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Grant (2008) suggests that an industry's KSF are those factors within its market environment which determine its ability to survive and prosper (B301, Block 3, p.61)

Giving Up on the Web?
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The task was based on an Economist article 'Giving up on the web' from September 2002. We were asked to identify the Key Success Factors for internet based commerce, which we have largely interpreted as being those selling commodities online.

What Do Customers Want?
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· A user friendly site with innovative technology that is easy to use and provides a wide range of offerings 

· Secure payment systems and privacy of personal data 

· Good customer service (i.e. quick delivery and response to customer queries) 

· Brand Reputation (People are likely to buy from a brand that they know, or at least believe that others have found trustworthy) 

· Value (right balance of quality and price), Better quality at better prices than available otherwise (i.e high street) 

Key Success Factors for E-Commerce
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Customer focused KSF 

1. ACCESSIBILITY - The website must be well designed with an intuitive interface that is usable with those using disability access software, such as screen readers. Navigation must be clear and simple allowing the customer to transverse the site with ease and functionality, such as related products or product comparisons must work reliably and provide a benefit to the customer encouraging them to increase their purchase.
 Products should be clearly presented with accurate descriptions allowing customers to make informed purchases. The checkout process should be simple and quick as if  too complicate customers will typically abandon the process.
 The website should communicate and support the brand image in terms of the look and feel. 

2. INNOVATION - The company needs to stay technologically up to date and continuously improve their services. This is expensive, but necessary as customers seek easier and faster ways to shop, that's why they choose the internet. Customers are no longer attracted to static websites,
 they are more focused on dynamic sites although this should not have a negative effect on the performance of a customers web experience with the company. 

3. SECURITY - Provision of a safe, reliable, trusted and secure payment portal; which should also aim to provide additional complimentary features to enhance customer empathy towards to the website and company. 

4. CUSTOMER SERVICE AND CARE - Comprehensive support regarding relations during transaction as well as after care which should include returns, refunds, advice, opinions about the whole experience dealing with us. By providing the organisations services and products 24hrs a day it allows the business to fit around the life style and interests of the consumer. However it is important to be able to keep up with consumer demand and be able to have logistics in place for different rises and falls in demands.
 

5. VALUE for CUSTOMER - marketed and sold products/goods/services have to represent the right balance of price and quality to the customer. Value is usually perceived to be intrinsic and often subjective perception/interpretation (i.e. some of us will see good value in certain products others will be of the opinions for instance that a product is overpriced for what it is).

STRATEGIC ISSUES FACING MAJOR ORGANISATIONS
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KSF from an Organisational persepctive 

1. KEEPING UP WITH TECHNOLOGY -with intense competition e commerce firms are constantly under pressure to keep up with the latest technological advances or invent new technologies. This has a direct relation to "First Mover Advantage" where organisations that get into a niche market first often become the de feacto standard for that environment (e.g. Ebay, maybe not the best but definitely now the model on which many auction sites have been based). 

2. AVAILABILITY OF RESOURCES AND CAPABILITIES - which can be very different for online providers so the business must develop resources and capabilities suited to this environment. This would include competent and innovative leadership

3. UNDERSTANDING CHANGES IN CONSUMER DEMAND - keeping up with what customers want from an online provider, having the right mix of product/value 

4. UNDERSTANDING COMPETITIORS - Effective scanning and monitoring of the competition which is more difficult to do because of the very dynamic nature of this industry with global reach and the ease and rate of start ups. 

5. MUST SUPPORT AND PROMOTE THE KEY VALUES AND OBJECTITIVES OF THE BUSINESS - developing a business model to suit the ecommerce environment that is distinct from but supportive of existing business models and the objectives of the organisation. 

6. GAIN BRAND LOYALTY BY BUILDING STRONG CUSTOMER RELATIONSHIPS - Existing large companies with brand reputation are quite dominant so finding a way to differentiate what the organisation offers then maintaining good relationships to retain customers as there are few, if any, switching cost 

7. SELF REGULATION - Most new companies due to lack of resources tend to follow enforced regulation to reduce initial outlay costs. Self regulation can form a platform to improve service and security and thus drive continuous improvement. 

8. REDUCED COSTS/LOW COST - By cutting out the ‘middle-man’ in terms of dealers and wholesalers and selling direct to customers it means the organisation can sell the products in bulk and therefore providing economies of scale and making the business more profitable. However comparison sites such as comparethemarket.com and confused.com have made it easier for consumers to now see quickly and efficiently the best value organisations. 


Given the high level of competition in the e-commerce industry and consumers expectations that products are cheaper online, as well as their ability to easily compare prices by simply searching the Internet or using price comparison sites, it becomes essential for firms to operate a low cost strategy to achieve the necessary margins to remain in business whilst still being able to compete on product price if necessary. 
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· B301
 (2010) B301 - Making Sense of Strategy, Block 4 - Collaborative Assignment, Appendix 1, pp. 37-38, OUSBA, Milton Keynes 

· B301 (2010) B301 - Making Sense of Strategy, Block 3 - The Strategy Toolkit, p. 61, OUSBA, Milton Keynes 
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�Useful illustration.


�And as a consequence....


�Evidence or reference needed here.


�In order to....


�Some of these elements have examples (excellent!) but others do not.  The ‘final polish’ would be to include examples for all – even if they are hypothetical.


�Remember the author should be named or if no specific author is available then you should use the authoring body – i.e. Open University.
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