osec.ch) is a semi-private Swiss organization responsible for promoting exports
of Swiss SMEs. It used to have an expensive and enormous paper-based “Export Directory”.

This directory was available for sale and consultation in Swiss embassies, trade fairs and so
forth.

A few years ago, OSEC decided to discontinue its “Export Directory” and to replace it by
much more practical and less costly CD-ROM and Internet versions (see below).

Swiss osec business network
Export Directory switzerland

Search for:
- 10°000 export-oriented Swiss firms
- 11000 trademarks
- 11'000 products and services
325 economic sectors

Search for:
company

Bl

Product § service

Input

Search expression s
&0 combinstions

Product f service

COMmpany' name

A00m

trademark

Clear Total count Search

Search via nomenclature

Example 6: Pierre Boutique

e Type of entity: SME; existing entity; based in a developing country
e  Main good business use of the Internet: Serve clients better; keep costs low

Pierre Boutique (www.PierreBoutique.com) is a medium-sized SME based in Thailand. It is
specialized in CUStOM-  [iee]G mmomsrimas s
made clothes, targeting _
mostly overseas tourists @, (sz o077 e Cumit U] NS Tealing X ot S
visiting Thailand. Pierre | %™ = 77 souique

Boutique's strategy is
simple and straight- Gents
forward: to use its |—Ladies
boutiques to sell a first

Gents
Ladies

. Package deal
order and to take precise | ™
. Measurement
measurements  of its Rabeen

clients. In a second step, | bou®s
Pierre Boutique uses its
website to take sub-
sequent orders from its clients once they are back home.
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Example 7: Nordea Bank

e Type of entity: large corporation; existing entity; based in a developed country
e Main good business use of the Internet: Get new clients and leads; serve clients
better; keep costs low

Nordea Bank (www.nordea.com) is a major 35,000-
employee bank based in Sweden and with a very strong
presence in Northern Europe. In a high-wage country
such as Sweden, it is estimated that the cost of making
an online transaction is between 1 and 10 per cent of
the costs of making a transaction in a physical outlet.”’

Consequently, Nordea Bank made significant efforts to encourage its customers to carry out
transactions using the Internet. As a consequence, in 2001 one third of its 10 million
customers were e-customers. This has led to a drastic reduction in the number of branches
from 800 to 400; thanks to lower transaction costs, Nordea also saw a 22 per cent profit
increase in 2000. But this had social costs as well: about 5,000 employees have been made
redundant.*

Example 8: Atlas Industries

e Type of entity: SME; newly created (fully Internet-oriented) entity; based in a
developing country

e  Main good business use of the Internet: Get new clients and leads (to some extent);
serve clients better; keep costs low

Atlas Industries (www.atlasindustries.com) is a new Vietnamese SME which produces
detailed design plans for overseas architects. The output of its work is sent by Internet to its
clients. In 2003, Atlas Industries had about 85 employees, many of them being Vietnamese
architects and engineers.
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Design plans for overseas architects

¥Several studies have been conducted in this field. As an example, in 1996, international consultancy Booz
Allen Hamilton calculated the cost of making a banking transaction using several channels. Results are as
follows: full service branch: US$ 1.070; telephone: US$ 0.540; ATM: US $0.270; Internet: US$ 0.010.

3% BusinessWeek; “Getting a Bang out of E-Banking” 16 April 2001. In this article, the cost of an online
transaction is estimated to be US 11 cents vs. US$ 1 for a manual transaction.
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We have just seen some examples of successes but let's not forget to analyse the many
e-business failures. Typical examples of failures in developing countries are organizations
attempting to sell products such as local handicrafts exclusively through a website. These
organizations hope to generate and deliver profitably a massive amount of orders from end-
clients located all over the world, bypassing all traditional intermediaries. However, nearly all
these endeavours have failed completely, primarily for the following reasons:

e  Websites are not known/trusted enough by potential buyers.

e (Powerful) intermediaries do not want to be bypassed and they are ready to
defend their existence.

e Potential clients do not trust online payments; besides, sellers may simply have
no trusted way to charge (online).

e The physical deliveries of products are far too costly, particularly for relatively
small quantities of products.

We will cover in this chapter how SMEs in developing countries can tackle the above
obstacles.

On the basis of the analysis of many successful and unsuccessful cases in e-business, we can
deduce that the majority of e-business winners are:

(a) Existing companies/organizations intensively using the Internet rather than Internet-
based start-ups;

(b) Companies/organizations using the Internet to improve existing client-supplier
relations (better services and lower costs) rather than trying to acquire new clients;

(c¢) Companies/organizations engaged in business-to-business (B2B) transactions rather
than business-to-consumer (B2C) transactions. B2C transactions often have the disadvantages
of having comparatively high logistics and promotional costs. In 2003, there were about
US$1.4 to 3.7 trillion of B2B Internet transactions,” accounting for about 95 per cent’> of all
e-commerce.

Atlas premises in Viet Nam

3! Figures vary significantly based on sources: US$ 3.7 trillion (Forrester), US$ 3.6 trillion (Gartner Group),
USS$ 1.6 trillion (IDC), US$ 1.4 trillion (eMarketer).
32 UNCTAD (2002). E-Commerce and Development Report.



Chapter 2: Introduction to e-business 55

As a conclusion to this introduction, we would like to bring to the fore a key message.

E-Business is business

The "e" is less important than the word « Business »
The "e" is not the objective

The "e" is only a possible tool

This tool is often but not always highly useful ...

... for some but not for all processes.

3. Using websites as a means to acquire new clients and leads

One objective of many commercial websites is to attract surfers such as prospective
clients and to (help) convert them into profitable (long-term) clients while minimizing
internal sales channels conflicts. To minimize the latter means preventing more online sales
from triggering fewer offline sales, which would lead to worse asset utilization and declining
profitability.

Without specific promotional efforts, websites are normally fully unknown and have
therefore very few visitors. Website statistics may be misleading because many page views
(visits) are generated by search tools robots, not by "human surfers". To build reasonably
good websites can be relatively easy, fast and cheap, but to promote any website is usually
very expensive. Publishers of well-known global websites such as Amazon.com
(www.Amazon.com) spend over US$ 100 million per year on advertising.”> Why is so much
money needed? Because a website competes directly with all other websites and because the
web is a pull medium (i.e. users must proactively get/pull information, for instance by typing
a website address).

To promote a website, existing strong brand names are very instrumental. In this regard,
it is much easier for a big and well-known company such as /BM than for an unknown SME
of a developing country to promote a website.

In general, the Internet is much more useful for generating leads (i.e. prospective
clients) than new clients who place immediate online orders. The Internet is also
outstandingly useful for taking online orders from existing clients.

Many methods can be used to build website traffic so as to acquire new clients and leads.
The most important methods are explained and illustrated in the following pages.

3 More precisely: in 2002, marketing expenditure (net of cooperative reimbursements) was to the tune of US$
125 million (but US$ 180 million in 2000). Source: Amazon.com Inc. 2002 Final Annual Report. See
http://media.corporate-ir.net/media_files/irol/97/97664/reports/2002_Annual Report FINAL.pdf.
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Method 1: Advertising

To promote a website, offline (i.e. traditional, outside the Internet) advertising can be
used. Typical offline media are TV, radio, magazines and newspapers. This form of

advertising is generally expensive, but it usually instils trust and builds a brand image.

Advertisement can also be online — placing, for instance, advertising banners in other
websites. Online advertisement/sponsorship tends to be more affordable; it can bring traffic

but is less good at creating trust.

When advertising, it is important to farget one’s audience. For instance, in the web page
below taken from Google (www.google.com), advertisements (called “Sponsored links”) to

the right appear only when surfers make a search related to Cambodia.

Adresse [@)] hitp://www. google. com/search ?soucsid=navelientig-cambodia

x| oK

; P ivanced Search Preferences Language Tools  Search Tips
0 D [cambodia Google Search

Categories:  Regional > Asia > Cambaodia > Travel and Tourism > Travel Guides Regional > Asia > Cambodia > MNews and Media

Mews: G ia’s political woes deepen as gunmen exact heavy toll - Channel News Asia - 7 hours ago
US, Vietnarmn, Cambodia, Laos Pledge Cooperation on Missing ... - Voice of America - 24 Oct 2003
Try Google Mews: Search news for cambodia or browse the latest headlines

Carnbodian Information Center (CIC) Homepage

Cambodian Information Center, non-profit and neutral, news announcements and
other information related to Cambodia. This site is dedicated to Cambodia. ...
wearw, cambodia org - 7k - Cached - Similar pages

Interest; m—

CIA - The World Factbook -- Cambodia

... Thiz page wag last updated on 1 August, 2003. Legend: Definition Field Listing

Rank Order, Introduction, Cambodia, Top of Page. ... Geography, Cambodia, Top of Page. ...
wearw. Cia. goviciafpublicationsfacthook/geos/ch.htrl - 101k - Cached - Similar pages

Invterest; m—

Royal Cambodian Ernbassy in Washington, DC

The Consulate General of the Kingdom of Cambodia. The Government of the Kingdom

of Cambodia. Cambodia’s Tourism: service by Royal Cambodian Embassy. ...

Description: The official website of the Ministry of Foreign Affairs' Royal Cambodian Embassy in Washington, DG
Categaory: Regional = Morth America = > Foreign Embassis:

ww embassy orgfcambodial - 12k - Cached - Similar pages

Interest; m—

Lonely Planet World Guide | Destination Cambodia | Introduction
Cambodia Ancient temples, empty beaches, mighty rivers, remote forests
and (outside Angkor) only a handful of tourists. Bt ...

warnis Innalunlanat comidactinatinnel conth_aact aciainambadial o0k - Cachad o Timilar nacae

e
Searched the web for cambodia Results 1 - 10 of about 6,090,000. © .arch took 0.10 se. “nds

Sponsored Links

Taking/TGlobal Cambodia

Leam about Cambodia and what wouth
there care about & are inwelwed in! -
cambodia.takingitglobal.org

Haotels In Cambaodia
Luxury and afferdable hotels in
Cambodia. Bask anline now.
i, directrooms. com

Traveling to Cambodia?
Help Educate Children. Learn Mare
& Flan Your Trip of a Lifetime.
wnw RonmToRead.org

Circle Of Asia - Cambodia

In the example below, we see that banner advertisements on the website of the New York
Times (www.nyt.com) can target users very precisely on the basis of criteria such as

demographic, content, environmental and delivery factors.

Ehe New Hork Eimes " Targeting Your Message

AN TRE WEB

Audience & Usage
ALS0 EXPLORE: Targeting Your Message | Prowen Results

Targeting Your Message

Tall s wha you want to reach
Tracking & Reporting Using our database of user

Targeting e )
tasy supplied information, me affer
. e riisa s the st ad / Liser o
Rates & Production _—
e Ll o thorough ad targeting Age P [ e [5 peasens
peacifications available on the Intemet. We B §;‘,’:‘;"
not only match the content targeting of the Eiasgamits o1 matey
REe most sophisticated ad management systems tacormnec Fouers [100 000 & 10000 £00

Custom Cpportunities and the browserlevel targeting of the largest ad
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Example: in the Dell Computers (Japan)'s newspaper advertisement below, a specific
webpage is mentioned (i.e. http://ad.jp.dell.com/1293) in such a way that it is possible to
know precisely how many online visits this advertisement has generated.
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Online advertisement has its own terminology, such as cost per thousand (CPM), click-
through-rate (CTR) and cost-per-click (CPC). Details are beyond the scope of this manual. A
good online reference is Sean O'Rourke’s website www.MarketingTerms.com.

Method 2: Exploiting existing infrastructure

It is essential to minimize advertisement costs while maximizing advertisement impact. For
this purpose, it is essential to use one's own existing infrastructure as advertisement
platforms. In this context, website addresses must be mentioned on stationery, business cards
and so forth. Some other examples include:
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Low-cost airline EasyJet found its own very forceful way to make its website
(www.easyjet.com) known, as shown in the below picture.

Because Easylet's website is very easy to use and because it offers prices which are slightly
lower than in other channels, about 90 per cent of EasylJet's orders are taken over the Net.

Mon Epicier (www.monepicier.fr), a local grocer in Southern France, uses its own physical
shop to advertise its commercial website.

3 ]__,__Ic Ledidid

In Dublin, cloth retailer Woollen Mills'’ URL
(www.woolenmills.com) can be found not only at the entrance to its
stores but also on its bags (see picture) and on its receipts. This is
very important for Woollen Mills because many of its clients are
tourists: once they are back home, the only way for them to buy
Woollen Mills products is to use the Internet.

Method 3: Exploiting face-to-face contacts

Even in the Internet age, face-to-face personal contacts remain an essential way to acquire
clients, while websites and personalized mass e-mails play the role of valuable support tools.
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Concretely, when businessmen take part in trade fairs, they should make sure to obtain the e-
mail addresses of the prospective clients they meet. Later, it will be possible to mass e-mail
personalized messages to these prospective clients; these messages would have links to
webpages and would be sent for instance to inform prospective clients about new products.

Method 4: Targeting the “Diaspora” (e.g. Cambodians living outside Cambodia)

The “diaspora” can be a relatively easy target partly because word-of-mouth is very
effective among these expatriate communities. Many successful commercial sites from
developing countries actually target their respective “diasporas”.

We have already seen the example of Tortas Pert; another example is Terra Network’s
www.DeCompras.com which targets Mexican workers in the United States who wish to buy
products for their relatives in Mexico. In addition to a website, DeCompras.com also has
printed catalogues, which are available at money-exchange offices. Customers can buy online
or pay in the money-exchange offices. The dual online-offline strategy of DeCompras.com is
a definite plus which should be emphasized.

e r e
icrafis.
B Individual Azuayo
Table Cloths

i'-‘ T Woven Pillow Covers
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Viteos

Other examples include El Salvador’s www.LaTienda.com.sv (published by Creativos de
Internet de El Salvador and Mendoza Enterprises), Ghana’s www.GhanaMall.com.gh
(published by Ghana.com), Bolivia’s www.BoliviaMall.com (published by BoliviaMall.com),
Bangladesh’s www.Munshigi.com (published by Munshigi.com Itd) and Ethiopia’s
www.EthioGift.com (published by EthioLink).

Method 5: Making public relations work for you

Taking advantage of the press is a must. Editorial articles usually have much more impact
(i.e. are much more credible) than advertisements. As an example, in 2003, about 15 per cent
of orders received by Bhutanese tour operators came directly from their websites, bypassing
their foreign agents.’® This has been possible largely thanks to the fact that the Lonely Planet
guidebook about Bhutan recommends a selection of Bhutanese tour operators (including their

3 Estimate based on a survey conducted in 2003 by the author.
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website addresses) as illustrated below.*®> This Lonely Planet guidebook provides both
visibility and credibility to the recommended tour operators.
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Press coverage rarely comes by chance but requires long-term sincere contacts with key
journalists, newsworthy stories and good online press corner. An exemplary online press
corner is Swiss online supermarket LeShop.ch's (http://info.leshop.ch/uk/Welcome.html; see
below). Its press corner contains the following elements:

Portrait of the corporation

Past press releases

Press clippings (at least the positive ones!)

(Print-quality) pictures and logos

Contact details

Registration form (to receive the latest press releases by e-mails)
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% Lonely Planet Bhutan, 2™ edition, 2002.
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Finally, the example of SwissFriends.ch (www.SwissFriends.ch) is particularly interesting.
This is a Swiss website which provides its members with dating and meeting opportunities
using online classifieds. The SME running this website felt it was not properly covered by the
local press and it did not have enough funds to place traditional advertisements.
Consequently, Swissfriends.ch decided to publish 300,000 copies of a 25-page bimonthly
magazine called — as one could have expected — SwissFriends.ch. What is most interesting is
that Swissfriends.ch managed to publish this magazine without spending a penny! How have
they done it? On one hand, this magazine is distributed at near-zero incremental costs by
partner companies: La Redoute (a major catalogue retailer), Salles Europlex (a large cinema
operator) and Kiosques Naville (an important chain of kiosks). On the other hand,
SwissFriends.ch generates cost-recovering revenues from this magazine thanks to 13 pages of
advertisements and five pages of (disguised) advertorials (i.e. paid advertisement looking
like editorial content). Some of these advertisements/advertorials are sold while others are
offered to the distribution partners. Finally, the remaining seven pages are used for internal
editorial content.

Method 6: Offering free value-added services

Many websites have developed considerable traffic of web surfers by offering for free real
value-added services. Web browser-based e-mail services and search tools can be included in
this category.

A creative example is Postage4Free.com (www.Postage4Free.com), whose Unique Selling
Proposition seemed unbeatable: any US resident could register some personal data, including
area of interests on this website, in order to receive by mail ten 25-cent stamps for free. How
could Postage4Free make money by giving out stamps for free?

e First of all, Postage4Free.com commercializes the personal data it has collected.
This operation can be done legally because, according to the general clauses of this
website, surfers who indicated their data explicitly gave permission to
Postage4Free.com to use their data for commercial purposes.

e Postage4Free.com did not ship 10 loose stamps but 10 envelopes with printed
stamps. Each envelope had printed advertisements corresponding to its recipient‘s
interests.

o Postage4Free.com also inserted coupons within its shipments. Needless to say,
coupons matched recipients' interests.
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Method 7: Mass e-mailing

Mass e-mailing (i.e. sending a large quantity of e-mails) can be effective for acquiring new
clients. The Cambodian Handicraft Association (CHA) is a good example of an organization
which managed to acquire most of its clients by sending targeted mass e-mail. It can,
however, also be dangerous in the sense that it can upset potential clients.

The crux of the matter is to obtain good e-mail addresses. Good e-mail addresses mean
addresses of a well-selected audience willing to receive commercial e-mails about specific
topics. (See also chapter 3 to learn how to collect e-mail addresses and see chapter 1 to learn
how to mass e-mail). Finally, it is also important to give prospective clients the possibility to
easily erase their data from a mass-e-mailing database.

Another enlightening example is Tequila Cascahuin, a Mexican SME commercializing its

own tequila. Thanks to persistent targeted mass e-mailing, Tequila Cascahuin won major new
contracts with clients in the United States, Switzerland and Colombia.
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Practically, how did Tequila Cascahuin proceed? Using the Internet, they patiently built a
database of worldwide leads (wholesalers, retailers, importers, trade organizations, chambers
of commerce). Subsequently, they sent personalized e-mails to these leads referring to their
website www.cascahuin.com.mx, used as an "electronic brochureware" (i.e. a simple static
website without any transactional capabilities). Finally, Tequila Cascahuin proceeded with
the normal commercial actions to conclude new long-term contracts, i.e. to send samples to
leads and to show the factory and the plantations to prospective clients.

Method 8: Cross-selling and co-branding

A strong brand brings significant advantages, but to build a strong brand is usually a very
expensive endeavour. Therefore, SMEs are advised to team up with well-established
companies that have strong brand names.

For instance, when surfers register in Yahoo! Mail, a very well known web-based e-mail
service, they are automatically offered 100 free business cards from www.iPrint.com
(published by iPrint.com, a wholly owned subsidiary of BrandVia, Inc.). More precisely, data
entered when registering in Yahoo Mail are automatically transferred into iPrint.com’s
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promotional business cards in such a way that surfers can order their new business cards with
one single click (see below).
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Another example of a co-branding operation is shown below: Bluewin (www.Bluewin.ch), a
major Swiss Internet access provider has a co-branding promotional agreement with two
Internet-based start-ups: easylnternet.ch (www.t-shirts.ch) and OnlineTies.com Sarl
(www.OnlineTies.com).
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Method 9: Use of marketplaces and auction sites

Marketplaces, auctions and related websites allow suppliers and buyers to establish contacts
through the Internet. Using these websites, suppliers (respectively buyers) can also build
credibility based on the evaluation of the buyers (respectively suppliers).

More ample information about marketplaces, auctions and related websites can be found in
chapter 3 in the section "Export promotion and search for import opportunities".

Method 10: Use of search tools
SMEs can find useful information about prospective clients by using effectively search tools.

More ample information about search tools can be found in chapter 1 (see section
"Understanding Internet search tools").
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To conclude this section, we would like to reiterate some important statements:

e Itis often best to combine online and offline actions to acquire new clients.

e The Internet is usually far more effective for acquire leads than closing on-the-
spot online transactions.

e The Internet is usually more effective for acquiring and processing orders and
serving existing clients better (see next section) than new clients.

4. Serving clients (and other stakeholders)
better and at lower costs

One of the major strengths of the Internet is that it can be used to serve better one’s
clients and other stakeholders. By stakeholders we mean all people and entities interacting
with one’s company (or organization). Stakeholders include clients, users, suppliers and
resellers. To serve stakeholders better, countless initiatives can be taken and these initiatives
are only limited by one’s imagination.

To proceed systematically, it is necessary to analyse one by one the needs of all
stakeholders. In the table below, readers can find a non-exhaustive list of stakeholders and
typical corresponding online applications to serve some of their potential needs. For each
stakeholder, we also indicate whether an Internet site, an Extranet site or an Intranet site is
likely to make more sense.

Table 2. Online applications for stakeholders

Internet vs. Intranet

Stakeholder Possible online applications
vs. Extranet
Users User's manuadl, list of after-sales services and Internet
repair centres
End buyers Information about products, list and location of Internet
retailers, ordering, reference projects, order
status
Resellers Inventory levels, ordering, commercial policy, Extranet
product information, order status
Suppliers Inventory level, tender documents, orders on hand, Extranet
integrated sales forecasting
Media Press releases, (selection of) clippings, contact Internet or extranet
people, print quality photo database, reference
projects
Investors, Letters to the shareholders, share Internet or extranet
shareholders (historical/current) values, links with enline
brokers
Job market Jobs available, employment policy, applicants' Internet
questionnaire
Employees All internal information which must be Internet

shared/communicated, e.g. travel expenses,
internal newsletter, order status, order
management
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The Internet can lead to drastic cost reductions using communication tools such as e-mail,
FTP, IP telephony and instant messengers, as mentioned in chapter 1. Furthermore, thanks to
the Internet, many fewer people may be required to perform given activities. For instance, far
less time is required to send an e-mail than to send a fax. In addition, thanks to the Internet, it
is possible to optimize data management, i.e. to minimize time-consuming activities such as
multiple data entry.

Let's now see some examples of good Internet use to serve one's stakeholders better.

Example 1: Thailand-based tailor Pierre Boutique (www.PierreBoutique.com) displays a
map of its retail outlets on the Internet so that customers can find them easily
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To conclude this section, we wish to emphasize again that the Internet is easier to use to
serve one’s stakeholders better while saving costs than to generate new sales from new
customers.

However and importantly, the Internet can be highly useful to contribute to triggering
offline sales. In other words, many clients make web-based purchase decisions but buy
offline. For instance, in Europe, 13 million trips taken abroad were initiated on the Net but
booked and paid for offline, while only 3.8 million trips were booked and paid for online.*®

5. Coping with the exclusivity of distribution channels

From the website below published by a Thailand-based travel agency, we can observe that
surfers can book hotel rooms in different Cambodian hotels such as the Sunway Hotel.

Sunway Hotel

Phnompenh - Cambedia

Room Rates per Night in U.S. Dollars
[ Veiay ] e ] oo ] T
01Mar03 -31 Oct03 | 70 | 80 | 110
T 011 avi. -31Dec0d 76 | 110

g

Sandl Enmulry | Online Resenvation
Contoct us: galgz@cambudia ravel.com

Hair | Cambadia Tours | Elghts | Teavel Infoimation | Camboidia Uatels

However, surfers will not find in this website the phone number (or the e-mail address)
of the Sunway Hotel. Why? Because the Thailand-based travel agency would like clients to
book through them than directly with Sunway Hotel.

Intermediaries such as agents, importers, exporters, dealers and distributors usually
take important commissions. Understandably, (local) manufacturers/service providers
would like to bypass (foreign) intermediaries and get the higher prices paid by end clients.
Technically, the web could be used to reach directly final (foreign) buyers.

Needless to say, those intermediaries are prepared to go a long way to prevent direct
sales. A good example is Levi Strauss & Co’s (www.levi.com): at the beginning of the boom
years of the Internet, Levi's was successfully selling online directly to its end clients;
however, they soon ended up being boycotted by its angry retailers.

3% Internet European Travel Monitor. July 2000. See www.etourismnewsletter.com/efocus.htm.
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In the process of selling products abroad, it should be recalled here
that intermediaries often provide important value-added
services, including clientele acquisition, logistics, administration and
financing.

Despite the development of the Internet, it can be observed that
many/most manufacturers do not sell directly (online). This is for
instance the case of the model boat manufacturers from Madagascar
(see opposite). The reason is that if they sell directly (online), the
French companies importing and retailing their products in Europe
would feel bypassed and would lose interest in distributing these
model boats.

Another example is Reuge Music (www.reugemusic.com, see below), a Swiss manufacturer

of music boxes; Reuge Music systematically reroutes its end clients to foreign agents.
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Omega (www.omega.ch), a well-known Swiss watch manufacturer, goes even further: it

clearly indicates in its home page that it does not sell (directly) online (see below).

WARNING !

The OMEGA Internet site is strictly a
show-window.

No OMEGA watches should be sold
through special Internet sites.

OMEGA watches covered by the
international warranty are sold only
through the worldwide network of
selected authorized dealers.
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Some players may sell directly online, but they only deliver in a restricted area. This is
the case of Sony Ericsson. Only US residents are allowed to buy from its website
www.SonyEricsson.com and enjoy the competitive US prices.

@ Phones  Accessories  View Basket Terms ContactUs  Tra
. , Sony Ericsson
Shipping Information 6 -

Choose shipping options for this address

Shipping & Billing Address

First Name I

Last Name :

[Sarry, we are unable to ship
to P.0. Boxes or addresses
outside the 1.5, and Puera Rico.)

State I vl
Iip Code : I
Telephone Humber : I

Mote: Adut Signature Required for all Shipments.

If you need ta designate an atternate shipping address, do not completa this order,
Call 1-800-ERICSSOM s0 that the arder may be processed. The aternate address must be a verifiable business address

To sum up: the Internet is, technically speaking, a borderless medium; as such, it is in
competition with most established distribution channels. Put differently, the Internet does
not inherently respect:

e  Exclusive distribution territories
e  Moral or contractual) rights of intermediaries
e  Market price differences between countries

Taking the standpoint of manufacturers/exporters in developing countries, how can the
Internet be used to reach end clients without being subject to the reactions of
intermediaries? This issue is especially important if intermediaries are strong and well
organized because they can take effective retaliatory measures. For these cases, one or
several of the following solutions can be applied.

Solution 1: Team up with the distribution network

In China, Haier (www.Haier.com; see below) sells extensively online, but its retailers are
used as fulfilment partners in charge of delivery, repair and cross-selling. This strategy is also
applied by Ford in the United States through the website www.Forddirect.com. In addition,
both Haier and Ford have extranets allowing their retailers to order online in an efficient
manner.
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Ford used strong arguments to convince their dealers to team up with FordDirect.com. Here
are some of these arguments:

e "Gone will be the huge inventories that represent guesses of consumer preferences."

e "Gone will be the need to slash prices on vehicles that sit unsold when those guesses
are wrong."

e "[tis a better idea to accept FordDirect.com than to disappear."

Another interesting case is Switzerland's Switcher (www.Switcher.com; see below). Switcher
manufactures textile products and has hundreds of retailers, many of them in Switzerland.
When a retailer acquires a client, he normally provides him with a numbered loyalty card. If
this client makes an online purchase, he is encouraged to indicate its loyalty card number
because, by doing so, he pays reduced shipping expenses. For each online sale, Switcher
grants double-digit commissions to the retailer who has acquired this client.

Store locator Sitemop £ D E

Houveautés
Last minute arrivals

T-zhirts | Bie collection | Polos | Swsatshirks | Pants & shorts | Shirks | Pullovers | Jacksts | Kids [ Accessaries

4000 SAM 4010 HARRY 4020 31M

I+ Polo piqué Polo jersey Polo piqué
U 29.- CHF 19.- CHF long lasting
I 49, CHF

4044 BEN 4070 SANDY ©irls 4073 PAOLD

Pols pigué 5 Palo piqué Polo pigus
49.- CHF fernme 49.- CHF
39.- CHF

4080 ANNA GRS

Pl pigué
fermme
34.- CHF

Rechercher un madale | Info-produit | Guide du choix des tailles | Couleurs et matigres | Consuitation de votre panisr




70 Use of the Internet for efficient international trade

Solution 2: Apply the same price policy for all channels, including direct sales

This strategy is followed by Nepal's Buddha Air (www.buddhaair.com). This local airline
company sells both directly (online and offline) and through a myriad of agents. However,
final prices are the same regardless of the sales channel. In this way, Buddha Air is not
competing frontally on the basis of prices with its agents.

J Adesse I@ hittp: /v, buddhaair. com/
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Solution 3: Apply country-specific prices

Such a policy is applied by Wenger (www.Wenger-Knife.ch; see below), a Swiss
manufacturer of knives. Wenger allows its retailers to sell online using their own website
provided they apply locally "recommended" prices. Wenger tightly controls these
"recommended" online prices and take measures against those retailers who do not abide by
this gentlemen's agreement. A typical retaliatory measure would be to increase wholesale
prices (legally, it would be difficult to stop delivery, at least in Europe). In case of online
sales, retailers are actually allowed to deliver outside their contractual territories: such a
policy is feasible because high freight costs make cross-border sales rather unattractive.

€ WENGER

THE GENUINE SWISS ARMY KNIFE™

L'entreprise
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Exclusif
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Distributeurs
News
Concours
Liens
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SWISS BUSINESS
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Solution 4: Sell online only special products

This strategy is applied by Nestlé in France (www.nestle.fr; see below). In this website, only
customized products for corporations are sold. In other words, Nestl¢ France does not sell
online the same items which are sold by retailers in France.

% 'J'.
«fr

Chocolat.Nestle

D il

Le Cercle des Possionnés d
Entre= dans e Elub privil
des grands amateurs de ch

ir de aite Chocolat.nestle.fr,
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R —" T, 4 Les femmes acons au shozol

Solution 5: Consider the web as a territory per se

Companies can consider that the Internet is a sales territory as if it were a continent, a country
or a city. Therefore, these companies officially appoint some intermediaries as "official (or
authorized) online retailer", the same way they appoint other intermediaries as official retailer
for a given geographical territory. This policy is, for instance, followed by Invensys
(www.BestPower.com, see below), which appointed a few companies as "authorized online
retailers".

Authorized online retailers

Search Online Retailers
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Insight iz a global direct marketer of name brand
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Solution 6: Sell only directly

This may be the best policy, but it is extremely hard to have it applied by established
companies given their already existing distribution networks. Companies which have
traditionally sold directly enjoy here a significant advantage. This is the case of Dell
Computers, Cisco and EasyJet. Besides, in the United Kingdom and in Ireland, most bed and
breakfast and guest houses (see example of Glenogra; www.glenogra.com, below) are also in
this situation.

|J Adresse I@ hittp: /A, glenogra. comdindes. htral

Contoct

Special Offers

Welcome to Glenogra Guesthouse
Dublin

Solution 7: Sell online "remaining" capacity only

The idea here is to sell through the Internet unsold tickets (often with discounted prices) as
"last-minute offers". This strategy is for example followed by Priceline (www.priceline.com,
www.priceline.com.hk) for plane tickets, hotel rooms and car rentals.

Solution 8: Target only specific geographical markets

In these cases, companies sell online only in new markets where they do not have any
established network of distributors. An example is the French newspaper Le Monde
diplomatique, which used the Internet to penetrate the Brazilian, Chinese, Japanese and
Russian markets.

Solution 9: Make small reversible online trials

The idea here is to test the online market and to assess the reactions of one's distribution
network without alienating it for good. This is exactly what Fiat was doing when they started
to sell online their exclusive Barchetta model: they announced that it was a four-month test
limited to the Italian market.
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6. Dealing with payments

E-business means using the Internet in any possible way to serve business purposes. E-
business does not necessarily mean selling online and means even less taking online
payments. Furthermore, it is possible to sell online but to use offline payment methods such
as letters of credit; it is indeed not only possible but often desirable to do so because online
payment methods are not well established yet.

As of 2003, surprisingly enough, there were foo _many online payment methods.
However, none of them has so far emerged as the universal standard. What’s more, many
online payment services have been discontinued over the past years. To become a standard,
an online payment method would need to meet an array of difficult criteria such as:

Ease of use for all (i.e. for buyers, sellers, and intermediaries such as banks)
Affordable set-up and operation for all

Critical mass of users, at least locally, ideally globally

Excellent security for all

Excellent perceived security by all

In the tables below, we will now review the key characteristics of main online and offline
payment methods available for orders taken through the Internet.

Table 3. Key characteristics of offline payment methods

Payment method Key characteristics

Bank-to-bank transfers
(by cable wire or by TT %)

Efficient

Often used in the B2B world, but not much in the B2C arena

B Sellers (buyers) bear the risks if post-payments (pre-
payments) are made; risks are shared in the case of down
payments

B Solvency/reputation inquiries about the contracting parties

are usually required in order to reduce the payment risks

Cash on delivery (COD) W Risks are shared between buyers and sellers
B Usually possible only with a few neighbouring countries

B Relatively expensive and inefficient

Letters of credit (L/C) B The preferred way for large B2B transactions
® Expensive and administratively heavy but offers good
securify for buyers and sellers

Transfers using Western Union  m Dense worldwide network

B Very fast but high fransaction costs *
Cheques & money orders Inefficient and rather expensive
Good B2C acceptance
Sellers (buyers) bear the risks if post-payments (pre-
payments) are made; risks are shared the in case of down
payments
B Additional risk: cheques without funds (this risk is, however,

very limited in the case of money orders)

3 Telegraphic transfer.
% Example: as of December 2002, the commission to transfer US$ 150 from the United States to
Peru amounted to about US$ 20.
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Table 4. Key characteristics of online payment methods

Payment method

Credit card using SSL

SSL (Secure Sockets Layer) is a
commonly used protocol for
managing the security of a
message transmission on the
Internet.

When SSL is used, surfers can
notice a closed lock (see below)
icon at the bottom of their
browser.

8 le

Credit card without SSL

When SSL is not used, surfers can
notice a open lock icon at the
bottom of their browser.

SET (www.sefco.org)

SET (Secure Electronic

Key characteristics

Very commonly used for small amounts (say below US$ 500)
High commission (2-5%) to be borne by sellers
Paper-intensive and time-consuming (unless the process is
fully automated)

Worldwide

Many buyers believe it is quite safe

Fraud risks are significant but they are borne by sellers. ** In
cases of fraud, the sellers have to pay so-called chargeback
fees (which may also include penalty fees)

Fraud rate varies between a couple of percent and up to
50% (e.g. in the case of porn content sites)

(Online) fraud databases to reduce fraud risks are available
but are expensive

A special distance-selling contract (between sellers and a
bank) is needed. This contract (called merchant account) is
difficult for an SME to get, especially if it is based in a
developing country.

An alternative to these distance-selling merchant accounts is
to use an "umbrella merchant account', i.e. a merchant
account obtained by a financially sound company such as
redistributed to less creditworthy companies

Disadvantage: 12-18% commission. Furthermore,
chargeback fees (including an US$ 15 penalty) are to be paid

by sellers

Not much used

Worldwide

Wrongly perceived by buyers as unsafe
Risks of fraud are fully borne by sellers

Safe for both buyers and sellers
Buyers are identified thanks to a digital signature located in
the hard disk of their computer

T e B High commission (2-5%)
ransaction) is a system .
developed/supported by Visa, MC B Worldwide ;
T m Commercially, SET has not met its expectations because of

Amex, IBM, Microsoft and
Verisign, and designed to provide
secure payments on the Internet.

PayPal (www PayPal com)

Paypal is an online payment
solution with 35 million account
members in 38 countries.
Originally developed for auction
sites such as eBay

{www.eBay.com).

its great complexity and costs

H To supersede SET, Visa has recently launched "Verified by

Visa" and MasterCard has recently launched "Secure Code"

Safe for both buyers and sellers

Can be linked to either a credit card or a bank account
Fees to be paid by sellers: 2.2% + $0.30 per transaction
Used by eBay and eBay Stores (see chapter 3) as their
standard payment method

Good chance of becoming the online payment od of
tomorrow. Probably the best way for SMEs in developing
countries o make and accept payment online: however, to
be allowed to use this system, there is an application
procedure to be followed.

% In other words, buyers typically bear no fraud risks. Indeed, credit card holders are contractually entitled to
receive full refunds if they do not receive the items they have purchased online (and if their credit card has been
fraudulently debited).
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In the case of payments by credit card (with or without SSL), we have seen that sellers bear
all the risks of fraud. How can sellers reduce fraud rates? By considering the following
warning signs:

Suspicious billing and/or shipping addresses
Untraceable e-mail address

Expensive and/or multiple items

Express shipping

Shipping address differs from billing address
New website/Internet-based company

Leave at door or delivery to a post box

Other tips to reduce fraud risks are as follows:

Ask buyers to pre-register.

Ask for a down payment for transactions above a certain amount.

Record IP address of buyers and let them know about it (IP addresses cannot
formally identify a buyer but most of them do not know it).

Ask for the “three extra digits” of a credit card"’ (see below:*' these digits are not
printed in transaction slips and change whenever a credit card is renewed).

40000012 3456 7890023 Three extra digits
ol H. Bensnett

Source: www.privcom.org/images/cw2.gif(published by PrivCom)

Another (rather expensive) way to fight or fraud is to use online escrow services
such as Escrow.com, Inc. www.Escrow.com or SafeBuyer (www.SafeBuyer.com).
These services can be used in conjunction with credit cards, wire transfers, money
orders or cheques. Procedures are similar to the procedures used by letters of credit:
funds are hold until the buyer is satisfied with the goods. Therefore, online buyers
and sellers are protected from fraud. As at mid-2003, fees of these escrow services
were relatively high (e.g. US$ 24 for a US$ 400 transaction by credit card).
Generally, these services could be considered for transactions above US$ 500.
Finally, large online merchants sometimes systematically consult expensive and
extensive online fraud databases provided by companies such as CyberSource
Corporation (www.Cybersource.com).

“ Also known as CVV2 (standing for Card Verification Value 2) or CVC2 (standing for Card Verification Code

2).

I PrivCom. 9 January 2004. See www.privcom.org/images/cvv2.gif.
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Summing up: on the basis of the solutions available for SMEs in developing countries
(as at 2003), the most adequate payment methods are likely to include:

e  Paypal (particularly if one's clients are from the United States)

e  Bank-to-bank transfers (mostly for B2B transactions and assuming that there is a
good level of confidence among suppliers and buyers)

e  Letter of credit (for large B2B transactions)

o  Credit cards with SSL, exercising care and using escrow services whenever needed.

7. Tackling the logistics challenges of e-commerce

To use the Internet to contribute to generating or to generate sales is only one part of
the story. Once sales have been achieved, products must be delivered. The main
challenge of the delivery is often the "last mile", i.e. the delivery to the doors of the clients.

Let's take an example. Migros is the largest Swiss chain of retailers. When Migros' clients
buy in a retail outlet, they pick up their goods, pack, wrap and carry them home (they even do
this rapidly if they buy refrigerated goods); furthermore, clients usually pay cash (this means
no collection problem for Migros). However, should these clients purchase goods from the
website of Migros (www.Migros-shop.ch), it is up to Migros to deal with all the above time-
consuming logistics and handling tasks. Partly because of its lack of experience in these
tasks, Migros finds it very difficult to generate profits from its online grocery operations.*

What are some solutions to these logistics and handling challenges?

Solution 1: Deal with B2B transactions rather than with lower volume B2C transactions.
Indeed, logistics (shipping, handling, etc.) unit costs decrease proportionately with volume.

Solution 2: Deal with services rather than with products. Services can be sent via the
Internet at virtually no cost.

Solution 3: Target one's "diaspora" living abroad but deliver locally, as illustrated earlier
in this chapter with the example of Tortas Peru.

Solution 4: Use your own infrastructure. Example: the articles sold online by Swiss Airline
(www.Swiss.com) are delivered exclusively in Swiss Airlines planes.

Solution 5: Use the existing outlets of partner companies. Example: in Australia, Internet
gift retailer Wishlist.com.au (www.WishList.com.au) delivers 30 per cent of its goods
through 65 convenience stores located in BP gas stations. In Japan, online bookstore esBooks
(www.esbooks.co.jp) delivers its goods through 8,000 Seven Eleven convenience stores.

Solution 6: Establish ad hoc delivery outlets. Example: in France, catalogue cum Internet
retailer La Redoute has established many pick-up points. These outlets are also used to hand
out catalogues, take orders and receive returned goods.

2 Migros decided in 2003 to sell its products online through LeShop.ch, its (former) competitor specialized in
Internet retailing.
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Solution 7: Organize personal deliveries by clients themselves. Example: in China,
collectible auctioneer Eachnet.com Corporation (www.EachNet.com) realized that the goods
sold and bought through its website could not be delivered by the local post and could not be
paid for online unlike in the United States. Therefore, EachNet.com decided to concentrate in
large cities only and to have its users meet personally to exchange goods and make payments.

8. Inventing new internet-based business models

To use the Internet profitably for business purposes poses many challenges in developed
countries, let alone in least developed countries. To tackle these challenges, it is
necessary to devise imaginative business models. One of the most interesting cases is
EthioLink’s www.EthioGift.com (see below) from Ethiopia, a least developed countries.

EthioGift.com is in the business of selling online live sheep and other Ethiopian specialities
such as cakes.

Adresse I&j hittp: v, ethiogift. com/index. cgi?eart_id=1528592 9946 3kpid=573 j @D
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Which challenges does EthioGift.com has to cope with? First of all, two big challenges that
all online sellers face in any country:

e  How to promote a website at low cost?
e  How to deliver sold products at low cost?

But there are also some challenges specific to least developed countries:

e How to deal with (online) payments in a country where distant-payment methods
such as credit card are non-existent?

e  What to do about the fact that Internet penetration in Ethiopia is close to zero?
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e  What to do about very low purchasing power in Ethiopia? Who can afford to pay
USS 72 for one sheep?

e How to deliver live sheep in Ethiopia? The local post would not do it and, besides,
many streets have no names.

Well, EthioGift.com devised a creative business model that addresses all these obstacles.
Here is how it looks like.

Table 5. Business model of EthioGift.com

Obstacles Solutions

Low Internet penetration/low purchasing Ethiopians living in the United States and in the
power in Ethiopia United Kingdom are targeted

Expensive website promotion Sales/promotion are done through Ethiopian

restaurants in these countries

Expensive/difficult delivery Local delivery of live sheep in Ethiopig;
international delivery of cakes in bulk to
Ethiopian restaurants

Non-existent distant payment methods in EthioGift.com obtained a credit card Internet-

Ethiopia based merchant account from a Canadian bank.
Therefore, it can accept credit card payment
through the Internet

The local post cannot be used Use of own small fleet of vans

Streets without name Clients describe delivery place and even draw
sketches online

For developing countries, one of the major business opportunities generated by the
Internet is teleservices. Teleservices are services provided through the Internet, usually by
suppliers located in low-cost developing countries to clients in developed countries. Some
examples are as follows:

Example 1: In Nepal, Multimedia Call Centre ServingMinds (www.ServingMinds.
com.np, see below) provides the following teleservices: Internet-based call centre, e-mail
handling, text chat, co-browsing, etc.
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Example 2: In the Philippines, Medi-Type (www.medi-type.com; see below) provides
medical transcriptions to US doctors. In other words, reports of patient consultations are
dictated by US doctors and sent by Internet to Medi-Type where the typing is done by
medical students. Completed reports are sent back to the US doctors using the Internet.
Importantly, Medi-Type is officially registered in the United States because US doctors feel
more comfortable in dealing deal with an US company.

Medi-Type Workflow

Dictation Transcription Cutput

Dinsie

Sl SCoess b thi
SeETVE TWTUgh

Example 3: In Togo, CAFE (www.cafe.tg; see below) provides data scrubbing services to
US phone operators. Concretely, employees in Togo make Internet-based phone calls to all
people listed in the phone books of their clients in order to verify data accuracy.
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LA SOCIETE MOS ACTIVITES SUPPORT TECHNIQUE NOS REFERENCES
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g . ebmail : corsultez watre sourrier en ligne

TOGO : Route ds Kpalimé - Ot Maman N'D anida - BP. 12505 Loms - TEL:(226) 225 56 55 - F 2. (228) 225 66 56 E-mail: cafe@eats tg
BEHIN : Carra 720 St Jean- 01 B.P 3467 Cotenou- TElL: (220030 10 22 - E mail : cafe.benin@cafe .ty

Example 4: In Madagascar, Ibonia (www.ibonia.com) provides to French companies the
following teleservices: design of websites for travel agencies and scanning of documents.*’
Importantly, Ibonia works with an agent in France selling and defining clients' requirements.
Furthermore, Ibonia’s CEO has studied in France, which helped him to win the confidence of
French clients and to better understand their requirements.

* Tbonia receives books by regular mail, scans them and returns them by Internet.
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Example 5: In Nepal, the National Information Technology Institute (P) Ltd (NITI,
www.niti.com.np) provides map drawing services. For one of their clients based in Japan,
they update the map of metropolitan Tokyo (see below) and send it using FTP.
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Example 6: In Cambodia, Digital Divide Data (www.DigitalDivideData.org; see below)
provides accurate data entry services to 50 foreign clients, as of mid-2003. Many of these
clients are US universities. Output is usually received and sent via the Internet. After two
years of operation, Digital Divide Data (DDD) has about 100 employees with above average
working conditions; its 2002 revenues were to the tune of US$ 150,000. To acquire clients,
DDD works with three US-based sales representatives and sends daily targeted promotional
e-mails.

Office of Digital Divide Data
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Finally, we can note that one way to generate ideas of teleservices or to start offering
teleservices is to use the US-based teleservices exchange platform eLance
(www.elance.com).

elance Qncai Wk
e (e (e G
HOME | BUYSERVICES || PROVIDE SERVICES | communiTy |EESRREWUISER' HELP
MEMU | BUYING ACTITY | SELLING ACTIVITY | ACCOUNT | PREFEREMCES
Wiglcome, eurekal 23 Login
My elLance: Menu Your start page has changed. Iore information
elance Activity Alerts & Messages
Lo in toview your messages.
Buyers Providers
Ifyou post projects on eLance... Ifyou hid on projects.
G to your Buying Activity Go to your Selling Activity
Post a new project Browse Projects
Edityour buyer profile Manage profile & subscription

As a conclusion, we can say that teleservices provide great potential opportunities for
developing countries but there are also important challenges and competition is fierce.
To succeed, it is important to be particularly strong in the three following areas:

(a) Ability to sell: for this reason, many successful teleservices companies work with sales
agents located in the countries of their clients.

(b) Ability to understand precisely clients’ wishes: for this reason, the founders/driving
forces of many successful teleservices companies have lived several years in the country of
their clients.

(c) Ability to deliver timely quality services: many teleservices companies have failed for
this reason. In other words, the quality and punctuality of their services did not meet their
clients' expectations.






Chapter 3

INTERNET FOR INTERNATIONAL TRADE

1. Objectives and organization of this chapter
The goal of this chapter is to show how the Internet can be useful for each key function
of the import/export processes. This chapter intends to be very practical. Consequently, an
array of websites and Internet-based tools will be presented.
As illustrated below, the export process can be broken down into five steps. For some

steps, the Internet is very useful, while for others it is only somewhat useful. The import
process can be broken down into three steps. For each of them, the Internet is very useful.

Figure 3. Breakdown of the export and import process
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In this chapter, we will start by covering export readiness, the initial step of the export
process. As graphically suggested by the three red ellipses, we will then cover:

(a) Planning of the export together with planning of the import processes
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(b) Promotion of the export process together with import search of the import process
(¢) Transactions of the export together with fransactions of the import processes

Finally, we will cover loyalty building, a step related exclusively to the export process.

2. Introduction

It is important to emphasize that the Internet cannot solve directly all export-related
problems faced by many developing countries. Examples of typical export-preventing
issues which cannot be directly solved by the Internet, include:

Insufficient quality

Insufficient production capacity

Too long/unreliable delivery deadlines

Too high costs (e.g. due to low productivity, poor transport capabilities, complicated
export procedures)

However, information found on the Internet can help take appropriate remedial measures. For
instance, information about cocoa-cultivating techniques found on a website such as the one
of The World Cocoa Foundation (www.ChocolateAndCocoa.org) can help farmers improve
the quality of their products and win new overseas clients.

As already emphasized, the Internet is constantly evolving. New good websites appear
every day. Existing websites disappear or change focus. Free websites become pay sites and
vice versa. Web page addresses change. Consequently, readers should not be surprised if
some portions of this chapter are no longer up to date. Furthermore, the Internet is
enormous. Consequently, the websites recommended in this chapter cannot be
exhaustive. For this reason, it is important to be able to use search tools effectively (refer to
this topic presented at the end of chapter 1).

Finally, it is important to understand how international trade-related websites (try to)
make money (or at least recover some of their costs) in order to be aware of their
potential biases. Basically, most of the websites mentioned in this chapter fall into one or
more of the categories below:

e They are (partly) subsidized by profitable activities or by public money.

e They sell their content (by subscription, itemized billing, overcharged connections).
They sell (covertly or openly) information about their (registered) users (gathered
explicitly or implicitly).

They sell (online or offline) their own or other organizations’ products.

They sell (highly targeted) advertising banners.

Their content is (openly or covertly) sponsored.

They even do not try to bill their services in any way.

They are simply not making money but losing money.
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3. Export readiness

Figure 3a. Breakdown of the export and import process: Export
readiness
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The goal of this step is to evaluate one's company/product export chances and to take
measures to improve those chances. To fulfil this purpose, let's consider two websites. One
is Malaysian and the other is Canadian. Even though they have been designed for Malay and
Canadian SMEs, they are also very useful for SMEs of developing countries.

Malaysia External Trade Development Corporation (MATRADE, www.Matrade.gov.my)

On this website, the following pages are of particular interest:

(a) Exporter checklist (www.Matrade.gov.my/exporter/checklist.htm)
This part gives an overview of 12 steps needed to become an exporter. Each step has a link to
more detailed information.

(b) How to be an exporter in 21 steps? (www.Matrade.gov.my/exporter/how-to.htm; see
below). This part is comparable to the exporter checklist but takes a somewhat different
angle. The first six steps are reproduced below to give readers an idea of content.

Step 1: Importing country. What are the procedures in the importing country?

Step 2: Export control by the Government. Is there a restriction on exports? What kinds of
products are controlled? What is the Washington Treaty?

Step 3: Marketing research. What kinds of Information should be collected? How can market
information be collected?
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=] @]
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Step 4: How to find importers?
What are the sources of
information?
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QUA CONMMITMENT
RELIABIAT

Assisting Malaysian Exporters
How to Be an Exporter

Step 5: Credit inquiry. How
can the importer's financial
standing be known? Can the

Importing Country
What are the procedures in the importing country?

b 7HE W

services of a mercantile iR

agency be utilized? Is there RS o

any written credit information? [ o e
ECONOMY, TRADE + INDUSTRY What is the Washington Treaty?

Step 6: Agreement between |
buyer and seller. What are the [FEuEe
key points in an agreement?

What are the general terms and
conditions?

Marketing Research
what Kind of Information Should Be Collected?
How can market information be collected?

pment Grant
Industry Excellence Awards
FAQ

FACILITATING FOREIGN BUYERS
SEARCH MALAYEIAN EXPORTERS
OVERSEAS MARKET INFORMATION
TRADE MISEIONS | FAIRS

[ —

How to find Importers?
How can MATRADE assist in finding buyers?
What are the other sources of information ?

4

Canada Opportunities Agency (ACOA) Trade Tool Kit
(www.acoa.ca/e/business/trade/toolkit/index.shtml)

This webpage has links to two booklets:

(a) ToolKit Summary Booklet: this 12-page booklet is very useful for assessing export
readiness.

(b) Toolkit Reference Booklet on Export Financing and Risk Management Services:
this booklet is an overview of the appropriate methods of payment as well as a
comprehensive list of financial instruments and services available to minimize the risk of
non-payment.

J Adresse I@ hittp: £, acoa. calesbusinessAradetoolkitAindex. shtrml

A Atlantic Canada Agence de o
"‘“ Opportunities promotion économigue C'anada
Agency du Canada atlantique

About Us Sources of I T

Financing Forms News Releases |Links

TRADE TOOLKIT

Thinking of exparting or expanding inte new o
rnarkets? g o N

Entrepreneurship

Investment

Innovati.m;

Business Tm;l;

Small business prufiie;

‘Working with France

&3

Business Info...

Trade Meed to know how to rove on to - q&}-ﬂm J
.o the next stage of the export process? \&- ._j‘

Want an overview on financing
available to your export-ready firm?

ToolKit Summary Booklet

includes diagnostics and contact information that will be useful to you and
your clients in ing export readiness and preparing to move to the next
stage of the export process.

[  The ACOA Trade Toolkit - Suramans Booklet

#7| (PDF: 37KB / 12 pages)

Toolkit Reference Booklet on Export Financing and Risk Management
Services

containg an overview on financing programs available to export ready SME's,
the appropriate methods of payment as well as a comprehensive list of
financial instruments and services available to minimize the risk of nan
payment.

The ACOA Trade Toolkit - Export Financing & Risk Management
£ Senices

(PDF: 77KE £ 25 pages)
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As a conclusion, these two websites provide some useful and free consulting for SMEs in
developing countries. However, we should not expect miracles from these websites since to
know what is needed in order to export is only the first step to becoming a successful

exporter.

4. Export and import planning

Figure 3b. Breakdown of the export and import process: Export
and import planning

NOT EXHAUSTIVE

The export process

Export

readiness /

Planning

Loyalty

building /

Promotion Transaction

The import progess

Planning mport search /
Sy o e N
lj Very useful [_ _‘ Somewhat useful

The goal of these steps is to obtain all the information needed to make a sound export

plan.

One of the first things that exporters
need to do is to obtain detailed
information about foreign
markets. For this purpose, useful
information can be found on the
website of the World Trade Point
Federation (www.wtpfed.org; click
on Market Point, then on Sector
Information and on Goods or on
Services; this site 1s illustrated

beside)

Register  Forgot your password? Name | p-mrdl
WORLD TRADE POINT FEDERATION

THAREFRINE Sector Information Regional Partners Members.

Search Goods

LEATHER & FOOTWEAR
International Council of Hides Skins and Leather Traders Associations

Leather industry - Africa
Official contract forms far use by traders in hides, skins and leather
© Code of practice for area measurement

Confederation of National Associations of Tanners and Dressers of the European
Community

This site has gathered many links leading to specialized sites such as www.jetro.go.jp (a
website published by the Japan External Trade Organization (JETRO) about the Japanese
market) and www.todaymarket.com (a website published by Today's Market Prices about
herb, fruit and vegetable wholesale market prices).
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Trade statistics allow exporters and importers to assess the size of potential markets as well
as to know against which countries they are likely to compete. Detailed information about
trade statistics can be obtained from http://unstats.un.org (see below), a sub-website
published by the United States Statistics Division. This site compiles many sources and
publishes global updates.

Adrezze Iéj http: A Aunztatz. un.orgAunzd default him j @DK

United Nations | Department of Economic and Social Affairs Aboutus | Contactus | Site map

Jrmta = % ok q = -'.::.'

PN TR R e N1 O, o S : .

:1‘5 -?.:f ‘;, 5'?!’:’“% r_jlilmrj ko search the site I (<l |
HOME
Millenniurn Profiles Dermographic & Sacial Ernergy Enviranrnent Industry Mational Accounts Trade

Even in the era of e-commerce, face-to-face contacts remain essential, for instance to
generate trustworthy business relationships. To find the right trade shows anywhere in the
world, the site of TSNN (www.tsnn.com; see below) can be used. This site is free but requires
registration. An alert system can inform surfers about specific new entries.

Trade policies also have a key impact
{snnecom .
The Ultimate Trade Show Resource on trade ﬂOWS. Informatlon about
Exhibitors % Attendees \5uppl|ers "\Prndu:ers ™, Careers \Reselrch . theSC pOllClGS can be found at

Search for 5 Need Help?

RN e D — http://www.wto.org/english/tratop_e/tr
ECTI—| atop_e.htm.
E— e Imports are usually not duty-free.
ch for Seminars L rresl users Ploa el Bl GERaT, Trade tariffs are actually one of the
key elements of a trade policy and can
signify key advantages or
Please be sure to tell any show organizers you contact that you found their disadvantages for exporters or
1-60f6 S importers. To know about trade tariffs,
the website www.WorldTariff.com
st (published by WorldTariff, a FedEx
e T Trade Network Company) is very
Apr 30, 2005 My 52, 2003 useful even though its information is
Tz rather expensive unless special deals
e e at the national level have been
concluded.

International trade occurs within the framework of often complex legislations. In this context,
the legal aspects of international trade can be found in Juris International
(www.Jurisint.org; see picture). This site is a multilingual collection (English, Spanish and
French) of legal information on international trade. It is the result of a partnership between
the International Trade Centre UNCTAD/WTO™ (ITC), LexUM of the Center for Research in
Public Law at the University of Montreal, Canada, and Juripole from the University of
Nancy, France.

“ WTO stands for World Trade Organization (see www.wto.org).
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TRven [ Frm 7/ ove sevens- s sk sage_msbire = P || -]

Juris International

Temgar T

General Collections
@ International Legal Instruments
@ Contracs: Models and Drafting
@ Dispute Resolution Centres
@ Business Lawyer Associations

Specialized Collections
& WTO: Agreements, Indexs, Business Guide
@ OHADA : Compendium of Texts and Overview
+ Electronk: Commerce

B30}

bt Jurh e

Imamunional Trade Cemie

LexUiM and Junipols

Rl g fless] | )1 21 o i

SMEs are likely to need export financing. Even though it is never easy for SMEs in
developing countries to obtain such financing, it is worth trying. Within the site of the
International Trade Centre (ITC; see more details later), the webpage
www.intracen.org/tradinst/ (click on FINDATA — Export Credit Finance Directory) provides
a good list of financial institutions in developing and transition countries that support
international trade.

International Trade Centre
UNCTADIWTO

Home—Products B-Services—Countries—Business Support—Partners & Networks—ITC—Search
Trade Coraacts = FINDATA - ITC's Export Credit Finance Directory - Search Ab

Far multiple selection on lists hold control key and click on items

Countries Afghanistan il
Albania
Algeria Ll
Financial Commercial credits ﬁl
Product(s) Factaring or invaoice discounting
Offered Fartaiting ;I
Type of Agency for private sector development (e.g. SMEs) il
Institutions Aggociation of Banks
Association of exporers ;I
IMame of i 1
Institution Dlaeitciay

Start Search | Clear Fields |

Furthermore, detailed information about trade and export finance can be found on the site of
UBS, a major Swiss-based universal bank (www.UBS.com; click on Services for Companies,
Small Businesses, Trade & Export Finance; the resulting page is illustrated below).

Dautzeh | Frangaiz | Home | Seareh | Contact us

» e-banking home » UBS Quotes » UBS Service Line

Glossary Trade & Export
Finance.

» UBS KeyLink

Financin
Occupational pension
Investments

Global Custedy
i@y Trader
UIBS SWIFT Usage Buides hiTs
(EE

» iy inder Dheurmentan

Credits
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International trade transactions are rarely conducted in local currencies of developing
countries. Therefore, foreign exchange rates are important. In this regard, the website of
OANDA Corporation™ (www.oanda.com or, more specifically,

www.oanda.com/convert/classic; see below) is an excellent and sophisticated source for past
and current exchange rates.

|H Adresse I@ hittp: £ v 0anda.comdconvert /classic |

: -:bANDA_m'%.-;; FXGr
4= 0

Want to SE€ what happens to money over time|

THE CURRENCY SITE™ FXinvestors Fravelers Businesses Products Partners

m FXConverter - 164 Currency Converter Results
o FPrint Travelers

Us UsD

Cumency CheatSheet

4 Sunday, May 4, 2003 for US ollar and Cambodian Riel.
Euro. EUR I oFrint Friendly Conversion Results
(o] 1 US Dollar = 3,986.30 Cambodian Riel

o Understanding the results

1 Cambodian Riel (KHR) = 00002508 US Dollar
Ush)

Full Currency Converter (

oAdd 3 curreney converter to your Web

Get Curreney Information For site today.

your Site. Median price = 3,684.30/ 3 986 .30 (bidfask)
Minimum price = 3,684 30/ 3 986 .30

Quick Links Mandmum price = 3,684 30/ 3 886.30

Currency Tools
o FEXConverter

: Eialrgtvgis:er Get exchange rates with amount | Mew Corversion |

Rate for previous day

Finally, it is always useful to obtain general information about target import countries.
For this purpose, the site www.CountryReports.org (see below) operated by Emulate Me™ is
excellent. Relevant information provided by this site includes history, geography,
government, people, economy, transportation, communications and transnational issues. As
of 2003, information provided by this site was to a large extent free, while full access to it

was priced at US$ 10 per year. The sources of information of this website are official US
sources.

CountryReports.org - 2003 Editon

-

Warld Countries Current Weather
Country Flags Mational Anthems
Online Discussion Reference Maps
History of Mations Online Store
Search For: |

Search Site | Reset |

Country infarmation fram around the world. A resource for business,

tourists, students and teachers. The Internet's best source of Cost Survey
country datal - —

Other web sites charge
up to $20/year. What
would you be willing to
pay for our site?

Mo subscription needed. Unlike other sites, there is no fee to view
our content. 5o enjoy!

~ Maonday the 5th of May, 2003 ~
onaay the prMEY, © Less than $1.00

© &2.00 tn £5.00

* OANDA Corporation provides several currency exchange services.
* Emulate Me is a web content company based in the United States.
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Country information can also be obtained from www.wtpfed.org (click on Market point and
then on Country Information; see below); www.wtpfed.org is a website published by the
World Trade Point Federation (see more details later).

Register  Fargot your password?  Name

Mesico  Curren

OFfficial Mame  United Mexican States (113 USD 5744 billion, (2000},
USD £08.7 billion (2001

est)
Area 1972550 5 km GDP per Capita  USD 5604 (2000), USD
#550 (2001 est.)
Population 47 4 million GOP Growth Rate &, %% (2000}, 3.5% {2001
est)
Capital Wexico Inflation Rate  %.5% (2000}, 6.9% {2001
)
Official Language Spanich Unemployment .3 (3000}, 2.5% {2001
Rate est)

Head of State  Fresident Vicente FOX Balance of Trade -USD 10'326 million (2000)

Quesada isince 1

December 2000)
Head of Presic o DI inflow USD 13286 million {2000} "The Warldwide Corporate Tax
Goverment Guids from Ernst & Voung

Advanced Profile
K3 fnowtedge Poirt Country Data Profile Click here
K3 o Poirt oun rs Chek heve
ra untr imports esmorts

Trade Policy Reviews Click here Click here
Generalized System of Preferences Handbooks  N/i

Investment Fact Sheets Hen
Investment Policy Reviews Nk
Investment Guides Nk
Doing Business in Ak
Corporate Tax Guide Chick here
Tax News International Click hers
CBI ficcess Guide Click heve
Country Credit Rating Click here
I A

The disadvantage of using websites such as www.CountryReports.org is that information
from official sources tends to be filtered and polished. To have a better understanding of what
really happened in a country, newspapers (provided that they are independent) can be more
instrumental.

The websites of newspapers from all over the world can be found in onlinenewspapers.org
(www.OnlineNewspapers.com; see below).

J-"—"'-QTESEE ] hitp: /v, onlinenewspapers. com

onlinenewspapers.com

Another similar website is WebdoPresse (www.WebdoPresse.ch; in French).

As a conclusion, all these websites allow potential exporters and importers to get for free (or
at very low cost) a lot of essential information that would have been otherwise very
expensive and difficult to obtain.
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5. Export promotion and search for import opportunities

Figure 3c. Breakdown of the export and import process: Export promotion
and search for import opportunities
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The goal of these steps is to help companies find clients and/or suppliers.

To promote one's products and to search for suppliers, the following Internet-related actions
can bring a lot of value:

(a) To have one's own (sub)website
(b) To conduct direct e-mail marketing campaigns
(¢) To use e-marketplaces

(a) To build one's own (sub)website can be relatively easy and inexpensive, but to promote
it is usually a challenge (see chapter 2). In a nutshell, it is generally easier to use a website as
a supporting online "brochureware" rather than as a tool to generate on-the-spot online
transactions.

(b) Direct e-mail marketing campaigns consist of personalized mass e-mailing to
potential clients or leads. These e-mails can have links to one's own (sub)websites (or FTP
sites). One of the key ingredients of a successful mass e-mail marketing campaign is to obtain
relevant (i.e. targeted, permission-based) e-mail addresses. Permission-based means that e-
mail recipients have (clearly) agreed to receive (usually promotional) e-mails about specific
topics (and usually at pre-defined frequencies). Another expression for permission-based e-
mail address 1s opt-in e-mail address. Permission-based mass e-mails are the opposite of
spam e-mails, i.e. untargeted and unsolicited mass e-mails; spam e-mails can damage a
corporate image because they tend to upset people who receive them.

Potential sources of suitable e-mail addresses include:
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E-mails obtained from one's own existing leads/clients. An interesting way to gather
e-mail addresses is exemplified by Cafés Trottet (www.trottet.ch or
www.trottet.com), a Swiss SME selling coffee and coffee machines. From the
Internet, consumers can order free samples of coffee bags. In that fashion, Cafés
Trottet can build a database of leads.

| Arens [8] g/ e tratiench =] oo

b club

e shop

iy Cakds
105 Machings
nobre socidle

Echantillons gratuits

Vous pouvaz chomir deun cales parmes notrs assermant st naus EHANTELONS
i mivenreoe dmus caulen dn chacun e e deis calb = TATS
‘ ] [ T— r
s
o CAPS'Cafd Mocca r
¥
“ZED
CAPS'Café Gourmeat r
e . — =
= CAPE'Cale Exgresto r | bnbeenet

Directories such as the World Directory of Importers’ Associations (see below). This
directory is accessible from the website of the [International Trade Centre
(www.intracen.org/tradinst/: click on World Directory of Importers' Associations).

International Trade Centre
UNCTADWTO

Home Products & Services  Countrles Business Support  Partners & Metworks ITC  Search

Trade Cortats = World Directory of Importers’ Associations - Search Al

For multiple selection on lists hold control key and click an items.

Countries Afghanistan i’
Argentina
Australia hd|
Products Adhesives i’
Agricultural machineny
Agricultural products d|
Services Agsistance to foreign exporters for contacting member importersﬂ
Circulation of trade offers to member importers
Foreign trade regulations affecting imparts ;l
Name of T . .
ANt In Fart or Full

Start Search Clear Fields

E-Marketplaces are covered below. While the main purpose of many e-marketplaces
is to generate online transactions, it is also possible to use these marketplaces to
collect contact data (including e-mail addresses) about potential buyers or suppliers
for specific products.
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e  Brokers of permission-based e-mail addresses such as:

YesMail" (www.YesMail.com)

Topica Inc (www.Topica.com)

Yahoo! Inc (www.Yahoo.com)

Kompass International Neuenschwander SA (www.Kompass.com)
Microsoft Corporation (www.bCentral.com)

MarketingFile Ltd (www.MarketingFile.com).

O O O 0O OO

To know how to mass e-mail, please refer to section 8 of chapter 1.

(c) e-marketplaces (and related websites) are web-based applications which allow suppliers
and buyers to meet and conduct transactions through the Internet; subsequently, physical
goods are naturally shipped the normal way. These e-marketplaces play an important role for
many exporting/importing SMEs. There are many variations of these e-marketplaces,
sometimes called virtual marketplaces or online exchanges. The majority of them deal with
B2B (business-to-business) relationships, as opposed to B2C (business-to-consumers) or C2C
(consumers-to-consumers) relationships.

As at April 2001, there were some 2,000 marketplaces worldwide.”® For most of these e-
marketplaces, the biggest challenge is to get a critical mass® of buyers and sellers. For this
reason, new buyers or sellers are usually welcome to join for free (registration is however
normally required). According to management consultancy McKinsey & Co., most
marketplaces have experienced their first transactions between a few buyers and suppliers,
but with at best 1 or 2 per cent of the buyers' expenditure, the value they have realized is
hardly impressive.”® Consequently, many marketplaces will not survive, or at least not thrive.

Why do most B2B exchanges have such a low volume? For at least four reasons:

e Long-term exclusive contracts prevent suppliers/buyers from looking for new
buyers/suppliers

e  There are close personal relationships between suppliers and buyers

e To use these exchanges would require significant IT investments

e It is difficult to convince buyers/suppliers to change their habits. Besides, employees
(e.g. buyers) may be afraid of losing their jobs.

The most successful online marketplaces tend to be relatively closed marketplaces run by
(groups of) large buyers such as General Electric's Global eXchange Services (see below)
and CPG Market (see below). A closed marketplace means that suppliers (or buyers) must go
through an (often severe) screening process before being granted the right to use the
marketplace. For instance, General Electric buys and sells more through its private online

7 YesMail was acquired by infoUSA in February 2003 and integrated with ClickAction, the former e-mail
marketing division of infoUSA, in April 2003.

* Total Romtec. E-marketplaces: New challenges for enterprise policy, competition and standardisation. April
2001. See www.total-romtec.com/downloads/pdf/E-MarketPlaces.pdf.

* What is a "critical mass" and why is it needed? Critical mass refers here to the minimum volume necessary to
be profitable. For many businesses, large volumes are required in order to reach critical mass because fixed
costs are high.

%0 Berryman, Ken and Stefan Heck. Is the Third Tome the Charm for B2B? The McKinsey Quarterly, 2001
Number 2.
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marketplaces (i.e. about $20 billion in 2001) such as "Global eXchange Services"
(www.gxs.com, see below) than is traded in all the independent B2B marketplaces together.5 !

[ Adresse [&1 rezsonu g comndsiee

. Home  Support Services Alliances ContactUs Help
Global eXchange Services \ C

Solutions Markets Products & Services

Mews Room  Customer Center Education Center  Onfine Ordering  About Us

. ; - o SUBWAY®Restaurants’
GXS integrates electronic transactions { Independent Purchasin,
between and within companies and w Cooperative (JFL‘?

their extended global supply chains. T wins CIO-100 Award

Click here 10 subscribe to
our monthly e-newsletter!

. . e
Free Demo Press Release B2Bi Webinar (_;I(_)

- TheCIO1
’ N | FT.com 5 = Lot

\ R TS
- -George Labelle,

Warried about your EDI Read FT's Interview Maximize Returns on Director of Information
Provider? GXS can helpl | | with Harvay Seegers | |Supply Chain Integration Systems, IPC

CLICK HERE FOR MORE INFO

Careers | GE.com
Privacy Policy | Terms & Conditions | Copyright 2000-2002 GE Global eXchange Services Al rights reserved

CPG Market (www.CPGMarket.com; see below) is specialized in the consumer packaged
goods (CPQG) industry and has been created by 28 major companies, including Nest/é,
Danone, Henkel and Coca Cola West. Any supplier can register (cost: 500 euro) to be
considered as a potential supplier, but competition is keen and face-to-face contacts are
highly recommended to help increase one's chance of becoming a regular supplier.

@ CPPG

; /- market.com
ge  cont: The marketplace for CPG professionals

Welcome to CPGmarket.com

name:

password:

lanauage: [Engisn =]

L.

Who are we? Latest news A our Vision

CPRGrnarket,com is the [eading Internet

marketplace for European Consumer = More than 430 tenders and auctions

Fackaged Goods industry, have been organised so far using
eSourcing service

It provides manufacturers and suppliers with More..

the fulll range of eServices to irmprove

procurernent and supply chain processes,

Forgot Password?

CPGmarket.com
e i * New eSourcing relesss: even mors

functionalities for our clients Serge Pauporté

More.., Operations WP
It supports CPG industry with the following CPGmarket.cam
services: eSourcing; eRequisitioning; * Danone Evian has complsted a o .
eSupply Chain; eFulfilment, successful pilot using the new Integrating our services
sintnliganca: Request far Propasal functionality, Wie are developing services that
e e sormmunicats” and interact with one
More... our e-Procurement and
ols supports a specific
* A new eSourcing computer based sequence of the business cycle, Once
In the press training for suppliers is available combined, they work as an integrated
v More.., solution and thus cover the whaole process
¢ from the negotiation of a contract to the
# The eRequisitioning was lsunched a ranagement of logistics.
s year ago and counts over 360 users

After having seen two major closed marketplaces, let's see now four relatively successful
open_marketplaces, which are readily accessible to SMEs in developing countries.

Japan External Trade Organization (JETRO)’s Trade Tie-Up Promotion Program
(www.Jetro.go.jp/ttppe/; see picture) is a leading open marketplace. The Trade Tie-up
Promotion Program (TTPP) supports searches for international business partners via the
Internet. Buyers and sellers are invited to post their business proposals on the 77PP website
so as to search for proposals and get in touch with counterparts. One of the major strengths of

3! The Economist. E-strategy Brief: General Electric While Welch waited. 19 May 2001.
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TTPP is that JETRO's foreign offices ensure a good quality of data by making contact with
buyers and sellers in order to verify their seriousness.

Japan External
Trade Organization

LOGIN | Fagot pasesmonat Doing Business with Japanese Firms
# TTPF Top Japanese W HOME>Doing Pusiness=TTFF
(Fres) wilaid

| | Proposal Search [}

| )

——— U New proposaLs )

* Quick Search

* Detailed Search

* Proposal Muraber Search

* BuyerSupplier Proposal

* Proposal Data

* Special Corner -
About TTFP

b Lnnouncerent -

About JETRO

1= Lisers notyet registered
¥ User Registration

TTPP (Trade Tle-up Promotion Program)
Supports Your Search for the International Business Partner via the internet.

1021347 Marketing and Market Research for ICT Businesses
to provide business supports

TTted Eingdom Apr 04, 2003 Eegstered

1021346 Woods Products

to sell products | parts

Arpentina Apr 04, 2003 Eegistered

P What is the TTEF ? 1021345 Materials for Electrical Cable

* Ea0) to purchase products / parts

» Vaices of Users Japan Apr 04, 2003 Eegistered
» Site hap 1021344 Bali Handicraft

P CHobal Links to sell products / parts

P Bules for Visitors Indonesia Apr 04, 2003 Eegistered
1021343 Herring fillet, Mackerel fillet

to sell products | parts
» Contact us Deoslals Rarablic of Mhing fer 04 9002 Bacicterad

Korea Business Opportunity (KOBO, www.kobo.net or www.kobo.org), is a site run by
the Korea Trade-Investment Agency (KOTRA), which helps importers meet with exporters. It
is based on the experience of Trade  Point  Chiangmai/Thailand
(www.TradePointThailand.com), a Thai organization supporting local SMEs in their
exporting efforts, and approximately 30 per cent of offers placed in this site in 2002 led to
successful transactions. As at December 2003, there were 89,674 offers to sell or buy or for
business opportunities from companies based in the Republic of Korea. Similar figures for
other countries (as at December 2003) are as follows: United States (9,279 offers), Japan
(1,370 offers), Mexico (536 offers), Switzerland (499 offers), France (304 offers), Cambodia
(33 offers), Nepal (15 offers), Nigeria (0 offers) and Bhutan (0 offers).

| | (52 Search | (2T

@ Offerto [Al %] © Product © Company

& Offer posting

i Catals
& Selling offer : o8 30 Catalog
& Member info Computer & Telecommunications  Electrical & Electronics
& KOBD &8P Telecommunication. Computer HAW. Electronics & Electrical. Home Appliances.

Metwork Equipment .., Measuring Instruments ..,

& Here vour Forgot Password

Recommended

E _.,

g Honey Ginger
b Tea

=P Elim Corporation

Avoresence
All A Co, Lid

Image Telephane
Forward Inc

Texliles & Leather

Machinery & Equi

Plastic & Rubber, Pumps & Valves,
ools ...

Chemical & Plastics

Rubber & Plastics, Raw Materials,

Pigments & Dyes ,,,

Mineral

Metallic Products, Ceramics,

Man-metallic Products .,

Environment

Equipment & Products, Solar & Other

Energy Recycling, Miscellansous ..,

Stationery & Gift
Gifts, Stationery, Timepieces ,,,

Beauty & Household

Kitchenware, Cosmetics & Beauty care,

Clothing. Footwear & Gloves, Fabrice ..,

Automotive & Vehicles

Autoparts, Car Accessaries, Cars &
Matarcycles .,

Glass & Optical

Glasses & Frames, Cameras. Scientific
Equipment .,

Sports & Leisure
Sporting Goods, Leisure Goods, Bags .,

Medical & Health

Healthcare Food, Goods, Medical
Equiprent, Medicine ...

Wood & Furniture

Furniture, Paper & Pulp, Wood .,
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Alibaba.com Corporation (www.alibaba.com; see below) is a major Hong Kong (China)-
based SME-focused global e-marketplace for importers and exporters. This top-quality
website has many handy features and one million registered members from more than 200
countries (but more than half are from mainland China and many others are from developing
countries). Membership is free for a trial period; otherwise, it costs US$ 299 to become a
regular member; the creditworthiness of regular members is verified by major credit services
companies.

HE] it £ voree. sblsbia

ﬁAlibaba com Yok Hum - il - Holp

DEREM Trce rass | Prosuct Cataing | Company List | Business Center | Promntion Center TN

VI, WITATTEA. Whot's Newy | Post Trade Leads  Post Produrts My Trade Activity
m’\m“ than ST @ f“]y keeps the frauds away. B0

| Finhes 2 ;Jl:: ru Bagaich Sgvaeg..

Hopuber Sasrchas: fattan bisi gac of ooty micblbe phone dvd

China Suppllers

g

Lately, exporters and importers have been advised not to expect (too many) new transactions
by the simple posting of some offers to buy or sell in Alibaba.com. In other words,
Alibaba.com now considers itself a tool to generate frade leads rather than online
transactions. Exporters and importers are therefore encouraged to be proactive and to
mention the URL of their Alibaba.com webpage in their offline advertisements. These
advices have triggered doubts about the adequacy of Alibaba's business model as well as
Alibaba's actual impact on its members. As at December 2003, there were in Alibaba.com
38,450 companies based in China. Similar figures for other countries are as follows: United
States (6,041 companies), Africa (590 companies), France (294 companies), Japan (271
companies), Mexico (141 companies), Switzerland (63 companies), Cambodia (9 companies)
and Bhutan (4 companies).

There are many other interesting generic e-marketplaces such as:

e Republic of Korea-based: EC Plaza Network, Inc. (www.ecplaza.net); Tpage
Global Co., Ltd. (www.tpage.com, partly US-based)

e China/Hong Kong (China)-based: Hong Kong Trade Development Council
(www.tdctrade.com)

e Taiwan Province of China-based: China External Trade Development Council
(CETRA) (www.cetra.org.tw)

o  US-based: Thomas Publishing Company (www.thomasregister.com); Associated
Business Publications, International (www.cnewsusa.com); Tpage Global Co.,
Ltd. (www.tpage.com)

e  Europe-based: Worldbid Corporation (Www.eceurope.com)

e Teleservices-oriented: Elance, Inc. (www.eLance.com)
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In addition to the above generic e-marketplaces, there are also many highly specialized e-
marketplaces. One example is ResortandLodges.com (www.Resortsandl.odges.com). This
site targets the owners and users of lodges and resorts.

J Adresse I@ http:/ Ao resortsandlodges. comd

Over 9000 Resorts and Lodges Worldwide

Browse Resorts:
4 By Location

#¢ By Resort Type
% By Activity

#Z%5Resortsandlodges.com
Browse by Resort Type

Bookmark Us | My Favorite Resonts | Advertising | Search | Help

The Definitive Travel Directory of
Resorts and Lodges on the Web

Resort / Lodge Owners:
Add [ Edit your Listing

Browse by Activity

L1
i
o\
A
\
\
\
\
|}
\
i
\
3
i

The best way to find other generic or specialized marketplaces is to use search tools. In
addition, the following webpages which provide lists of marketplaces are useful as well:

e  www.gurutrade.com/wtm.htm (published by the South African Department of

Trade and Industry)

e www.gurutrade.com/bdl.htm (published by the South African Department of
Trade and Industry)
e  www.internationaltrade.org/tradehub.html (published by the Federation of

International Trade Associations, FITA)

Specific categories of e-marketplaces are auction sites. Online auctioneers started mostly as
C2C (consumer-to-consumers) platforms, but their major players are now full-time freelance
online auctioneers, SMEs and even large corporations. Many players from developing
countries are very active in these auctions. Commissions and other fees are usually

affordable.

ehY
The World's Online Marketplace ™

Specialty Sites
eBay Motors
eBay Stores
Half.com by eBay
Sothebys.com

Cateyories

Airline Tickets
Antigques | Art

Baby | Books
Business & Industrial
Cameras & Photo
Cars, Trucks. Parts

home | my eBay | site map | sign in

|BruwseH Sell HSeruices Search | Help § Community

What are you looking for? |
Welcome S pomy peywm
New Users )

Smart Search
Hew 1o eBay?

? J:-.i"l' Chat Live
elP | gam-9pm PT

N

The Latest Fall
Jean Jackets

.

™ S M R M R

Tue(C OMFORTS,

Relax & Unwind  OF HOML

Wilng Get Cozy
atchvark Quits
Elankets & Throws
G5 SSiCaI =i Rustic Furniture
Autographed Books  Firsplace Accessories
Décor from $10 Family Fun &
Thomas Kirkacs anopo

Jarz Music

Charity
Clothing & Accessories
Coins | Collectibles

Computers & Office
C El i

Backio Schaal
Laptop Deals!

=2

Mary Engelbreit Trivial Pursuit
Debbie Mumm Puzies

intage P odters Gutars
Milk Glass Pianns
Cookie Jars

T
Family M ovies

‘intage Clocks Home Thester Systems

Dolls & Bears
DVDs & Movies
Event Tickets
Food & Wine

L 2 D

Longaberger Baskets NewHomes!

Autos with

' SN e T e T

Warranties

Cole Brand watches! BMW Wheels & Tires Perricone

eBay (www.eBay.com) is the leading
auction site. It was founded in 1995 as
a non-profit endeavour. As at the end of
2002, it had nearly 62 million
registered users and annualized gross
merchandise sales totalled almost US$
15 billion.™

Trust among eBay's users is largely
based on references from past
transactions i.e. the so-called Feedback
Summary. The screen capture below
shows the Feedback Summary of

52 eBay.com Inc.'s 2002 Annual Report. See http://investor.ebay.com/annual.cfm.
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ThaiGem.com (www.thaigem.com); this Thailand-based exporter of gems has been
evaluated 103,102 times positively by its buyers; 1,210 evaluations have been neutral and
856 have been negative (as of mid-2003). Given that the rate of positive evaluations is above
98 per cent, new buyers are very likely to trust ThaiGem.com despite the fact that it is a SME
without a well-known brand name and which sells products that can be easily counterfeited.

home | my eBay | site map | sign in

L. pLLULLS 22%E
a \ Browse I H Services H Search H Help H Community |
categories | regions | themes | stores

www.thaigem.com
= o P
Maintained by thaigem com ( 17638 /%) % 385" me <D

Feedback Summary

103130 positives. 18112 are from unique d" 5 ID ) -
vsers. thaigem.com ( 17688 /%) %1 me oS
card

1210 neutrals. 11 were converted from

; Mernber since: Tussday, Aug 18, 1998 Location: Thailand
users no longer registered .

Summary of Most Recent Reviews

8536 negatives. 467 are from unigue Past 7 days Past maonth Past & mo.
users. Positive 1653 11313 39843
Neutral 12 74 321
See all feedhack reviews for thaigem.com. Megative 1 a2 308
Total 1672 11419 40472
Bid Retractions [u] a a

Wiew thaigem.com's eBay Store | [tems for Sale | [D History | Feedback About Others

eBay.com has also a Trading Assistants Program. Trading Assistants are eBay specialists
who sell other people’s products on eBay sites for a fee. Details can be found in
http://pages.ebay.com/tradingassistants.html (see below), including how to become a Trading
Assistant and who are the Trading Assistants working in a given area. To become a Trading
Assistant could actually be an interesting business opportunity for qualified people in
developing countries. As of December 2003, there were 17,472 Trading Assistants in the
United States, 503 in France, 53 in Switzerland, 7 in Japan, 4 in India, 3 in Mexico, and 0 in
Cambodia and in Bhutan.

Trading Assistants Program

Let an experienced eBay seller sell for you

Trading Assistants are eBay sellers who can sell your iterms on - Edityour prafile
eBay for a fee. Save time by finding one below: S

L] - Become a Trading Assistant
o a
Y B
Remave your prafile
=1

Find a Trading Assistant in your area. - Trading Assistant

Area Code: | Submit | Infarmation. Le

- Discuss this program

1.5 and Canada -
- Click here to learn how to

Or Find a Trading Assistant in your State or Country. market your Trading
State: Country: Assistant status
ISeIect State L! ISeIect Country L!

Submit | Submit | Let eBay help pay for your
marketing - co-op advertising
is herel

- Program Basics
Wrhile Trading i are experi of our ity, we can't guarantee their o T lat
performance. Please rezearch each Assistant before enlisting them to sell vour item. The twa of you =l O hi0 OB R S 1e 5
are responsible for negotiating all terms. - Co-op FAQS
Trading istants are neither | norind dent tractors of eBay Inc.
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Among many other things, eBay.com also provides tools to build online stores (see section
how to build websites in chapter 1) and payment mechanisms adequate for a growing number
of developing countries (as from 2003, eBay uses PayPal.com: see section on payments in
chapter 2. Paypal has been acquired by eBay).

eBay.com is the leading online auction platform, but it has many competitors, such as:

e  Yahoo! Auctions http://auctions.shopping.yahoo.com
e  Amazon.com Auctions http://auctions.amazon.com.

As a conclusion, we can state that to find adequate clients and suppliers is an essential goal
for any company. By using the Internet only, one cannot always accomplish these objectives
because human contacts are often needed, at least during the initial stage of a long-term
relationship. The Internet can, however, be very instrumental in contributing to the success of
these goals.

6. Export and import transactions

Figure 3d. Breakdown of the export and import process: Export and import
transactions

NOT EXHAUSTIVE

The export process

Export

readiness /

Loyalty

building /

Planning Promotion Transaction

The import progess

Planning y/ mport search /
T o~ N
|j Very useful | | Somewhat useful

To use the Internet for export and import transactions does not necessarily mean that orders
are taken online. The Internet can in fact be even more useful to:

(a) Communicate more effectively and at lower costs.
(b) Obtain information that facilitates transactions.

This is what this section is all about.
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(a) Internet-based tools to communicate more effectively and at lower costs

In dealing with international trade transactions, companies traditionally used tools such as
fax, phone and mailing of specific trade documents. Examples of these documents include
purchase order, commercial invoice, export licence, certificate of inspection, certificate of
origin, shipping advice, packing list, dock receipt, ocean bill of lading, air waybill (air
consignment note), bill of exchange (draft) and letters of credit (documentary credit). As we
have seen in chapter 1, several Internet tools such as e-mail (with digital signatures and
encryption), File Transfer Protocol, Instant Messenger and IP Telephony can be used to
make long-distance communications and exchanges of trade-specific documents more
expedient and much cheaper.

(b) Internet-based information that facilitates transactions

In a commercial transaction, buyers have to evaluate their suppliers' ability to deliver all
their contractual obligations. On the other hand, sellers have to investigate the
creditworthiness of their buyers.

To investigate the buyers' ability (and willingness) to pay is most important, in particular if
transactions are conducted without using risk-reducing instruments such as letters of credit.
Besides, SMEs from developing countries that sell to (large) companies based in developed
countries face specific risks. The reason is that the solvency of (large) companies in
developed countries is usually worse than their image suggests; conversely, the solvency of
(small) companies in developing countries is usually better than their image suggests.

The price of verifying suppliers' ability to meet their contractual obligations and buyers'
credit rating depends very much on the scope and depth of the required verification. This
price must always be compared with the values of the transactions. Naturally, very small
transactions may not justify any type of verification.

A typical way to investigate a trading partner's financial and general reliability is to ask for
information about him from his commercial bank. Information can also be purchased online
from companies such as Kompass (www.kompass.com), Dun & Bradstreet (www.dnb.com)
or AsianCIS (www.AsianCredit.com). Furthermore, many buyers/suppliers ask to be
listed/rated by these credit rating agencies to obtain credible and displayable proof of their
creditworthiness/seriousness. It is important to note that while the Internet has made it much

T I T ——— easier to buy information/
2 [Chiose your angusge =] credit rating, it has not
@ The first worldwide company rating system Changed the fundamentals

Information News up Our partners

of this industry.

e 8. @rating solution. In addition to the above-
Discover the @rating solution and our TV spot

mentioned traditional credit

Tokyo Check a trading partner's reliability online

Apply for your company's @rating Quality Label online agenCleS, Ssome new
Protect your transactions online Intemet_based COl’IlpaIlieS
Check our country ratings and payment experience online .
Identify suppliers of a product or service SuCh as Coface Ratlng
Subscribe to @rating serice (WWW.COfaCeRatlng COl’l’l,
T SHEs BN g news see picture) offer an array

Contact us Capyright @ Coface group. 2000

of services to SMEs of
virtually every country in
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the world. Its service offering includes not an only online check of a trading partner's
reliability and online application to be rated and to obtain a so-called @rating Quality Label
but also insurance to protect online transactions.

Another way to verify a trading partner's creditworthiness is to consult local trade registries
online. For example, the screen capture below shows the Swiss portal of commercial
registries (www.zefix.ch), which is run by the Swiss Federal Government.

Adresse [&] http: /v zetis.ch/zbecaifbiform.cai/hraPagealle_sintr=ontpers_sott=originalipers_rum=0tlanguage=4&col_width=056%amt=007 =] @K

Federal Office of Justice
[ZEfix :| Central Business Names Index Federal Commercial Registry Office 3

The commercial registers in Switzerland =
Far the cantons with the icons B9/8@ Zefix allows a direct access to the register extract. =1y

:‘ @ Ziirich (020) @ Schaffhausen (290)
@ Bern (035/053/073/092) @ Appenzell Ausserrhoden (300)

Appenzell Innerrhoden (310)

Search for business name » Search for SOGC

Search for identification number

o

- Legal status restriction

&2 Luzern (100]
|(nn restriction) ;I E l:l o0
- Commercial register restriction 3 @ Uri (120) St. Gallen (320)
|(nn restriction) ;I ~

Bl 52 Sch 130 Graubiind 50
Clear Search chwyz (130) raubiinden (350)

Obwalden (140) Aargau {(400)

Search options

Hidwalden (150) Thurgau (440)

' include former versionsicancelled names

€ actual (active) business names anly

Glarus (160) Ticino (300-530)

@ normal Search © phonetic € soundex

i
E Zug (170)
»[D] »[F1 » [l » Documentation

Fribourg 217) =

Vaud (550)

Valais (600.626)

Solothurn 241) Neuchatel (645)

Basel-Stadt 2700 E_E @@ Genéve [G60)
i

Basel-Landschaft (280) 5 Jura (670)

» Commercial Registry » Swiss Official Gazette of Commerce {PDF)

- ] | EAFrancais (Syisse) | (1] =

In Switzerland, as in many other countries, commercial registries are regional, not national.
Therefore, from the above portal site, surfers can find links to local Swiss trade registries,
such as the Trade Registry of the Canton of Geneva (http://rc.ge.ch). The screen capture
below shows an example of information found about a particular company from this
commercial registry of the canton of Geneva (in French).

% site officiel de I'Etat de Genéve Hatmeifacharene | Anisaies Ioarartarnants

Département de IEEconomie,
b e
=t des affaires Extérieures

Autre recherche Accueil

Renseignements sans garantie

Date de consultation : 09.07.2003 | Situation au : 09.07.2003
Report du Nature juridique Date d'inscription Date de radiation Numéro fédéral Numéro de dossier
Socists anonyme 20.02.19007 CH-660-0531007-1 2067/1007
R&f. Raison Sociale REf. Siage
1 Euréka Cybertrading sa 1 Troinex
Ref. Adresse Ref. Dates des Statuts
1 chemin de Saussac 2, c/Claude Monnier 1 05.03.1997
Capital-actions
R&f. Mominal Lib&re Actions
1 CHF 100'000,00 CHF 100°'000,00 1'000 actions de CHF 100, au parteur
RET. But, Observations
1 But: commerce, courtage et représentation de tous articles, produits et marchandises principalement par le biais de I'Internet.
R&f. Organe de Publicité Re&f. Succursales
1 Fosc
Journal Publication FOSC Journal Publication FOSC
RET. Numéro Date Date Page REF. Numéro Date Date Page
1 2967 20.02.1007 04.04.1997 2z40 2 Rectification 16.04.1007 2544
3 3a7s 29.035.1999 06.04. 1999 zz0z + 8818 23.08.1999 27.08.1999 s881

Administration, organe de révision et personnes ayant qualité pour signer

Nom et Prénoms, Origine, Domicile Fonctions Mode Signature
rMonnier Philippe Diego, de Dombresson, & Troinex adm., président, et délégus signature individuelle
"Georges Martin', & Genéve réwviseur

DEEE - REGISTRE DU COMMERCE DE GEMEWE - 2003
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There are, however, several difficulties to view local trade registries online:

e [t may be difficult to find their website;
e Not all registries display their data online;
e Some registry data are not available for free, and payment methods may be local

and/or impractical;

e  Online trade registries (such as the Swiss ones) may be in the local language

only.
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company in the field of suppliers' reliability
rating is BizRate.com (www.bizrate.com;
see picture). BizRate.com rates online
transactions primarily on the basis of clients'
evaluations.  Consolidated results  of
evaluations are publicly available. Any
online supplier can apply to be rated by its
customers using the BizRate.com's platform.

Concretely, how does the BizRate.com's
evaluation system work? As soon as a buyer
has made a purchase from a BizRate.com-
rated website, he is invited to rate his

purchase (see pop-up window in the screen

capture below). When a buyer clicks on the pop-up window, the evaluation questionnaire in
the right part of the screen capture appears and buyers are invited to fill it. In a second stage,

each buyer receives a few weeks after his
transaction an e-mail from BizRate.com
asking him to rate the actual goods and
their delivery.
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Other similar means to evaluate buyers/sellers include mutual evaluations used in auction
sites such as eBay.com and eLance.com, as we have seen earlier.

Payments — whether online or offline — are essential processes as well. This topic has been
covered in depth in chapter 2.

International transactions generally require precise contracts. Contract models for
international trade can be found in www.JusrisInt.org (published by Juris International):
click on General Collections and then on Contracts: Models & Drafting to be able to
download 160 models.

]llris International e contracts: Models and Drafting

Francals  Espanol

There follows a collection of more than 160 model contracts and users' guides selected in light of their
practical interest for international commercial transactions. Juris International is very grateful to all those that
have cantributed arwish to contribute model contracts and guides.

Searchi @

By topic

Agency (4)

Audiovisual (3)
Buy hack (1)
Confidentiality and notto-compete agreement (10}
Construction, installation of plant, engi ing (2)
Data transfer (1)
2
ce, Internet and multimedia (20
Franchising (1)
Joint ventures, consortium:and cooperation agreements (7)

L ottar of intons LM sl of i . 'H o

The ICC Incoterms 2000 are among the most important contractual terms. Incoterms are
standardized terms created by the [International Chamber of Commerce (ICC;
www.iccwbo.org) for describing conditions of sale and allowing easier international trade by
helping companies in different countries understand one another. The ICC Incoterms 2000
official source is in www.iccwbo.org/incoterms/preambles.asp; on this page, however, only
preambles in read-only PDF format can be found because of copyright laws. The full version
can be purchased from www.iccbooks.com.

Other abridged sources of information about Incoterms include:

e www.ubs.com/e/cc/trade_exportfinance/incoterms.html (published by UBS)

e  www.jus.uio.no/lm/pdf/icc.incoterms.1990.pdf, 1990 version (published by the Law
Faculty of the University of Oslo)

e  www.export911.com/e911/export/incoterm.htm (published by Export 911)

Finally, the Internet can also be used to track shipments to make sure that one's goods are
delivered on time. For example, clients of FedEx Corp. (www.fedex.com) can follow online
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and in real time the delivery of their parcels (see the example below, which is a parcel
shipped from Detroit, USA, to Geneva, Switzerland).

Switratland t

Mx Deitsche Frantaizse ftaliana
& = =

Supplies | international Tools |

i | T FB[ﬂEX |~ Servicen ,3 | eBu=E 'ln'ﬁ' E'TDEP_:}‘_. : | Tonls I EH all o l‘ Cuﬂtﬂﬂ'let‘ S’EfViCBj’ | _Siie;ﬂ’_l_dé'
Search for | G0
Tl e Track Shipments Quick Help |

= Alternate Feference Track DEtaiIEd R EEU":S

» Track by Email
v Sample Packadge Delivery

Eaitz Tracking Humhber £2587Y87Y85180 Tracking Options
Reference Numhber » Email these tracking
Ship Date 01/0352002 results to one or more
riieal naw FedEx. Delivered To Recipient FECRIGS
% 5 :._..'.Ll.&!.'-'j.l.-.ir-lr.ﬁl.].n D?Ii\few LDl:a'-tiDn DETROQIT Mi & Track More Shipmernts
AT _ i Delivery Date/Time 010772002 10:26
i click here Signed For By .J.GINER

Service Type FPriority Pak

X errari e actvy " lhaeitime lcomments

Delivered DETROIT Ml 01072002
10:26.
On FedEx vehicle for delivery DETROIT  01/07/2002
Ml 017
Arrived st FedEx Destination Location  01/07f2002
DETROIT M 0E:49
Left FedEx Ramp ROMULUS M 01/05/2002
g1t
Arrived at FedEx Destination Location 010552002
DETROIT M 07av
ﬁn’ivéqzﬁt..FEﬁE;('Ha?np_ROMUIIUE-—MH ; D1-JGSEQEE2
AR 0807
Left FedEx Sort Facility MEMPHIS TH 010552002
0547
Lett Fedex Sort Faity MEWPHIS TN 010572002
0226
Package status PARIS FR 010442002 Package in FedEx location
05:00.
Left FedEx Ramp BASEL CH 0 32002
He0s
Lett FedEx Origin Location GEMEWA CH  101/0352002
18:33
Pickup statiz GEREVA CH D‘I’mm&? Fackage received after FedEx
1556 Bttt time

As a conclusion, Internet can play a key role in supporting import and export transactions
even if the full transactions do not occur online. As in other steps, the key value additions of
the Internet are convenience, speed and lower costs.
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7. Loyalty building

Figure 3e. Breakdown of the export and import process: Loyalty building
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The goal of this step of the export process is to use Internet tools to maximize the
conversion of one-time clients into regular clients. In other words, we want to build
customers' loyalty.

Interesting ways to convert first-time clients into loyal clients can be taken from Swiss e-
grocer LeShop.ch. Indeed, all first-time clients are treated "like kings" and receive:

e A personalized letter from LeShop.ch’s CEO.

e A couple of well-presented brochures, mouse pads, notepads and postcards, all of
them featuring their websites and/or their URL.

e 50 Swiss francs (~US$ 35) gift certificates usable for the next LeShop.ch purchases.
These gift certificates are offered to LeShop.ch's clients for each new client they
recruit.

Another way to build customer loyalty is to send regularly (e.g. monthly, quarterly)
personalized e-mails to existing customers or leads. To avoid upsetting customers, these e-
mails must contain content interesting to them. Naturally, they may contain links to websites
(or FTP sites). Obviously, personalized e-mails are not sent one by one but generated
automatically: the various techniques to mass e-mail are covered at the end of chapter 1.

A good example of personalized e-mails is GemScoop, the online newsletter of
ThaiGem.com, a Thai web-based wholesaler/retailer of gems. GemScoop is received by more
than 50,000 registered surfers. The content of GemScoop is primarily editorial but indirectly
reminds its recipients of the existence of the commercial site 7ThaiGem.com.
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To: POMonnier@EurekaGroup. net
Subject: The Gem Scoop, September 20, 2002
Date: Sat, 21 Sep 2002 02121150 +0700

Gem Scoo THAIGEM.COM:®

Stay In The Loupe ! Discover the Secret™
Dear Philippe,
» \Waters On The Rise » A Colorful Family * Show Tirel
* Ask The Gem Guy * Create Your Jewelry * The Gem Guiz

As many gem-raders and collectors are aware, gems tend not to choose easy places to reside. OQur
I of Ch haburi, Thailand is usually a pl ption to this rule but as we're situated between
the Bhantat mountain range and the Gulf of Thailand jwhich is ideal Feng Shui by the way) we do tend to
experience flooding when the Monsoon rains arrive.

Last week this heavy tropical rain caused some disruptions to local electricity and telecom lines and as a result, some of
our faithful readers did not receive last week's fascinating Gern Scoop about the history of one of Asia's rmost sought
after gerns. Please accept our apologies for this disruption and if you'd like to read all about the "Stone of the Loing”
please click on the following link: httpwww.thaigem.com/yem_scoop_sept_13.ph

Some gem families are easy to recoynize for even the -
amateur eye but some are not quite so immediately .” o)
ohvious. For example, at first glance regular Yellow Beryl K

would appear to have more in common with regular Yellow
Chrysoberyl than with Diamond-like Goshenite, Ruby-red

LeShop.ch also sends regular (weekly) mass-emails to its clients (see below). This e-mail

contains weekly rebates. LeShop.ch's clients can choose not to receive this newsletter.

This message is not flagged. [ Elag Message - Mark as Unread |
: "LeShop : promotions" <Promotions. UM AL 674@news. leshop.ch> | This is spam | Add to Address Book
To:
Subject:
Date:

"pdronnisr@surekagroup.nat” <pdmaonnisr@sursk sgroup. nets
Qual de neuf cette sermasine chez LaShop.ch ?

Tue, 8 Jul 2003 01:01:41 +0200

onsienr Monnier,

)

Economiseg avec LeShop.ch

Retrouvez toutes nos offres spéciales sur www.lL eShop.ch !

Tous les articles en action, les produits frais inclus, correspondent
a la stricte garantie de gqualité et de conservation de LeShop.ch.

Myrtilles

France

Péches
Espagne

Bonne Maman
Confiture Extra aux
fraises

£ Courgetles

Bowne, Meinart
Fheised - iudlecion
TAO g seop  Govgitare Ealt
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Eyes.ch (www.eyes.ch, see below) is another interesting case. This Swiss Internet retailer
sells contact lenses solutions.

| Adresse [281 g s eyes.chishe enindis.

language
home

catalogue .
order

Welcome to eyes.ch!

about us / The largest selection of contact lens solutions in Switzerland! Cwer 100 products in stock!
This On-Line-Superstore is presented to you by

MARTIN MISCHLER
Wlaster optician S500
Contact lens fiting practice
Avenus de Frontsnex 4 A
(Place des Eaux-Vives)
1207 Geneva

Switzerland

+41227350808

and

Eyes.ch sends regular reminders by e-mail to its clients, making reordering very handy.
Interestingly, the timing of these reminders is not randomized but is based on clients'
calculated consumption speed in such a way that clients receive an e-mail shortly before
having to make a new purchase decision.

Switzerland-based Internet socks retailer BlackSocks.ch (www.blacksocks.ch; see below)
uses another noteworthy strategy: it strongly pushes for recurrent orders, i.e. clients have to
commit to say 12 pairs of socks, which will be delivered one by one at predefined intervals.

The sockscription - there is no easier way to deal with your sock

[ TELEPHCNE NUMEEE:

As a conclusion, loyalty building is especially important because it takes much more effort to
win new clients than to keep existing ones. Therefore, every endeavour must be made to keep
clients and to make sure that they buy as much as possible. In addition, satisfied clients bring
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new clients. In this section, we have seen some effective but low-cost means to build
customers' loyalty.

8. Other useful websites

Some international trade-related websites are so general that they are useful for virtually
every step of the import and export processes. These sites include:

(a) International Trade Centre (ITC) UNCTAD/WTO (www.intracen.org)

The International Trade Centre (ITC) is the technical cooperation agency of the United
Nations Conference on Trade and Development (UNCTAD) and the World Trade
Organization (WTO) for operational, enterprise-oriented aspects of trade development.

Its website has already been mentioned on several occasions. The following sections of its
website are especially useful:

e  www.intracen.org/tirc/: this part is a general presentation of ITC's Trade Information
Reference Centre; it includes:

o Webindex: country profile, market access, market new
o Online trade journals
o Online access to databases

e  www.intracen.org/tradinst/; this part covers, among other things:

o Trade promotion organizations
o Importers’ associations
o Export Credit Finance Directory (FINDATA)

(b) World Trade Point Federation (www.wtpfed.org)

The World Trade Point Federation (WTPF), an international non-governmental organization
established in 2000, grew out of an innovative programme of the United Nations Conference
on Trade and Development (UNCTAD). Through a network of 122 trade information and
facilitation centres, known as Trade Points, the WTPF helps small and medium-sized
enterprises (SMEs) in 80 countries worldwide to trade internationally through the use of
electronic commerce technologies. Its website has actually already been mentioned on several
occasions.

(¢) GuruTrade (www.gurutrade.com)

This site is published by the South African Department of Trade and Industry. It is most
useful as a tutorial and as a general reference (see specifically the section entitled “Trade
Tools Resources®).

(d) www.export911.com is a comprehensive Canadian export-import learning site published
by Export 911. It has many sample documents and mini-case studies.
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(e) Australia Trade (www.australiatrade.com.au) is an Australian site which is very didactic
and especially informative on shipping matters.

Finally, here is a list of practical websites useful for people engaged in international
trade.

e For international dialling codes: www.intelemart.com/Intlcode.htm (published by
Intelemart Corp.).

e  For world time zones: www.timeanddate.com/worldclock/ (published by Steffen
Thorsen).

e  For maps (mostly European): www.multimap.com (published by MultiMap.com).

e For health advices and inoculation: www.who.int/ith/ (published by the World
Health Organization); www.safetravel.ch (published in French by the University
Hospital of Geneva).

e For world weather: http://weather.yahoo.com (published by Yahoo! Inc.).

e For worldwide plugs and sockets: www.interpower.com/pcc/guide.htm. (published
by Panel Components Corporation).

e  For unit conversion: www.export911.com/convert/convert.htm#xConversion
(published by Export911).

e For online (rough) translations: www.google.com/language tools (published by
Google Inc.).

e For plane schedules: www.Amadeus.net (published by Amadeus GTD).

e For booking plane tickets and/or hotel rooms: www.HotelDiscounts.com (published
by Hotels.com); www.Venere.com (published by Venere Net); www.PriceLine.com
(published by priceline.com Incorporated), www.PriceLine.com.hk (published by
Hutchison-Priceline (Travel) Ltd); www.eBookers.com (published by ebookers plc).






