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@ - WW e-Commerce growth forecast

e-business

Business to Con







e-commerce Growth

e-business

By 2004: B-1o-8-
; $1.14T by 2003

(92% CAGR)

93% of Businesses will be doing Internet B-to-B
74% of B-to-B Commerce revenue in eMarketplaces
Forrester Research (02/00)
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Web Publishing

e-business
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Source : The McKenna Group
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e-business Integration
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‘The lesson of 1st generation e-business

Source : The McKenna Group
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e-business

e-business is Real Business!

p=pel

e ME2=2 HIXILIA ZZ AN A2

o J|H W, AR T2 ML

Sg

e M2 JIXl HHE=Z2 4




C

e-business

Xt NI CH e-business2| 1t Al

e-business Innovation
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Transform
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e—business Cycle: Build
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e—business Cycle: Run
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Business Intelligence

Knowledge Management
(Domino R5)

Electronic Commerce

= Web Selling , e-Procurement , EC Hosting , Internet Billing,

WCS, Payment Suite, Vault Registry
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o « Market » Database One-to—One
Mass , Segmentation Marketing Marketing
arketing « Niche * Relationship M

[nternet

Marketing Marketing Marketing

One—to—One Marketing
Customized Products
Customer Share

Life Time Value

Event Driven Marketing
Know Your Customers
Manage Your Customers
Differentiate Customers
Retention/ Cross-selling, Up—-selling
0% of Market, 100% of Customer

Mass Marketing

Standardized Products

Market Share

Present Value

Program Driven Marketing

Know Your Products

Manage Your Products
Differentiate Products

Acquisition

100% of Market, 10% of Customer




- Traditional Marketing vs. Internet Marketing
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4 Crashing Traditional Marketing Barriers
v Defining Customers Needs and Wants
A v' Creating and Delivering Customer Value
: —_— v" Reaching Target Customers One to One
v' Building a Deep Relationship with Customers

v Increasing Customer Profitability
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Internet Marketing Value Chain

e-business
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JbX| & &4 (Choose the Value XIS (Provide the Valu%ﬂ | £ 2 (Communicate twlue)
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Strategic Marketing Tactical Marketing
—Segmentation
—Targeting

—Positioning
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e-business Internet Marketing Issues
. How to analyze e—Customers: CIE4ll 11240 20f& = O| ol
n Integrated Marketing both online and off-line: 22X S&t0AHE
. e—Brand Management: 2¢c}t0IS &8t 288 BHHE 5
. Pricing issues and opportunities : 22t@! JtA ™k}t D HoI2 &

. Internet As New Channel & Channel Conflict: 22 SIHY W L &2 S

. Customer Relationship: 1242t H|2| 25tE A8t olZct =1 OHHE M=t
" New sales opportunities: MZ2 RS/MUIAL| Z0{ D& &E
n Affiliation opportunities: 22t & 0IA J[&2t2 ABE Set AIUX H#E
. Developing an online community: 222l HJRLIEIS 2t OIAHER &2
. Customized Service and Personalized Marketing Program:
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Security and Privacy Issues: eI B E 2 T2I0|HAl ES
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" Sales
e-business Channel

o =20l H (Segmkntytion & Targeting)
« M JFXIE/(Valuy Proposition)
- HY DIAE

Off Line
Marketing

Service Information
Channel Channel
« 2 HZ2 (Information) s QYW HEI S
« HELIA ZZMA X2 (Take over from -3 T2y
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e-business Thinking < » Feeling
High
Involvement .
A | _eLife Insurance | «Sports Car
e Housk » Banking
*Family Car
e Perfume
' i « Coffee :
hauyy *Wine
*Foods
e Cigarette
*Beer
Low e Paper
Involvement
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Place
Net Surfing
(just fun)
Marketing
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e-business Pre-Web Early Web Beyond the Web
Retailer as Retail power Manufacturer
gatekeeper shift

power shift

Empowered

Empowered
Consumer

Consumer

Forrest Research, 2000
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Retailer %

Retailer
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“Customer Capture” “Service Delivery” “Customer Relationship Retention”
(DA 8s) (ME MHIA ®E) (DH2AHSKX)
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Source : IBM Finance Consulting, Thought Leadership Program




