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Class Discussion

Tommy H|If|ger Replatforms
A58 il (e s

® What reasons were behind Hilfiger’s choice of ATG
for its Web site solution?

® Why did Hilfiger decide it needed to replatform in
2011>

= What are some of the site-building options for
operators of smaller Web sites?

oalA) G gl a8 ga Jolad &5) J gl LR o) 59 clad) (A La
g2
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= 9 ASIY) B ladl) (A aga g S

® What’s the idea? 584 LA La
Vision Ay )
Mission statement dagall
Target audience Cadgiaall ) seanll
Intended market space G sl Laiadall dalill
Strategic analysis PEN I I PN

Internet marketing matrix o 1Y) e (G guil) 48 gias

Development timeline and 301 jaall g il i 3l Jsaall
preliminary budget 1




Imagine Your E-commerce Presence (cont.)
u Where’s the money? fdad) s (ol
35 e bl 2l @l o
AR ddadiall Javs g ¢ ginall

Business model(s):

m Portal, e-tailer, content
provider, transaction

broker, market creator, 39 3 Al 39 ha o3 gudll
service provider, pinall
community provider ;) W) (zalad) 73 gad
Revenue model(s): a9 CIS| Y 5 Sldle Y
= Advertising, Sl Yy Slasall 3 S lalall
subscriptions, Lt dauall

transaction fees, sales,
and affiliate revenue.




Imagine Your E-commerce Presence (cont.)
= Who and where is the target J5al) oA Cgb e

° ? L4 ”»
audience: ?u:g Local)

Describing your audience 4, oy

m Demographics A<l S il

< ﬁ)g(;,t?s:der, income, cﬂjﬁj\j d;ﬂ\j u-“-‘éj\} J“uj‘
(3L Jaa) o shudl Lalai

» Behavior patterns

(lifestyle) (4:13\)“5\ L_i\d\.:;) tﬂﬁ@.\uﬁ“ Ll
= Consumption patterns 8N aladsuy) dalal

(purchasing habits) (0l gaall) (5 sinall (L) Jalasl
» Digital usage patterns (é 4
= Content creation patterns PR A

(blogs, Facebook) " &

® Buyer personas




Imagine Your E-commerce Presence (cont.)

= Characterize the marketplace (B gud) Jaal
Demographics AlS]) A4S i)

Size, growth, changes Gl il g galll g anall
Structure et

= Competitors Crndliall

= Suppliers (R sl

= Substitute products aliyy Gladia

= Where is the content coming ¢ s siaall u:"ﬁ ue‘ g
from? Py ) Akl

Static or dynamic?




Imagine Your E-commerce Presence (cont.)

= Know yourself—SWOT analysis G g Judan lidl (8
= Develop an e-commerce 5 ladl) aa) gil dday A 2l g
presence map @ij\;j\

= Develop a timeline: Milestones allall 1 e Jgdn pag
® How much will this cost? I CA R T WPLITRS
Simple Web sites: up to ) dray bt cu g &8) g
$5000 $ 5000
Small Web start-up: 25000 $ el 5 yurall g
$25,000 to $50,000 $ 50.000 é\
Large corporate si.te: 100¢000 5 Sl 3 a1 28 g
$100,000+ to millions Ul + f;ﬁ




SWOT Analysis JHs3SWOT

é@v\
@ ¢ Current sites do not address
market needs

* Unique approach
 Easy navigation
* Better personalization
e Customer base growing
¢ High-value market segment
» Superior social strategy

* Ability to address large
market with unmet needs

e Potential to capture signifi-
cant share of this market

O » Potential to develop
% related sites

0'97‘(/
Nry, Es

Figure 4.1, page 199

Weg
4/0\/6\&
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e Limited financial resources
* No prior online experience
* No existing user base

* No media attention

* No Web design expertise

* No computer background

e Approach could be
copied by competitors

» Advertisers may not want fo try a
new site

* Rapid pace of
technologlcal development
» Low market entry costs




E- commerce Presence Map
dday JA10 3 ga g dad g iSIYY B jlail)

Type of Presence Platform Activity
Traditional Search
ppe— p— Display
Web sites =3 Mobile 4 Affliates
Tablet Sponsorships
- Internal lists Newsletters
E-mail | —_— Updates
— Pur‘chased lists Sales
Facebook | Conversation
v . . = Engagement
Social mﬂa_]—» Twitter | Sharing
Blogs Advice
- — Print Education
Offline media = — Exposure
— TV & radio Branding
Figure 4.2, page 200




Building an E-commerce Site: A Systematic Approach
™M T 1A g ASIY) B laill ad g o L)

= Most important 14 1aY) sl aa|
management challenges:  Jaxll CalaaY xial g agh sk
Developing a clear L o) S LA 2,48 28 s

understanding of CalaaY) el gaaail 4l

business objectives

Knowing how to
choose the right
technology to achieve
those objectives




Pleces of the- Slte —bwldlng Puzzle o
}.m @}d\ sl ya dalad

® Main areas where you will Ui G a3 Lo )l Claall
need to make decisions: T BB RS ]

Aandatil] ) ) 5 A il 3 ) sall

CA\A cﬁjA EJ\J;U ;L\.\j MJM\

Human resources and
organizational capabilities

m Creating team with skill 5 ey Ciliaa )
set needed to build and AL 5 4slal) CYLasY)
manage a successful site B sall pranad

Hardware/software
Telecommunications
Site design




The Systems Developme L|fe Cycle- ‘
alail) oo’ Blaa 5 g

®m Methodology for understanding . e e
Uail Jaxdl calaa
business objectives of a system ¢ 6‘4"3 Ange

and designing an appropriate } pbala Ja ppanal
solution rdaeni ) &) glad juad
= Five major steps: Lydadsl) / e-La-d\ Jalas
Systems analysis/planning S e
Systems design aldaill oLy
Building the system Sl laal
Testing el
Implementation




Web Slte Systems Development Llfe Cycle
G ol a8 ga Aadii) s ghati Bl B g0

Systems Implementation
Analysis/ Service
Planning Delivery

N\
| Systems Building . :
| Design the Testing ‘v
Best Practices ' ﬁ b

Continuous availability 99%+

Design for scalability

Build in management for end-to-end delivery
Plan for growth

Design pages for high-speed performance
Understand and optimize workload on system

Figure 4.5, Page 204




B System Analy5|sPIann|ng
ladadnl) [ aUadl) Julas

= Business objectives: s Jand) Cdlaal
List of capabilities you LeSliay o & 5 Gl paally 44018
want your site to have Slad oo
= System functionalities: ralail) Cailds g
List of information system Cila glaall AUy &l H8 20\
capabilities needed to ezl Calaal gada] 4 3
achieve business il glral) cilullaia

objectives o u—d‘ e sl palic

Gl Jal (e aldail) Lgaiy
Jaxll Calaa]

® Information requirements:

Information elements that
system must produce in
order to achieve business

objectives
~ Copyright © 2013 Pearson Education,Inc. ~~ slideg1s



TABLE 4.2

SYSTEM ANALYSIS: BUSINESS OBJECTIVES, SYSTEM FUNCTIONALITY, AND
INFORMATION REQUIREMENTS FOR A TYPICAL E-COMMERCE SITE

Personalize/customize product

Engage customers in conversations
Execute a transaction

Accumulate customer information
Provide after-sale customer support

Coordinate marketing/advertising

Understand marketing effectiveness

Provide production and supplier links

Customer on-site tracking

On site blog

Shopping cart/payment system
Customer database

Sales database

Ad server, e-mail server, e-mail,
campaign manager, ad banner
manager

Site tracking and reporting system

Inventory management system

BUSINESS SYSTEM INFORMATION

OBJECTIVE FUNCTIONALITY REQUIREMENTS

Display goods Digital catalog Dynamic text and graphics catalog
Provide product information Product database Product description, stocking numbers,
(content) inventory levels

Site log for every customer visit; data mining
capability to identify common customer paths
and appropriate responses

Software with blogging and community
response functionality

Secure credit card clearing; multiple payment
options

Name, address, phone, and e-mail for all
customers; online customer registration

Customer ID, product, date, payment, shipment
date

Site behavior log of prospects and customers
linked to e-mail and banner ad campaigns

Number of unique visitors, pages visited,
products purchased, identified by marketing
campaign

Product and inventory levels, supplier ID and
contact, order quantity data by product

Table 4.2, page 205




Systems De5|gn Hardware and Software PIatforms
Clatall cliaa jall g 5 ey ol 4l

m System design specification: ralail) aranal Ciliial ga
Description of main components Al At ) b Sall (o
of a system and their ezl Lgiany 8Me
relationship to one another ralall) avaal e ) pals

= Two components of system design: ihidl araatll
Logical design ik (il 34 Cillalai

= Data flow diagrams, Sl 2o 8 dallaall
processing functions, sl il
databases cdoalal) daledll paliall dasy
Physical design ) L ‘@WM; ‘G-AU:‘M Gl S

m Specifies actual physical, FEIN

software components,
models, etc.




ol

Logical Design for a Simple Web Site
By &J-d uﬂm ewm

Customer
information

Fulfill
order

(a) Simple Data Flow Diagram

This data flow diagram describes the flow of information requests and responses for a sample Web site

Figure 4.6 (a), Page 207
e ——————————————————————————————————————————————————



Phy5|cal De5|g“n for 2 SlmpIeWeb Slte

b g QAJ.J s3lall M\

T1 Verizon line
at 1.54 Mbps

R\

-:J . 3

Internet

Customer
Cable/DSL/T1

Figure 4.6 (b), Page 207

HP or Dell quad-core

Web servers and

\ 5 terabytes of storage

YOUR FIRM’S
WEB SITE

Oracle SQL

....

Shopping Cart




Bmld/Host Your Own VS. Outsourcmg
%@J\A laas Al Jolla Sty délaiu) [ ¢ iy
Outsourcing: Hiring vendors to provide
services involved in building site

Ol Gl 65 A A ilasy Adladu)
SUl g g b AS il cladil] g
Build own vs. outsourcing: lasy Alaiu) Jilie daldl) o Uy
T S EN

e) gus ¢Cliaa jall &) gal LAl ol el o
Alciaal 3 il LA

Build your own requires team with
diverse skill set; choice of software
tools; both risks and possible benefits

Host own vs. outsourcing dbaay Adlaiu) Jilie daldd) Ciuaall
Hosting: Hosting company n
responsible for ensuring site is O Ay suall ALt A4S 5 sl
accessible 24/7, for monthly fee 2417 ) Jsasll (Say 2 sall (Lo

A e sy Jolia

S A0 il it 1 gall b AS Ll
ste 3okl ge) Cusll adls lag¥) 2 e
) i b adlall a1 o(lebae

Co-location: Firm purchases or
leases Web server (with control over
its operation), but server is located at
vendor’s facility




Ch0|ces in Bmldmg and Hostmg
Mh'alu\J e iy u& Gl LAl

BUILDING THE SITE

In-house Outsource
COMPLETELY IN-HOUSE MIXED RESPONSIBILITY
In-house Build: In Build: Out
Host: In Host: In
HOSTING
THE SITE
MIXED RESPONSIBILITY COMPLETELY OUTSOURCED
Outsource Build: In Build: Out
Host: Out Host: Out

Figure 4.7 Page 208




Insight on Business: Class Discussion

Curly Hair and Appillionaires

i salal g mdd) drae

® How does a small, niche Web

HRAA ol § A Cumu_us
site like NaturallyCurly.com A 9 LAse TRl

become profitable? da-«NATIyCurIy.::t:m

=l A

® How has cloud computing dtaad) Ao gal) Cucadd (i
and social media reduced i laiaY) e Y) Jilug s
costs? ¢ auiisall

® How is the app economy Camadail) Alaid) iy (AuS
changing the economics of il ) L) clyaliatdy
software production and e- dLi oSSty B jlaill g

commerce?




Testmg, Implementatlon and Mamtenance
diluall g Ldtl) g LaAY)

®m Testing G| I\ EVEY
Unit testing kel Bas
System testing alaill jLsdl
Acceptance testing J gl sl
= Implementation and radlual) g Ll
maintenance: 5 yala Ailuall g
Maintenance is ongoing all<il Afilae Aluall (IS
Maintenance costs: gkl
Similar to development B\ PR all
costs
Benchmarking




»

Factors in Web Site Optimization
Gu sl &8 ga (il (A Jal gl

Page Delivery

Content delivery networks
Edge caching
Bandwidth

Page Content

Optimize HTML
Optimize images
Site architecture
Efficient page style

Page Generation

Server response time
Device-based accelerators
Efficient resource allocation
Resource utilization thresholds
Monitoring site performance

Figure 4.10, Page 215




Slmple VS. Multl-tlered Web S|te Archltecture
G &l ge Al il ghasal) daata Jila Adasasy

= System architecture alail) 4,
Arrangement of software, YY) g Glaa ) s i
.m';lchlnetr_‘y, and ‘;casks in gmd Cila gl V‘LS‘:‘ g e\_@_ﬁj\ P
information system neede 5a3ae diulh 5 guaat] e U
to achieve a specific L .
functionality il e s U*'\J N

= Two-tier Sl B8 a5 sl o

Gl glal) dantia

Web server and database
server

® Multi-tier
Web application servers

Backendi legacz databases
~ Copyright © 2013 Pearson Education,Inc. ~~~ slideg25
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Two |er E commmerce Archltectur
MLQJ\ @JJASJ\;J\ 5 yladl) @ALJ\ @Jﬁ\
A Laxall

User Requests Web Server Content
for Pages Management
Server

(a) Two-tier Architecture

Figure 4.11(a), Page 217
-l rl {l«£’l e’ £{¢£§il¢rlt—rt_’£{Pr’rlrer P - P - —n--n-P - n-P([—B— f P P B »—|B»P(\ ¥P\[ —J (P PP P\ —(J—Pr —»| —#J P —JBr J\BP PP P J-» P\JPH(FPFP--— P L[o»> P - - > - - bb_LP-bb-PPD D




MultlTlerE commerce Archltecturem
MJ\.A:.AM MAA.@J\ MJJAS.N\ OJIQJ\ uﬁghl\ ddnia

Web Server Layer Web Servers

Incoming Internet
requests T1 Line
1.544 Mbps

E-commerce Servers

Application Servers

y Database Servers
Ad Servers

Mail Servers

Middle-tier Layer

Backend Layer Corporate applications
Finance

Production MRP
Enterprise systems
HR systems

(b) Multi-tier Architecture

In a multi-tier architecture, a Web server is linked to a middle-tier layer that typically includes a series of
application servers that perform specific tasks, as well as to a backend layer of existing corporate systems.

Figure 4.11(b), Page 217




' eb Smérver—Software

= Apache i)
Leading Web server .66) 2l 1 cudl aala GA\_\ By
software (66% of market) (Gl (e
Works with UNIX, Linux oo sl Sl (S gl ae Jazy
OSs J ) il slra adld

® Microsoft’s Internet

)
Information Server (1IS) () 250 g 50

| T | R ER N C Y
(Bl (e 216)
S aiw\Windows

Second major Web server
software (16% of market)

Windows-based




TABLE 4.4 BASIC FUNCTIONALITY PROVIDED BY WEB SERVERS

FUNCTIONALITY DESCRIPTION

Processing of HTTP requests Receive and respond to client requests for HTML pages

Security services (Secure Sockets Layer)  Verify username and password; process certificates and
private/public key information required for credit card
processing and other secure information

File Transfer Protocol Permits transfer of very large files from server to server
Search engine Indexing of site content; keyword search capability
Data capture Log file of all visits, time, duration, and referral source
E-mail Ability to send, receive, and store e-mail messages

Site management tools Calculate and display key site statistics, such as unique

visitors, page requests, and origin of requests; check
links on pages

Table 4.4, Page 219
e ——————————————————————————————————————————————————



Slte Management Tools cﬁ}d‘ 30 HUJ‘

m Basic tools Al @ ga¥)
Included in all Web servers, i o el pal & e 8
eg JLal

m Verify that links on pages = e & ”,,j I d,
are still valid Aala 5 Y
| | Fagil) clalal) apaa
w Identify orphan files Fasiial) 5 )50 GG i geal
® Third-party software for advanced Addled oo Dlaall b yidia 408 ya
management CJ\ ¢ suitll i laa
Monitor customer purchases, Je & 10 GaSadll Guai
marketing campaign S|

effectiveness, etc.
WebTrends Analytics 10,
Google Analytics



‘ Dynamlc Page Ge—neratlon Tools
‘\ASAAU.\ﬁ‘ dadall ol uUJ\

= Dynamic page generation:

Contents stored in database and

fetched when needed
® Common tools:

CGI, ASP, JSP, ODBC
® Advantages

Lowers menu costs

Permits easy online market

segmentation

Enables cost-free price

discrimination

Enables content management

system (CMS)

Sl dadial) gL
3ac8 8 43 jal b giall
dalall die (ila g el
sAaLAY) <) 9ol

aﬂgdji JERTVEN “.J.UJ P

Ll

Aaldll CallSs e Jliy

1 O sall 43523 Al sguns sy
ERPN

O DY) (A Sl e oKa
(LeS) (5 simall 3] allad (S




= Web application servers: rou o) Clidat a3 g

Provide specific business au sllas Badaa Jae ailla g yid o
functionality required for a Gy ad sal
Web site o ) ¢ 5
Type of middlleware a3 A (he Jae VI cilinlai J 5
= [solate business il ac) 885 gl
applications from Web i 53 Eh‘"' il « o ) “I )
servers and databases B ‘uﬁ f = T
. . o O gt AlalSia el o il 5ol
Single-function applications 3 oal e U1 Caill
being replaced by integrated & { . u" ) &
software tools that combine 435 A 3 el

all functionality needed for
e-commerce site




E commerce Merchant Server Software
JASJY\ OJIA.JJ JALJ\ edh GAL\JA

® Provides basic functlonallty for sales

Online catalog
w List of products available on Web
site
Shopping cart

m Allows shoppers to set aside,
review, edit selections, and then
make purchase

Credit card processing

m Typically works in conjunction
with shopping cart

m Verifies card and puts through
credit to company’s account at

Slagall Ayl Cailli g g
A (e sl

s e Aalia) cilaia) Al
s

Goedl) 4 0

(papadly (1 guiall ~lad)

e.\ 0l HLAAY) Jadas cdmal) ya

ol sl dglee ¢l s

Olaiiy) cildlay datlaa

e pe cain ) L Jery 33l
(3 sl

A (e a5 A8l (e GAaT
sie 4S8 Ul jlaiyl

checkout &, Al
~ Copyright © 2013 Pearson Education,Tnc. ~~~ slide4-33



Merchant Server SoftwarePackages“ ‘

Integrated environment that includes " o1 ke . .o - %
8 il gl) alaea Cpanaai AlalSia diy

most of functionality needed
m Key factors in selecting a package

4 slaall

Aaja LA (A Ayl Jal gall
aills

Aaliaall Jlee V) zilai ac

4 el cillaal) Ak ol gal

Functionality
Support for different business models
Business process modeling tools

Visual site management and . ‘ .
reporting D) dlae )5 (A yall 48 gl °J353
daa il 5 oY

Al Jlae Y dadaily JlasV)

Performance and scalability
Connectivity to existing business

systems Daladl JULY)
Compliance with standards LA 3aaxta 5 dallal) 5 2l
Global and multicultural capability ae ) B g ddaall Glaall 4y pa
Local sales tax and shipping rules Ol




— Build mg Your Own E"-commerce Site
s dualdl) 4 g SN B jladll a8 ga £l

= Options for small firms 5 sial) el ,al @) LA

Hosted e-commerce sites, e.g.,

Yahoo’s Merchant Solutions A8l 495 yiSIY) 3 jladll #8) 5a

Ll saly Liall
m Site building tools s2lll by Jola ‘L} d—‘-‘“&
GJAM cl-l-j L_i‘jd\
= E-commerce templates Loy SN 5 el Ll 3
Open-source merchant server );\_d\ A C-A‘U-’ CJ?‘“‘ )M—d\.
software s daiaiiae adl g oL (o L

“d ol o 5 yal) by
= Enables you to build truly 8515 8l e e Rl

custom sites

®m Requires programmer
with expertise, time




The Hardware Platform ox-a‘i\ w

= Hardware platform: 5 62y Laia
Underlying computing LoV s eall Cilaea
equipment needed for e- 5 kel cailds ¢ 4. 52U
commerce functionality a9 Ty

= Objective: LS D 94
590 dnlil duaia 3y &

Enough platform capacity

to meet peak demand fj‘w‘ ‘“L““ 052 “.—“1%5‘
without wasting money ﬁf‘"*d‘ ) g pgd) G
& bl g de ) o i

® Important to understand the . . NI
P Bsall b g il L8

factors that affect speed,
capacity, and scalability of a
site



nght Slzmg Your Hardware Platform: The Demand Side
llall ailad) -ély dualdd) 3 jeaV) dalis pasas L;A (8l

m Factors in overall demand:

®m Customer demand: o Mandl Qulla
Most important factor affecting speed ghsall de ju Je Hin 3549 Y
of site 1 ASY qullall 8 el gal)

390 &l i & el el Gleatiual) dae

Nur.nber of simultaneous users in peak (p2atesal
periods Jilie 48aalin (5 Dladia) (5 giaall ¢
Nature of customer requests (user (Al
profile) o sthaall Yl
Type of content (dynamic vs. static Ol A paliall dae
Web pages) dasall cllh sae

Required security dgasl) Cliplaill de

Number of items in inventory
Number of page requests
Speed of legacy applications




nght Slzmg Your Hardware Platform: The Supply Side
o) qiladl sdly daldldl amw\wﬁg@dﬂ\

= Scalability: : s 1) LB
Ability of site to increase in G lgeaa 330 ) o gall 5 )8

size as demand warrants llal)

= Ways to scale hardware: 33V sl @k
. L gas
Vertically Ao il U Sl Aallaa 5 8 53l )

= Increase processing power b

of individual components Ol 5a3ee 53 5aaaS 5 gl alaid
Horizontally Jaall s

= Employ multiple computers Anlleall Audid (s’

to share workload

Improve processing
architecture




TABLE 4.8 VERTICAL AND HORIZONTAL SCALING TECHNIQUES

TECHNIQUE

APPLICATION

Use a faster computer

Create a cluster of computers
Use appliance servers
Segment workload

Batch requests

Manage connections

Aggregate user data

Cache

Deploy edge servers, presentation servers, data servers, etc.

Use computers in parallel to balance loads.

Use special-purpose computers optimized for their task.
Segment incoming work to specialized computers.

Combine related requests for data into groups, process as group.

Reduce connections between processes and computers to a
minimum.

Aggregate user data from legacy applications in single data
pools.

Store frequently used data in cache rather than on the disk.

Table 4.8, Page 230




SITE

TABLE 4.9

IMPROVING THE PROCESSING ARCHITECTURE OF YOUR

ARCHITECTURE IMPROVEMENT

DESCRIPTION

Separate static content from dynamic content
Cache static content

Cache database lookup tables
Consolidate business logic on dedicated
Servers

Optimize ASP code

Optimize the database schema

Use specialized servers for each type of workload.

Increase RAM to the gigabyte range and store
static content in RAM.

Use cache tables used to look up database
records.

Put shopping cart, credit card processing, and
other CPU-intensive activity on dedicated servers.

Examine your code to ensure it is operating
efficiently.

Examine your database search times and take
steps to reduce access times.

Table 4.9, Page 230




“Other E- commerceS|te Tools
S AY) A g sty 3 Ll 22 54 &l gal

® Web site design: Basic business Juesl) &l jldie) teu g a8 ga asanal

considerations dpaliay)
Enabling customers to find Lo Ao ) siall fra e Slardl (1S4
and buy what they need Al yd g 4al) ¢ saliag
Gu9 QB ga (pendl &l g

= Tools for Web site optimization

- Gia) & ~
Search engine placement SR e

& sinall ¢ sliall ¢ e Uilisa

: }\geta}ct.?gs, tltLes, cc.)n}‘fent &8 sall (ka5 (3 saall 8] ga Aaa
en.l y rpar et niches, Ua 5 A
localize site Ll 4,
O O.ffer expertise Gl ¢ jae lidle |
= Links Alaall 405 5 5V 5 el

w Search engine ads
m [.ocal e-commerce



TABLE 4.10
CUSTOMERS

E-COMMERCE WEB SITE FEATURES THAT ANNOY

e Requiring user to view ad or Flash
introduction before going to Web site
content

* Pop-up and pop-under ads and windows
* Too many clicks to get to the content

* Links that don't work

» (Confusing navigation; no search function

e Requirement to register and log in before
viewing content or ordering

* Slow loading pages
e (ontent that is out of date

Inability to use browser's Back button

No contact information available
(Web form only)

Unnecessary splash/flash screens,
animation, etc.

Music or other audio that plays automatically
Unprofessional design elements

Text not easily legible due to size, color,
format

Typographical errors
No or unclear returns policy

Table 4.10, Page 232




TABLE 4.11 THE EIGHT MOST IMPORTANT FACTORS IN SUCCESSFUL \
E-COMMERCE SITE DESIGN

FACTOR DESCRIPTION

Functionality Pages that work, load quickly, and point the customer toward
your product offerings

Informational Links that customers can easily find to discover more about
you and your products

Ease of use Simple fool-proof navigation

Redundant navigation Alternative navigation to the same content

Ease of purchase One or two clicks to purchase

Multi-browser functionality Site works with the most popular browsers

Simple graphics Avoids distracting, obnoxious graphics and sounds that the
user cannot control

Legible text Avoids backgrounds that distort text or make it illegible

Table 4.11, Page 233
e ——————————————————————————————————————————————————



Tools for Interactlwty and Actlve Content

Lidl) o giaall g Jeldil) ¢ gal

Web 2.0 design elements: 12.0 sl pradl palic
Widgets, mashups w e s ijj ! ‘d:";l.éj‘
(As el 4l gal) dgal g) (A
CGl (Common Gateway (Al asal) ciladan) Coud
Interface) Cin S Bla g o (Ll
ASP (Active Server Pages) G Sd g uSas
Java, JSP, and JavaScript O gad Al S
ActiveX and VBScript
ColdFusion



Personallzatlon Tools uamiﬁ‘ ‘-*UJ‘

® Personalization L e u"‘ ‘“’dﬂj‘ le "u::
1 o il pa 5)

Ability to treat people s Gl s ) 5 i) il

based on personal i,

qualities and prior cﬁ. 1)
history with site K ] e 1 e

. . n Q._Lu.\ G\.\AM ‘)m.\..\u LA.C bJJSM

® Customization e Manll Cilaliia) Juail

Ability to change the JuTpLew

product to better fit the Uanaddl) aaatl )l A8y

needs of the customer
m Cookies:

Primary method to
achieve personalization




The Informatlon Pollcy Set
Cila glaall ‘\.uh.u 493“

= Privacy policy da gradl) dlow

m Accessibility rules

e 55 Alall g ol (po e sanns

o slaall s ad sall Joles LS

in Lgman 2y Ll 5 Sanll Al

5

J g gl Axilsa) a0 g8

Gl Al aranadll Calaal (e de gan
Jsasll (Say (el (reasiuall
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Insight on Society: Class Discussion
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What additional accessibility
problems do mobile devices
pose?
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TABLE 4.13

UNIQUE FEATURES THAT MUST BE TAKEN INTO ACCOUNT
WHEN DESIGNING A MOBILE WEB PRESENCE

FEATURE IMPLICATIONS FOR MOBILE PLATFORM

Hardware Mobile hardware is smaller, and there are more resource constraints in data
storage and processing power.

Connectivity The mobile platform is constrained by slower connection speeds than
desktop Web sites.

Displays Mobile displays are much smaller and require simplification.Some screens
are not good in sunlight.

Interface Touch-screen technology introduces new interaction routines different from
the traditional mouse and keyboard. The mobile platform is not a good data
entry tool but can be a good navigational tool.

Table 4.13, Page 243
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Insight on Technology: Class Discussion
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