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Okay, this year was tough. But if
you start cutting 2002 Web budgets
to trim costs, it could cost you.

he events of September 11 have
I likely atered the economic land-

scape in ways much less obvious
than the devastation left in New Y ork City.
Indeed, thanks to beefed-up security meas-
ures everywhere from the corner conven-
ience store to the Pentagon,
costs of doing business in
every industry are likely to
rise. And understandable, if
unwarranted, fears of travel-
ing have jolted tourism
nationwide, an effect felt
most keenly in Florida,
where tourism is the largest
industry. The trickle-down
effects of a crippled hospi-
tality sector in this state
could be nothing short of
disastrous for untold num-
bers of local businesses.
Only the most optimistic —and naive —
economist would predict that no other
deleterious economic effects of our cur-
rent global crisiswill cropup. TheU.S.is
resilient, though, and it is likely that
business will in time return to something
akin to normalcy or, more likely, estab-

The real question

for companies
IS not how

the Web will fare
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will work for them

in 2002.

lish a new kind of normalcy by adapting
to changes.

How the Web will be affected, specifi-
caly in the next year, remains to be seen.
There has been some speculation that busi-
ness on the Web — be it direct sles or indi-
rect support of offline sales—will increase,
driven by the possibility that many con-
sumers will begin seeking ways they can
shop from the comfort and convenience —
and now in the relative safe-
ty — of their own homes. And
if these consumers get into
the habit of shopping online
now, the rationale goes, it
seems likely that when the
perceived danger diminish-
es, they will continue shop-
ping online. Whether or not
this will occur depends in
part, of course, on the overall
economy, as consumer
spending on the Web is a
logical subset of consumer
spending in general.

The real question for most companies,
however, is not how the Web itself will
fare overall in 2002, but how the Web will
work for them in 2002 — what specific
benefits can it providein the coming year?
It's reasonable to assume that most com-
panies began to feel the pinch in late 2000
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when the economy began to erode. As
such, layoffs and budget cuts became
common lead stories. Many budget cuts
would have applied to technology expen-
ditures, among them Web site develop-
ments and enhancements.

Companies have no doubt revisited
their 2002 plans since early September,
as global developments have introduced
new costs and uncertainties to businesses
nationwide. Will the Web factor into any
adjustments made to 2002 budgets? That
depends on how “sold” these companies
are on the value of their sites to their
business operations.

Halfway is the wrong way

You're discussing an upcoming print
advertisng campaign with your agency.
They show you concepts and strategies, but
since you don't subscribe to the publica-
tions in which your ads will appear, you
really don't care what the ads look like. So
you tell them to just throw something
together and be done with it.

Ridiculous, right? Yet an astounding
number of companies have that exact atti-

So when did your
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Focus. Keep your eye on the ball.
Do what you do best, delegate the rest.
You believe this. You teach this.
But then you decide to try
building your Web site in-house.
That just doesn’t make sense, does it?
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tude with regard to their Web sites.

The Web is almost a peripheral element
of marketing to many companies, a fact
that is evidenced by the leanness — and
often outright shabbiness— of the Web sites
representing these companies. Established
“offlineg” companies often overlook the real
value of the Web as a marketing tool, not
understanding that a Web site is often the
very first impression that a potentia cus-
tomer has of acompany.

But the Web hits even closer to the bot-
tom line than that.

According to a study conducted by
Jupiter Communications earlier this year,
future growth in online spending is pro-
jected to grow only slightly compared to
the staggering growth of what they
termed “Web-influenced offline spend-
ing.” In other words, the research found
that more people are turning first to the
Web for information about what they
should purchase — even when they plan
to buy offline — before making purchas
ing decisions.

While it is more difficult to quantify
growth in this area, research does sug-
gest that the companies with a strong
online presence are likely to enjoy a sig-
nificant competitive advantage (over
companies with little or no value built
into their sites) from the growing num-
ber of buyers — business and consumer —
who research products and services on
the Web.

But there' s more to the Web than
the simple dissemination of infor-
mation. There are also significant
opportunities for cost savings.

Communication-related expens-
es for most companies can account ™
for astaggering percentage of operat-
ing costs. In many cases, these costs can
be trimmed - or diminated atogether —
with the implementation of Web-related
components.

“Currently, U.S. companies spend a
vast amount of resources trying to com-
municate with their consumers,” said
John J. Adams, chief operating officer of
Chicago—based CoolSavings Inc. (fka
Cool Savings.com), a veritable pioneer in
online marketing.

“Consider, for example, the number of
call centers, direct mail pieces, and

overall spending

will likely drop ...

"N

account statements that you go through in
just one week. The cost to the corporations
... Is substantial. Many [avenues of com-
munication] can be replaced inwholeor in
part by providing adequate information on
asimple Web site”

Adams suggested that the Web is not
yet as common a business tool as the tele-
phone, but that seems to be changing
rather quickly.

“These days when | am asked for my
fax number, | have to look at my business
card,” said Adams. “On the other hand, |
have several e-mail addresses floating in
my head.” And, he added, there are count-
less people in the workforce who have
never been without e-mail.

Machiavelli once observed that the fear
of loss is greater than the desire for gain.
It is perhaps for this reason that thereis a
reluctance on the part of so many compa
nies to commit to the Web as an essential
part of their businesses. Some
companies think nothing of
allocating huge sums for
advertising, customer

Although

might still be smarting from money they spent on Web
promotions that didn’t work. But it’s a safe bet that others
in your industry recognize the opportunities offered by the
Web in the areas of streamlining customer service, creating
awareness of product and service offerings, reducing communications
costs, etc. Don’t fall into the trap of thinking that “the Web doesn’t
work for us” just because your Web site produced no direct revenue in
the last year. A visit to your site should be a lot like a visit to your physi-
cal offices. Answers about your company should be easy to find.
Products and services should be clearly outlined. Customer service
should be a click away from the home page. If you don’t offer them
\what they want on your Web site, maybe someone else will.

... Web-influenced
offline spending
will increase

F
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number, | have to look at my business
card. On the other hand, | have several
e-mail addresses floating in my head.”

John J. Adams
COO, CoolSavings Inc.

service staff, postage, telecommunica
tions, and marketing-related print collat-
eral, and other costs which could be
decreased, often substantially, by the right
Web implementation. And yet their Web
budgets wouldn’t keep them in envelopes
and staples.

This one idea warrants iteration: The
real danger for a company that is indif-
ferent to the Web is not that they’ll be
“missing out” on direct sales. Rather, by
failing to take advantage of tools and
processes that the Web now facilitates,
the company will spending far more than
it needs to be spending.

Furthermore, prospective customers
(whether they be businesses or individu-
als) rely more on the Web to research
their purchasing decisions. And existing
customers might rather skip the on-hold
music and get answers about a product
on the Web.

“Companies need to build a Web pres-
ence that satisfies all their customers
needs,” said Brent Craven, chief operat-
ing officer of Tampa-based
RedVector.com, which operates one of
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especially with regard to
what your competitors are
working on. Some companies

Page 2

decode



the Web's premier continuing education
sites. “Any company that failsto leverage
available Web technologies will be at a
disadvantage with regard
to its competitors.”

Craven’'s opinions, as
well as those of many
other executives inter- L
viewed by decode, >
echoed a prediction %‘
made by Andy Groves, Craven
chairman of chip giant Intel Corp., sever-
al months ago: “In five years' time, there
will be no more Internet companies. All
companies will be Internet companies, or
they will be dead.”

The prejudice against “new-fangled”
technology held by many reactionary busi -
nesspeople often overshadows the recogni -
tion that technology is essentia to contin-
ued competitive growth. True, market sur-
vival does not hinge on whether or not a
company embraces each new gadget or
software program, nor does an effective
Web strategy depend on how many bells
and whistles a site sports. But as business-
related technologies advance at a blinding
pace, opportunities for measurable cost

savings do evolve more quickly than in the
non-digital world, and they should not be
rejected out of hand simply because they
are new and because Sam Walton never
used them.

Quoting from the company’s mission
statement, Suzanne Boland, president of
RFB Communications Group of Tampa,
said, “RFB believes that technology is the
future of business ... it's not just e-com-
merce; it's understanding the value of
technology and the Internet as a means by
which to disseminate messages, serve cus
tomers, market services and keep internal
lines of communication flowing in the
right direction.”

In the coming year, some companies
will gain ground and somewill lose ground
.. obvioudy. And for offline companies,
the Web will likely play only a minor role
in absolute success or failure.

But consider this: With the right Web
site, a company can reduce operating
costs, increase customer service
response time, improve communication
internally and externally, and project a
powerful online image. No other busi-

ness tool can offer all of these advan-
tages, even in theory.

In away, it is the lack of understand-
ing of the Web medium that stalls imple-
mentation of a solid online strategy.
Decision-makers who do not “get” the
Web are more likely to settle for an
online brochure rather than commit to the
larger investment of a useful, pervasive
Web development.

But those decision-makers will eventu-
ally discover that their clients are under-
served, their prospects underinformed. And
then businesswill belost to companies that
serve better and inform better.

With all the boardroom discussion
about reducing costs and streamlining —
and basically weathering the recession-
like conditions the country is going
through — it makes sense to reconsider
the Web.

A well-planned and well-executed Web
development can (and should) support
company operations in every department.
It should be an investment, not an
expense. Its function should be more
important than its flair.

Especidly in 2002, having the right
Web presence is smply good business. &

sure-fire ways to lose money on the Web in 2002l

Are you tired of wondering how you're
going to decrease those pesky margins?
Where you can spend that annoying surplus?
Being too far in the black gotcha down?
Then try these handy Web tips, and you're
sure to be wallowing in red ink by the sec-

ond or third quarter!

Bring it all in house.

If you outsource Web develop- ,

ment, you run the serious risk of 1 b W
avoiding salaries, insurance and bene- % [zzf !
fits costs. You aso might hire acompany

that will build a site that actualy attracts cus S~a
tomers to your business, which could result in mcreased

N
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Don’t hire anybody to manage your site.

This is often overlooked as a great way to lose money.

Conscientious internal management typically demon-
strates a company’ s commitment to its Web site. When a com-
pany spends the money to build a site, then commits no other
resources to maintaining it, it's aimost sure to get stale. The
real opportunities for loss are more subtle — a neglected Web
site not only represents atotal lossin terms of site construction
costs, it also makes your company look really bad to prospec-
tive clients, so you could actually lose business, too!

Hire the wrong people to build your site.

Although alot of companies aready use this method, it

can gill be implemented effectively. Remember, your
Web devel opment team, whether they be internal or outsourced,
can make or break your site. Make sure you hire them without
looking too carefully at other sites they’ve built. And whatever
you do, take their word for everything — don’t contact their ref-
erences. Let them use your site to experiment on new things.
You'll be paying for their on-the-job training!

revenues. By bringing it all in-house, you'll be able to pay not
only for servers, switches, high-speed lines and additional work-
dtations, you'll also need to hire at least four or five tech profes-
sionalsat competitive salariesto manage the site. Y ou could eas-
ily triple the cost of outsourcing development!

Outsour ce to multiple companies.

There' s nothing quite like disorganization. If you decide

not to try method #3, at least do the next best thing: Hire
one company for consulting, another company to build the site,
and ill another company to host the site. That way, you have
three, non-cooperating companies to work with, each one pass-
ing the buck and avoiding responsibility for anything that goes
wrong. NOTE: Avoid turn-key Web developers! They can pro-
vide a full range of services, potentialy saving your company
money and diminating customer service headaches.

Do nothing.

This is the easiest, most unprofitable method of losing

money on the Web. Y our competitors will love you for it,
and it will keep you happily in the red for yearsto come. &
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