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I.  INTRODUCTION

There can be little doubt electronic commerce technologies
and infrastructure are here to stay [1]. The development of e-
trade opens the door to the possibilities of faster, and less
restricted global trading, in some industries this must be real-
time [1]. The potential to increase revenue by launching new
trading platforms can enable firms to reduce overheats across
the business [1]. This key attribute discussed throughout the
paper, means far more than providing customers with the
products and a virtual checkout.

Whilst there have been calls for new appropriate legislation to
govern e-trading and help reduce its associated risks [2]. e-
commerce can be considered the next expected step for
companies such as the plumbing store discussed here [3].

II.  ORGANISATIONAL SCENARIO

To suitably discuss, evaluate and review different e-commerce
practices and applications available the use of case study is
advised.

Emrys runs a small local plumbing service, Phlunrite.
Alongside operating on a local scale, the small business,
consisting of just several employees, is looking at
incorporating Business-to-Business work to further both their
advertising reach and the work opportunities open to them.
The growth of the company up to this point could be
considered a current issue with disorganized work practices
having a detrimental effect on the work administration aspects
of a daily schedule.

From a customer’s standpoint a digital platform to view is
desirable. Prospective clients often like browsing products,
even if they are actually looking to purchase them online [4].
Mixed-mode buying is one big draw of implementing a digital
system as it gives the customer more time and space to explore
what is being offered [4].

The current paper-based administration practices are having
negative effects on the ability to provide core services for B2C
customers and is also making 1t much harder for the business
to successfully break into the new area of B2B trade. By
providing a web presence the company can extend its current
client base and provide an extensive platform to discuss trade
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offers with other plumbing wholesalers, installers and
prospective component procurement firms.

However, before building a system the need should have been
clearly identified, mainly understanding what it is the site
offers the business and how its presence extends the business
model(s).

The big decision to adopt e-business affects the whole
organization. Embracing e-business enables companies to
reduce costs and both improve customer interaction speed and
mediums. A company that can successful transform the
entirety of its business procedures can benefit vastly from
numerous new possibilities brought about by both the
technology and a fresh new strategy [1].

The benefits of an e-commerce platform for an enterprise is
not always suitable. Some high-valued, high-demand goods do
not easily fit in the e-commerce design [5]. A contributing
factor to this is the hesitance to purchase due to the risk to
personal information and breach of their personal data [6],[7].
more of which is outlined in section I1”.

E-Commerce development and growth can be categorised into
three core areas [8], with the aim of providing a dynamic and
responsive e-commerce platform [8], and although applied in
this source on a national scale, has similar significance on a
corporate level.

Readiness considers the company-specific factors influencing
the implementation of a system [8]. As identified in section I.
the need for e-sales and e-marketing has been clearly justified,
but what about the transition period from the existing practises
to an online format?

Intensity attempts to forecast the use of an e-business platform,
its scope, volume and nature of the transactions that it would
be required to process [8].

Impact. This looks at how e-commerce sites can provide
further sales or advertising opportunities alongside simply
migrating existing services across to a new platform. To
provide a comprehensive view “stafistics are needed fo
evaluate whether and to what extent e-commerce makes some
kind of difference in terms of efficiency and'or the creation of
new sources of wealth” [8].
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Fig 1: stages of e-commerce development on time and electronic
effort 8]

Other tools can be used to directly evaluate the suitability of
the product or service itself. Kare-Silver's ‘electronic
shopping test” compares the consumers tendency to purchase a
retail product across the medium of e-commerce [9]. The
framework suggests factors key in this decision process:

1) Product Characteristics “Does the product need to be
physically tried or touched before it is bought? " [9].

2) Familiarity and Confidence. Provides an insight into the
level with which the consumer recognizes and trusts the
product or brand in question. [9]

3) Consumer Attributes. This measure is designed to identify if
a customer is able to suitably use the technology to purchase
or acquire the item. Does the site on which the products are
being sold need special treatment is it similar to the most
basic, yet effective platforms? It considers if customers “wish
to shop for a product in a traditional retail environment? " [4].
A score out of 50 can be applied to each item, however it is
stressed, likely due to the changing requirements of the buyer
and the nature of the product, this is performed systematically.
Items that surpass a score of 20 could be seen as possessing
“good potential” 9] for the businesses e-commerce platform

[4].
III.  E-COMMERCE INFRASTRUCTURE

Any company deliberating over an e-commerce platform is
faced with a highly varied choice. Settling on a site is partly
down to the fact e-commerce sites today are more than
products and a shopping cart [3], yet despite some high setup
costs they are commonly far more financially reasonable than
physical stores [10]. E-commerce solutions have had to
advance as the user has become more demanding [4].[11].
Builders now include primary functionality for vast quantities
of products, shopping cart, store checkout, site navigation,
shipping and handling and some premium systems some level
of integration to an ‘Order Management System” (OMS), of
which there are many [12], or an ‘Enterprise Resource
Planning System’ (ERP) [13].

Couple these extensive sales and planning tools with the latest,
dynamic Web 2.0. Crisp audio, integrated customer reviews,
social media plugins and feeds and a comprehensive sales and
marketing site can be developed. ‘Standard’ options such as
roll-over and drag and drop carts (whereby users can simply
drag the item to the shopping cart without leaving the current

page), and one-page checkout [3]. Amazon have taken this
concept one further with the option to checkout in just ‘One-
Click™ [14].

One way to get online and mitigate punchy up-front
investment costs is to use pre-configured e-commerce stores
such as Amazon or eBay. Such platforms have a larger
internet following, which reduces the need for extensive (and
expensive) up-front marketing campaigns in quite the same
way as potential customers, especially B2C for a plumbing
business, could already be waiting [15].

Whilst sites such as those outlined above are highly suited to
SME’s, their nature limits the options for customisability. The
options available to perform something as simple as the ability
to change promotions is integral to such sites, or to completely
redesign core website elements such as the navigation
structure [3]. “How flexible does the solution really need fto
be?" [3] is key question.

One such benefit of providing images, videos and interactive
content is to gain customer trust. From the customers
perspective, if presented with little information, there can be
little guarantee that the retailer will uphold ethical behaviour
and distance themselves from practises such as discriminative
pricing, promoting erroneous information or arguably the
biggest fear — illegally, or purely unethically, distributing
personal data [16].

IV. EVALUATING MONETARY TRANSACTION

The exponential growth of internet has assisted the popularity
of e-payment methods, an integral aspect e-commerce. This
has however created the need for new digital payment systems
[16]. Some studies still suggest found that cash and cheques
remain as popular payment modes because consumers are not
convinced of the benefits of using e-payment [7]. The
perceived failure of some e-commerce systems convincingly
convey system design and deployment in relation to users
expectations [16]. In 2014, global online retail sales reached
“$1.3 trillion annually”, “representing over 5% of total
global retail sales” [17]. Although record levels of activity
underscore sales opportunities, 96% of all visits to a website
do not end with product purchases [18]. This figure is even
worse when consumers switch to mobile devices (1.2%)

[71.[18].

Soderfund et al. during a study in 2014 suggested 54% of
visitors left a retail outlet without making a purchase. While
this of a concem to physical stores, the conversion rate of
ecommerce websites was incomparable. At (2-4%) is was
significantly lower when conducted by Solwrabi et al. during
2012 [15].

Numerous research findings have showed that perceived risk
has a detrimental effect on willingness to undertake a
transaction on an e-commerce platform. Research compiled by
Gupta and Kim also reported that perceived risk has an
adverse impact to purchase aims as a result of wariness




regarding value provided by that potential business [10],[12].
On the contrary, marketing researchers have suggested that the
attributes of a service have significant impacts on its perceived
risk levels [10],[12].

Payment schemes can be categorized as ‘transaction method’
in which single payment does not require previous
arrangement between purchaser and vendor. The ‘decount’
method’ [19] authenticates in with the purchaser and vendor’s
bank to ascertain the legitimacy of the transaction agreement
between both before carrying out the real payment transaction
[19]. There are four major components of e-commerce, the
“Merchant Account”, “Security System”, the “Shopping
System” and the “Payment Gateway” (the latter essential for
real-time processing of receipts [20], all of which should be
fundamental aspects of the Phunrite system.

On the organizational level, a large proportion of financial
mnstitutions and companies use the World Wide Web to
exchange financial data to “facilitate domestic and
international business” [20]. the use of e-commerce and e-
payment does not just apply to the customer, Plumrite
themselves must be aware when undertaking financial to other
external sites.

Aside from periodically troubleshooting the internal and
external system networks, undertaking daily operational
maintenance can reduce the possibility of many types of
system breach. thus, the risks to the system are reduced and
the efficiency of e-commerce is improved. [2]

V. DEFINING E-COMMERCE METRICS

Due to the highly varying complexion of digital e-commerce
the process of defining suitable evaluation metrics is widely
disputed [21]. One of the biggest metrics used to gauge the
success of a business, both for online and ‘brick-and-mortar’,
1s that of market share [22]. This metric shouldn’t be used as a
singular aim as it includes a range of metrics that provide
suitable gauges with which to review the condition in the
scope of its market. Neither should it be considered a ‘Return
on Investment’ (ROI) figure [22] for comparable explanations.

The position of a business in its market can be guided by the
state of its competitors. The relative success of a business can
determine the trade opportunities open. By growing as a
business Plumrite could look at commercial supply to small,
businesses in the Swansea area. The strength of the market
could influence the decision to develop an e-commerce store
in the first place, thus making competitors an aspect of
Intensity considerations [22].

It is advised businesses explore whether market share is even a
key driver in the target industry. This is key to realise as
companies in some industries are not driven by the goal of a
sizeable market share [22], partially a result of no correlation
between market share and profit. For a business such as
plumbing market share should be a significant importance, as
outlined in the business scenario small-to-medium B2C jobs

comprise their daily work. By developing an e-commerce
system for plumbing in Swansea the business could be
considered dominant, with the aim to secure footholds in other
areas of UK.

Due to the user’s perception of internet ordering some
customer-focused metrics can be applied. Online customers
demand a fast service throughout their time on a site. If online
businesses do not delivery swiftly it can leave customers
dissatisfied with their service [4]. Separate research from
Microsoft and Google shows that is only takes a quarter of a
second delay in page loading time for customer frustration to
build. Microsoft found that a delay of 2 seconds resulted in a
“4% loss of revenue” [11]. Any delays is likely to proceed a
drop in usage with the abandoning web sites and conversion

figures. [4].

Alongside softer, less direct success metrics discussed above,
which are often poorly selected as a single guide, are smaller,
precise measurements. If correctly gathered and processed,
these are far more effective and can provide the answer to the
larger, subjective questions outlined above. By considering the
niche e-commerce metrics to evaluate site success, there are
also far more generic guidelines that ensure, beyond just that
of the e-commerce aspect, the platform constructed and
functions desirably from a customer and industry standpoint
[23].

Source [21] highlights a combination of highly generic
website metrics, as well as some more relevant to e-commerce
stores, albeit defined at a generic degree. Although
advantageous they do not consider how they are measured,
and equally important, when they are applicable [21]. Given
the level of the metrics they are equally appropriate for B2C
and B2B clients.

Alongside factors discussed above more detailed frameworks,
such as the 6 stages of B2B e-commerce, can help this
business understand both how commercial clients shop and
appropriate techniques on how to tailor aspects of the website
for their more specific needs.

By considering the 6 stages of B2B E-Commerce for the
Plumrite Commercial aspect of the site its relative success can
be gauged. It is one such framework that can be used to truly
quantify the wider areas of ‘Website Design’, ‘Website
Content’, Transaction Process and Volume' and ‘Shopping
Process’ discussed above.

As clearly outlined in this business scenario B2C work
currently takes up most of the business time. Being the largest
aspect of operations, it is crucial a new site provides the same
resilient base for this work that the current, albeit
overwhelmed, paper-based system offers.

VI. E-COMMERCE DEVELOPMENT AND SITE VIEWS




Fig. 3. to Fig. 7. Show how elements of the site design above
are integral to the site design, the most critical of which is
providing appropriate reassurance

Product Delivery Policy

Including direct quotes from existing or previous
customers clients share their experiences, if the
service they receive is good this is great to encourage
favourable ‘word of mouth”.

Product guides, key for informing the user before
they perform any product-based browsing on the site.
Key for helping educate the user and increase the
chances of users then purchasing products from your
site.

Studies relating to typical e-commerce activilies
(online shopping, banking and e-payment systems)
found that before customers used them there
convenience and financial benefits were the foremost
thoughts [16]. However in the SME sector where
often resources and expertise are limited, this activity
must be accomplished with considerable efficiency
and cost effectiveness [15], as highlighted above.

As items can only be delivered in the UK when
ordered, the use of the e-commerce system has
extended the reach of the business beyond that of the
Swansea region of South Wales and has
revolutionised the trading hours. Full order, payment
and delivery information is available on the websites
‘Delivery and Returns’ page. Considerable thought
has gone into the development of the sites terms and
conditions, as this is a big consideration for users
when buying online.

IF YOU NOT TOTALLY SATISFIED...

Product Return & Exchange Policy

All orders are subject to product svalabiity, o an item s not
in stock at the time you can place your onder, using the:
“Customer Service’ quoted telephone number and emad
address.

R offernd on our webaite are only svallable for delivery 1o
addresses in the United Kingdom (rxciuding Northem
ireland). Ary delieries cutside of the Urited Kingdom are ot
available a1 this time.

Delivery times are estimates and commence froem the date of
Shipgingg, rathes than the date of order, Delvery times ane to
b usedt ik e oedy and e SuBject 10 e acceptance
#nd appeoval of your order.

1 orders o Surdis. Wheere
passibie, and appropriate. products will be delivered in the
same package.

Shipping costs ane based on the weight of your crder and the
debvery method. To find cut how much your order will cost,
Himply acd the Bems you would like to purchase (0 your cart,
and proceed 1o the checkout page. Once at the checkout
screen, shipping charges will be dﬂnhyrd

Vpping charges may Jpph areas or for
Luen 67 My A, You will b advised ef acy charges on
thee chechout page.
Damaged Bems in Tranipart:
H there i ary damage to the packaging on defivery, contact
us Immediately at the ‘Customer Service’ telephone number
of email address. See opposite

Quetizians:

H you husve any questions abowt the delivery and shipment o
your order, phease CoMact our ‘Custome Service”
department.

Returns.

We accept feturns. You can return re-sabeable Rems in the
original packaging within 30 days of your purchase with
receigt or prool of purchase. i 30 days o mone have passed
SinGe your purchase, we cannct offer you a refund o an
exchange.

Upon receipt of the returned Rem, we will fully exarmine it and
naotify you wia emal, within a reasonabile period of time,
whether you are ertitied to any exchange [dependant on re.
sale stace of retusrred iem), M you e erciied 108 netum, we
will refund your purchase price and a credis will sutomatically
b applied to your original method of paymment.

Sale iterrn will be refunded at thew purchused price and ot
the prrior-salke coat of the item.

45, Vernon oy,
Lonsomiet

Sworea,

A7 3R

Reefunds da not include any shipping and handling charges
shown on the order invoice. Shipping changes for all returs
st be propaid and irsured, a5 desired, By th customer.
The customer is responaible for any loss o damage 1o
equipment during shipment. We 90 not guarantee that we
will receive your retiarmued item, this ks the courlers duty.

T follow-up on the status of any returms, please coniad
‘Customer Servioes

Return fxceptions

Bespoke Commartial BnAEs i nonTehundable 4nd non-
exchangeabie, The full terms and conditions of the contract
will B8 chearly dutingd In the contractusl afFeement.

Fig 2: Outlining returns information

PLUMRITE POLICIES

Customer Care

Users must use s website for e pur poses and not
i any ilegal o unasthariaed g  Inchuig - bt
walation of any Intellectual property or privacy .
709 10 A Lt cur welsite to conduct any acthty that
e @ erimninal ffence of violste i), Yeu
apree not tn attempt o Ingerfere with our welrile's network
oF security features of o gain unauthorited aCcess 1o cur
TSRS, in aey farm,
You agree 16 provide us with sccurate personal information.
siach i3 your emmail address, mading sddress and other
contact detaits in onder k0 complete yOUr ONDEr Gr COMaG you
5 approeriate. You authorize us 1o colie and use this
EORTBCL YOS In BECOMANEE WIth Gur Privacy

Puscy.

General Cansitions

Wer reserve the right Lo refuse service 10 ayone, & any tme,
far amy reasan. We reserve the right ta make any
madfications to the webrsie, Inchuding terminating, changng.
suspending o discontinuing any aspect of the website at any
Urne, witheut notice. We My imgcne sdditicral nules or
limits on the s of ur webste 2t sy e, You agree to

T thee Ters regubarty and your continused access o e
o o wabite will maan Ut you sgree i any changes
impased.

ou aree 1hat we will not be abie to you o any thind party
for any SADRNIIC OF i

Wkt oF for BNy SeTvige. CoNbent, fealine of produt cffered
IAGUEh OUf webaRe,

Producs or Services.

Al purchases thitsgh our webaite a7 subject (o product
availabiity, W may, in eur discretion, limit o cancel the
guantites cTered on ous wibste or i the tales of our
products or sendces to amy persan, household or region.

Privacy & Safety

pitted 1o maiaining the accurscs

COmeTiten, 0ur privacy Policy EEveTFs Qur BCts a5 ey
relane 1o the collection, e and disdovure of Personal
nfrmation.

Cur Erhvacy pelicy s based wpen the regulavcns defired by
the General Data Protection A’ (GOPR) and the Data
Protection Act 1988

1. Intreduction
We a4 res porsitie for ekl a0 protecting the
Persanal b ontrel. We have &'m)l.ral
an Inadividual o indhiduals who isjare responeibie fo
comgiance with our privacy pelcy.
1 idantilying Purpeses
Wit collert, use and ciiciose Personal INfanmation to provice
ou Wl 118 roduct of Senvice you have requested #nd 1o
olfer you additional products and services we believe you
might be interested in. The purposes for which we collect
Personal infarmation will be ientified befone o7 at the time
we collect the information.

% Consent

Enceedge and consert ane requined for the collection, use o
disciosure of Personal information except where requined or
permitted iy law. Provading s with your Personal

ifiaration is.sbwiy your choice. However, yous decsion
it o prowide certain information may limi cur ability to
prawvicie you with cur products or services. We will not require
70U B EOANE LD ek COBRCEION, LS8, & diciotune of
riformation an a condition to the supsly of a produst o
sendce, except 2 required 1o be abie to supaly the product or
serdce,

4 Limiting Collection.

Friges for gur produchs are subiedt ie changs,
1w Bl thae o B madhe 3 false or Triudulent ander,

detaits necessary for the purpases Kerified by us. With your

we will be entitied to canced the order and inform
authorities.
Wit G POt Baranie the couriedy of Uhe coiour o design of

conzent, Iy Per from youin
person, over 1he telephone of by cormespending wih you via
physical mail or the ingemer

Fig 3: Privacy information is essential

the products on our website, We have made £#forts o emure
the colour and design of our products ane displayed as.
Bceurately i possibie on ous webalte, bty gukdeline
i e consuied throughout, the sutabiity of which
cannct be guaranteed, especialy through times of interse
CONBENE LPAAtE oF STFLCTUCE Meview.

Payment Methods

The: ExCormmence store accepcs the following payment
methods:
+ Credic / Debis Cards
+ PAYPAL
‘Offine payments’ may only be conducted a€ the physical
“Phumrite” premie, a3 nobed in delvery and order

#fline payments will be
refunded in the same format. resulting in the requirement of
an ‘in-person’ cash refund.
See Privacy and Safety’ for more Infarmation regarding the
collection, st0rage and use of the fane-mentloned digtal and
g paymens methoss.

5. Limiting Use, Disclosure and Retention
Personal information may only be used or disciosed for the
purposie for which I was CoBRIRG LAieSS you have ciherwise
conserned, or when It 1§ requined of permitied by law.
Personal information wil only be reained for the period of
teme reguined 10 AUl the purpense for whih we caliecied It
o &8 iy be recuuired by Law.
6. Accurscy
Parsonal information wil be mairtained in a5 accurate,
comphete and up-10-die form 5 is meessary to Rl the
purposes for which it 5 1o be used.
7. Safeguarding Customar Information

e

ry safep
tha are appropriate 10 the sersithery level of te infarmaricn.
W take a8 reascrable precsutions 1o protect your Persanal
Infonmatien from any 105 ©F unauthored LSE, J00655 O
deissire

B. Openness

We will make informatian available to you about ur policies
and Bracces with respedt 1o the Suitabie managernent of
your Berscnal Information.

Ui st yesu will b insfodmisd of 11se aistena, Ui e
disckosure of yous Persanal inforrnation, and will be given
acoess to %, ¥ou may werdy the ac curacy and compieteness of
your Personal Indormation, snd may regquest tha: & be
amendid, f appropriate. However, in cerain dnturnstances
Tt By Laa, v will ot dinclose cartain informmation ta
you. For enbimphe, wi rdy il disckose Information reliting 1o
you if ather ndhidusks are referenced or If there are begal,
BACUTIRY 57 COMMBNELE] BISRIHATY PESITCTIONG

You may direct any questions or enquirkes with res pect to our
vy POy OF 0UF PrACTIORS By
contacting Customer Services’,

Fig. 4: Privacy information (cont.) and payment




~eived from

Fig. 6: gaining high quality and profile B2B contacts

imagine

Fig. 7. B2B clients act as useful customer guides

The name 'Plumrite’ and its affiliates, its logo, products (and
product information) are fictitious and designed solely for
educational purposes relating to the scope of the assignment.
Elements of the products listed have come from the site
developer and are noted on the site as appropriate.
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FINAL GRADE

78/100

GENERAL COMMENTS

Instructor

Scenario

Excellent research and academic writing
demonstrated in your discussion. Whilst this is a
great section overall a simle list of benefits for the
organisation would have improved it.

Infrastructure

Again excellent research which is applied at the end
of the assignment to give practical implementation
points.

Monetary Transactions

Very good research and academic writing - a
summary of the key points for the business would
be helpful.

Metrics

Great discussion of your research findings taking a
critical approach and making practical suggestions
for the scenario.

Overall

A very good assignment. Hard to make
recommendations for improvements but how about
a table with key recommendations. Well done!
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