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The range of departments inside a typical small-to-medium enterprise today can be large in both scope and personnel. This paper will review a range of contemporary website builders and tool to evaluate their respective e-commerce strengths and weaknesses. Having developed a prototypical website for the fictitious company ‘LensFlare’, the design principles and guidelines are then discussed. To conclude, the use of functional software and enterprise grade solutions are considered with the aim of providing recommendations for a business with a scope similar to the one explored throughout.    
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I.  E-Business Scenario
To discuss the benefit of a web-based builder an e-commerce site will be constructed for a photography business, ‘LensFlare’. The company sells a range of cameras, equipment and related accessories as well as discussion and comment pages. A monthly magazine is also published. 
II. Responsive Site Development Options
To evaluate the relative strengths and weaknesses of contemporary web builders the following evaluation grid has been developed. It considers a range of tools that are important in the construction and maintenance of online stores today. Although relatively similar the website builder ‘Wix’ comes out on top due to the vast array of in-built templates available. ‘Shopify’ and ‘Amazon Storefront’, both specialist e-commerce tools, could not compete in this aspect. 
	Criteria
	Existing Responsive Platforms

	
	Shopify
	Wix E-Commerce
	Amazon Storefront

	Professional layout and design
	Offers a range of templates and designs [1]
	“Over 510 professional templates, many specifically for e-commerce sites” [2]
	“Choose from a selection of design templates with varying store layouts and customisable features to best show your brand”. [3]

	Responsive to mobile devices
	An array of options for different smartphone and tools to create a site on the go [4]
	Stores are optimised for mobile so they will be suitable for mobile stores [2]
	“Create and launch marketing promotions across all your channels (website, store, phone) quickly using a suite of ready-to-use promotions” [5]

	Product Catalogue
	Yes, a fully integrated range of products, all plans provide unlimited numbers of items. [6]
	“Product galleries to showcase your products” [2] and individual pages for each product.
	Product grids are a simple way to view products. [3]

	Shopping cart
	Fully integrated at all levels, middle-to-top plans include cart recovery systems to ask users that nearly completed the order if they wish to finalise the purchase of the cart items [6]
	Yes, it is provided for all websites, but everything needed continually manage website data is not free. [7]
	“Increase conversion with proven features such as high upsell cart, mini cart, best sellers and personalisation”. [5]
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	Payment options: Card and PayPal etc.
	Has an ‘in-house’ system to purchase goods, [6] but there is a wide spectrum of supported 3rd party systems [6]
	Paypal is a free plugin that can be added to any site, as can an array of other options to accommodate credit cards transactions. [7]
	In-built payment options are handled by amazon so there seems to be no need to use any third-party application to handle purchases. [5]

	Non-Technically suitable
	“You do not have to hire anybody to help you with the store” [1] so it’s a relatively easy system to become familiar with.
	“Pure drag and drop website builder – you can literally insert content almost anywhere in your site” [2]
	A single interface is required, so it’s straightforward to configure a store. [5]

	No hosting requirements
	“Takes care of hosting your store for you” [1]
	No, this is included in the free packages and all premium sites. Annual plans provide a year’s domain name for free too.
	Provides users with a store ID that can be used externally. [5]

	Financially reasonable
	Affordable at the low end but does not provide many features. At the top end all premium features are included. Plans start at $9/month. [1]
	Wix is the best value for money when compared to its direct competitors (SquareSpace and Weebly). “The lowest paid plan should however be ignored”. [8]
	Is all handled by the amazon account itself, “there is no need to pay for a merchant account”. [5]


III. Designing and Developing an Appropriate Responsive E-Commerce Site
Following the analysis of different e-commerce options undertaken above, an e-commerce site for the business ‘LensFlare’ has been produced in ‘Wix’. To better understand the alternative features offered by competitors the specialist e-commerce builder ‘Shopify’ was also explored. 
The live website for ‘LensFlare’ can be found at the following web address: https://hcobbold149234.wixsite.com/mysite-2/lensflare-shop
Bespoke branding has been applied to the fictitious photography store, magazine and discussion SME, as shown below.
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Minor alterations to the colour balance have been made to the icon once placed in the Wix [2], [8] developer environment, the new image used for the website has had the ‘Marge’ filter applied to align with the black and orange themes that run throughout the site.
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The structure of the site is small, in keeping with a typical business of this size. The home page promotes aspects of the business [9] with big new products at the top, discounts currently available and the monthly magazine. A selection of big name brands and several of their respective products stocked are highlighted to advertise the store across the site [9]. 
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The footer, throughout the site map, provides contact details and social media links. It also provides customer service information regarding online purchases. Considering the focus on online purchases this should appear beyond the store and shopping cart pages. 
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The main aspect of the website is the online shop. It sells a range of physical products as well as options to purchase the monthly magazine as a digital download. 

Crucially for a company incorporating a digital store into their presence a range of contact details and information is provided to the customer should they not feel satisfied by their purchase [10]. Providing suitable contact and return information helps provide sufficient assurance [9] should the product not be suitable, nor the experience up to standard [10]. A client is more likely to undertake repeat purchases, or recommend the business, if their experience was straightforward and trouble-free. 
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The images below depict the magazine page with information regarding the contents of the latest issue. Both annual and lifetime subscriptions can be purchased via the site. 
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‘Your Views’ promotes reader and photographer collaboration. Several topic threads are demonstrated here.
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‘Get In Touch’ allows customers and readers alike to contact the business. This is not a conversation page so contains contact details and a simple message field. 
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Due to the type of website and the reliance on online sales, a funnelling technique has been deployed [9]. E-commerce sites can struggle to directly translate visits and views on a site into sales, and so to combat this following such a technique can improve the sales conversion rate [9]. 

Business-to-Customer (B2C) [11] businesses must consider two main aspects when building their site. The ‘hard’ purchase of products through the e-commerce site selling items and magazine subscriptions is commonly known as the ‘utilitarian’ [10] motivation. It is related to the users aims and direct intentions [10] and contrasts with the softer, intangible experience metrics which should also be considered [10]. To meet customers ‘hedonic’ [10] needs the site connects people with the common interest in photography, with several pieces of text attempting to convey a message of equality and no skillset disparity. The ‘community’ feel, achieved by encouraging users to talk about their subject can help provide a good experience [10],[9], increasing the likelihood of product purchases here and not elsewhere. This transforms the customer into a repeat purchaser and not just the source of one-off custom [9]. 
To protect customer data information collected from the website is not passed on to third parties and aligns with the appropriate data protection legislation [12]. An explicit reference to the company’s data policy is expressed to a user on the ‘Get In Touch’ webpage [13]. Such notices must be displayed when gathering data from a user [13].
A range of web design and accessibility principles [14], [15] should be consulted during the development of a website, some of which have greater significance for e-commerce sites [16].
It is strongly recommended website content is continuously reviewed, with resulting updates and adjustments as deemed apt [16]. E-commerce sites must also make it clear to the customer what they are offering [16], hence a selection of products are placed on the site homepage. Showing products on the homepage helps meet both the ‘Perceivable’ [15] and ‘Understandable’ [15] categories with other design features reflecting ‘Operable’ [15] and ‘Understandable’ [15] parameters. Recommendations include those that meet the proposed guidelines, or ‘sufficient’ [15], and techniques that go beyond the scope of ‘sufficient’, known as ‘advisory’ practises [15]. One such principle can be seen on the website with numerous instances of foreground and background separation [15]. To break the layout there are instances where this has not been deployed, as can be see opposite. 
These practises also extend to the development of pages for mobile devices [14] and considers how quality web design caters for internationalisation [14]. Other large areas for e-commerce sites regard privacy concerns and handling types of transaction [14]. If a site is hard-coded there are recommendations as to how to write the web scripts, such as HTML and CSS [14].
IV. E-Business Applications
For LensFlare activities undertaken in different functional departments will be typical for businesses of this scope. In numerous organisations the following functional departments are integral to continued success.
Marketing: For LensFlare the development of new promotional material is key as this both cements the relationship with existing customers and reaches out to connect with possible clientele [17],[18]. Alongside aiming at the transactional aspect of marketing is the magazine publication, an indirect method focused towards the relationship aspect of company promotion [11],[18]. Whilst there are numerous systems available several are widely considered outdated and lacking functionality integral to businesses today. 
‘Marketo’ [19]–[21] is regarded as one of the best solutions on the market [20]. The customisability of email is extensive allowing businesses  to tailor mail demographically and geographic, with the use of templates, and even HTML, customisability options are broad [19]. Other key tools include the ability to analyse and prioritise different marketing campaigns based on a range of campaign metrics [19], a feature known as ‘Lead Scoring’ [19]. One commonly documented drawback of the system is the dated feel to its interface [20], yet it is not perfected in one of the applications biggest rivals, Oracle’s ‘Eloqua’ [20],[22]. For SMEs price is vital. While Oracle’s Oracle charge a minimum of $2000/month for the ‘basic’ ‘Eloqua’ package whilst ‘Marketo’ provide comparable features for less than for half the cost with entry level plans starting at just $825/month [20]. Even the ‘standard’ Eloqua plan will involve shelling out more than $4000 dollars a month [22], more-than-likely unobtainable for business such as the one in question. ‘Enterprise’ level subscription costs for Eloqua require contacting Oracle for a direct quote [22].
The image below shows ‘Marketo’ manages workflows procedurally [21]. 
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The ‘Marketo’ UI [21]
HR: For the purpose of this scenario it is assumed the e-business also has several physical stores. The choice of software for HR is varied [23] with each system providing both its star aspects and niggly issues [23]. Customisability for this software is key to meet the specific needs of the business in question, with each platform aiming to meet the needs of fluid HR management in practise across businesses today [23],[24]. 
Finance: Given the e-commerce nature of this business, the finance software used will be crucial [25], especially for businesses with both an e-commerce presence and physical stores as the ability to collate data from different streams is fundamental [25]. There are a wide range of systems here which all have their individual differences and niche functionality designed to make a company’s statistics ‘live’ [25].  The platform ‘Adaptive Insights’ [26],[27] is a suitable system offering numerous functions that fall under cash flow forecasting, finance balancing and profit-loss costings, all available for a given trail period [26],[27]. 
ERPS: The operations and processes undertaken within a ‘Small-to-Medium Enterprises’ (SME’s) [28] can be transformed with the use of ‘Enterprise Resource Planning Software’ (ERPS) [29]. The deployment of a global platform with a centralised topology transforms the nature of small businesses, providing them with the tools and techniques [30] to gain further insight into activities undertaken across functional departments. This both helps departments align on an operational level [29] and increases the cross-department activities which follow [31]. Greater operational efficiency can transform the common reactive nature of such enterprises into predictive, forward thinking business which make strategic decisions based on the wealth of information available [17],[28],[30]. However, some caution is advised as A. Kanellou and C. Spathis recognise potential issues in ERP design culminating in “failing to combine their business needs with the technological imperatives of the system” [31]. Implementing a ‘global’ system, beyond the implementation stage has issues too [32], mainly regarding the regulation of work across a wider, integrated structure with workload allocation and review one such potential cause of these issues [32], [33].
LensFlare will need buy in a range of products in bulk to sell via their e-commerce platform. The use of appropriate ‘Supply Chain Management’ (SCM) software allows the business to collate comprehensive customer purchase information and deconstruct it as appropriate using a range of parameters [34]–[36]. SCM has further value when paired with a ‘Customer Relations Management System’ (CRMS) [11] which provides greater insight into transaction records. By storing customer details and interactions the business can gain further insight into the relative demand of items, the purchasing timescale and physical location of purchases [34]. The development of dynamics [35] provides a suitable framework with which to continually review the procurement methods coordinated by the SCM system [35],[36]. Furthermore enabling the formal communication with suppliers can then take place [28], all of which can be handled entire within the scope of the single procurement application. 
Despite the relative inclusion of project management tools [37] in ERP systems an external platform is advised, from which there is an array of choice.  Practically, such systems will be fundamental to the timings of internal processes [37], such as the cyclical steps required for the continual publication of ‘LongExposure’ magazine. Typically, such systems allow the allocation of employee and resources over a defined timescale for given projects. 
The case study business is likely to be hosting content on a cloud-based system [38],[39]. When using one or more providers the services received can be categorised into the three main areas outlined below.
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Cloud layers [39]
Application Layer (SaaS): Most common software applications are handled at this top level [38]. If a CRM system is deployed, then it is here in the cloud service they are located. Another suite, itself a cloud platform, Adobe CC is likely to be used here to manage the development of graphics and components of the company’s magazine. The ‘Office’ suite from Microsoft offer a range of integral day-to-day applications [39]. 
Platform Layer (PaaS): Platform layer defines the tools and techniques used to processes the applications that are being run [38]. Adobe CC, although ran on Adobe’s ‘own’ cloud server, will appear here as a ‘web server’. The web server and a database are likely to be used to store stock details of stocked products and customer details. 
Infrastructure Layer (IaaS): The physical hardware [39] used by the cloud provider to host the companies data and services [38]. This includes switches, routers, servers and other networking hardware with which to host client content. Large financial savings [40] for businesses can be made here as the computational capacity at the client-side machines can now be reduced [39]. 
V. Conclusion

Many of the applications discussed throughout the report also provide their services in a condensed mobile application and this is crucial for businesses that rely heavily on users that might be interacting away from the workplace or a central, fixed location. The benefits for such users in the field of photography allow customers to discuss their field of interest and purchase products with great flexibility.
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