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ENOW THYSELF

NINE WAYS TO A BETTER
INTERNET STRATEGY

Practical advice from industry experts for successfully bringing your business into the Internet economy.

While it may seem obvious, companies would do well to remember that the Internet is funda-
mentally about communications. And Internet business is fundamentally about, well, business—
it just uses a new communieations medium to perform it. To develop and successfully deploy a
competitive strategy, companies must know how to apply Internmet technologies to business
processes. Integrating a company’s core proecesses and culture is a key part of the equation. To
build a stronger Internet strategy, eompanies must first outline a realistic set of expectations.
Following are nine ways to more clearly define your Internet business strategy—and to help

you build one with greater results.
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How to Evaluate
Strategy Providers

With more than 80 percent of large
enterprises turning to outside help for
development and implementation of
Internet business strategy, chances are
your organization will also be looking
outward. As a result, strategy providers
are proliferating at an amazing rate,
making evaluation difficult.

Forrester Research grades strategy
providers by four criteria that are
designed to gauge their ability to
respond to a company’s Internet busi-
ness needs and support their internal

efforts to innovate.

Internet IQ: How well does the provider
understand the evolution Internet tech-
nologies in both business-to-business
and business-to-consumer environ-
ments? Do they know how marketing,
customer service, and supply-chain rela-
tionships will change over time in the
Internet economy? Can they articulate
how your organization, channel strue-
tures, and business processes must be
modified in light of Internet business
development? Are they up to speed on
how wireless and broadband technolo-
gies will affect Internet business?

Strategy Acumen: Are clear methodolo-
gies used to identify and qualify initia-
tives that have the greatest competitive
advantage or return on investment?
How does the provider define the orga-
nizational and business-process changes
required to leverage the Internet and
align it with existing channels?

Global Expertise: Is the provider a
global player? Does its global expertise
extend to an understanding of how trad-
ing ecommunities, pricing models, regula-
tory requirements, technology
infrastructures, and consumer desires
vary by country?

Industry Depth: Does the provider have
the scale and vision to build deep verti-
cal expertise among their strategists?
How are specific industry skills arrayed
with general Internet business skills?

within the company follow through on their responsibilitics.

Your customers, whether they are corporations or individu-
als, should have the same experience and high level of service,
no matter how they approach yvour organization—via a store,
Web site, toll-free number, or catalog.

4. DEVELOP A FLEXIBLE
INFRASTRUCTURE
Establishing a flexible infrastructure is critical if’ your Internet
business strategy is to succeed. Since the company needs to
respond rapidly to external changes, a flexible infrastructure
makes it casier to change processes, adapt applications, and mod-
ify structure. Using a standards-based architecture further sim-
plifies your organization’s ability to adapt readily. since there is no
need to invest in new elements or applications to get everything
to work together smoothly and reliably. Test all of the elements
to be sure your infrastructure allows adequate connectivity with
customers, suppliers, partners, and employees. Once the infra-
structure is in place, you can deliver applications and services reli-
ably, and can scale it to accommodate increases in use.
Companies that have a strong history of mass logistics and
mass distribution need to adapt their systems to handle the indi-
vidual purchaser. “Mega retailers need to master the logistics of
quantity one,” explains Cisco’s Moazami. “They know how to
ship 200,000, return 10,000, and credit the account S1 million,
but they have to learn—in a cost-effective way—how to ship
three, return two, and credit a customer’s Visa card for $29.95

5. DEVELOP USEFUL METRICS

Implementing a successful Internet business strategy also
requires discipline when applying metrics to measure the
process as the project moves forward.

“Specific initiatives must build continual reevaluation into
the process” Herzog says. “Measurable results are their
lifeblood. Those who act with the ‘If we build it, they will
come’ mentality are wasting their time and money.”

META Group’s Martin agrees, describing the metrics as a
timing mechanism in a four-phase engine: “The metrics are
established at the end of phase one, after the business process
is thoroughly examined. Phase two is the selection of tools.
Companies should pick appropriate tools based on cost, risk,
and maturity. Only then do you begin design, which is phase
three—Dbut it’s where most companies mistakenly want to start.
Phase four involves going back to the metrics that you set up in
phase one—measuring what you have achieved and reexamin-
ing the metrics to verify that they were appropriate. This takes
vou back to the initial phase, and the process begins again.”

How a company measures effectiveness will vary according
to the strategic model set up at the outset. What is the model?
Are you trying to create a profit today? Or are you trying to
build an asset customer base, like Amazon.com? Amazon's
strategy of using the Internet to create—and take ownership
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