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fly in the e-commerce ointment for retailing—whether it's a toy not
being received in time for Christmas or whatever,” she notes.
Mizoras adds that this new retailing model appears to be 180
degrees from the trend in the community banking industry,
which is actually attempting to drive foot traffic away from
bricks-and-mortar outlets. “Now, customers of banks with
online arms are starting to be charged a penalty for coming into
the bank and not using the online services,” she notes. The dif-
ference in approaches, of course, is the goal of encouraging
impulse buying in the highly tactile and visual retail world of
products, versus the service-oriented world of banking.

IMPROVING BUSINESS EFFICIENCIES

A second General Growth Internet business initiative entails
building broadband multimedia networks at each mall, based on
the same type of network infrastructure that supports cable tele-
vision. The high-speed, Cisco-based networks will connect retail-
ers to their own corporate headquarters and information
resources as well as to any of about 50 General Growth e-business
applications hosted within the network.

With this initiative, General Growth is, in effect, serving as an
applications service provider (ASP), giving retailers an inexpensive
and quick way for integrating business capabilities in an out-
sourced capacity. In an information technology marketplace fac-
ing a dearth of resources and programming expertise, this setup
relieves retailers from having to research, select, install, and main-
tain c-business applications, Instead, they pay a monthly flat fee
for use of the services. General Growth accepts responsibility for
upgrading and scaling the applications as user bases grow and ful-
filling service-level agreements for applications availability.

Some of the capabilities available to retailers across the net-
work will include:

* High-speed transaction processing, including credit-card orders

* Broadcast-quality video applications linked directly to point-of-
sale terminals, including online training or employee broadcasts

* Sales data report generation

* Distance-merchandising, where specialists can use video surveil-
lance to remotely view customer buying behavior in real time

IDC's Mizoras points out that one of the biggest challenges
faced by most ASPs 1s the task of integrating the applications it
hosts with a customer’s back-end business applications. “It’s an
important component of the picture, and the hardest,” she says.

In the case of carly customer Checker Flag, “we don't have a
data center. So General Growth has become our IT staff)” says
Checker Flag’s Schuelke.

Schuelke, for one, eagerly anticipates the remote merchandising
capabilities. He envisions placing network-connected in-store video
cameras and viewing store displays online each morning, “We'll be
able to check that the right seasonal items have been put out and if
marked prices are accurate,” he says. “We'll make changes to store
layouts that don't seem to be attracting customers.”

He also sees real promise in distance training, “Everyone in
the industry complains that good help is hard to find" says
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Schuelke. “Using the video network, we can send our best
trainer to every store.”

Retailers will be able to leverage the high-capacity network in
various other ways as well. “A bookstore that is hosting a live lec-
ture by an author—or a music store visited by a rock group pro-
moting a record—can simulcast these events to other stores,” says
Bucksbaum.

Until now, Bucksbaum points out, shoppers had to be physi-
cally present at a store to benefit from these merchandising
events. “Now,” he says, “a retailer can promote an artist or per-
formance in multiple stores all at the same time.” General Growth
is considering licensing its broadband system and Mallibu pio-
neering applications to other mall owners.

ECONOMIES OF SCALE

Connections from General Growth malls to retailers’ corporate
business sites take place across a private, high-speed regional
Internet Protocol (IP) network designed and run by Cisco and
network service provider partner WorldCom, Inc. As an added
security measure, Cisco IOS" Firewall Feature Set technology
integrated in the Cisco routers at the malls and in regional
WO[']CICOII] nct“’()rks kCepS al[ I'Craﬂefs, trﬂfﬁc ﬂD\VS PriVRtC Ff()[]l
outside intrusions, says Shamin Barkat, the Cisco systems engi-
neer who designed much of the General Growth cable networks.
In addition, retailers that want to encrypt their traffic all the way
from their store to their headquarters can do so using a special
tunneling capability in the system software.

Because multiple ten- /
-

ants in a mall share the 0 learn more about General Growth
cost of installing and | Properties’ technology providers, go to
running the local net- www.cisco.com/warp/public/767/find/.

work, each store pays ok
& € pay For more about Internet retailing

strategies, visit the Internet Business
Solutions Group site at www.cisco
\.com/go/ibsg and click on "Retail.”

only a nominal fee for
access: Rertailers con-
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pay a premium of less
than $200 in addition to their monthly store rental fee.

Graves says retailers that want to also leverage General
Growth—supplied applications will “pay by the drink” for
monthly services and notes that pricing hasn't been finalized yet.
“With these e-business services, we recognize that retailers” infor-
mation technology departments don't have time to research and
implement all these applications themselves,” he adds.

In the end, what's convenient for the retailer trickles down
to better efficiencies and services for customers, allowing them to
choose cxactl}' where, when, and how they shop. “Some cus-
tomers will remain bricks-and-mortar loyalists, some will shop
mostly online, and many will use a mix of the two,” says Schuelke.
“Retailers that can combine these demands in the virtual and
physical worlds will be the winners.” @

JOANIE WEXLER (joanie@jwexlercom) 1S AN INDEPENDENT WRITER AND EDITOR BASED IN
CAMPBELL, CALIFORNIA. SHE HAS COVERED THE RELATIONSHIPS AMONG BUSINESS, INFORMA-
TION TECHNOLOGY, AND COMMUNICATIONS NETWORKS FOR MORE THAN A DECADE.
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IN BRIEF

GOAL \\ Defend its regional territory against new
competitors, develop Web-based applications to
drive new revenues and offer better customer
service online, and provide new opportunities to
sell services to new and existing customers.

STRATEGIES \\ Build a destination site with cus-
tomized services and products. Evolve its network
to host real-time online banking setvices. Create
custom online applications for its small-business
and corporate customers.

RESULTS \\ More KeyCorp customers are finding
value in online banking services. KeyCorp now
averages nearly 15 million electronic transactions
monthly and anticipates that approximately 65
percent of all its transactions will be handled
online this year. The company also reports an
increase in customer satisfaction.

Wade Tolman,

Executive Vice President and
Group Manager, at the

main branch of KeyBank
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THE ADVENT OF ON

hree years ago, executives at KeyCorp saw that
the fight for market share in the incredibly com-
petitive financial services industry was getting
even fiercer. The proliferation of online bank-
ing coupled with the Riegle-Neal Interstate
Bmkmg and Branching Efficiency Act of 1994 (which effec-

tively eliminated interstate banking legislation), spurred aggres-

sive expansion into new markets and created new models for
business—and new revenue opportunities.

KeyCorp executives realized their company was at risk of
becoming less of a contender as competitors increasingly lever-
aged Intl‘.rnt‘[ tCChﬂOng}’ to L‘xpaﬂd bOEh consumer l'lnd C()rPO-
rate service p['ogril[ns.

With its outdated internal networking systems and virtually
nonexistent Web-based applications, the Cleveland, Chio—based
firm found itself trying to stave off competitors that were using
the Web to expand into its core regional markets to attract new
customers. The threat to its customer base galvanized KeyCorp
cxccutl‘\"es, \Vho Pr()ll'lptly dL‘Cided thﬂt thL‘. C()Inp:ln)’ must move
aggressively into the online banking arena. To do so, the company
would have to evolve its network to host Internet applications
and services that would support its expanding strategy.

With the advent of online banking and the elimination of
interstate banking barriers, the executives also saw an opportunity
that many other financial institutions missed. In fact, KeyCorp
was one of the first financial institutions to form a unified
national bank after collapsing its state charters,

“I think that when the Internet began to emerge, it was per-
ceived by a few in our company as a clear opportunity to extend
our reach to customers, particularly those that would have been
out of our primary markets,” says Wade Tolman, executive vice
president and group manager of Key Technology Services.

“We knew that the Internet could broaden our reach and
Improve our responsiveness to customers, but we were also very

LINE BANKING, KEYCORP

aware of what many other competing organizations were doing
online—and the initial effort was largely driven to maintain par-
ity with our peers,” says Tolman.

What resulted was a variety of Internet initiatives that have
placed KeyCorp more than just on a par with its customers. Its
online banking portal for KeyCorp customers, Key.com, contains
a variety of financial services and customized account and
money-management information.

Personalization features target specializcd information and serv-
ices to match specific customer needs. With online banking serv-
ices vaidcd over KeyCorp’s new Internet structure, clients can
now review account information around the clock, view real-time
account activity, pay bills online, and access investment accounts.
The company has also launched a variety of business-to-business
services for its small business and corporate customers.

Tuning In to Business Goals

While planning its new online strategy, KeyCorp set clear goals
of what the company wanted to achieve through the initiative.
These goals included:

* Protect Its Customer Base In facing new and more aggres-
sive competition, KeyCorp stressed the importance of delivering
more and better services to its clientele, which would ultimately
improve customer satisfaction and retention. The Internet pro-
vided a means to accomplish this efficiently, while dramatically
IMProving customer access to account information.

* Extend Market Reach New competition not only demanded
that KeyCorp retain its existing customer base, but it also offered
the opportunity to leverage Internet-based communications and
take advantage of government deregulation. These opportunitics,
which opcncd up new avenues for business and revenue growth,
also helped KeyCorp offset any losses to new competitors in its
home territory by attracting new business and growing revenue,

iQ MAGAZINE






