Introduction to MIS

E-Commerce




Learning Objectives

Define e-commerce and describe its advantages,
disadvantages, and business models

Explain the major categories of e-commerce
Describe the business-to-consumer e-commerce cycle

Summarize the major models of business-to-business e-
commerce

Describe mobile-based and voice-based e-commerce
Explain four supporting technologies for e-commerce
Explain social commerce and the reasons for its popularity
Explain hyper-social organizations and their growing
popularity

Explain social media information systems



Internet Business Terms

Electronic commerce (e-commerce, EC)
describes the buying, selling, transferring or
exchanging of products, services or
iInformation via computer networks, including
the Internet

E-business is a broader definition of EC,
iIncluding buying and selling of goods and
services, and also servicing customers,
collaborating with partners, conducting e-
learning and conducting electronic
transactions within an organization




Overview (Con’t)

Pure vs. Partial EC depends on the degree of
digitization involved

= The product can be physical or digital

= The process can be physical or digital

= The delivery agent can be physical or digital

Brick-and-mortar organizations are purely
physical organizations

Click-and-mortar organizations are those that
conduct some e-commerce activities, yet their
business is primarily done in the physical world



Types of E-Commerce

Business-to-consumers (B2C)
= Most newsworthy

Business-to-business (B2B)

m Largest volume
Consumer-to-consumer (C2C)
Business-to-employee (B2E)
E-government

Mobile Commerce (m-commerce) — next
lesson




E-Commerce ?

How far back in time does E-
Commerce go ??77?




Wait....

Don’t look ahead, until you have your
answer |
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E-Commerce “History”

[very brief “milestones” list]

1910 — 15 florists banded together to exchange
out-of-town orders for flowers; Florists’
Telegraph Delivery group (now FTD)

1948 Ed Guilbert and other US Army logistics
officers developed a standard manifest system
that could be transmitted by radio or teletype for

tracking allied cargo since the main roads in

Q(’_A
'/I\’

Europe and Germany were not open
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http://www.youtube.com/watch?v=LW4X3b_j0eE

E-Commerce History

1962 — That same Ed Guilbert developed an E
protocol for sending cargo information between
companies (electronic manifests)

1968 — The Transportation Data Coordinating
Committee is formed to merge industry specific
manifests for all modes of commercial shipping

1969 - ARPANET established - Dept. of Denfense’s
Advanced Research Projects Agency

1970 - EDI Standardized (ANSI X12 in US and
EDIFACT in Europe)

1977 — The grocery and food industry start using EDI

1982 — GM and Ford mandate the use of EDI for
suppliers




E-Commerce History (con’t)

1985 — NSF creates NSFNET using ARPANET protocol

1989 - Tim Berners-Lee of CERN (European Particle
Physics Lab) develops concept of a “world wide web”
and HTML

1990 — Internet transferred to NSF

1991 — The NSF lifts restrictions on commercial use of
the Internet

1993 — Marc Andreesen developed Mosaic browser
developed

1995 — “Netscape” released
1995 Amazon launched by Jeff Bezos




Newsweek 1995

The Internet? Bah!

Hype alert: Why cyberspace isn't, and will never be, nirvana
= By Clifford Stoll@ NEWSWEEK, Feb 27, 1995

After two decades online, I'm perplexed. It's not that | haven't had a gas of a
good time on the Internet. I've met great people and even caught a hacker
or two. But today, I'm uneasy about this most trendy and oversold
community. Visionaries see a future of telecommuting workers, interactive
libraries and multimedia classrooms. They speak of electronic town
meetings and virtual communities. Commerce and business will shift from
offices and malls to networks and modems. And the freedom of digital
networks will make government more democratic.

Baloney. Do our computer pundits lack all common sense? The truth is no
online database will replace your daily newspaper, no CD-ROM can take
the place of a competent teacher and no computer network will change the
way government works.
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Sears Had It ALL

Sears seemed to have everything to be the e-commerce
retailer that dominated the globe

By 1985, they had their own credit card, Discover, to rival
MasterCard and Visa

They had their own insurance company in Allstate

They partnered with IBM to create 'Prodigy,' one of the
first proto-ISPs in 1984, that offered all sorts of online
services (except buying stuff from Sears) years before
the World Wide Web existed

In theory, they were posed to make e-commerce a thing
back in the late '80s and sweep the world in the '90s —
with no chance for outsiders like Amazon to catch on"
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Sears (con’t)

Sears’s sales accounted for 1% of the entire US economy in 1969

Sears' catalog division annually made billions, but the cost of mailing
catalogs that sold low-margin products made the business low profit

"Sears ended their catalog/mail-order business in 1993

m For over 100 years, they had sold everything from hubcaps to houses via
mail order and shipped them all over the country

But also in 1993 Sears dismantled the distribution infrastructure including
failing to keep updated customer lists

When Sears launched its e-commerce site in 1997, it had to rebuild but
began offering in-store pickup of e-commerce purchases even before
Macy's or Target

However, by 2000, its merchandise failed to lure new customers

CEO Eddie Lampert wanted to prioritize e-commerce over department
stores after merging with Kmart in 2005, but the decision led to Sears
stores being neglected, and finally most stores closed and Sears filed for
bankruptcy in 2019
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Market Penetration

W

It took the telephone 40 years to reach 50
million users

Radio - 38 years to reach 50 million users

Cable TV - 10 years to reach 50 million
users

It only took the Internet 5 years to reach 50
million users !!!
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Introduction of TV

[] 1970s

B 1980s
[l First broadcasts were in color
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Market Penetration (con’t)

Time to reach 150

million users:

= Telephone (1876) — 89 years
= Television (1928) — 38 years
= Cellphone (1983) — 14 years ...
= iPod (2001) — 7 years ‘
m Facebook (2004) — 5 years

m IPhone (2007) — under 5
years
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B2B (business to business)

Half of all B2B sales are still done manually

= Such as sales reps processing orders placed via
phone by business customers

This means there is more potential for growth in this
arena

B2B products are more complex that B2C products in
regards to negotiated prices and bundling

Amazon is this arena also via its online business
marketplace; others offering similar service include
eBay and Alibaba

= Services include website building, search rankings, and

International issues such as logistics, tariffs, currency
exchange, etc.
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B2C - On Line Shopping

/5% of US adults shop online at least
monthly

Online shopping accounts for about
30% of all shopping now and 25% of
clothes and 40% of electronics

15% of US malls will close In the next
decade
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E-Commerce Growth

Retail Industry Sales Per Employee (1/92 = 100)

500
= Nonstore Retailers
= Building Materials

400 = C| Ot hin g/ Accessories
wDepartment

300 - General Merchandise

200

100

;;92 1/94 1/9 1/98 1/00 1/02 1/04 1/06 1/08 1/10 1/12 1/14 1/16

Source: Bespoke Investment Group



COVID Efect




Key E-Commerce Players
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MONEY SPENT ON SOFTWARE. DATA, STORAGE.,
AND OTHER FUNCTIONS DELIVERED VIA
THE INTERNET

$150 billion

$120 billion

$90 billion

$60 billion

$30 billion
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Battle for Web $

And others
such as
Microsoft,
IBM, Netflix,
Disney, etc.
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The Value Chain and E-Commerce

Value chain

= Series of activities designed to meet business
needs by adding value or cost in each phase
of the process

Primary activities

= Inbound logistics
= Operations
= Outbound logistics

= Marketing and sales
= Service

Marketing
and sales

Outbound
logistics

Inbound
logist
Operations




Michael Porter’s Value Chain

8 Organizational infrastructure

Human resource management

Technological development

Procurement

Inbound
logistics
Operations
Outbound
logistics
Marketing
and sales
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E-commerce vs Traditional Commerce

Activity Traditional E-Commerce
Commerce
Product information | Magazines, flyers VWeb sites, online
catalogs
Business Regular mail, phone = :
L -mail
communication calls
Check product Phone callls, faxes, E-mail, Web sites,
availability and letters and extranets
Order generation Printed forms E-mail, Web sites
E-mail, Web sites,
Product :
acknowledaments Phone calls, faxes and electronic data
9 interchange (EDI)
Invoice generation Printed forms Web sites




Web Economics
[10 million+ shipments per day]

FEDEX customer service —
customers have a choice:

= 800 Number: 60,000 calls at @ $2
cost per call

mWebsite: 2 million hits @ 4 cents
cost per hit
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B2C E-Commerce Cycle

Five major activities
= Information sharing
= Ordering

= Payment

= Fulfillment

= Service and support




Major B2C E-Commerce
Business Models

Q(,_A
/T:\’

Business model is the method by which a
company generates revenue to sustain itself
= Auction Is a competitive process in which either

a seller solicits bids from buyers or a buyer
solicits bids from sellers

Forward auctions are auctions that
sellers use as a channel to many potential
buyers (ebay)

Reverse auctions are auctions where
one buyer, wants to buy a product or
service (priceline)



http://www.youtube.com/watch?v=gOVh-r03zxQ

Major E-Commerce Business Models
(Con’t)

Electronic storefront is a Web site on the
Internet representing a single store

Electronic mall (cybermall, e-mall) is a
collection of individual shops under one
Internet address

Electronic marketplace (e-marketplace) is
a central, virtual market space on the Web
where many buyers and many sellers can
conduct electronic commerce and electronic
business activities



Major E-Commerce Business Models (Con’t)

E-Commerce Business Models

EC Model

Online direct marketing

Electronic tendering
system

Name-your-own-price

Find-the-best-price

Description

Manufacturers or retailers sell directly to customers. Very
efficient for digital products and services. Can allow for
product or service customization. (www.dell.com)

Businesses request quotes from suppliers. Uses B2B with a
reverse auction mechanism.

Customers decide how much they are willing to pay. An
intermediary (e.g., www.priceline.com) tries to match a provider.

Customers specify a need; an intermediary (e.g.,
www.hotwire.com) compares providers and shows the
lowest price. Customers must accept the offer in a short
time or may lose the deal.

Affiliate marketing

Viral marketing
Group purchasing
(e-coops)

Online auctions

Product customization

Vendors ask partners to place logos (or banners) on partner’s
site. If customers click on logo, go to vendor's site, and buy,
then vendor pays commissions to partners.

Receivers send information about your product to their
friends. (Be on the watch for viruses.)

Small buyers aggregate demand to get a large volume; then
the group conducts tendering or negotiates a low price.

Companies run auctions of various types on the Internet. Very
popular in C2C, but gaining ground in other types of EC.
(www.ebay.com)

Customers use the Internet to self-configure products or
services. Sellers then price them and fulfill them quickly
(build-to-order). (www.jaguar.com)

Electronic marketplaces
and exchanges

Bartering online

Deep discounters

Transactions are conducted efficiently (more information to
buyers and sellers, less transaction cost) in electronic
marketplaces (private or public).

Intermediary administers online exchange of surplus products
and/or company receives “points” for its contribution, and
the points can be used to purchase other needed items.
(www.bbu.com)

Company (e.g., www.half.com) offers deep price discounts.
Appeals to customers who consider only price in their
purchasing decisions.

Membership

Only members can use the services provided, including
access to certain information, conducting trades, etc.
(www.egreetings.com)



Major Models of B2B E-Commerce

Models based on who controls the
marketplace

= Seller

= Buyer

= Intermediary (third party)

= Trading partner agreements




Seller-Side Marketplace

Sellers who cater to specialized markets
come together to create a common
marketplace for buyers

Corporate E-procurement

= Enables employees to order and receive
supplies and services directly from suppliers

= Prevents purchases from suppliers that are not
on the approved list of sellers

= Eliminates the processing costs of purchases



Buyer-Side Marketplace

Buyer, or a group of buyers, opens an
electronic marketplace and invites sellers
to bid

= Helps buyers manage the procurement
process more efficiently, lower
administrative costs, and implement uniform
pricing

= Involves the goal of establishing new sales
channels



Third-Party Exchange Marketplace

Marketplace generates revenue from the fees
charged for matching buyers and sellers

= Vertical market: concentrates on a specific industry
or market (i.e. dairy products)

= Horizontal market: concentrates on a specific
function or business process (i.e. employee
benefits)and automates it for different industries

Intermediary-oriented Marketplace

Buyer 1 Supplier 1 |
Buyer 2 Third Party Supplier 2 |
| Buyer 3 Supplier 3 |

Customer shared Supplier’s
order products products
informat catalogs informati




Trading Partner Agreements

Automate negotiating processes and enforce
contracts between participating businesses
especially in different countries

= Allow business partners to send and receive bids,
contracts, and information needed

m Enable customers to submit documents via the
Internet

Amber Road's cloud-based lradng network provides pre-
established connectivity to supply chain participants around
the globe and manages millions of messages each day.



Selling on the web ?

mWhat sells well and easily
on the Web ?
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Wait....

Don’t look ahead, until you have your
answer |
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What sells well and easily on the Web

ltems sold at a discount or auctions

= Ebay

Items that are easy to buy on line (no doubt
about what you are getting)

= Amazon
Information services

Unique, one of a kind, hard to locate items
= ILS in Memphis

Try a search for your team's product or
service
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Future Shopping

In the future, more “stuff” will be easier to
buy and “try” online

Sophisticated 3-D graphics and artificial
intelligence will bring this about

Everyone will have a 3-D model of
themselves stored either on their computer,
with merchants, or with modeling services

Your 3-D model will try on clothes for you
and let you see what you look like s
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Webbie Tookay

(she can wear whatever Cindy or Naomi can wear, and never gains weight)
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Bodymetrics — www.bodymetrics.com

@ Home InStore AtHome Partnerships Press ContactUs Members Login

(o |

240PM |

L S 7o ‘
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Measured Reality
[http://www.me-ality.com//]

my profile

ocations

shop

In 10 seconds, shoppers can step info a After the size-matching session is Shoppers leave Me-Ality with a custom
Me-Ality Size-Matching Station and find finished, shoppers can see their best- Shopping Guide, listing the exact brands,
their true size. fitting clothing from over 150 brands in styles and sizes that fit them best.

our system.

SEARCH LOCATIONS
WATCH VIDEOS ‘CREATE YOUR SHOPPING GUIDE

s a free service that makes it easy to Ality™ maiches you up with today's hottest sre slways opening new
nd lock geod on your unique as Psige Premium Denim, k often to find & size metching
you

-
500 PM
e m »
P %O T s "
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http://www.me-ality.com/

Bold Metrics

www.boldmetrics.com,

Technalogy  Solutiol

Reduce Returns. Improve

Sustainability. rd ik inf
ike more info

delivering a suite of Machine Learning technologies, Bold Metrics -
) £ - S emailed to

reduces retumn rates by 20% or more. Coupling this with our data,

which is fundamentally changing the way brands design and

manufacture clothes, we are turning some of the world's largest
brands into the world’s most environmentally responsible brands

EXPRESS g = @R

| MaDE-TO RE
Meet your Virtual Tailor

From bespake suiting to tuxedos ta wedding gowns. Save time and resources with detailed body measurement
predictions more accurate than if you were to measure them yourself.

READ MORE

| BRA AILERS
Confidence that converts

Forget about body scanners or awkward selfies. Leverage the industry’s largest collection of body data to
seamlessly reduce returns and increase conversions.

READ MORE

| SIGHTS
Turn data into action

Generate customer-driven body measurement predictions
better manage inventory and much mare.

READ MORE
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Memory Mirror

x4

The Memory Mirror is designed for in-store
clothes shopping, capturing stills and video of
everything you try on

Using simple body gestures, or via a companion
mobile app, you can control the mirror to see
360-degree back and side views and observe
outfits side by side

Your “sizing” information is memorized, so you
can virtually try on other clothes either in the
“mirror” or on your smartphone; even send the
videos to others or their opinions
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https://vimeo.com/user3591752/memorymirror

S

True Fit App

| ®
‘,

73

s |
=

Where to use it: More than 15 retailers, including Gilt, Garnet Hill, and the
online stores of Nordstrom, Lord & Taylor, and Brooks Brothers

Look for: "Find Your True Fit" or "View Fit Details" on the page of your
selected garment on the retailer's website

Men or women: As with most of these tools, True Fit is offerred mostly for
women's apparel. But you can find it at a good number of men's retailers
too. Those include Arc'Teryx, Belk, Macy's, and Guess. Nordstrom offers
the tool only for women's clothes; Lord & Taylor offers it for women and
men.

How it works: First, select your body type, then provide some information
about a brand you like, including sizes you wear in pieces you own. That's
it! It will tell you the size you need for the selected garment—and it will
save your information for future shopping. Every time you shop for a True
Fit-rated product, your recommended size will pop up, along with
information on how well the garment will fit you in the bust, waist, or hips.
Also, you can browse items that offer True Fit ratings (we found more than
3,000 at Nordstrom.com)
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UPCLoad App -

s designed © Te Nps.

Where to use it: More than 20 retailers, mostly
International; U.S. sites include The North Face and
QVC

Look for: "Size Adviser" after you select the garment.

Men or women: On thenorthface.com the tool is
offered for men's and women's apparel

How it works: Enter your height, weight, bra size, and
age. The tool matches your body's dimensions to the
garment, taking into account the fabric, style, sizing,
and other variables

= Then the Size Adviser gives you the results, including
best size to buy and how the item is likely to fit you
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VirtuSize App

Where to use it: More than 30 retailers, mostly international, including Acne
Studios, Asos (its U.K. site), and Esprit.

Look for: "Virtusize" or "Fit Visualizer" on the retailer's website.

Men or women: Esprit is offering it on select women's styles. | Love Ugly is a
New Zealnd Men's retailer offering the tool. Other retailers offer it mostly for
women's apparel, but some of the overseas stores—such as Asos, Acne, and
Monsoon—include a few men's styles.

How it works: This tool compares the size of a garment you already own to
the size of the garment you would like to purchase. You can either find an
item you own that's already listed on the site, or measure something you
have in your closet and enter the information. Our reporter picked a skirt from
her closet and entered its waistband measurement (across the skirt when laid
flat, not her waist measurement) and the distance from waist to hem.
Virtusize then showed a silhouette of the skirt she was considering overlaid
on an outline of the skirt she already owned. You can click into different sizes
to see how each one stacks up against the already-owned sample garment.

You then choose your size based on the comparison.
Copyright — Dan Brandon



ShoeFitr App

Where to use it: More than 30 sites, including Heels.com, New
Balance, Nordstrom, and Shoebacca.

Look for: "Show me how it fits!"
Men or women: Both.

How it works: Shoefitr used 3D scanners to analyze shoes
from hundreds of brands. It uses the data to show you how a
particular shoe will fit and to recommend the best size for your
feet. You answer just a few questions, such as, What size do
you usually wear in a similar-style shoe? Do you usually have to
go up or down a half-size when your shoe size varies? Then it
not only tells you what size your should buy, but also shows you
a graphic of how that particular one will fit compared with the
average shoe of this size, how the arch compares, and how
much toe room the shoe provides.
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What are the benefits of e-
commerce ?
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Wait....

Don’t look ahead, until you have your answer !
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Benefits of E-Commerce
[better, cheaper, faster]

Benefits to organizations
m Makes national and international markets more accessible

= Lowering costs of administration, processing, distributing, and
retrieving information

Gathers more information on potential customers
Increases customer involvement

Improves customer service

Offers personalized services and product customization

Benefits to customers

= Access a vast number of products and services around the
clock — 24/7

m Access sellers around the world
= Creates price transparency




Disadvantages of E-Commerce

Disadvantages

= Not everyone has internet access

= Not everyone has high speed internet
= Handicaps may hinder internet usage
m Returns

= Bandwidth capacity problems

m Security and privacy Issues

= Acceptance




E-Commerce Supporting
Technologies

Several technologies and applications
support e-commerce activities

= Electronic payment systems
= Digital marketing

Web marketing

Mobile marketing
= Search engine optimization




Electronic Payment Systems

Electronic payment
= Money or script that is exchanged only electronically
= Includes credit cards, debit cards, smart cards, e-cash, e-
check, digital (crypto) currency
E-wallets: available for most handheld devices
= Offer a secure, convenient, and portable tool for online
shopping
= Store personal and financial information
Paypal: popular online payment system used for many
online transactions
= Users with valid e-mail addresses can set up accounts and
make secure payments

Crypto-currencies (Bitcoin, etc.)



Electronic Payment Systems (con’t)

Cashless paymont
system

Payment timing

type

Credit eard

| Form of payment

; IC chip card
| {eonnection 1C chip)

Credit
» (deferred)
Post-pay electionic
monoy
ISA touch)
L) Debid(instant) Debit card
-l’mpnid
card (telephone)
> - )
< Kropil o Prepaid  electronic

money (Edy, suica)

Network electronic
> money
(IC telephone card)

Manual input or
prervegistered card
information

)- 1C card type lincluding
| L cell phone)

/ (Connection 1C chip)

In-vehicle use

ansnt

Transaction whore
the IC chip eard
L information is voad

NN

| Transaction  where |
the IC chip card|
mformation is road |

L {EMV transaction)

Post payment by
reading a separvate 1D
using the on-board
unit (ETC user no)
Internet-shopping-
type transaction

POV S

Touch card to reader
(scanner)

_ Insert card into

Papoer/magnotic M
—* card type

IC card (include
mobile phone)

\ Servertype plastic .

| replica
Network type

reader

1 Insert eard into
reader

i Touch card to reador
(touch type IC chip) (seanner)

User ID and PIN
input required



Web Marketing

Uses the Web and its supporting technologies
to promote goods and services

Examples of web-marketing tools
= Search placement payments
= Web ads

= Pay-per-click (ads for a company shown on
other organizations web sites)

= Social media
= Intelligent agents
= Push technology

4. PAY PER

/é ~CLICK-
7 -

7 ’/’



Mobile Marketing

Popular mobile marketing strategies
= App-based marketing

= [n-game mobile marketing Mobile 01
= Location-based marketing e
= QR codes O '_Eii

m Mobile search ads ﬁa::a:_ﬂ

= Mobile image ads

= SMS (Short Message Service) and MMS
(Multimedia Messaging Service)



Search Engine Optimization

Method for improving the volume or quality of
traffic to a Web site

= Higher ranking in search results generates more
revenue for a website

= Includes technigques facilitating search engines to
find and index a site for certain keywords

.ﬁnal

Ide fy g Keywo rd

SEO

PROCESS -

M rketing & On-site Coding &
nk Bu 'd ng Implementation

Speed & Site Copywriting &
erformance Implementation



Limitations of E-Commerce

Technological Limitations
= Security issues

= |nsufficient telecommunications bandwidth
= Expensive accessibility

Non-technological Limitations
= Perception that EC is insecure
= Unresolved legal issues
= Lacks a critical mass of sellers and buyers
= Taxation and regulation problems

m Returns and allowances (now 2"4 most important
Issue for customers)




E-Commerce Returns

30% of web orders returned
= Only 9% return at traditional stores
Return Prepaid Label

= Smartphone return bar-codes (do not have to print label)
Just show to clerk at UPS or FEDEX stores

“Brick n Click” — return to nearest store
= 58% of customers prefer this

New FEDEX return service at their stores
Return at “partner” stores e :
Return to “lockers”
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Doing E-Commerce Right !

How Amazon Keeps Cranféing

No. 5 Itled a revolution in books. Now it sells toys and toiletries too. But analysts say the $34 billion
2 king of e-commerce is just getting started. Led by CEO Jeff Bezos, Amazon made a high-profile
debutin the top five of Fortune’s Most Admired Companies ranking. Here’s why. by Scott Cendrowski

' YIH
I

Sirst

INNOVATE

Critics soid the Kindle would never be oble tc com-
pete with Appie, but Amazon’s handheld e-reoder is
o runowaoy hit. The company sold 7 million Kindles
last year, analysts estimate, making it Amaozon's
bestselling product. Thot's fewer than Apple’s

15 miliion iPads, but the Kindle has aliowed Amozon
to stoke out an earfy lead in e-books: Since 2010, it
has sold three times as maony e-books as hordcov-
ers, and it dominates the fast-growing new market.
"By creating the hardware, they almost creoted the

OFFEHRSERVICE

industry.” says Morgan Staniley analyst Scott Oevitt. SERVICE. S VICE

INOLESALES Serviceisallinretail; Amazon's

IN MILLIDNS OF UNITS® customer-centricapproachhas
e e cometorival longtime retail leg-

ends like Nordstrom.Amazon's
customer service(along with
its subsidiary Zappos's)ranked
higherthan any otherretailer’s,
accordingtoarecent National
Retail Federation survey(Nord-
stromwas No. 8).Amazon
Prime, which offersfree
shipping fora $78 yearly fee,
isahitwithcustomersanda
way forAmazonto boostrepeat

COMPANY SNAPSHOT / HEADQUARTERS SEATTLE EMPLOYEES 23,700 THE BUSINESS FOUNDED s;lgs acrossits ca'tegorleg-—a
IN1994 BY JEFF BEZOS AS AN ONLINE BOOKSTORE ONLY (REMEMBER?), AMAZON ISNOW THE INTERNET'SLARGEST RETAILER. difficultfeatforonline retailers.

‘as ‘10 %
*estimates from Barclays Capital
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Amazon (con’t)

Amazon controls 40% of E-commerce in the US
It conducts more product searches than Google

It controls almost Y2 of the commercial cloud
computing business serving everyone from
Netflix to the CIA

It is responsible for over 40% of book sales and
1/3 of the market for streaming video

More than 2 million small business use Amazon
to sell their products
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AMAZON'S FORTUNE 500 RANK ANNUAL PROFITS

L2 T $12billion

100 2020 LIST:

200

2002 2005 2010 2015 2020 2001 2005 2010 2015

BREAKDOWN OF AMAZON REVENUES

SORRCE B OCMVMERG

$1.6 BILLION ——

TOTAL REVENUES ——o
IN 2018. U
£280.5 BILLION s1a1
+
s17.2
$750 BILLON - B
OTHER ——= - S1.2
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Third Party Sellers

Third party sellers move billions of items via
Amazon — about 60% of Amazon’s business
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Amazon’s 14 Leadership Principles

Customer Obsession
Leaders start with the customer and work backwards. They work vigorously to earn and keep customer trust.
Although leaders pay attention to competitors, they obsess over customers.

Ownership
Leaders are owners. They think long term and don’t sacrifice long-term value for short-term results. They act on
behalf of the entire company, beyond just their own team. They never say “that’s not my job.”

Invent and Simplify

Leaders expect and require innovation and invention from their teams and always find ways to simplify. They
are externally aware, look for new ideas from everywhere, and are not limited by “not invented here”. Because
we do new things, we accept that we may be misunderstood for long periods of time.

Are Right, A Lot
Leaders are right a lot. They have strong judgement and good instincts. They seek diverse perspectives and
work to disconfirm their beliefs.

Learn and Be Curious
Leaders are never done learning and always seek to improve themselves. They are curious about new
possibilities and act to explore them.

Hire and Develop the Best

Leaders raise the performance bar with every hire and promotion. They recognize people with exceptional talent
and willingly move them throughout the organization. Leaders develop leaders and are serious about their role
in coaching others. We work on behalf of our people to invent mechanisms for development like Career Choice.

Insist on the Highest Standards

Leaders have relentlessly high standards — many people may think these standards are unreasonably high.
Leaders are continually raising the bar and driving their teams to deliver high quality products, services and
processes. Leaders ensure that defects do not get sent down the line and that problems are fixed so they stay
fixed.
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14 Leadership Principles (con’t)

Think Big

Thinking small is a self-fulfilling prophecy. Leaders create and communicate a bold direction that inspires results.
They think differently and look around corners for ways to serve customers.

Bias for Action

Speed matters in business. Many decisions and actions are reversible and do not need extensive study. We value
calculated risk taking.

Frugality

Accomplish more with less. Constraints breed resourcefulness, self-sufficiency and invention. There are no extra
points for growing headcount, budget size or fixed expense.

Earn Trust

Leaders listen attentively, speak candidly, and treat others respectfully. They are vocally self-critical, even when
doing so is awkward or embarrassing. Leaders do not believe their or their team’s body odour smells of

perfume. They benchmark themselves and their teams against the best.

Dive Deep

Leaders operate at all levels, stay connected to the details, audit frequently, and are sceptical when metrics and
anecdote differ. No task is beneath them.

Have Backbone; Disagree and Commit

Leaders are obligated to respectfully challenge decisions when they disagree, even when doing so is
uncomfortable or exhausting. Leaders have conviction and are tenacious. They do not compromise for the sake of
social cohesion. Once a decision is determined, they commit wholly.

Deliver Results

Leaders focus on the key inputs for their business and deliver them with the right quality and in a timely fashion.
Despite setbacks, they rise to the occasion and never compromise.
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Shopify

This e-commerce platforms helps
business set up and maintain their
online stores

Provides a free trial period

Now it's customers collectively make up
the second largest e-commerce retailers
In the US
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Shopify (con’t)

A\ shopify

Sell online with Shopify

Trusted by over 1,700,000 businesses worldwide

Try Shopify free for 14 days. no credit card required. By entering your email. you agree to
receive marketing emails from Shopify.

Copyright — Dan Brandon



Social Issues In E-tailing

Channel conflict with regular distributors is faced by click-and-
mortar companies when they sell directly to customers online

= Multichanneling is a process that integrates a companies online and
offline channels

Order fulfillment includes not only providing customers with what
they ordered and doing it on time, but also providing all related
customer service (including returns)

Social Issues (disintermediation)
Storefront losses
State/Local sales tax loss

Job losses
If your job title has the words “agent”, “salesperson’,

“representative”, “broker”, or similar in it, then you may be out of a
job in a few years !




E-Commerce Processes

Order
Processing
* Credit Card * Time to Ship
Authorization _
- Velocity
* Processin
Services
* Inventory :
Availability - Gift Wrap
. Supp”er - ContinUity
Connectivity Gifts/Card
* Security - Reminder
-Order Services
Transmission * Inventory Turns
* Inventory
Levels

User

Shipping Experience

* Express * Intuitive User
Interface
* Deferred _
* Online
* Ground Information
Availability

* International
« Community

- Import, _
Export * Proactive Order,
Mgmt. Shipment

Notification
* Tracking
* On Time
Delivery

» Easy Access
to Customer
Service

Returns
Process

» Seamless
Returns
Process

» Speed

* Return
Visibility and
Replacement

* Shipment

Account
Security


http://www.youtube.com/watch?v=lWW5TAVQtLw

Credit Card Purchasing

CUSTOMER MERCHANT

iil
. - 3
1 ‘~_ ..-’»—
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4 3
\ »
y

Card Issuer Bank (Server) Merchant's Bank
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Retall in the Future
[Kiplinger Letter 1/15/2021]

The COVID-19 pandemic will end evenntoually.

Its efiects on retail are here to stay, though.
E"ﬁ“;;{h B The obwviowus change: The shift to e—commerce
¥ - sparked by consumers buying from home...

a trend already under way but turbochargecl by COWVID.

Note the trends within this trend. Shoppers
aren't just buying more stuff online. What they oy

and how they buy 1t and from whom are changing fast.
itui TNOT 1
at the expense of individual retailers that sell themnm.
Folks browsing online are often looking for a brand
and don't care which store sells it. More and more,
they are buying directly from that brand...no retailer
irn1 the middle. Nike now gets 30% of its sales this way.
Cnline advertising and buyving are merging.
Consumers who browse products on, say, Instagram
are increasingly also buying via the Instagram app.
Live-streamed ads are stasrting to resemble TV shows,
except viewers can buy right from the program...
an online take on old-fashioned T infomercials.
So-called shoppable videos are already big inn China,




Retaill in the Future (con’t)

More sellers are aping Amazon’s model of charging for premium service
via Amazon Prime. Walmart+, a $98/year membership, provides free, fast shipping.
Premium stre:aming TV channels are surging. Ditto, paid fitness apps...bad for gyms.
When it comes to online advertising, new juggernauts are emerging:
Amazon, Instacart and Walmart. The established ad behemoths, Google
and Facebook, aren’t going away. But the three newcomers have a powerful edge:
_L::is_ﬂf.da_ta_ahcrut the:a_t cuatnmem._shnp.pmg ]:Lahl_t;s W]JJ.ﬂb_El,dEELﬂEErE r:.mn?_t_.___.__.

to make online transactions easier and more secure. F'EI.}"P-EI.I is tup dng in paymenta
with Square, Stripe and Klarna also big players. But services from Apple, Google,
Samsung and Amazon are all growing in popularity, especially among young folks.

Still, phvsical retail isn't dead. There are ways to adapt to the new landscape.

Going online doesn’t have to breal the bank. Shopify offers small retailers
the software and tools to run an online store for under $100 per month, for instance.

Also., physical stores have an edge: Proximity to customers. And increasingly,
folks are willing to go to a store to pick up an online order...it's fast and more secure
than packages left on doorsteps. (But it must be easy and guick to entice shoppers.)
Handling returns of online orders from other retailers can also be a good business.
Kohl's takes retm'ns fc-r ﬂmaza::n fmr e:-:ample Dmng 20 I:-rmgs in more fe:n::t tr:a.t‘ﬁn:r

with mobile apps that h&lp fnlks nd itemns fast a_ﬂ{i ﬂ'lﬂl'l skip the checknui_hne
a bid to make shopping in person nearly as convenient as online buying has become.



Future Physical Stores

Shoppers generally will visit physical stores for:
= Experience (i.e. try on) product

= Pick up product ordered online

= Return merchandise

Stores will employ “minimum local inventory”

= Only one item is kept in stock (for each size)

= After finding “fit", item is shipped from warehouse to
your address

de LEGDAY. Shap Now n

25% OfF Select Pants, Use
N7
-
e
.
v < —

- J 25% Off Select
v LWy Pants
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Introduction to MIS

Building a Business
Website




Z \

(
Organizing a Business Website cf..’

N

Just like building a house, it pays to take some time
and carefully plan a website

On the main web page have only:

= Company name

= Logo (“identity” & “brand”)

= “Eye Catchers” (“New”, “Free”, “Win”, “Contest’, ...)

= Links to the rest of your site

= “Sales Hooks” (“Discount”, “Sale’”, ...

Have the links logically arranged (like in a row or
column):

= Near the top middle or On either side

Copyright - D. Brandon, Ph.D., PMP


http://www.youtube.com/watch?v=rvhqdA-Gp1w

Typical Website Design Layout

Home Page
Company Products or Customer
Profile Services Service
About us Contact Refer- Product Product How to Speak to Check
Info ences 1 R N Order Rep on Order

Copyright - D. Brandon, Ph.D., PMP



Website Design Example

Faving Beauty Web Page Plan

Home Page
Raving Beandy Frofile Froduits CustoTner
Service
T.maticke Shadowr
Eye COrder fonn ‘ Survey Cordact
Mission Core Cortact —— Fonn Service
. Hail Palich Fep
Staternert Wahies ] Perfinne
Fefmd Shipping
Policy Tc e




Website Design Example

SHuntnoll odoes Hebote Plan

Home Mol ome
Compane Hwmohin I xairangr
POk fandcur
I I I I
Crmdad Trnmded Hmdingr it Tho o'
Lodm ChotHe 1
I . 1
Tk FPacks s
Thaikr FPachsmr
Eoom Crxomaps S
Eakr Corporain
Cro e
Eatur amal oo forx
Fcr Tl
Hared D g Pl d
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Website Design Example

Mew to Yoga Ashtanna Postures
|What i roga? | E'nge |
| Caobra |
|R-:u:|t5 Df‘r’ugal | Brandes | |What is Q@b\tﬁml |
| Corpse |
|
| Dog)f Cat |

| Forward Bending |

Half Shoulderstan

| Head to Knee |

| Mountain |

|
| Triangle |

| Warrior IFII |

| Sun Salutation |

Yoga Supplies

| Mat= |

| Props |

| Videoss/Books |

Men |

Wi armEn |

Carnizole



WebSite Design

Home Page @

M ome

n -

‘ Creating an
Account

Passwerd

@ Mission/Vision

isien'

@ sources



SmartArt in Excel, Word, or PPT

BHS & &-

HOME INSERT

FILE

PivotTable Recommended Table
PivatTables

Tables

AL -

PAGE LAYOUT

FORMULAS

B B o leym

Pictures Online

Pictures B+ Screenshot -

Mlustrations

W 0 o=l O N b L) b e

R = TR~ T TR S S S
(=T« I = ¥ R L I = |

)
(=)

Book2 - Excel
DATA REVIEW VIEW
. = I RE=R n EE 1 E e
ﬁ&tore Bing Maps I ?? M- - i"- I nm ] Y
] . . . . . .
Recommended PivotChart  Power Line Column Win/  Slicer Timeline
& My Apps - [ People Graph .
i H F F Charts " I— M View Loss
Add-ins Charts la Reports Sparklines Filters
4 3 - —
Choose a SmartArt Graphic l&u
Al st g
% Process o —
{-‘:P C}rc'e E - -
o5y Hierarchy :{ [ |
Ed Relationship g
q& Matrix I
A Pyramid A
Basic Block List
Picture o-s-0- O @ a- Use to show non-sequential or grouped
@ Office.com — — — 1 blocks of information. Maximizes both
' horizontal and vertical display space for
shapes.
NN Eig .
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Web Design in VisIo

H Project2 layout.vsd - Microsoft Yisio _:]ﬂi(j
5 File Edit View Insert Format Tools Shape Organization Chart  Window  Help Typeaquestionforhelp + - & X
D-BHIERIVE 4 RAXI -0 - AR L-A-8 - @

: arial -12pt.-|nzg|§§|ﬁvg.&.|§- it

Shapes x PP P P P

Search for Shapes: : e e | I | i

Type your search here B T Ffewmﬂe‘jm' B Vhat's Hot? . Reviews - Release Dates P | LoginRegster

[ Borders and Titles (US units)
[ Backgrounds (US units)
 [A Organization Chart Shapes (US. ..

: 'FutureReIease‘ [ 1L7

Popular Titles Dates

7 Upcoming PC N T
Tournaments A EE P, ShoutBox

( BluTech Forums I

~{[4 « » nf\ Page-1 / |« »




Gliffy — Free Drawing Software

[www.gliffy.com/]

gliffy oon. QEEKETD

Newest Headlines: Oct 26 2011: Gliffy 4 conveniently available in Atlassian's new OnDemand service

Let's get started: Try it now free

Create great
looking diagrams
now — freel!

Easily create professional-quality flowcharts,
diagrams, floor plans, technical drawings, and more!

Save Thousands Compared to Visio

Gliffy's intuitive drag-and-drop interface combines the power of
traditional desktop software with the lightweight, low leaming
curve and flexible features of today's most popular browser-
based applications.

No Compatibility or Access Issues
Gliffy works through your web browser: it's Mac and PC friendly.

Easy to Use
Just drag-and-drop shapes from an extensive library and point-and
~click your way to format. No expertise needed

Collaborate Instantly with Anyone
Whether you use Gliffy as a plugin or online, share and collaborate
on your diagrams instantly.

= ]
-
@ = = s> B
‘ @P=m == 0 5 Tt )
— =
== &
~~<LE —~ s
Flowcharts SWOT Charts Network Layouts Venn Diagrams Org Charts
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Lucid Chart — Free Drawing Software
[https://www.lucidchart.com/]

© 55 3% Banner @ Kroger [§ DAN % eFollett| 4 Khan Academy ) CBU Cafe ads SAM

http:, www.efollett.com/.

Google [l MapQuest @ amazon @I Yahoo! 3 Email Search [l Emie |y Hulu Wi Moodle £ Schedule \X/ Wikipedia

Diagrams Done Right.

We have rethought and redesigned the
entire diagramming process to make it as
easy as possible. Make flow charts,
wireframes, mind maps, and org charts.

Try it now =» Sign up free =

Lucidchart in 60 seconds Lucidchart for Google Drive Lucidchart for Google Apps
Watch the overview video =» Integrate instantly =» Install for your domain now =»

S : . r
\ U works with ~
| Google Drive Google
ta )

- 2
Z oneny & (@ Google EMC Y Doy

Lucidchart About Community Partners

Tour Team Forums Google Apps
Examples Press Gallery Google Drive
Pricing Terms Tutorials Confluence
Customers Privacy Developers JIRA

Jobs Contact Education Jive

© 2012 Lucid Software Inc.

oy SO8PM I
= 3132013

@lelso o

S G ])
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Website Design Issues

Who are your main users ?
What do they need to see/do ?
mUser scenarios
= Content needed
= Relative priority

Copyright — Dan Brandon



Who Will Be Your Customers ?

MILLENNIALS GENERATION X 1 PERCENTERS BABY BOOMERS DINKS

Born from about 1982 to 2004, they The one-time slackers, born from Their Champagne wishes and Born from 1946 to 1964, they're Dual income, no kids couples, an
started entering the workforce just 1965 to 1982, are all grown up caviar dreams came true! finally aging out of their prime offshoot of the 1980s yuppies,
as jobs went south (with bills and kids to prove it)

consumption years

are still around—and shopping
— n

About
10 percent of
the super ridh's
. money goes to
passion purchases
like art and ) —
jewelry f Almost
! a quarter of
women age 40-44
with master's
manstream stores i are childless
like Old Navy
or Kohl's

Wedded How much
to phones and oxtra cash do they B8
apps, young con- have? Raising a
sumers are the v ; They R child born in 2013
biggestfans of account fee 4 X (] costs $245,340
mobile shop- 19 percent of bl
ping the value of denim
\ sales, less than
millennials and
s
Outdoor Voices

They
control about
70 percent of LS,
disposable income;
Thay : « A a lothi:;pont on
like to hit 3 3 thelr pets
the road, taking 3 |1 .
4.2 trips per year, ¥ 2
<ompared with 2.9 N
trips for older & Since
generations 82 percent
I of Gen Xers awn
homes, gadgets like
Nest thermostats
are popular pur-
chases

L,
31 million-plus, is
espacialy hot
now
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Design Guidelines

Design guidelines (consistent with
vision/mission)
Use graphics tuned to your audience

persona(s)

= If you are selling skateboards, bright and neon colors
with flashy images are appropriate

= If you are selling insurance to senior citizens,
conservative colors and sophisticated fonts would be

appropriate
Conservative : www.ups.com
Modern: www.fedex.com
Bold: www.hothothot.com

Copyright - D. Brandon, Ph.D., PMP



UPS Home Page
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Web Site Planning & Design Questions
[to be answered for ABC & for your project]

How will you communicate your brand? (if applicable)
What content will make this site unique and attractive?

Should the site include some form of entertainment to
keep people interested?

Should a “community” be built through message boards,
memberships, chat areas, and special interest areas?

Should the site include a help section that allows users to
provide feedback and contact the organization?

Should the site include product pictures and descriptions?

Should the site include descriptions of services, fees, and
related information?



Outlining & Prioritizing Content

How important is this information or category?

What are the objectives of this category of
Information?

Is this content of general or special interest?
How should this information or category be accessed?

Should this information be on the home page, or
buried deeper Iin the site?

Will this information change or remain static?

How will these categories be related? Where do they
belong in the linking scheme?

Does this information belong in a sub-category of
another section?

Copyright - D. Brandon, Ph.D., PMP



Content Evaluation Example

welcome statement

catalog pages

message board

logo/=logan

research tips

chat roorr

primary navigation links

membership form

famaous quotes

daily content

membership infarmation

suggestian
IIhDHII

dynamic content that's user-
specific

information on upcoming features

special promotions

information about the
company,/FAQ

contact information

transaction policies




“Compelling” Content

Aesthetically appealing
Imagery

Credentials, awards, etc.

Major references & testimonials

Say what you can do for your
customer, and why you are so good
at it

Copyright - D. Brandon, Ph.D., PMP



Usability

Learnability: How easy is it for usersto
accomplish basic tasks the first time they visit the
site?

Efficiency: Once users have learned the site, how
quickly can they perform tasks?

Memorability: When users return to the site after a
period of not using it, how easily can they
reestablish proficiency?

Errors: How many errors do users make, how
severe are these errors, and how easily can they
recover from the errors?

Satisfaction: How pleasant is it to use the site?

Copyright - D. Brandon, Ph.D., PMP



Aesthetics & Art

Q(
,{F
R

Proper use of “elements of design”:
= Lines, directions, shapes, size, texture, color

Proper use of “design principles”:

= Repetition, alternation, harmony, gradation, contrast,
dominance, unity, balance

Gestalt Principles [the human mind perceives things

primarily by context]:

= Figure, ground, similarity, proximity (contiguity), continuity,
closure, area, symmetry

Multimedia integration: graphics, still images, moving
graphics (animation), moving images (video), sound

Copyright - D. Brandon, Ph.D., PMP


http://www.youtube.com/watch?v=vPO7lDZbcfA&feature=related

Visual Perception

A ” B

. G

‘( [
v

A N
W\

pr
~

\'\l ‘/ v e

For instance, a triangle is perceived in picture A, though no

triangle is there

In pictures B and D the eye recognizes disparate shapes as
"belonging" to a single shape

In C a complete three-dimensional shape is seen, where in

actuality no such thing is drawn
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Gestalt Principles

sirmilarity |

> $ I pAN Fy

A

closure Prosimuity continuation figure and growund
{tree within the letter "A")

Proximity Similarity Enclosure Symmetry
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Closure Continuity Connection Figure & ground
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Gestalt Principles (con’t)

Law of Proximity—The law of proximity states that when an individual perceives an assortment of objects they perceive objects that are close to each other as forming a
group. For example, in the figure that illustrates the Law of proximity, there are 72 circles, but we perceive the collection of circles in groups. Specifically, we perceive there
is a group of 36 circles on the left side of the image, and three groups of 12 circles on the right side of the image. This law is often used in advertising logos to emphasize
which aspects of events are associated. 1415

Law of Similarity—The law of similarity states that elements within an assortment of objects are perceptually grouped together if they are similar to each other. This
similarity can occur in the form of shape, colour, shading or other qualities. For example, the figure illustrating the law of similarity portrays 36 circles all equal distance apart
from one another forming a square. In this depiction, 18 of the circles are shaded dark and 18 of the circles are shaded light. We perceive the dark circles as grouped
together, and the light circles as grouped together forming six horizontal lines within the square of circles. This perception of lines is due to the law of similarity./!

Law of Closure—The law of closure states that individuals perceive objects such as shapes, letters, pictures, etc., as being whole when they are not complete. Specifically,
when parts of a whole picture are missing, our perception fills in the visual gap. Research shows that the reason the mind completes a regular figure that is not perceived
through sensation is to increase the regularity of surrounding stimuli. For example, the figure that depicts the law of closure portrays what we perceive as a circle on the left
side of the image and a rectangle on the right side of the image. However, gaps are present in the shapes. If the law of closure did not exist, the image would depict an
assortment of different lines with different lengths, rotations, and curvatures—but with the law of closure, we perceptually combine the lines into whole shapes.[14I15116]

Law of Symmetry—The law of symmetry states that the mind perceives objects as being symmetrical and forming around a center point. It is perceptually pleasing to
divide objects into an even number of symmetrical parts. Therefore, when two symmetrical elements are unconnected the mind perceptually connects them to form a
coherent shape. Similarities between symmetrical objects increase the likelihood that objects are grouped to form a combined symmetrical object. For example, the figure
depicting the law of symmetry shows a configuration of square and curled brackets. When the image is perceived, we tend to observe three pairs of symmetrical brackets
rather than six individual brackets. 4115

Law of Common Fate—The law of common fate states that objects are perceived as lines that move along the smoothest path. Experiments using the visual sensory
modality found that movement of elements of an object produce paths that individuals perceive that the objects are on. We perceive elements of objects to have trends of
motion, which indicate the path that the object is on. The law of continuity implies the grouping together of objects that have the same trend of motion and are therefore on
the same path. For example, if there are an array of dots and half the dots are moving upward while the other half are moving downward, we would perceive the upward
moving dots and the downward moving dots as two distinct units./*”

Law of Continuity—The law of continuity states that elements of objects tend to be grouped together, and therefore integrated into perceptual wholes if they are aligned
within an object. In cases where there is an intersection between objects, individuals tend to perceive the two objects as two single uninterrupted entities. Stimuli remain
distinct even with overlap. We are less likely to group elements with sharp abrupt directional changes as being one object./*

Law of Good Gestalt—The law of good gestalt explains that elements of objects tend to be perceptually grouped together if they form a pattern that is regular, simple, and
orderly. This law implies that as individuals perceive the world, they eliminate complexity and unfamiliarity so they can observe a reality in its most simplistic form.
Eliminating extraneous stimuli helps the mind create meaning. This meaning created by perception implies a global regularity, which is often mentally prioritized over spatial
relations. The law of good gestalt focuses on the idea of conciseness, which is what all of gestalt theory is based on. This law has also been called the law of Pragnanz./*
Pragnanz is a German word that directly translates to mean "pithiness" and implies the ideas of salience, conciseness and orderliness.!

Law of Past Experience—The law of past experience implies that under some circumstances visual stimuli are categorized according to past experience. If two objects
tend to be observed within close proximity, or small temporal intervals, the objects are more likely to be perceived together. For example, the English language contains 26
letters that are grouped to form words using a set of rules. If an individual reads an English word they have never seen, they use the law of past experience to interpret the
letters "L" and "I" as two letters beside each other, rather than using the law of closure to combine the letters and interpret the object as an uppercase U.X
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Website Design Process Simplified

Overall design
User personas
User scenarios (from requirements & interviews)
Prioritization

Storyboards (and focus group review thereof)
Common “look & feel”

= Common navigation

= Common background, images, color, fonts, etc.
Detail page design
Page implementation
Focus group review

Q(A
i
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http://www.youtube.com/watch?v=FUigfzI-7Yk&feature=related

ldentifying User Personas

Persona 1: Suburban Moms
Mame: Jennifer Spear

Age: 36

Status Married with 2 kids

Jennifar is @ busy, stay at home mom from

San Bruno with thres kids and a husband who

is conztantly an the road for work, She barely has
ancugh time ta get up, feed the kids, and get them
aff to schaal. The weekends are usualy reservad
far gaing to Costoo to keep her brood well fed and
suppliad for schoal, Jennifer is active on Facebook,
Finterest, and Etsy. She likes to interact with her
frerds arline end purcheses tems online from tme
o ime whan she knows exacthy whal she wants
She is familiar with Costoo’s and Sam's Club apps
but thinks that thelr Interfaces are hard 1o use. She
waniz a mobile solution that will deliver her greal
praducts and save har time along the wing

Persona 2: Young Couples
Mames: Mary and Phillip Jones
Age: 27 and 29

Flatus: Married far 1 year

Mary and Phillip are 8 young and upcaming

couple from Woodbridge, New Jarsay, Thay both
wark imthe biopharma Industry and endure
blistaring lorng hours at the office. Both are avid apo
dovwwnlgaders and ane alveys Curious Lo try Gt e
latest ard greatest They are Boxed enthusiasts

but hawve been disappalnted by the lack of varlety In
product afferings. They also go 1o Costos 1o buy
thair househald goods but ane frustratad by the
lang lines and crowds. They tend to leave with a
myriad of praducis that they really don't need or
particularly want Mary and Phillia want an apd that
can take the hassle out of bulk geods shopping,
whille alowing the senvice to be customized to their
biugy lifestyle,
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User Scenarios (Use Cases)

4

Case 1: In-Store Experience

This first usecase pxamines how the app will serve
cuslomers while they are in-stare, This use-case
prasants an oppartunity 10 Relp users makea their
In-store visists as quick and comvenlent as possible.
By leveraging In-stare maps, product finders, and
gamification, the app makes tha in-slom experans
o5 painkess and enjoyoble a5 ever before.

Case 2: Browse Online

This second use case examines how the app will
help users who are browsing cnline and lacking 1o
make purchases an-the-go or in the camfort of thair
own hame. Using seamless UK patterms and
stunring visuals, this use case focuses on
simpilying the ransaction procass, We will
incorporate & persanallzed home screen filled with
presdously baught Hems and curated suggesti oms.
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Modern Web Development Environment

[Program Design/Coding as well as Content Management]

Software Development

SR Software Programmer QA L
Analysts 9 Engineers Managers

Llfecycle Tools

!

Llfecycle Tools

//' \\

Business Graphic Product Executive Webmasters
Managers Designers Managers Officers

Web Content Development




Modern Web Development
Environment

DILBERT By Scott Adams

< T
T
o

A FOCUS GROUP GET | ITUMILE NEVEP‘ %
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Web Site “Prototypes”
[due for both ABC and your teams]

Working
= Direct HTML

= WYSYWIG Editors (Dreamweaver,
SharePoint, Publisher, etc.)

= Content Managers (Google sites, etc.)

Q(A
i

Non-Functional

= Paper

= Drawings

= Word Processors (i.e. MS Word)
= PowerPoint
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http://www.youtube.com/watch?v=BBe8i8nTKKY&feature=related

Storyboarding

|“paper prototypes”]

"Storyboarding" is an expression born of the film and cartoon
Industry, where producers would draft out the sequence of
scenes on separate boards (depicting a scene, the characters
In the scene, their dialogue, and the scenery and sounds for
that scene).

Stepping back and looking at the storyboard provides a
general sense of what the viewer will learn from frame to
frame, and what the viewer might expect from the next frame.

A storyboard doesn't have to be a work of art, it can simply be
a series of sketches of pages as you envision them.

A storyboard doesn't necessarily have to represent the
eventual design of each page, but should include enough
detail to allow you or your team to build from it.

Typically, storyboarding helps reveal what resources will be
required in the project, the content involved on each page,
and the site's general navigational sequence and structure.
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Storyboard Example

Storyboard #1 of 20

"Exploring Marz"
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Usina a Drawina Product

A healthy alternative

Pizzabilities to a classic
- About Us Order Now
- Products and |SF:-1 ect one of our creations
Services .
= Wegetarian -

- Order Now
« Specials
- Contact TTs

= Hawwadian -

O create wour owwT

Si=m=

=  Small = Large

= DMiedinm = E=xtraLamEe
Crust Type

= Thin = Thin Wheat

« Hand Toss=d Hand Toszed Wheat

L]

Toppings

Chees=

Light Cheese
Feed Peppers
Green Peppers
Turkes Saun=age
Pineapre
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A ddress and Contact Infortmation




Prototype in Wor

ABC Trucking Prototypes.doct - Microsoft Word Table Toals - =

Home Insert Page Layout References Mailings Review View Developer l Design Layout l

& =

hBC-Trucking-ﬂ
The-Fastest,-Most-Reliable,-Inexpensive-Routed

T T
ABOUTAUSY ORDER-HERE®]

1 1

PRODUCTS-AND- SPECIALS4)

SERVICESY] q

L] SHIPPINGANFORMATIONY]
ACCOUNTINFOY q

L] LOCATIONSH

LOGANH

T

1
CAREERS]

JOBPOSITIONSY
AVAILABLEPOSITIONSY|
APPLICATIONSY]
OPPORTUNITIESFOR-
ADVANCEMENTH

I;age:lufd | Words: 302 | ] | |

s Start E o /S @ Eudora - [In] IE Microsaft Excel - 231... IE Microsaft El ABC Trucking P
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Form in Word Drawing

IABC-TRUCKINGY]
1
Sign-Up-Form9]
Name9 | Names
CompanyName9| | CompanyNameq I
Address9 | Address® |
City 4] | civve |
Statey] | states |
Zip9 | Zies |
Phone9 | Phoned |
AlternatePhoneY I Alt-Phone® I
Emailq I Email® I
1
UsernameY] I Username9 I
Password9] | aasyerdd I
Submitg | I Exitq | ::::;::w
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Using Microsoft Publisher

g_\'\;, v | © hitp:fiwwm.ehow.comihow_S027_create-web-page. html Fl 42l X | Jooose
|52 < © How to Create a Web Page Using Microsoft Publsher ... I l

HOME

More Articles Like This

How to Convert a Microsoft
Publisher File to a Web Page
How to Use Microsoft FTP
How to Create a Master
Page in Microsoft Publisher
How to Create a Multi Page
Document in Publisher

How to Publish a Web Page
With the FromtPage
Publishing Wizard

Build Your
Website in
Minutes

30-DAY
FREE trial

[ L=l - X

l ’-’hm > B Feeds () ~ (ol Pt~ ;;-P* - \‘}Tﬂi v 2
How To Do Just About Everything G Sign In or Join now
Home » Computers » Computer Software « Deskiop Publishing = How to Create a Web Page Using Microsoft Publisher
Members Who Did Thus
How to Create a Web Page Using Microsoft
8 Have you done this? Click here to let us know =
Publisher
By eHow Computers Editor
Rate wwy (43 Ratings)
1 Did This What's this?
Design and create Web pages quickly and easily using Microsoft Publisher, a
simple desktop publishing program
Desktop Publishing Ads
From Quick Guide: Desktop Publishing  Microsoft Publisher Prices
i : » Free Digital Satellite TV
Create a Classroom Web Page e Web Page Design Templates
Creating a web page for your classroom, using a few simple « Book Publishing Agent
steps. can be rewarding and educational. A clas... More o Sateliite TV Programing com
e A Satelite TV Receiver
« 20f7 » More: See All Anticles in this Quick Guide
CALORIE TRACKER
& Email B Send to Phone & Pnnt Article LIVESTRONG.COM
Eat. Exercise. Track. Achieve.
W* Add to Favontes &% Flag Anticle £ SHARE of 0 Er
Instructions Difficulty: Modarately Easy
Stant Microsoft Publisher If the New 7 e
Publications wizard doesn't start, select Things You'll Need:
New from the File menu and choose
« Intemet Access
Publications by Wizard « Computors
= Microsoft Publisher
#%, Scroll down to the Web Sites category e ‘Personal Web Site Related Videos Related Articles -
[T & & Internet [ * 100% 4
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Student Web Site in Publisher

(B Stats Direct Final.pub - Microsoft Publisher - Web Publication

File Edit Wew Insert Formak Tools Table  Arrange Window  Help Type a question For help
B W (S VR % Ga@Es o

Publisher Tasks A4 |

T
L,

Format Publication -

=] Page Options

n Color Schemes
A7 Font Schemes

5 S— -
_ Publication Options

) /& B

Template

Apply a Template...

Page Size

=
W

Custom size
8.5 % 48"

hange Page Size...

How would you rate Coach Josh Pastner’s first year as UefM
Tiger’s Baskethall Head Coucth?

Horrible Awesome

See also

Publisher Tasks

<
o 1 2z 3 L] 432,000, 207,000 px.
L
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Student Web Site in Publisher

Company Online Recipes Contact LOGIN

INFO Ordering

B s B i DT o e w—

S oz
132 MargialZl St ColServille, TN 38108
e Widemen

Sun Mo Tue We Thu Fri
2 3 4 S

9 | 10| 11| 12
16| 17| 18| 10

23| 24| 25| 26

30
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/2 Free Website Hosting - Tripod free website templates to make your own free website - Windows Internet Explorer provided by Yaho = ' = |E’|_)$|

‘@ v I’l http: /v tripod.lycos.comf Ll E{ l ]X’ IGclogle IEE]
J Y_' - @ vl _'_]| Search Web v| 2 i=h &~ @ | /A Upgrade your Toolbar Mow! ~ [=JMail ~ @Mv Yahoo! ~ @Shopping - ”»
9§ 4k J %) Home ~ ) Feeds (1) - s Print v :.»Page v (i Took v

‘# Free Website Hosting - Tripod free website templates ...

B |ycos Mail

Lycos Home Quick Menu

Tripod Help

CREATE YOUR OWN WEBSITE FOR FREE! Usermname: _ Password: _ “Login"

Featured Package

Leave Your Mark

] © '\ wanta little more out of
write a blog... = [

- - QOur subscription packages start at
bl"ld dad Slte... just $4.95 per month! For growing

sites, we offer up to 10GB of disk
space, domain names and more.

share your photos.' COMPARE PLANS »»

Get Your Domain

Only $12.95, including FREE POP
email, subdomains, and domain
forwarding

| [.com ¥} Go!l
Tripod Hosting Packages Tripod Featured Sites i

Free Plan|learn more Pro| learn more Our members build some of the best sites on the Web.
® Easy Site Builder ® NoAds Check out our collections of some of Tripod's finest...
® 20MB of Disk Space ® 3GB of Disk Space e Britney Spears e Music
® Blogs and Photo Albums ® Domain Name e Cats e Travel
® Blogs and Photo Albums e Hobbhies e Wrestling
Plus | leam more ® POP/IMAP Email
® NoAds =

1. Done, but with errors on page. [T [ [ [ | |&mnternet | H100% ~ 4
wstartl | @ 3 @ > | @ Final Grade Worksheet -.. Jl (€ Free Website Hosting... g Eudora - [In] I i3, Microsoft PowerPoint - [... I D EE 2N BD 242pM




Homwe Discount Offars =y rm ntact Us Customer Sarwi

Steppring Out
Saturday May 9, 2009 1:06FPM

Welcorme to Stepping Out

Unigque stylfe at yowr fingertips...youwur rmmind is the ffmrie?

GET STARTED

SHOE HOW TO Styvle of the NMonth
Winner!
Eas
~Ima Shoelower - MNMew York, MNY

DESIGH IDEAS

SHOE CHAT

COUPOMNS

Stepping Out on Faith
—For every shoe purchase we will donate a
pair of shoes to a child in need.

10%% OFF FIRST-TIME ORDERS

Join our e-mail list!

Yoo can e-mail as at:

info@steppingout.com

4
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http://www.youtube.com/watch?v=LS72EW9FAC4

Website Created with Tripod (con’t)

rff http:ffbuild.tripod. lycos.comfirellixfsite builderfSiteBuilderServiet?Command=RenderPageftPageMum - Wind... E] @| E|

#  http: fibuild tripod. lvcos, comftrellixfsitebuilder fSiteBuilder Servlet Command=R.enderPage:PageMum=72Mode=085Site=2168 1 78071 220264 7 38 ser=true

Home | Discount Offers | Payments | Contact Us | Customer Service | Customer Profile | About Us | Orders

Our Vision Our Mission

The most innowvative online shoe company in the To be a key player in the online shoe industry
industry providing excellent products and service specializing in women's shoes, by bringing uniques
while putting customers' unique styles at their styles to the right people, at the right time, for the
fingertips. right price.

Our Employees Unique Style at Your Fingertips

Employees play an important role in any business.
Here is where we get a chance to tell you a little
about ourselves. We may talk about our families,
interests, and what we do in our free time. We try to
bring our passion for life to you through our business
and this web site. We may even provide a link to our
personal web site to tell you more about curselves.

info@steppingout. com

Stepping Out * 1000 Stiletto Blivd. * Memphis, TN* US * 38103

&P Internet F 100% -




Website Created with Tripod (con’t)

/= hittp:{fbuild.tripod. lycos.comitrellixfsitebuilder/SiteBuilderServiet?Command-RenderPage®PageMum - Wind... EJ@|E|

#  http: ) fbuild. tripod. Ivcos. comytrelli:) sitebuilder | siteBuilderServlet P Command=R.enderPage&Pagehum=32&Mode=02S5ite=2 16581 7807 1 220264 7 38 lsar=trin

Home | Discount Offers | Payments | Contact Us | Customer Service | Customer Profile | About Us | Orders

First Mame

Last Mame

Billing Address

City

State
Country
Postal Code
FPayment Type (Ovisa
O Mastercard

Card Mumber
Exp. Date

Coupon Code

[ Clear] [ Submit ]

Stepping Out * 1000 Stiletto Bhvd. * Memphis, TN* US * 38103

Done €D Internst H100% -




Website Created with Tripod (con’t)

[ LN 1L Ll [T K v " D = & E LV LI =3 LI = v e " cl L] A= L] al;'l'al;"l L L] =l-'
#  http: ffbuild. tripod. lvcos . comftrellixfsicebuilder f SiteBuilder Servlet v Command=RenderPage&F agefum=4<4&Mode=0&Site== 1 651 FS07 1 220264 TSl Iser=trues "

Home | Discount Offers | Payments | Contact Us | Customer Sarvice | Customer Profile | About Us | Ordars

Tell us what you think

Our customers are our top priority. Is there anvthing
wvou would like to see us offer? Do vou have any
questions or comments? Our business depends on
vour satisfaction. so let us know what vou think.

Full name

Email address Related Links
Comment
Visit onr affiliates:

Better Business Bureau

www .bbb.org

[ Clear] [ Submit ]

Just Clothes

%You mayv also contact us at .
www. justclothes.com

infodsteppingout.com

Just Handbags

v s all at (8B0O0) 777-9311.
or give us a e att ) www.justhandbags.com

Stepping Owut * 1000 Stiletto Blhvd. * Memphis, TIN® US * 328103
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Homestead

1§ LA ]| HomesEeaa | Bund, Make b Lreate Your Can Websiee ... I I J Togy MW T ) rEEUS LY T EE ETIL

Create a Website Create an Online Store Let Us Design Your Site Get Traffic

An Intuit Compony LOGIM ¢ CHECK EMAIL
ho mestead

Geta site, Get found. Get customers, Questions? 1-800-710-1998

m How It Works | Quick Tour Features | Design Gallery | Customer Sites Free Trial

Get a FREE Website and Get Found by Customers

How It Works

1 Choose a design
Pick from 2,000
professionally designed

websites.

2 Customize it
Quickly add your own logo,
graphics, text, and demain
name.

3 Show the world

Click one button to publish
yvour site to the web (we
host it).

homestead

L Try It FREE! J

Onhy 24 9%'month
after 30-day free trial

II ™ ] oG ¢ 219 ‘3 ﬁ

2000+ Design Templates Easy To Use Tools Free Version of QuickBooks!
Complete websites with relevant pages, Point, click, drag, and drop images and text;
graphics, navigation and content. Mo HTHL reguired

Intreducing a new online
edition of the #1 =mall
business financial
software

Get QuickBooks Free

Ciaone

(X

!(/_

-
7N

||

[ [ [ | | [&neernet

H100% v


http://www.youtube.com/watch?v=NVVcauQIYQU&feature=related

Website Built with Homestead

Coverall Insurance Company

"We've got you covered for all of your insurance needs!™

Home Services Information Testimonials Contact Us Payment Options

Coverall insurance Company has been serving the Memphis and
metropolitan area for over 40 years. We're committed to providing the
highest quality service available with the most competitve rates. We
provide 24 hour customer service with online chats and will not stop
until you are 100% satisfied.

Mission Statement-Our mission is to make available outstanding service and
superior coverage to every client of ours. We will help you identify your
individual insurance needs in order to develop the most inclusive, cost-
effective resolution

Call us today to learn
more about how we can
save you money on your
current insurance. Our
highly trained staff are
eager to answer all of
your questions & provide
you with a no obligation
rate quote.




Website Built with Homestead (con’t)

Coverall Insurance Company

"We've got you covered for all of your insurance needs!™

Home Services

Contact us
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Payment Options

1790 Kirby Parkway
Memphis, TN. 38138

Phone: (800) 555-5555

Fax: (901) 555-5515
www.coverallinsurance.com

Live 24 hour customer
service




Google Sites
|sites.google.com/]

Google Sites - Free [

' 7 '::l https://www.google.com/accounts/ServiceLlogin?continue= http %:3A%2F %2 Fsites.google.com + g Em '::l Google Po

Eile Edit View Favorites Tools Help

']":"- Favorites {5 Linkedln @& | Camtasia Tutorials ‘_’f Windows Live g | HTC doubleTwist 5 MapQuest 8, amazon.com &' Yahoo! #153 # 231 #683 & | Banner

—

-‘-:'Googleﬁi'tes—Freewebsi‘tesandwikis | | ﬁ B - = @ * Page~= Safety> Tools~w @v ”

e

Google sites

Thinking of creating a website? Sign in with your

Google Sites is a free and easy way to create and share webpages. Learn more. GOUS[C Account

Email:
ex: pat@example.com

Password:
Stay signed in

Can't access your account?

Create
rich web pages easily

m

Collect
all your info in one place

Control
who can view and edit

Sign up for Sites

Sign in with a Google Apps Account

Mew! Create a site from dozens of pre-built templates

t)one € Internet | Protected Mode: On Y ov WI00%
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sites.google.com/
http://www.youtube.com/watch?v=F1B_q_EiVHI

Sttew.

Build Your Own

Professional Website

Get Started Free

Tennessee's Favorite Online Website Builder

Pick a template to get started
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Create your site

STARTNOW!

000

C) Star 260

Spread the word

FREE WEBSITE BUILDER
AS IN FREEHAND
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NOWHT YOV O

Websites, eCommerce & Marketing in one
place. So you can focus on what you love
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GoDaddy

[https://www.youtube.com/watch?v=7LAKkVYe4L 8]

%Goboddy‘” @EN~ %, (480)5058877 v Help Blog A Signinv =
Domains Websites WordPress Hosting Web Security Online Marketing Email & Office Phone Numbers Promos @

The proofis right here.

Check out samples from GoCentral Website Builder to see just how beautiful and professional your
finished website can be. And remember, we’ve got many more designs for nearly every industry and
interest.

Greener Neighbors

L&J REALTORS

S e e P o e Commrve revmsten b Mtre Redcm potmin and grovite s
Camemvees ity .

Preview site Preview site Preview site



https://www.youtube.com/watch?v=7LAkVYe4Lj8

WIX

£ ~ & J I Free Website Builder | Creat... %

»

»

9% 3% CBU Events 3% Moodle [Jj Webster 3% Banner @ Kroger [ DAN &) eFollett 4V Khan Academy () CBU Cafe £)SAM [EJ Google [T MapQuest @ amazon ©! Yahoo! (R v [ v Pagev Safety~v Toolsv @~

T
~
Wlx Templates Explore Features My Account Premium Support & English v Login/Sign up

CREATE YOUR
FREE STUNNING
WEBSITE

37,309,049 sites created. Make yours!
Easy to customize. No coding. Google friendly.

START NOW
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This site was designed with the WIX.com website builder. Create your website today.

CARBON-NATION

Home Shop BookOnline Blog carbon-nation@cbu.edu  1-800-CNATION

CARBON-NATION

Your Premium In-Home Beverage Supplier

Carbon-Nation we are an in-home drinking fountain that includes a variety of sodas, flavored-water, and even beer!!




WordPress

WordPress is a free and open-source content
management system (CMS) based on PHP and MySOL

Supports creation of blogs, most types of web content
Including more traditional mailing lists and forums, media
galleries, and online stores

WordPress is a very popular website management system
today used by more than 60 million websites

To function, WordPress has to be installed on a web
server, either part of an Internet hosting service like
WordPress.com; a local computer may be used for single-
user testing and learning purposes
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WordPress (con’t)

@WordPress.com Products Features Resources rici Logln  Get Started

WordPress powers

32% of the internet.

The best WordPress
experiences start here.

Compare plans »
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Design of Mobile Apps

YMB (English)
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UX Certification

Typography

Learn the anatomy of typeface and gain key insights on how
to select and pair fonts that match the aesthetic of your

design.

Sketch

Using Sketch, one of the most widely used tools in the
industry, learn to design with layers, libraries, and grids.
Plugins created to maximize workflow will be introduced to

help you create beautiful interfaces.

Prototyping

Create beautiful end-to-end experiences by linking screens
together into a prototype. By the end of the course, you will
mimic a real application or web page.

/ Visual Design

Understand the different requirements of print and screen
design. Explore the method of establishing brand colours, and

keeping them consistent in all designs.

Interaction Design

Using Flinto, add motion and microinteractions to design

elements that bring your screens to life.

Copyright — Dan Brandon



UX Certification (con’t)

Design Thinking Skills
ldentifying Customer Needs
Product Specifications

Applied Creativity

Prototyping

Design for Services

Product Architecture

Financial Analysis

Design for Environment

Product Development Processes

Copyright — Dan Brandon



UX Certification (con’t)

Submit your

project ideas Translate needs Build out the Choose the right
around user into product product development
innovations specifications architecture process

Learn the Identify customer Create a Analyze the Present your final
concepts that needs and user prototype economics of ideas, get
drive design groups the innovation real-time feedback
thinking

Copyright — Dan Brandon



Standing Out from the Crowd

Statement of purpose

= Who are you (ie “About us” not “About IBM?)

= Whom do you hope to reach

= How are you different from competitors

Offer something for free - surfers today expect that
= “Giveaways” (T-shirts, pens, ...)

= Sample product

= Contests

Consider “niche™ areas with higher markup instead
of volume

Booster your international acceptance

Copyright - D. Brandon, Ph.D., PMP
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http://www.youtube.com/watch?v=1xqcthcOEy8

11 Reasons Why Your Website Sucks And You

Fail To Get Conversions
[Marshall Adler, LinkedIn Pulse]

1. No contact information - Have you ever been on a website and you couldn't find out how to
contact anyone? Like there's no Contact us page, no phone number and no email address listed?
Instead there's just a contact form?

m  The reason why your website sucks is because you don't make it easy for people to contact you. Put your phone number front a
center or make it bold enough at the top of your site that people can find it quickly.

2. Poor contrast - People read 20% slower online than they do offline so why in the world would you
ever have any other color of content other than black and dark blue against a white background?

Same thing goes for those of you with black backgrounds, why would you ever have any other
content color than white? Your website sucks because you don't have good contrast from background
color to font color. Make your content easy to read for users who already read 20% slower online than
they do offline.

3. Inconsistent link colors - Did you know that Google can only read blue and underlined? That
means if you have links on your website in your content that are red, orange, yellow, purple, grey,
white or anything else that is not blue and underlined that the robot can't crawl it?

®  Your website sucks because you think it's "cute" to have multiple font colors and link shades throughout your content. You're not
writing for Google and certainly not for humans because multi-link colors is confusing and misleading to readers.

4. No clear call to action - How many times can you recall being on a website that had decent
content but no clear call to action? A website that converts is one with content that presells or
compels others to take action but if you get to the end of the content and there's no direct command to
do something you've just wasted that person's time and lost that potential client or opportunity.

®  Your website sucks because you don't have any clear calls to action in your content and at the end of it. Get clear about what
you want from those who come to your website and then directly command it in multiple places on-site.

Copyright — Dan Brandon



Fail To Get Conversions (con’t)

5. Too much information - This is subjective. "Too much information” is a personal belief that there's too much data.
Like the guy who complains about my content being three times as long as it should be because "you could've said
what you wanted to say in 1/3 of this total content piece".

= Maybe | do repeat myself a bit too much at times so I'm guilty of this rule violation but on my website | don't repeat myself and | just tell it
like it is. Your website (not LinkedIn Pulse article) sucks because you give people too much information. Your individual landing pages
should have a maximum of 300 words or less with at least three calls to action and keyword use of about 2%. If you can't presell the
benefits of what you're writing about in 300 words or less, you need to read a book, MYCPS (Make Your Content Pre-Sell - Free Ebook)

6. Blog not maintained - | can't tell you how many times | go to view websites from prospects who are upset that their
conversion rates suck or they aren't getting much traffic or they're spending too much money with another firm and
aren't getting any results and then | find out that their last blog post was 2 years ago or even 1 year ago. If you aren't
going to consistently blog then remove it.

®  Your website sucks because you haven't maintained your blog and that makes people feel like you don't maintain your best practices or
maintain clients well and thus you end up losing clients before you even have them.

7. Horizontal scroll at any screen resolution - This is not that common anymore since majority of website owners
have template based websites where the content margins are hard coded and made to look good on all devices
however, occasionally | still see the websites made in Dreamweaver where the designs and images are so big that you
literally have to scroll left and right on the site to view all the content.

m In this case, your website sucks because you Kill the screen with over-sized images and designs. Go "template” unless you know what
you're doing. Your content should always be readable on all devices. Find out what the readability level of your website is. Use this free
online tool.

8. Your typography is not thought out - Using the standard Web browser defaults for your type is not good enough.
Each type of typography needs to be designed. The headers, paragraphs, links, bulleted lists, numbered lists, block
quotes, etc. need to be addressed.

= With the ability to use more fonts now than in the past, unless the standard fonts meet with your brand identity, you should plan on using
a newer font and look at each type of text to make it pretty. This might seem contradictory since we tell you to stick with one color font
however we are saying that consistency works great for landing pages but for your Home page, About page, Overview and Contact
pages you can be a little bit more creative in font type as long as it reads OK and isn't robotic. The fix: Create a typography set that

is fresh and appealing. Test it and test it again. Don't settle.
Copyright — Dan Brandon



http://mycps.sitesell.com/download/mycps-free.pdf
http://www.webpagefx.com/tools/read-able/

Fail To Get Conversions (con’t)

9. Ugly logo and graphics - Look, I'm a color specialist in addition to a wild arrogant self-consumed SEO who runs
around aimlessly ranking websites on page one faster than anyone else in the industry... (if you didn't laugh and are
nodding right now, you're too uptight. Get loose and laugh at my expense!)

®  Your website sucks because your logo is wack and because your graphics suck. Have your graphics and logos made by
professionals, don't be grabbing cheap stock from Fiverr.com and other places. Go for a real look and brand for growth.

= Note: The #1 color on websites that deter people from taking action and in most cases even sticking around more than 20 seconds to
read what you have to say is "orange". Replace orange with blue and you'll see a 30% increase in conversions from existing traffic

within the first 30 days. According to color-wheel-pro.com, "Dark orange can mean deceit and distrust.”
= More: Yes | realize my logo in the "e" on the man's chest is orange so if you distrust it don't ever contact us. We might ruin your
reputation quickly by driving so much traffic to your website that you can't handle it and you get bogged down with requests and forget
to call people back and then one day bad BBB reviews start rolling in talking about how you suck at organization etc. It happens.
10. Lack of emotions - Most websites are simply boring. They have no personality. They have no intrigue or
interest. They are flat. Bloggers have an advantage here because their own personality can more easily
shine through.

= Helping people understand what you believe makes this much easier than showing them what you do. It’s a fine line and is the
hardest to overcome but it's probably the most critical.

= The fix: Focus on your why. Focus on telling people what you believe and not what you do. Just be ready for some hate to come in
from those who are insecure in their own abilities to communicate or grasp what you're saying.
11. You're not in the know - It's not rocket science. It's not MIT grading. It's just time-consuming. Learn SEO
(search engine optimization) and learn how to perform something called "keyword research”. You see once you
know where the money is in online search you simply "optimize" those terms into your back-end coding and add
them strategically to your content on every page and then get other popular websites to link to you every day for
years and you can have all the page-one placements you need and drive all the traffic you can't handle. :)

m It's agreat problem to have but in this case your website sucks because you don't have any SEO. You have no way of telling
Google what to index your website for in online search. No guidance means you sit on the back burners.

Copyright — Dan Brandon
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Summary

E-commerce is buying and selling goods and services over
the internet

= E-commerce transactions occur among consumers,
businesses, and government

B2B e-commerce lowers production costs and improves
accuracy by eliminating many labor-intensive tasks

A number of technologies and applications support e-
commerce activities

m Social commerce is a subset of e-commerce that is
Influenced by social networks and other online media

= Hyper-social organizations leverage the power of online
communities

m SMISs enable business activities such as sales and
marketing for the sponsors
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Homework

Textbook Chapter 8
Quiz on this this lesson and that chapter

ABC Pharmacy — E Commerce utilization
and external website design (overall design
diagram and web site planning & design
guestions)

= Web prototype due later

= See appendix for student team website
examples (including web site prototypes)




Example Student Team E-
Commerce & Website Design
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Christian Brothers University



Overall Design



http://www.quickpikndrop.com/



http://www.oax.com/News/news_home.htm

Customer Service




Services




Customer Login




Submit Order

Standard Rate Merchant Rate (qualification required)
$0.00 USD- >
Monthly Received : $3,000.00 $3,000.01 USD- $10,000.01 USD- $100,00
Payment (USD) 'USD. $10,000.00 USD $100,000.00 USD 0.00
usb

Fees per transaction
(USD)

1.9% + $0.30

2.9% + $0.30 USD 2.5% + $0.30 USD 2.2% + $0.30 USD UsD



Coupons




Feedback




Prototype

/= Quick Pik & Drop Cleaners - Online Dry Cleaner - Windows Internet Explorer provided by Yahoo! — =] x|
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Friday, 07-May-2004 16:02:48 COT
| Home | Profile | Services | Submit Order| Coupons | Customer Services | [RNGqglls jl

Welcome to the world of convenience and quality at your front doarlll

Dry cleaning

We are a reliable source for your drycleaning needs.

Solutions for busy people who demand fast, reliable and convenience service.

Wash and Fold

We sort it, wash it, dry it, and fold it just like you would do it at home.

Top 10 Reasons to choose Qick Pik & Drop for your drycleaning needs?

Convenience, quick and simple

Saves you time

Cur commitment to quality

Free pick up and delivery

Top-of-the-line service

Your satisfactions guarantee

We listen

Saving money is easy

Easy payment

Convenience, convenience, convenience!!!

COONmMm W=

hd

|D0ne l_ l_ l_ l_l_ l_l i My Compuker | Q 100%: - 2
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Planning & Designing Questions

How will you communicate your brand?

= Flyers, word of mouth, Internet searches, community mailing list
What content will make this site unique and attractive?

= Flexible schedule for FREE pickup & delivery
What will keep visitors coming back?

= Utmost convenience, flexible schedule, reliability, continuous
discounts

What sort of interactive content does the site need?
m Emalil, forms

Should the site include some form of entertainment to keep people
interested?

= No, maybe 2/3 great graphic and pictures to keep the site less boring

Should a “community” be built through message boards, memberships,
chat areas, and special interest areas?

® Yes: a newsletter would be sent out monthly to keep customers update with the latest in machines or
cleaning products, new changes in services, and upcoming discounts

m Create a message board for consumers to submit their cleaning techniques for stains and other kind of
fabric care




Planning & Designing Questions

What multimedia components might facilitate meeting our objectives?

m MS Access for database, electronic payment, Email
Should the site include a help section that allows users to provide feedback
and contact the organization?

m Yes: anonymous feedback form

Should the site include product pictures and descriptions?
m Mostly descriptions and some pictures

Should the site include descriptions of services, fees, and related information?
m Yes

Will the site require the use of forms?

= Yes: order form, feedback form, new member setup form, forgot password form,
member login form, newsletter form

Will the site need to be tied to a database?

m Yes: customers’ signed up profiles for different kind of services, customer’s order
history, current order progress tracking, customer’s requested pickup and delivery
schedule

Should external links be included? To what sites?

= Yes: link to IFI [International Fabricare Institute], link to different fabric consumers’
tips site [clothingdoctor.com]



Tryp Transportation =

Whether it's a quick trip or a road trip,
you can count on us.




Webpage Design
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Design Questions

How will you communicate your brand?
= Buying advertisements on social media, Google searches, Billboards, etc.
What content will make this site unique and attractive?
= It would be a simple and modern design that has a user-friendly interface for customers of all
ages.
What will keep visitors coming back?

= A dependable website that does not crash (reliability), a user-friendly app that works with
voice assistant (Ok Google, Siri, Alexa), and efficient service.
What sort of interactive content does the site need?
= The ability to schedule a pick up time earlier in the day/week. As well as the ability to get in
contact and speak/message with your driver/pilot. There will be GPS tracking so that you are
able to know when your ride is ready.
Should the site contain some form of entertainment to keep people interested?
= No, it should be aesthetically pleasing, but it should be a one stop shop where the customer
knows what they are getting.
Should a “community” be built through message boards, memberships, chat areas, and special
interest areas?
= A newsletter could be considered so that customers are up to date with savings offered by
Tryp. A forum should not be available in order to prevent false spread of member/employee
behavior. A membership could be offered to customers who wish to have their have priority
in saving or wait time, like Amazon Prime.



Design Questions (con’t)

What multimedia components might facilitate meeting our objectives?

=  We will be using a MS Access Database to keep track of our membership and their
trips. We also will allow electronic payment, and email/text to keep customers up to
date on their rides.

Should the site include a help section that allows users to provide feedback and contact
the organization?

= Yes, there needs to be a way for the customer to be in contact with a help and
support team, given that there was a problem with their transportation. There should
also be a feedback form so that the company can gauge how the customers feel
about their services and can work to improve.

Should the site include product pictures and descriptions?

= There should be descriptions of the services provided and images highlighting the
contents of the description.

Should the site include descriptions of services, fees, and related information?

®m  Yes, it is important that the customer has insight into what payments they will have to
make, as we look to be transparent in our services.



Design Questions (con’t)

Will the site require the use of forms?

= Yes, itis important that the customer finds an ease in using the site.
Some of the forms used will be: Account creation, Forgot password,
Feedback, Member login, etc.

Will the site need to be tied to a database?

= Yes, in order to remain organized and keep track of customer
information, whether that be order placement or tracking, it is
important to be tied to a database.

Should external links be included? To what sites?

= Yes, we should attach links to our company partners, as well as to
a health and safety certification page.




https://eescob019.wixsite.com/tr

Whether It'sa Quick Trip
ora Road Irip
YolkRount on Ust



https://eescob019.wixsite.com/tryp

Need a ride? We can help.
Tryp, reliable transportation for you!

See All



Don't just take ourword for it, read what others have tosay!

Experience their experience!

Plane - "I never imagined commuting

Car - "The drivers always have passenger Boat " Thanks to Tryp, | can now go S

e e by plane to be a part of my life, until
necessities, the cars are always nicely on afishing trip with friends, spend a N

; : Tryp made it simple tofly around.
cleaned, which provide a comfortable day out on the water with my family,
, Thanks to that | now fly around for
atmosphere. | have never felt unsafe with my or even get around to see different . N ,
& leisure, when 'm in the mood to spice

driver's skills. These people definitely have a parts. | would definitely recommend to

upmy travelling.”

spotless driving record!" anyone.
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FIRST NAME

TYPE YOUR MESSAGE HERE...




231 Project




E-Commerce: Planning and design questions

. How will you communicate your brand? Through
official website, internet searches, social media, TV and
Internet commercials.

. What content will make this site unique and
attractive? The website will be user friendly, interactive,
and technology oriented.

. What will keep visitors coming back? The updates
and resources offered by the website.

. What type of interactive component does the site
need? The website will include a site search engine,
pictures and videos of the company and detall
descriptions of our services.




Planning and Design Questions continue...

5. Should the site include some type of entertainment to keep people
interested? No, the goal of the website is to inform and update customers or
future customers about the company and our services. We hope to bring the
customer's attention and to entertainment them when subscribing to VR.

6. Should a “ company” be built through message boards, memberships,
chat areas, and specific interest areas?Yes, It is always important for a
company to stay updated on interests, taste, priorities, and trends of customers.
Therefore, the website will offer a question and answer forum where customers
can ask questions or concerns and at the same time share their opinions and
experience with other users.

7. What multimedia components could facilitate meeting an objective?Yes,
multimedia components would be effective when providing information about the
company, explaining how our services and VR in general work, as well as when

gathering information such as surveys.




More planning and design questions

8. Should the site include a help section that allows users to
provide feedback and contact the organization? Yes, customers
are encouraged to provide feedback in a feedback section. The
website will also incorporate a Question and Answer section.

9. Should the site include product pictures and descriptions?Yes,
It is iImportant for customers to be aware of what the company offers,
price ranges, and offers using product pictures and descriptions.

10. Should the company include descriptions of services,
fees, and related information? Yes, the website will include a
description of how virtual reality works, a description of our services,
and payment methods.




More planning and design guestions

11. Will the site require use of forms? No, in order to protect
customer’s privacy forms in the website will be limited to voluntary
surveys. Subscriptions to the company’s services and payments will
be conducted directly with the company.

12. Will the site need to be tied to a database? Yes, the website
will be tied to a database since the website gathers data.

13. Should external links be included? To what sites? There

will be a news section with links directing customers to the
company’s or general technology related articles, in specific related
to Virtual reality.




Design Diagram

About Us

Products and Services

Home Page

Customer Service

Resources




About Us

- 1|
Who are We?

- Mission Statement and Core
"5‘ Values
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Staff

Contact Us




Products and Services

How Does VR Work?

List of Services and Products

Products and services

i System Maintenance




Customer Service

Questions and Answers
Forum/Comment Section

How to Make a Payment

Customer Service

Feedback/ Surveys




Resources

News

Articles

Resources

—I— More on VR




Mnnx Inc Shop  Marxservicevrservice@gmail.com 888-777-6660 f ¥ in \‘-{

' You will love it

Join the world's leading entertainmentéompany in virtual reality (VR).We provide the most exciting entertainment

of 21st century with futuristic technoelogy. >3



K Create a WIX site!

k
|
|

Mission and Vision

Mission. .. |
“Entertainment that Excites” |
We are a leading entertainment company in virtual reality (VR). combining technolegy and
entertainment. Instead of you attending sports or music events, we bring the entertainment to you
from the comfort of your hame. Our team consists of a variety of experts including our talented
group of software engineers who work hard in our innovating cutting edge facility system to bring
you the best virtual entertainment.
Vision...

To provide the most exciting entertainment of 21st century with futuristic technelogy.




K Create a WiX site!




K Create a WiX site!

Memphis, TN, USA
Marxservicevrservice@gmail.com
888-777-6660

123-456-78%90

f ¥ in




Opening Hours

Mon - Fri: 7am - 10pm
Q

Saturday: 8am - 10pm

c o o il
Sunday: Closed




QUICK VIEW ' ‘

VR One VR 2.0 VR 3.0
$29.99 $89.99 $149.99




Banking
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Web Diagram and Planning
Questions

How will you communicate your brand?
Viral advertisement, pop-ups, banner ads, and
permission marketing
What content will make this site unique and attractive?
The site will offer 24/7 availabllity for all transactions
and 24 hour personal assistance
Incentives for client referral
What will keep visitors coming back?
Website will be user friendly with special offers
What sort of interactive content does the site need?
Interactive individual transaction tracking, new client
forms, loan application, investment forms, and transaction
confirmations



Planning Questions (Con’t)

Should the site include some form of entertainment to keep people
Interested?

Site will include live streaming of TV financial news such as
MSNBC, and Fox as well as a music streaming option
Should a “community” be built through message boards,
memberships, chat areas, and special interest areas?

Indeed message boards and chat areas will permit information
exchange about loans, stocks, mutual funds, and other investment
tools
What multimedia components might facilitate meeting our objectives?

Interactive chat rooms and message boards permit clients and
financial advisors to share intellectual content
Should the site include a help section that allows users to provide
feedback and contact the organization?

A 24 hour help desk will be available for all clients to contact a
personal financial advisor




Planning Questions (Con’t)

Should the site include product pictures and descriptions?

Icons will represent savings accounts, checking accounts,
loans, investment accounts, and account summary reviews
Should the site include descriptions of services, fees, and
related information?

Yes, and clients will need to signature their understanding
of all this
Will the site require the use of forms?

For new members, for existing clients adding or deleting
various accounts, and as agreement to general policy
disclaimers and enclosures
Will the site need to be tied to a database?

Yes, a very large and protected one
Should external links be included and if so, to what sites?

No, due to client and organization privacy policies




Website Design




Web Page Prototypes




Web Page Prototypes Con’t

OUR PHILOSOPHY

/

STATISTICS



Web Page Prototypes Con’t
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Web Page Prototypes Con’t

SERVICES ABOUT LOGIN CONTACT

CONTACT US.

312 Rose Corners Street
San Francisco. CA 94158

contact@expressbanking.com

(901)-427-2016

f ¥ in




Web Page Prototypes Con’t

ABOUT LOG IN

Trying to put money back for college or retirement? Ask us about our savings accounts!
April 26,2016

Express Banking encourages all of our customers to open savings
accounts. With 0% interest on the account, why not being to save
now? Before it gets to be too late.

Ask about our savings options today!




Web Page Prototypes Con’t

ABOUT LOGIN CONTACT

Checking Accounts

April 24,2016

alizes in giving customer the most freedom

n it comes to managing their accounts. Make instant

and d

eposits with our smart phone applica

tion

Have Complete Access to Your Account at the Tip of Your Fingers

April 6

rts as well. tc otified any

made from your account




Web Page Prototypes Con’t

CONTACT

ABOUT US

The Bank for You

Our objective at Express Banking is to
exceed your banking needs by creating
world class services that allow you to use

- -
MIss‘on SIaIemenI and access your accounts in ways that you

had never before Our primary goal Is to

please all of our clients and, at all times,
put the customer first.




Web Page Prototypes Con’t

HOME SERVICES LOG IN CONTACT

- - world class services that allow you to use
MIss‘on SIaleme“l and access your accounts in ways that you
had never before. Qur primary goal is to
please all of our clients and, at all times,

put the customer first.

Our goal at Express Banking i1s to become

known as the bank of the future by being

—p—— I I l able to implement technological advances in
VISIOII s a emen your banking endeavors. Our goal — to
eliminate cash, checkbooks, credit, and debit

cards.

N\
BACK TO TOP

©2016 by Express Banking.
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SERVICES ABOUT CONTACT

Login/Sign up

Click here to log in to your account. Don't have an

account? Sign up here

CONTACT US

BACK TO TOP
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HOME SERVICES ABOUT LOG IN
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Address | |
300 Rose Corner Street
San Francisco, CA 94158 | |

Email

contact@expressbanking.com

Phone

(901)427-2016
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Steakhouse
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Website Design

Home

Splash

Reservations Merchandise

Menu ltems

| | | | -
Clathing Gift Certificates

Lunch ltems Dinner ltems Apps

Shirts Hats




Welcome to '17]’s Steakhouse

Tj's Steal House
The interactive dining experience

Tjs Sceakhouse

I menu
Homn
Locations
n
Reservan lo
Interacer co
Menu
leave
Suggest fee
recipe
Upcom:
Evenrts
Cusron
Interfa
Pics and Pic and
links links

e Our main page will give our
visitors the chance to check out
locations, make reservations and
check out our interactive menus.

e A Java menu will be set to
incorporate flash and video
multimedia so that we can give the
customer the sense that we are
different

* Picture will be changed
periodically so that we can keep our
website fresh.



Website Cont

Navigation Bar

Locations

Pictures of the specific locations and
any special attributes concerning that
Test. rant.

* The menu page will
allow the visitors to see
every aspect of our food.
Everything from
mgredients to Calorie
content.

* The Location page allow
the visitors to see the other
locations and access to that
stores website.



Website Cont

Cusomters

Get all information from the
customers so that we can keep up
with all the information needed to
give the customer the experience we

want.
name I
addre: [
O O o
deas o

Navigation Bar Name

Address

r

Description of the recipe

e Our customer page 1s set up so
that we can gather all the
information before the customer
actually gets there. So the customer
can have more of the mteractive
experience we strive to create.

* Suggesting a recipe 1s at the very
heart of or restaurant so we need a
page that will allow the customers to
be more a part of the restaurant.



On-Line Music Store
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Web Design Diagram

Logm Hewr blhusic
Create ID Fecommendations
Forgt DiPassrond Search
mlnmmmﬁ] Shopping Cait
Fomm

Homepage

Customer

Reply Messaze Form

Ahead of the Lahel

Logm
Tphbad busiz
Upload Music Form

Dioamload Music

FAQ/hou



Web Diagram (Continued)

Login

i Create [0 )

" Forgot ID/Password |




Web Diagram (Continued)

Menar Dlhasic

[ Fecommendatiomns ]

Search

" Shopping Catt |

‘ ‘ Checkot




Web Diagram (Continued)




Web Diagram (Continued)




Web Prototype

Logo

[ cCurrent Date/Time

I Login Status

Login

New ID link

Navigation Bar (List of links to services)

Welcome Text

Order Tracking

Specials

Slideshow of pictures
about services (Links)

List of recent
popular albums for
sale (Links)

List of popular
downloads from
AoTL (Links)

Links to affiliates (two columns)

Footer (Copyright Information, etc)




Web Prototype (Upload form)

Current Date/Time

Logo

| Login Status

Song Upload Form for
(Artist Name populated by Login ID)

-~

§ Song Name: | |
4 Song Genre: | |w|
§ Description:

<+

2

&

s

&

o |

A

h -

8 Attach File: | | Ll
g Terms of Service wording

& Agree that song is your own work,

- etc

[

=

@ Agree { Disagree
[ Upload Song |

Footer (Copyright Information, etc)
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Dwan \Website Design Tree:

COMPANY INFO CUSTOMER SERVICES
CEE ,
l | e
ot B Emm Ea
Insurance

CUSTOMER LOGIN
D S

l I l
RS

I I |
SUBMITORDER M

Order History

Current Order

Change/Cancellation

. PROMOTIONS

FeedbackForm

Payment Redeem

Confirmation




| Dwan__ Planning Questions:

How will you communicate your brand?

Dreams vacations will promote and advertise its services through the
official website of the agency in which our clients will be able to access
information about our travel packages and promotions. We will
promote our services by sharing the travel stories of satisfied
customers through TV and internet commercials. Through their mobile
devices, our customers will have fast and easy access to what we
offer by downloading the Dream Vacations application. We will also
colrlnmunicate through direct mailing of special offers & personal
selling.

What content will make this site unique and attractive?

Our website will be based on expert searching and pricing (ESP)
system, which allows our customers to combine multiple flights, hotel
booking, car rentals and local activities. From the website, a potential
customer can access the weather information (only of destinations
offered), flights’ information, maps, customer service and a rating
option (Over all experience only).




\ D= Planning Questions:

What will keep visitors coming back?

Our main goal is to ensure customer satisfaction, which will
ensure customers to come back. Dream Vacations also has a
loyalty programs which rewards customers that use our services
often. Our agents will be trained to provide a solution to any
possible situation. Our agency is committed to providing low rates
that is why Dream Vacation has a price match policy. We will also
ensure that our agents are trustworthy & personable.

What sort of interactive content does the site need?

Our website will provide a list full of recommendations and safety
Information for travelers. These lists will vary according to the
destination. Emergency numbers, maps, what to take to the trip,
suggested budget and more.




Dwean Planning Questions:

O Should the site include some form of entertainment to keep
people interested?
« Our website will have access to Interactive Google maps

O Should a “community” be built through message boards,
memberships, chat areas, and special interest areas?

* Yes, Our customers will be able to rate and give feedback which
will boost our reputation as well as credibility

O Should the site include descriptions of services, fees, and
related information?

« The website will include a detail description of all traveling
packages, extra fees and all the information related to the trip
such as hotel, flight, transportation, and entertainment.



Dwean Planning Questions:

Should the site include a help section that allows users to
provide feedback and contact the organization?

Yes, Our website provides customers help through a website chat,
email, or by phone. Our customers will be able to rate their
experience (one star to five stars)

Will the site need to be tied to a database?

It won't be for use of customer so we won’t be including it on the
website

Should external links be included? To what sites?

Yes, our website will include external links to:

*Google maps *Www.tsa.gov

*Governments official websites US  *Department of State website
*World weather forecast website *Official destinations’ website



Dream

The time co won! >

[4
2 About Us Services Promotions Customer Login

“Your one-stop shop for all of your travel needs”

| Click here to get started

Website
Prototype:
Home
Page

Mission Statement Careers Feedback

Vision Statement Terms of use Privacy Policy

Advertising Contact



Website
Prototype
Booking

« Dream Flight
+ Dream Hotel

« Dream Cruise

Flight

ﬂkoundm'p One Way  Multiple Destinations \
Leaving From: Going to:
I ] | |
Departing: Returning:
| | | |
Adults (18-64) Seniors (65+) Children (0-17)

k

4

Mission Statement
Vision Statement

Advertising

| Search for Results |

Careers Feedback
Terms of use Privacy Policy
Contact



Website
Prototype:
Payment

Travelers Name: | |
Phone Number: | J

Debit Credit Card Number: | |
Card Type l
Expiration Date: L J J

Card Identification Number: [:]

Billing ZIP Code:| |
Cardholder Name: | J

Complete Booking

Mission Statement Careers Feedback

Vision Statement Terms of use Privacy Policy

Advertising Contact
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Design Diagram

Breakaway
Homepage
J— —————— .
Company Business Leisure
Profile Travel Travel
] Division
Customer Service

1
Clients Who are
l What we do ; Travel Resources
Comments T we Services Profile

. Online Survey

Service Vacations Forms

- — N
Savey |
Travel ITraveI Forms I Forms
Insurance Activities
Destination .
Package Excursions
Deals




Planning Questions N
How will you communicate your brand?
= Advertisements, promotions, Internet Marketing, Direct mail, Personal selling.
What content will make this site unique and attractive?
= Videos, pictures posted by Breakaway as well as customers’ photos, Interactive
Maps
= 24 hour online assistance, up-to-date information hotel, excursion and destination
ratings.
What will keep visitors coming back?

= Exceptional customer service, functional website, best rates, reliable sources, and
trustworthy and personable agents.

What sort of interactive content does the site need?

= Maps, health forms and 24-hour customer service instant messenger, travel
advice.

Should the site include some form of entertainment to keep people interested?
= Interactive map

Should a “community” be built through message boards, memberships, chat areas, and
special interest areas?

= Yes, this will increase our credibility and reputation.




. @ N
Questions Continued... e

Should the site include descriptions of services, fees, and
related information?

= Description of services will be provided as well as fees,
however fares and rates vary.

Should the site include a help section that allows users to
provide feedback and contact the organization?

= This will be addressed under “Contact Us” section
Will the site need to be tied to a database?
= Not for customer use, therefore not needed on website.
Should external links be included? To what sites?
m http://travel.state.gov/travel/cis_pa_tw/cis_pa tw_1168.html
= Wwww.tsa.gov
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BreakAway Travel Agency, LLC.

BreakAway Partners:
Hotels.com | TripAdvisorl Venere |l Hotwire | ClassicVVacations.com |

Bloglines | CarRentals.com | CitySearch |
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BreakAway Travel Agency, LLC.

Company Customer Business Leisure
Profile Service Travel Travel

Company Profile

BreakAway Travel strives for exceptional
service for our cutsomers. This is possible due
About Us to our dedication to improving the way we
conduct business. Our employees are
consistently learning new ways to better serve
i ) our customers by traveling and experiencing
Mission Statement first-hand or educating themselves on the travel
industry. We promise our customers efficiency
& excellence now and in the future. We will work
/with and for our customers to ensure that they

have the experience of a life time.

Vision Statement

Customer Comments

BreakAway Partners:
Hotels.com | TripAdvisorl Venere l Hotwire | ClassicVVacations.com |
Bloglines | CarRentals.com | CitySearch |




S

BreakAway Travel Agency, LLC.

Company Customer Business Leisure
Profile Service Travel Travel

Customer Service

Travel Insurance

Travel Forms

Provides you with peace of
mind for your vacation.
Survey Forms : :
Includes: trip cancellation
& delay coverage, lost
baggage, medical
Staff emergency, & inclement
weather

BreakAway Partners:
Hotels.com | TripAdvisorl Venere |l Hotwire |l ClassicVVacations.com |

Bloglines | CarRentals.com |l CitySearch|l|
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BreakAway Travel Agency, LLC.

Company Customer Business Leisure
Profile Service Travel Travel

Business Travel

We have an array of
services available for our
business travelers. These
services range from car
rentals to travel assistants
and travel protection plans.
Click here to explore your
Resources service options.

Travel Profile

Services

BreakAway Partners:
Hotels.com | TripAdvisorl Venere l Hotwire | ClassicVVacations.com |

Bloglines | CarRentals.com | CitySearch |
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BreakAway Travel Agency, LLC.

Company Customer Business Leisure
Profile Service Travel Travel

Leisure Travel

Activities: Click here to
s T bro_vv_se the many different
activity options,
destination packages, &
excursions.

Vacations

Survey Forms

BreakAway Partners:

Hotels.com |l TripAdvisorl Venere l Hotwire |l ClassicVacations.com |
Bloglines | CarRentals.com | CitySearch |




