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e-Business Blueprint Methodology

Determine Target Customers, end with Ideal Technology & Partners

(1 ] Customers - who need

Who are/should be your customers & what o D
SISO ata
are their requirements and preferences for =
your organization in products and services? What data (metrics, research, reports, «—
Tve information) will these people need to
> analyze the results, predict the outcome
or decide their next course of action?

Strategies

What are the e-business policies and strategies
that differentiate you from competitors and
provide value to your customers? What customer
needs should/ could you meet or not?

supported by

supported by

Processes

What is the series of action steps, tasks &
business rules that is required to complete
the desired e-biz strategies and polices?

‘ dictate

6 Partners

What partners do we need- suppliers, “—
consultants, joint ventures, suppliers,
distributors,etc.- to carry out our plan?

‘ supported by
@ Promotion

What marketing, public relations, and other ¢
online or offline promotional techniques should
be used to attract and retain customers?

‘ supported by
People m Budget and Resources

What numbers, characters, images or
other recorded information is needed to
provide intelligence to make decisions?

who need the following resources and tools

is comprised of

hat people/ skills are needed for these jobs? What
incentives, training, reassignments?

\Which to do in-house? OQutsource?
© 2002, Michele J. Bartram. All Rights Reserved. Copying Prohibited.
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DATA AND METRICS

(N\

What new metrics are important for e-
commerce, multi-channel commerce? What
new reporting and analysis are needed?
What changes in data will be required?

© 2002, Michele J. Bartram. All Rights Reserved. Copying Prohibited. y
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Multi-channel Data Issues

Retailers risk alienating customers if they don't
accurately record interactions across all channels.

ZlIntegrated channels required integrating
databases and business processes to collect

complete and accurate data for all channels

Y8 Which databases are connected, which need to be, and where do
you store the consumer data you collect from the web? Which
source is the most accurate?

“® What meaning is assigned to each field within database tables? Has
that meaning changed with new usage?

‘B How complete or accurate are the data in each field?
‘% Are any fields missing, such as work phone or e-mail address?

‘% Does the company collect the right data it needs to build loyalty
through customer knowledge?

Z Data must be cleansed as it is entered
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Collect and Integrate All Customer Knowledge

Combine explicit (provided by customer) and implicit (learned and overlay) data

DoubleCHES"
iMslGhT=007 Understand

June 10 — 13, 2001

» Gather information
about your customers

-- - \‘"\. * g
Implicit Knowledge /,ﬂ" — Interests
/ —_— Meeds

Explcit B o b g I +ioh

— Buying habits
—_— Income
——

Source: http://www?2.doubleclick.com/insight2001/pdf/ETNOTEAM Sl etardi MultiChannel%20Advertising%20System.pdf
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Multi-channel Metrics

Channel types
“® Promotional Channel: web, catalog, store, e-mail, advertising, etc.
“® Shopping (Browsing) Channel: web, catalog, store
“® Purchasing Channel: web, store, phone, mail, fax

Multi-channel customers
“B Pass-along, transfer, incremental

Standard customer metrics by channel
B LTV, RFM, Cost per acquisition

Measuring ROI (Shop.org Study)

“® Novice multichannel retailers use traditional metrics such as direct
sales, which may not show the role the Internet plays on purchases
made in the store or through a catalog.

Y8 Advanced multichannel retailers look at more intangible metrics
such as brand equity gains, cost per sale, return rate, cancellations,
etc.
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E-Commerce Metrics: Financial & Customers

= Financial
‘B Gross e-Commerce Demand
‘B Commercial Investment
Y% Gross Margin
“t Direct Costs
“® Specific Indirect Costs
‘'t E-commerce as % of Gross
Demand
= Orders & Response Rate

“B Conversion/ Response Rate
(Click to Close or CTC) = %

“B Avg. Order Value AQOV
(revenue)

“B Avg. Order Size AOS (# of
items)

“® Web Specific Products
“® Discounted Rate

Customers

“B Customer Acquisition Cost
(CAC) recruitment costs online
vs. offline

“B # of new customers generated
5 Web , Catalog or Multi-channel

YD Source of new customers

Passalong, transfer,
incremental

‘D # of Registered users

‘B Reactivation rate

“® Customer Retention Rate CRR
Y Re-buy (multi-buy) rate

Y8 CLV (Customer Lifetime Value)
“® Cost per Visitor

B RFM

‘B # of category

\ © 2002, Michele J. Bartram. All Rights Reserved. Copying Prohibited.
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E-Commerce Metrics: Web and Offline

Web Statistics

“B Page Views
“B # of unique visitors, Visits.
YD Avg. visit. Re-visit rate.

Performance
YO Simultaneous connections
‘P Sessions. Page Load time.

Inventory
YD % of products in stock
‘B Initial Fill Rate

YO Lost Demand

Cancellations, Returns,
Substitutions

YO Backorders

‘B Overstock Recovery costs
5l Difference in selling online as

Search Terms
“® External linking
YD Internal site database

Catalog Effect
‘B # of catalog requests
Y # of e-mail opt-ins
Service Costs
“® Call to Order Ratio

Commercial Investment
“® Reduction in print costs
Y% Advertising
) Store costs

Qualitative Measures

YO Customer Satisfaction
YO Brand Awareness

Clearance V@§20é99q gJSQa ram. All Rights Reserved. Copying Prohibited.
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WebTrends Shows “Wear Now” Needs

e.g., August 2001: 3/10 non-Chadwick’s phrase searches were for swimwear

=} Complete Report - Microsoft Internet Explorer

_ o x|

J Eilz= Edit Wiew  Fawvoribes Tools  Help |J = - ”“ address |J Links ”ﬁ
Table of Cunt.e.nts Top Search Phrases ;I
& General Statistics on Phroses = of
& FResources Accessed razes found Total
& “izitors & Demographics 1 | chadwicks 81.956 19.74%
& Activity Statistics 2 |chadwicks of boston 55,690 13.41%
€ Technical Statistics 3 e chadwicks com 13,476 10,472
@ Referers & Keywords 4 chadw?ck&.cnm 25,892 B.23%
Top Refering Sites 5 |chadwick's of boston 15.436 ICAr b=
) B |chadwick's 13,600 32T
Top Refering URLs 7 [shopping 10,654 256
Top Search Engines 8 |chadwick 9,400 2 25%
P Top Search Phrases 9 |zhoes 4295 1.03%
Top Search Kewwords 10 | chadwick of boston 4,099 0.98%
& Browsers & Platforms 11 |bikini 3,400 0e1x
& Debug Statistics 12 | swirnwear 2947 071 L
& Glossany 13 |dreszes 2675 0643
14 [fazhion 2582 0E2%
15 |free catalogs 2.540 0E1%:
16 | v chadwick. com 2,397 057
17 | swirnzuits 2.2933 0.55%
18 |wormens clathing 2287 0552
19 |women's clothing 2171 0.52%
20 [ v chadwick's. com 2.153 051%
Total Found for the Phrases Above 289 937 69.85%
Total of Phrazes Found in the Log File 415029 100

3| ey

|Tup Search Phrases with Engines Detail

&1

Local intranet

I _l—l
*
o
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E-Mail Marketing Metrics

C Delivery Rate M) Open Rate HE)
ClickThrough Rate mm) Conversion Rate
= Comparative Industry Response Rates:

INDUSTRY Delivery Rate Opt-outs Open Rate Total Clicks Clicks Thrus Conversion
Permission E-mail 92% = 28% - 10% 2-8%
Catalog/ Direct Mail 88%  0.16% 33% 9% 31% 1%
Retalil 95%  0.13% 28% 6% 27% -
Financial 9%  0.12% 21% 5% 21% -
Publishing 98%  0.01% 24% % 16% -

Source: C. Brown, SVP Engineering, Experian

= Other metrics:
“BUsage of call centers by e-mail recipients

“BReturn on Marketing, Cost per acquisition
“OLTV and AQY of e-mail customers
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e-Malil Marketing Metrics vs. Direct Mall

= Time to market and flexibility:

“BDirect Mail Campaigns: 4 to 6 weeks to complete;
responses take 3 to 6 weeks avg.

“BE-mail Campaigns: average 7 to 10 days to complete;
responses, an average of 3 days.

Costs:

“BE-mail marketing also costs less than direct mail: about
$5 to $7 per thousand (CPM) to execute

“BDirect mail costs average $500 to $700 CPM.
= Response Rates:

“BOpt-in e-mail campaigns generate 6% to 8% conversion.

“BDirect mail and non-permission-based e-mail campaigns
generate average 1% conversion.

\ © 2002, Michele J. Bartram. All Rights Reserved. Copying Prohibited.
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Competitive E-Mail Results

ZNine West. women’s shoe designer,
manufacturer and retailer with 700 stores,

“B“Personalized e-mail has become the top driver
of traffic and conversion at its web site”.

“DPersonalized e-mails generate click through
responses of 20% to 30%. Nine West also
experiences a 20% to 40% increases in sales in
all channels within seven days after an e-mail.
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E-Merchandising Success Metrics

Source: http://www.eretailnews.com/Features/0108merchandising.htm

Look and buy conversion ratio

Y% Measures the ratio between the number of consumers accessing the site
and those that made a purchase.

Traffic / page measure

Y% Determines the number of consumers who accessed specific pages on the
web site.

Basket size
Y8 Number and total cost of the items purchased on each shopping occasion.

Shopping Basket Abandonment

Y8 Amount of abandoned baskets, and Number and cost of items in baskets

Fulfillment ratio
Y8 Number of orders that can be fulfilled within “N” number of days of the
order being received.
Returns ratio

Y% Percentage of returns made against a specific product - this can be as high
as 40% for apparel.
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Goals of eCRM... To:

2 Reduce
YBeosts to market to and service customers

Improve
“Baccuracy and relevancy of recommendations
“Bcustomer satisfaction

=lIncrease
“Bconversion rate, i.e., Turn browsers into buyers
“Bcustomer retention and frequency
“Border size
“Bcustomer response
“Bcompetitiveness through differentiation
“Bprofitability, ROI

\ © 2002, Michele J. Bartram. All Rights Reserved. Copying Prohibited. y
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Why bother with CRM? It's the numbers*'

It costs six times more to acquire a new customer than
keep an old one.

The odds of selling a product to a new customer are 15%,
while the odds of selling it to an existing customer are
90%.

One dissatisfied customer typically tells eight to ten
people about his or her experience.

70% of complaining customers will do business with the
company again if it quickly takes care of a service snafu.

More than 90% of existing companies do not have the
necessary integration of sales and service processes and
systems to support e-commerce.

A company can boost its profits 85% by increasing its
annual customer retention by only 5%!
* Source: Syhase GusiomeshssetiManagesaesd, vapmsyase60m
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Basic Segmentation Modeling

Provides detailed view of customer.

Scoring
Customer ||‘
Database

\ © 2002, Michele J. Bartram. All Rights Reserved. Copying Prohibited.




Marketing
Solutions
focused

Business
Intelligence
focused

@- Commerce

Best Practices
Customer Segmentation

Business Objectives

Segmentation Requirements Audit

Enterprise Lifecycle Value Behavioral Other
Segmentation Segmentation Segmentation Segmentation | (Segmentations

Marketing Strategy / Master Planning

Ac“zu;m:lon Rlsltegtllon Growth
oge’s ode’s Models
(Customer Profile, (Retention, Lifecycle,
. (Cross-sell, Up sell)
Response, Conversion) Response)

Program Execution

Customer Engagement | Program Plannin

Implement Tdentify
ram Opaigumt
Measure & Develop
Analyze Program
Test
Wrap tp Program

© 2002, Michele J. Bartram. All Rights Reserved. Copying Prohibited.
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TECHNOLOGY
4
' ~
;s

How do you leverage existing systems while
adding e-commerce?

What new architecture and tools are required?

© 2002, Michele J. Bartram. All Rights Reserved. Copying Prohibited.
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BACK-END ARCHITECTURE:
LEGACY MAINFRAME SYSTEMS

Assess what existing technology you have

already and determine what can be re-used
iIn a multi-channel environment

© 2002, Michele J. Bartram. All Rights Reserved. Copying Prohibited.
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Typical Catalog Legacy IT Systems
ETELEMARKETING and CUSTOMER SERVICE

“BCentralized order processing and customer care
Need to add web customer support capability and cross-CRM

EMERCHANDISING and INVENTORY

“8Common Products Database holds all styles and sizes
ENeed to supplement with additional info, categories, fields

HLOGISTICS and FINANCIAL REPORTING

“BDetailed financials within and across businesses
wINo web or cross-channel reporting

EMARKETING and ADVERTISING

YBCustomer database with traditional source info

“BOffline segmentation capabilities
wINeed to enhance to enable Internet analysis

\ © 2002, Michele J. Bartram. All Rights Reserved. Copying Prohibited.
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Typical Cataloger Back-end IT Strengths

= Integrated, customized in-house applications with
few external dependencies

= Top internal IT talent

= Centralized databases allow cross-branding
activities and analysis

= General ledger
= Capability to process millions of orders / month
= Telemarketing and customer service applications

||‘ Need:

YBReal-time, standard data interfaces for the web
“DRelational database and Cross-channel reporting
YBReal-time ir@gvento information and order confirmations

2002, Michele J. Bartram. All Rights Reserved. Copying Prohibited. y
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“What fs’Customer Relationship

Management (CRM)?

TO YOU: Talking with not at
customers and responding to
their needs throughout their
lifecycle with you:

“B Acquire & Retain

Y Understand & Differentiate

YD Develop & Customize

‘D Interact & Deliver

L TO YOUR CUSTOMERS:
“You know me no matter
where or when | deal with you.
You treat me better the more
you know me, and give me
personal, friendly service.”

LLo bl 1R VLY TR T

l.\ © 2002, Michele J. Bartram. All Rights Reserved. Copying Prohibited. y
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CRM: Technology Definition

=Begins with a Strategy that is focused on
Customers (CRS)

= Strategy is supported by: Customer-facing
technology (CRM) and business-facing
Intelligence (ClI)

= Website and Call-center technologies
support the customer side. Data mining
and Business Intelligence technologies
support the business side.

© 2002, Michele J. Bartram. All Rights Reserved. Copying Prohibited.
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Data Warehouse Supports all functions

Business
Analysts

Customers
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Customer-centric E-Business Architecture

Significant integration will be required to become customer-centric however the
resulting institutional base of knowledge will provide exponential returns

Customer(s)
Direct Chunnels _Lhannel Hnnagamaﬁ'f Indirect Channels —
o
=
g
E Customer Relationship Management
= Product Channel MarCom
Management Management Management
Strategic Development Market Intelligence
& Planning Information Management & Research
I
b
ol
o
5
7] m Manufacturing Distribution
esources

AU v IVIIVI VIS W evar A R T I R A = ATEES B R T T __.l"
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FRONT-END WEB ARCHITECTURE
N /

How do you design your web technology for scale,
integration and performance?

What about redundancy, recovery and reusability?

© 2002, Michele J. Bartram. All Rights Reserved. Copying Prohibited. y

2001 Brylane, Inc, e-Comrmerce Group



— RI{YLAN I:@-Enmmerce 2

Managing a Technical Web Development Project

Establish a clear vision of the site and determine specific
business requirements
Y Hold e-business Blueprint Project

‘% Produce a Web Site Business Requirements Document (BRD) and
get executive sign-off on business decisions

Create detailed functional specifications
Produce detailed technical specifications

Determine whether to outsource or go internal?
‘B If outsourcing, choose partner through RFP process
Establish project management guidelines
Y Require milestones, deadlines, documentation, etc.

Test and review before accepting each milestone
“B Usability, performance, scalability, extendability, etc.

See: http://www.retailsystems.com/communitycenters/wcc/presentation/heck/Heck files/frame.htm
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Abstract Web-Only Technology

from the Traditional Business

BUSINESS / MAINFRAME
DATA AND
PROPERTIES FUNCTIONS

e

DIVISION

A
/ INTELLIGENCE
ASSET
/ MANAGEMENT
CREATIVE THIRD THIRD CONTENT
TECHNOLOGY (INTERACTIVE PARTY PARTY MANAGEMENT
SPECIFIC) SERVICES CONTRACTS

© 2002, Michele J. Bartram. All Rights Reserved. Copying Prohibited. y
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~ SCBTe,"Large-Volume
Front-end Web Architecture

P
0
Q
7]
(o
5
)
o
0
)

INTERFACES (COMPONENTS)
Shared

INL ] I IWC ]
[] 0 ) []
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Single Web Property Configuration

Redundancy, No Single Point of Failure, Fail-over

ocC-48
10 bps

Nokia / Cl'ueckpoint

-
[©o] [coococoo] [oo]
. VLAN ISWm:h . SHARED
| - |
VLAN priJate/public
[ 1
Property 1-8 [T 1 m | — i m]
(config load o O Email
dependent) Web $erver Web $erver | | | | | | | I:l
0
SVC Server
[T | — [ 1
[ 1
O 0 -
SHARED DB Server DB Server Tog Analyeis
[ 1
Disk array
0
Media Server
[T | | 1
- - SHARED
MTS MTS
SHARED T —
[T 3 [ n 1 -
| || DB Server / Staging
Host Integration Host Integration
\ 1M 29% 2002, Michele J. Bartram. Ali'Rigiits Reserved. Copying Prohibited.”"™ *°° y
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Must-have Web Technology:
Site Management Tools

Web Content Management Change Management/

System Code Source Tools
Media Server Project Management and
E-Commerce Product Scheduling

Database % Daily Production Schedule
Reporting OLAP Database ‘8 New Projects Schedule

E-Commerce Intranet

/P Style Guides. Development
Server.

Staging Environment for
final testing

Web Log Analysis Tools

Performance Monitoring
Tools

\ © 2002, Michele J. Bartram. All Rights Reserved. Copying Prohibited.
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Create an eCommerce Intranet

e.g., Brylane eCommerce Intranet with Schedules, Testing,
Style Guides, Reports (LogFile, Marketing, Merchandising)

BRYLANE@-commercs WebTrends Reporting Server

WebTrends:

Biylame.cam

(5 S LY ] S R —— Brylane Kitchen

Birylame Home

Biylane Kirchen
.l' . Brylamnetoms rare oy | T ¢ e | e T Sep—
TCHEN KITGHEN 4
Jassica Lamilsn e R —r —'—_-_
KimgSize Direct ::::"::::h_ n T " —— T
Lane Bryant T Zone 1 Edmoanal
¥ S v R ader
Lemer L, e — 5620
[ - - ~ .
H ciai Tk 1ISLU& e Cusies
Alimin Towsl " = [ —y—
s EH e —

Brylane Oreerview B o i L

[ SHtE Page
Excal Expor :_-z:- Hasganon Guds Fage - — s, Gtk ;:I_:_._...._h
Excel Demande Brute - Pt ks B e

L h —

Reports: ACH

Raichandising Kapains

Mainbrame Reports [
. Wirittemn Standards
Other Tools: BH 9 .. Zome 12 edioral 24119

9 i ] E ¥
Shyle daulilas =, Tminge Dsie sred ropmvireg ) Teoml o e T o R e s
i ) . R el R it St Sy
Mainbrame File Dweries H=O b o -
O e ———
Imaga Upload Status LER

Tenminal Services

Hrylenss. com | Arplans Homa | Brylens KRchan | Chedwicks | Jeawica | srsden | KingSiee Drect | Lsms Dryam | Lerner | Bosmans

Admin Tezl | Aindes Omrview | Fecel Frpor | Frcel Deamersds Hrde | Meirreme File Dusriae | 5his ades | Tearmine Sernces
Fomn
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Must-have Web Technology:
Consumer Usability Features and Tools

= Site search engine
“BBasic: keywords, categories
“BAdvanced: pricing, style,

&E.g., LandsEnd upcoming Stored Search as personalization
=Zoom in/ out

= Enhanced Product information
“BE.g., Size charts, glossary, spare parts, care
= Coordinates/ Accessories

= Product Inventory Availability,Shipping Costs and
Full Charge before checkout

\ © 2002, Michele J. Bartram. All Rights Reserved. Copying Prohibited. y
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Must-have Web Technology:

Consumer Safety
= Security

“BMust use Secure SSL for all pages that collect or
transmit customer data. “Lock”™ must show.

He.g., A customer ordering on Flowers.com got a message saying
“This page is not secure and all personal and credit card data
could be intercepted”, and canceled order... A lost customer!

“BTest your site with available consumer firewalls and
security and privacy software programs

“BAudit your site using 3" party security firms
“BEmploy highest encryption possible (128-bit)
= Privacy
“BHave links to privacy policy at all data collection points

“BExplain why you are collecting data and provide benefits
“BProvide clear opt-in and opt-out options and instructions

\ © 2002, Michele J. Bartram. All Rights Reserved. Copying Prohibited.
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Don’'t Have Strange Warnings Pop Up

on Your Customer’s Browser

e.g., T'his message pops up when trying to access the
home page of http://www.cifrasyestudios.cl

Root Certificate Store I

B Do you want to ADD the Following certificate to the Root Store?

Subiect ; CL, E-CERTCHILE, Autoridad de Certificacion Publica Primaria, E-certchile Autoridad de Certificacion Publica
Frimaria, Santiago, Region Metropolitana

Issugr ¢ Self Issued

Time Yalidity : Wednesday, June 13, 2001 through Friday, June 10, 2011

Serial Mumber : 00

Thumbprint {shal) : 48626C64 D21C3CA0 GFE4AARE 1F114D7C 3E3CID0E

Thumbprint (md3) : 01016073 AF7EC047 CT7CHACA EGE59861

Yes o

© 2002, Michele J. Bartram. All Rights Reserved. Copying Prohibited.
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Advanced Web Technology

= Depending on your market, business model and
customers, you may be required to implement
more advanced technology, including:

“BWireless applications, downloadable onto PDAs and
cellphones

& Content syndicators and publishers like travel, Astrology.com,
business news, magazines, etc.

EM-Commerce- wireless mobile commerce applications

“BExtranet applications to connect directly with business
partners, suppliers, distributors, national accounts
&Business marketplaces and auction sites, like GNX.com

“BMulti-lingual Support

HGlobal Businesses, Countries with multiple languages

\ © 2002, Michele J. Bartram. All Rights Reserved. Copying Prohibited. y
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Offer Mobile Access to Your Site via
PDA Download or Mobile Phone

e.g., www.BNAmericas.com

-=BAll='B'i.ﬂ;5rSizeaW; DIVEO IBM Resultados Precisos

onday, May 13, 2002 Search entire site

English Espanol Portugués Free Trial SubscrHbe Demo

2

Telecommunications

E-business Free _ M
Tria

Electric Power
Step 1 of 2 - Username and Password

il & Gas ) . A . . . .

o Totry Business Mews Americas' daily sector specific Latin American news service, please enter yvour preferred
Mining Username and Password and hit"Submit". %ou will then be asked ta fill in a form specifeing your user profile and
Metals sectors of interest.

Infrastructure Denotes Required Fields O
Privatization <2 Username | |
Banking J FPassword | |
Water & Waste
Products & Tools 2 Confirm Password | BusinessNewsAmericas
Corporate " A
T Download onto PDA via
Content Management Avantgo.com
Tools
Content Synidication Featured Lipks. e
Advertising Free 1rial “try Brlarmericas free for two weeks.
Media Monitoring AvamtGo © add the Business Mews Americas news channel to your PO
Link Center Link Center : add your company or Event to the Brlamericas directony.
Career Center Company Fact File : hard to find information on companies operating in the region.
On the Go
\ © 2002, Michele J. Bartram. All Rights Reserved. Copying Prohibited.
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Go Global e-Commerce with Multi-lingual Support
e.g., www.Redoute.com

© WELCOME TO THE FRENCH

# Discover the world's third largest mail order company in...

L
=
=
o
c
w
(2.4
S

: e e ei ei e e
S e T e
P iSs vl BN MEE BN
# Womenswear # Menswear # Childrenswear # Undemwear # Sportswear # House
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Create Separate Sites with Unique

Content for Different Markets
e.g., 1800LasFlores.com vs. 1800Flowers.com
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Useful Links and Resources

Ecommerce Web Sites:

http://cyberatlas.internet.com Cyperatlas
http://www.nua.ie/surveys Internet Surveys

http://www.internetretailer.com Internet
Retailer

http://ecommerce.internet.com eCommerce
Guide

http://www.dmnews.com/cgi-
bin/artcategory.cgi?category id=14
iMarketing News

http://www.digitalcement.com/Best Practice

s _apwp.asp Digital Cement e-Mail

http://www.imarketing.org/couMIC.php AIM
Multichannel Marketing Council

http://www.marketingleadershipcouncil.com
Marketing Leadership Council

http://industryclick.com/microsites/index.asp

?srid=2&pageid=320&siteid=2&magazineid
=9999&srtype=0 Direct, Catalog Age,
Operations and Fulfillment magazines

http://www.interactivemarketing.org/valuesur

vey.php Value of E-Mail (see PPT.)

Spanish and Portuguese-language
Sites

Y% http://lanic.utexas.edu/la/region/ecommerc

el

Y8 http://searchenginewatch.com/links/Reqio
nal Search Engines/Americas/Latin Ame
rica/

http://www.activ-ecommerce.com/
www.starmedia.com

http://www.fecemd.org/ Federacion de
Comercio Electrénico y Marketing Directo

Y8 http://www.pensandonegocios.com/

E-Business Books

Y “The Cluetrain Manifesto”, by Rick Levine,
Christopher Locke, Doc Searls, and David
Weinberger

‘D “e-Business: A Roadmap for Success”, by
Dr. Ravi Kalakota and Marcia Robinson
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THANK YOU! OBRIGADA! jGRACIAS!
MERCI! DANKE!

ZIDEAS? QUESTIONS?
SUGGESTIONS?

= Contact me at:
“Becommerce@brylane.com
YBAttn: Michele Bartram

S For e-business resources
and links, visit my site:
“Bwww.webpractices.com
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