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Introduction



For my bachelor work | chose a permanent to tadaxgrld ,,Development and use of
the Internet”, focused on customers market. Weadrthe beginning of the 21st century.
Information technology and computing technologwiisund us and becoming an indivisible
part of our lives. Expansion of the computers, aetd mobile solutions have achieved huge
dynamic over the last 40 years, which we can ecacadly compare to installation of electric
energy.

The Czech Internet was and still is discovering riemds of electronic shops and
virtual shop canters, of great variety. The firgpgiration was taken from foreign models but
this influence is becoming less important as wenldarm our own experience in creating

original and imaginative outlet designed specificdr Czech customers.

In my bachelor work I'll engage the problem in thext development of the Czech e-

business oriented on sale commodities to end cestom the consumer’s market.

At the end of my work will be the basic informatiabout the present environment of
the Internet to direct ways, which is taking deypehent of the Internet population and which
makes end part of potential customers in virtualpsh And in association with this I'll try to
describe future opportunities in part of assortnpenlicy of the Internet distribution make for
end customer. I'll try to characterize developmehicommunication and communications
technology and possibilities of propagation e-bessand in not least line I'll engage to
problematic of the structure Internet’s shops.

Internet is a dynamic medium with significant capaand task of this work will be
describe in short horizon trend, which will Czeakernet consumer’s market go after.



Conclusion

.internet je odrazem fyzického&sa. Odraz neni kopie,
ktera je ¥rna, ani obraz, ktery éco p‘evezme adto vynecha;
odraz povind prevezme vSe, alggivoi si to podle svého — a
doké-e si pidat leccos svého. Praydodobr vSe, co existuje
ve fyzickém s¥¢, bude odrazeno gem internetovym; Internet
je zde az pozoruhodwynalézavy — vzdyekavejte, Ze je to
troSkuriSe za zrcadlem, kde se fantazii (diky technologgze
nekladou.”

Jiti Hlavenka



In my bachelor work | have described new possibtections of development of
Internet electronic shopping on the Czech Republionsumer markets. This theme appealed
to me especially for the reason that I'm interestbdut the Internet and its opportunities and

potential.

In the process of formulating this project on tihewe mentioned problem | gained a
lot of new information about the current state mtnet commerce, and also about ways of
its next development. Problematic was perhaps dhly disparateness, and also the
dividedness of the individual available data in tase of specific and incomplete Internet

research.

| see the aim of my work as described in the pregnabout the development of
specific areas of the Internet store, but alsodinelopment of electronic commerce on the

Internet as a whole.

| believe that | have prepared space for futurelestts, who can, in the near future
compare my conclusions with the new future e-consmeituation, and they will be able to
describe subsequent development. The Internet amagnt is so dynamic that their

comparisons will have their own significant impact.
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1.1 Internet characteristic

Below name ,Internet” is today very often undenstdirst of all as most
supplemented application, World Wide Web (next aMyWW) and in common situations is
Internet mostly change in meaning with this servitseenot good to imagine that in few years
will dominate to Internet services like we knowrthéday. During economical

(management) qualification is good to think aba¢inet in width-ranging.

Basic character:

Global

One of the Internet’s characteristic is global exgs In perspective with the other media (e.qg.
television, radio) the Internet is not the firsblghl media. Main new attribute for these
services it is price. Till now global expense dftedditional media was expensive. On the
other hand the Internet as media offers its glelphnse for free, as a part of its services.
Every contribution we enter is reachable from th®l& Internet. Situating application on the
Internet cost no more than situating applicatiarally. So the Internet is exactly a global
medium in its own right. Next new factor of gloleadpanse is in a way of view. Net

(Internet), we can see is the same all over thédwor

Swiftness

When we talk about electronic media we considepuattllic services in real time. All changes

are seen in the same places and in the same time.
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Automation

The third main character is ability to automatedgsi. This ability is made exactly by
connection of an unlimited number of computersne aet. We as users often forgot this
aspect when we use the Internet and use it likd@argated hand for easily communication.
But if we let needed requests make by applicatesdise, we use at the options of net. E.g.
searching service of the Internet, this part mdkess technology. At this time there is a big

reserve in this automation area which can solvéy pnredetermined operations.

Factors of development:

Consequences of the Internets dynamic developmectw find in two main levels:
in the growth of users bases, thanks to this gramdks of this media (namely chapter users)
and in making better of use technology, which come&gowth of automation (concrete

technology are not part of my analysis, | only ti@mtheir meaning and trend).

At this time we are at the beginning of change eBgibility between users is growing
at a very interesting level for commercial use (enitran 15 % of inhabitants and around 90
% of active companies) and technology possibilitiegse are excellent. | would like to
describe this automation mainly in part devotedléztronic commerce and its applications in
retail (B2C — business to consumer — business &tas end users) and wholesale (B2B —

business to business — mainly wholesale backgrkimtof business between entrepreneurs).

1.2 Origin and development of the Internet
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At the beginning of the 60°s at the time of thédd&ar was born thing to create a net
which can connect most important academic, statéstategic computers. This net was
drawn up for reliable operation without main cohtrenter and had to be able work in case

that some of the pack is not able to work, e.gamification of army action.

In August 1969 in the USA the first was introduced, called ARPANET with four
packs and step by step other connections were todte net, firstly universities and from
1973 moved to include the European continent. B2WWas the complete development of the
communication port TCP/IP and in 1989 was develapethnd Institute physic of corpuscle
CERN hypertext document, where can be marked wefeés to another documents place on
another pack of the net, which is physically onthapocontinent. From 1990 when is for this
net standardly use protocol TCP/IP has startifig,daternet” and at this time also CERN
for its own need made programming set, which wided&Veb (cobweb). Web for its
advantages had very fast extended and today isneagform World Wide Web (www =
universal cobweb) most use part of the InterneL982 appeared graphic browsers, which
allows the view pictures joined to the text. Jushly of www and together with development
of personal computers, attracted on the Interntioms of new users and this boom starting

developed in year 1993 more intensively also inmmencial part.

At this time access to the Internet servers séhermradreds millions of people around

the whole world and it is still growing.

1.3 Beginning of the Internet in Czech Republic
In 1990 the center for Czech technology stu@yT) in Prague, was connected to a
European scientific net EARN (European AcademicRadearch Network). Official date of

connection of ' SFR to the Internet was introduced in November 188nCVUT made
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first experiments with Internet connection to Lilvzthe next year the Ministry of Education

provided 20 millions crowns for constructing a raetwork between university towns.

Development of Internet services for the publiglein CR after the 1995. The next
boom of Internet in CR was in 1999 thanks to th@pgleted public telephone network
digitalization, set in up cheaper rates for Integ@nections, thanks also to cheaper

computers and the establishment of free Interrmtigers.

Tab. 1.1 Stage of Internet development in Czech Raplic

Time level Character

1991-1995| Academics Internet was for academicsnarmbmmercial activities
were realized. In spite of this part was very intaot for
the business development, because from these users
commercial growth was established.

1996-1999| popularizatiopAt this time penetrated most of the popular siteany of
companies make their Internet presentations. latasn
coming to the institutions, companies and slowtp in
households. The number of people who use Internet
grows. Internet marketing activities are still sggp@ from
marketing activities uses until this time.

1999 - Integration Czech Internet becoming commercialtgriasting. As
?2?7?7? symbolic beginning of this stage we can considkr sk
Seznam in 1999/2000. This stage is most charatiteris
for reinterpretation of Internet business presemat
Companies change their static sites for making mamel
not for spend. Next characteristic is integratioteinet
marketing activities in to marketing mix. Advertisents
running on the Internet.

Source: P.STUCHLIK, M. DVRACEK. Marketing na Internetu. 1. vyd. Praha: Grada
Publishing spol. s.r.o., 2000.

1.4 Comparison between traditional media and Interet

Internet is relatively new media and its opporttiesiopen new, remarkable markets.
Internet has many specifics, which make differerica® the other until today use media and
this specifics offers advantages for the Interserrs. Next tab balances parameters between

traditional media and service WWW, main technoléggrnet tool.
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Tab. 1.2 Comparsion between traditional media amddrnet

Package Response | Cargo Productio | Penetration of
urgency | Clearnes| o ;
s identification | speed (CPM) n cargo basic markets
v High Very high Good High High High Very high
Radio High Low Very low High Low Low Very high
Magazines Low Middle Very high Middle Middle Middle Middle
Newspaper Low Middle Good High Middle Middle Very high
Billboards Very low | Verylow Good Middle High High High
WWWwW Low Very high Very high Very high Low Low High

Source: P.STUCHLIK, M. DVRACEK. Marketing na Internetu. 1. vyd. Praha: Gradhlighing spol. s.r.o., 2000.

Urgency is media measurement of persistence. Some of rgadiaa chance to escape
form commercial influence on customers, some afthet. In WWW case it is necessary to
have regarded for concrete conditions of usagbade services. (Site speed, place of

information...).

Clearnessshow media ability how explain usage of product.t@web is possible to
describe product by text, pictures, video clipgassible to make 3D pictures, or use

hypertext to describe concrete parts of whole pcodu

Package identification this media ability is visibility of a product paaffe. Web

offer the same service as traditional media but s¢sne more services like the ability to buy

the product on-line.

Respond speedxpress how fast the customers respond to comahartormation.

High value of www service support ability to ordee product immediately and the

16



possibility to pay credit. Also speed of the adzation of commercial information is

prominent for this service.

Cargo this parameter express cargo relate on acquisifitime and or place in media
and it associate on thousands viewers, listenevsiors. Production cargo own business
information like cargo on making advertisement,tposr web pages. Production cargo on

Internet services can be different, it depend anatels which firm want from Internet pages.

Penetration of main marketsmark the media is ability to impact on important
consumers areas, where there is, very often, ctrated consumers demand. Internet is
connecting with developed telecommunication inftagure, with high schools and people
with above-average education and income and alsobigger towns for which is this
characteristic is typical.

2 Theoretic basis

2.1 Internet users

Characteristic of end users is in business orlkeeobasic bottom line factors. In
comparison with other media it is possible with sgonograms about users, actually about

visitors of specific parts of net to find out muafiormation.

As Internet use is very varied (browsing www pagemail client, FAQ groups,
searching, download files, etc.), but the problenmiown term ,user”. Very important is to
watch what kind of Internet connection user’s haivhie connection is from home or if the
user connection is at work. Next factor is how mames he does one visit the Internet in
any period. From a global perspective it is thengteation” factor and by definition so what

number from the whole population are Internet ygaostential customers.
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2.1.1 Internet users in Czech Republic

Generally speaking half the population in CR israM& year (48%) and lives in
households where there is a computer:

» 2/3 citizen say, that their computer has Interoginection (66%)

» Each seventh user thinks about Internet connetitoon their home computers (15%)

» Fifth say, their computers hasn "t got Internetrmantion and they don'’t think about it

(19%).
Chance communicate through the Internet with atisers has home every third citizen

(32%);

* Absolute majority of citizen with home Internet cattion are classifying as Internet
users (94%).

Not only these analyze but also many of other migie that different conditions and
chance use information technology and especiathriet is going to be limited factor for
citizen for their fulfillment. There is not goingnly about work market, but also about
communication, information, leisure time, it is abcehance completely be in modern

information society.

Graf¢. 2.1 Internet in the household<’R

Internet in the household / CR

Has
32%

Hasn't Hasn't

Don’t plane But Plane
5R04 120/




Source: zprava DEMA a.s, Gnor 20p4/bavenost domécnosti édni CR technikou®

From a many researches we can see that men cdaribetinternet more often than
women. Chance communicating through the Internitusform then people in the age 18 to
54 Seniors, visibility having less chance. Relatetween facilities and education is very
marked. Participation of people with a lower legEeducation which can reach Internet from
home is low (139) People with A levels are (40%) and people withdgmic degree is

(58%). In households with Internet connection lig&8%) students.

Graf ¢ 2.2 Internet in the households

! Attachment number 1
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Internet in the household / CR

AGE
18 -24.
25-34
35-44.
45 - 54
55-64
65 and more
EDUCATION |
Lower i
High school
University 58%
SOCIAL GROUP
Student. 57%
BUSINESS |
Yes
No
SIZE OF THE TOWN:
to 4999 inh.
5000 — 19 999 inh.
20 000 — 99 999 inh.
100 000 and more

63%

0% 20% 40% 60% 80% 100%
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2.1.2 Internet shopping
We have seen that Internet users use the Intenngdyt for shopping. We will look

now at Internet problem in the shopping context.

From GfK'€ analysis in Great Britain, which investigates lifernet population not
only in Czech, respondents were not only people ud®the Internet, but also they appeal
people who don’t use Internet. From this study tloeyd that 43, 6% of respondents will not
buy any kind of products from the Internet. The tpaspular kind of goods are books and

CDs, theater tickets and perfumes.

Graf ¢. 2.3 What would you buy on the Internet

What would you buy on the Internet?

Books/CDs I 17%
Food _____]5%
Clothes ] 5%
Perfumes ] 6%
Vacation ] 5%
Electronic ] 9%
Household appliance——1 6%
Entertainment tickets————1 10%

Nothing

| 44%

28%
Doesn’t know Internet ‘ | .

0% 10% 20% 30% 40% 50%

% In this research “on-line shopping” British firmGGreat Britain, which was contacted by a firm Inten the year 1999,
they address 1000 Czech respondents. Zdroj: httpwierkomerce.cz/ec/ec.nsf/0/C3E607FF53074142C1 2588747 52E
Attachment number 2
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Zdroj: http://www.e-komerce.cz/ec/ec.nsf/0/C3E6078FBI 142C125687E0025752E

The analysis investigated opportunities that peoatefind in Internet shopping. The

most important factor of on-line shopping was @&5% of respondents said that it saved

time.

Graf ¢. 2.4 Advantages in on-line shopping

Advantages in on-line shopping

Saved tim ] 25.2%

Last chance shoppi [ 11.3%

Great choice of foreign goc ] 9.2%
Profitable price 7:] 4,6%
Othe\ 7] 1,1%

They needn’t show card numl jj 44,

Doesn’t knov |

] 70,3%

),0% 20,0% 40,0% 60,0% 80,0%
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Source: http://www.e-komerce.cz/ec/ec.nsf/0/C3E6GRBF4142C125687E0025752E

On-line shopping also has many negative sidesnTdia reason why people don’t
want to use Internet shopping is it's impossibitiytouch or feel the product, or to try it.

People are concerned with the possibility of reiogidefective or damaged goods.

Graf ¢. 2.5 Practical problems in the Internet shopping

Practical problems in the Internet shopping

Good is not delivered
Delivered wrong goods

Delivered in another term

Late/slow delivery
Long buying process
Error connection

Movement in e-shop
Search e-shop on the n
Poor assortment

Exact goods descripti

0% 20% 40% 60% 80% 100%

M Big problem  Small problem
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Source: Healey & Baker, HN, 17.10.2000

Czech Internet population has a positive readtidnternet shopping. Although in
July 2008 still 49% of Internet users have no personal eepee with Internet shopping, but

only 10% of all users don’t plan try Internet shioygp

Graf ¢. 2.6 Experiences with the Internet shopping

Experiences with the Internet shopping

More shopping in CR No experience
29% Only want to try
bez zkuSenosti 19%

zdjemani nemam
10%

19%

Without
experience
Don’t want to try
10% .
IR Only on foreign
18% Without experience ni(r)}‘() ets
Plane to try
20%

One purchase in CR
18%

® This research of the Czech Internet users iszedby Center of the electronic commerce (CEOpV&! of
the research was made in the time June — July @fiiQhe 1463 respondents.
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Source: http://www.park.cz/pruzkum/opui.htm

2.2 Behavior of buyers in the market
Behavior of buyers in the market is very difficptbcess. People want to buy a thing
or service to satisfy their own wishes and needsioRal motives of people behavior in the

shopping process are very complicated, unforeseesatal irrational.

In the market we can separate two basic segments:

Consumer market — All individuals and householdat buy things or need some services for

personal need.

Industrial market — All people, buying goods and/ses for the next processing of the

products, which they then sell or rent or distréban.

Always is the first question how will buyers reéedifferent traders or stimulations.
For an explanation of relations between marketvatibn and the buyer’s reaction help us
model “behavior of buyers”. This model illustrating process of changing market
motivations and environment’s inputs in buyers tkldox”, where “buyer’s decisions” can

be modified.

Decision is independent of his cultural, socialtspeal and mental factors. Most of these
factors are unknown and sellers can’t change tfaesers so they must be taken into

consideration.

Customer’s black box
External motivation Purchasing decision
Buyers’ buyers’ decision
Marketing  Surround quality process

-product choice
-product -economy -cultural -ensure needs -mark choice




Cultural factors — Cultural factors has the widest effect on conguimehavior.

Culture is a file of speculations, norms, valued #maditions, which individuals use
for their orientation in society and which we endaran the process of socialization.
Each culture is made by subculture and these atdedi in to social classes and

groups.

Social factors— In to this group of factors belong reference gsuamily and social
roles and conditions. Reference groups are allggavhich have prime (face to face)
or not prime influence on behavior of individuahélfamily make the most prominent
reference group which form action of buyers. Raebdehavior which we wait for
individual, who take some position and is tied domith it. Status is give by people
who take some position and what he can wait froenatner. People often buy goods

which correspond to their role and status.

Personal factors— In these factors when are reflected in the buysdrspping
behavior, we assort age, his personal life stgle, financial position, personality and
from this information we can form a picture of ttestomer’s. Together with details
of their pastime activities a profile can be acbigv

Psychical factors — In these factors belongs mbtina sense, experiences and

position. Each person has a different kinds of seétbtive is then necessary thing
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that is strong and make people take action. Hismctepends on situation. People can
feel same situation differently by influence ofdlrprocesses: alertness, distorted and
remember. On the basic of previous experiences|@eygi practice. By action and
with experiences then take their own positions.sThgain affects their buying

behavior.

2.3 Phases the buying decision process

Buying process starting long ago before own shappnd go on long after. So it is
necessary to take care about the whole buying pscaied not care only about buying
decisions, which make one part of the whole pracéss not good to maintain that all
buyers must go through all buying processes of saopping. Especially when they buy
products with low interest (for example daily buyiof bread) the buyer can miss some
stages. On the other hand sometime he can comedaakne phase. Buying process is very

often described by the fifth stage mdidel

Fifth stage model of buying process

Behavior after
buy

Finding needs

Information Decision

AahAinit haing

AnllAantinn

Finding needs— need is difference between real state and desdastdte. Can be made by
internal (for example hungry) or outside motivatdfor example food aroma). People needs
have special hierarchy. When he satisfies one &imbed begin the feeling to satisfpe

next needs, soi-distant higher needs. Wishes agecasf people needs and indicate the way

4 KOTLER, Ph. Marketing podle Kotlera, Jak vyitgha ovladnout nové trhy, 2. dotisk 1. vyd., Praha:
Management Press, 2002
® Attachment number 3
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how people want to satisfy their need. Some wistnesble to be accomplished but others
not. Objectively accomplished wishes are limiteddmtors (for example: will, salary,
savings, etc.). Customer’s problem (his need arsthws the kind of opportunity that the

seller or producer wants to know in order to previldat need or whish.

* Information collection — consumer makes his own decisions about shojtyzisgd on
basic information. If the buyer has less informatar he feel that information he has
can be distorted, he try to find some answer in shep FAQs. Range where is
customer able to look for information, this range define by opportunities and
expended cargo, but also value of acquired infaonafrom point of view to
reduction risk of bad buy. We differentiate infoioa source in to three groups:

o Personal sources (family, friends, known people)

o Commercial sources (advertisement, exposed gobdsjiisg actions, etc.)
o Public sources (mass media, Internet, etc.)
0

Experiences (personal test of product, etc.)

Option rating — when the buyers is convinced that has got akssary information, he can
begin to evaluate. Consumer is making complex nmggaibout single kinds of shopping and

his meaning depend on his own experiences andsexdelective sense, distorted and delay.

Deciding about purchase- Also in case that the customer is deciding tpthe product he
must consider a number of factors. For example ibinys now or should he postpone it.
Customer is also considering where to buy the prbdn this stage are two very important

factors:

Attitude of the others (on power and sense of duersd person depend if he change

the first decision.

Unexpected factors (for example urgent need, ueeep price growth)

28



Behavior after purchase— The seller has job finished on competition &f purchase. This
should be followed by finding out if the users aatisfied with the product or service.
Satisfaction increases the possibility of repeatdds and also mean probability that customer
will spread the word. (Satisfied customer talk altbeir experience, on average, with three
other people. And unsatisfied customer, with elgveople). Customer satisfaction support by
Internet can be effectively applied with an offéuser help about use of product, etc. by

form:
Frequently asked questions (FAQ)
E-mail support
Support with chat groups

For customer satisfaction it helps to provide amsea complain within a reasonable time

frame.

2.4 Internet and marketing

Marketing is trying to satisfy corporation intetgscustomer’s interests and company
interests. So that marketing can really co-ordirtagse interests it must provide between
these groups with, support and a two way commupitcaystem. Key word for marketing is

communication

Internet makes communication between users eatymilions people with different
jobs, education, hobbies. Marketing commonly wonkgth all traditional tools of
communication, starts with questionars, post, tedee, etc. and finish by use of mass media.
Internet offer all opportunities of traditional camnication, but more effectively. Internet

allow discussion with concrete user and communigdéth him, but also you can talk to
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millions users with the same interest and to edbbroThe Internet is the new global market

palace perhaps.

First of all it is necessary to explain two baswmtions, which are connected with

business on the Internet.

» E-commerce: this name is in the majority cases ected with Internet shopping
and providing services. At this time it is stillwmeand making new e-commerce
solutions and business models.

e E-business: is on a lower level then the above nanctudes not only Internet
shopping and providing services, but also meanstommation of all process
inside and outside the firm, with usage of modechhology on base technology

for makeing effective all firms processes (interauedl external)

Simply we can say that the name e-commerce (orfCedmmerce) is subset of e-

business.

2.5 Electronic business

On the Internet, but also in not virtual worldag bf business made by two subjects —
seller (business) and end user (customer). Theaevho is between them we can define

like this:

* B2B (business-to-business) — mean business betweepaci#s. Abbreviation is
connects especially to make easy Internet commtioicAetween companies. When
you do the B2B business it is mostly a long-termaibess relation, which is confirmed
by contract. It is not traditional shopping, buerd are concluded contracts between
companies. In this group of business is also useenB2B markets (e-markets, B2B
exchange) it means provided place (system basebusmess with many kinds of
commodities, we can compare this business to contynstdck market.

* B2C (business-to-consumer) — Selling products to erstioener’s through the Internet
or other technology — so it means without physycaébntact between seller and
customer. It offers its products or own servicesumly Internet services. This kind of
service is common in CR. We can say that on Czatdrret are 2500 functioning
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B2C shops. For grow of this service help firms wahaffer servers where is easy to
build own electronic shop.

e (C2C (consumer-to-consumer) — stock exchanges, auctiovigere Internet is
negotiator between supply and demand. Servers winohide these services has a
role something like concentrator of supplies, theyderate business cases and provide
place for business partners.

* C2B (consumer-to-business) — this service preserdrselho provided their products
(for example wood, glass, etc.) and other busineadmuy these products use them for
their own products and sell them to customers.

In my bachelor work I'll devote to business through Internet electronic shop to end

user (B2C).

Common kinds of electronic business by from (B2C):

» Electronic shop(e-shop) this is a common form how to realize etatt business
and it is about strict line with “Stone shop”.

* Electronic supermarket (e-mall) unite many shops for example under the
common well-established mark, common advertisemévitasurement of
integration of individual shops to common superreadam be very different form
the other. For the individual firm these mean tissogiation first of all saves
expense, time and work put together with build apdration of own Internet shop
and also contribution of better selling in workisgpermarket. For customer it
means better range of goods and better accompaeiuges.

» Electronic stock exchange(e-procurement) is demand and broking goods and
services. It can be supplement about connectedcesfor example it is about
interactive negotiation or arrange of all operagion

» Electronic auction — issame mechanism like traditional auctions. Pretientaf

the products on offer can be different.
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In this work I'll concentrate especially on thestitwo forms of electronic business.
This form of selling goods and services allows ocosdrs not only shopping in brick-and-
mortar shop, but also is possible to see the gondke Internet and buy on-line. This means

that customer save a lot of time.

Build up Internet shop, which is not only blankrfg but which is able to acquire
customers and also in a high quality and flexipild satisfy their whishes and needs. This is
one of the hard standard Internet activities. Cariggamust very carefully think about all
parts of the retail mix when they build their sadé®mtegy which can win over the customer

and hold them.

2.6 Marketing decisions in retail Internet business

Retailers very often try to find such marketinggsastrategy to catch the customer and
hold them. There is lot of decisions which sellarsst solve and these decisions still affect
their action and especially their success in thepetition market, so called retail mix. This
mix is made from:

» Decision about finish market

e Decision about products

» Decision about services

e Decision about price

» Decision about competition

» Decision about communication

» Decision about shop look

Decision about target market
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This is the most important decision for the retaiUntil isn’t finish market exactly
characterized and mark the retailer cannot makeottrgr decisions about products, shop look

propagation, price, etc.

The Internet breaks borders between states, regrmhalso towns. Internet shops can
practically reach the whole world, or the wholdetaan be aimed at every citizen and that is
a really strong advantage. But the advantage Isasadbig risk of strong competition, which
can appear unexpectedly and from anywhere. \\bk icheaper; technologically better, will it

have stronger investment, etc...

The second possibility is shop oriented on mankgie and the third possibility is
shop specializing in local users i.e. a market&id¢h these two cases we try to address a
community, part of a nation clearly described bsittinobbies or with knowledge that these

people live in the same region and share its iatey@eeds and demands.

Shop targeting a market niche is less threatenembimpetition, but its turnover will
not so high (although the relative profit can bghleir then profit from general shop). This

kind of shop must be merge with community on whghade for.

Decisions about products

33



Range of products must be same like the finistketawait for. There is adjudicatory
element of competition fight between shops. Sellast consider weight and depth of

demand.

Internet can be used in two ways of selling inrdstion forms:

Internet is like a distribution canal: works likepe for selling and buying thanks to

this is customer’s goods delivered (software, imfation, fun, e-books, mp3 music, etc.)

Internet it is place for selling and buying: physig distribution comes by another tools

(books, flowers, electronic, etc.)

At this time it is the first form that is very palar and is still growing, so use Internet

like distribution canal. In my work I'll look at &hinternet as a place of selling and buying.

Internet shop; enjoy huge advantages as oppaosite tbrick-and-mortar shops. Huge
range in brick-and-mortar shops uses lot of stospgee, many employees and growing

expense, however in the Internet shop only neep®d database for storing the goods.

Internet supermarkets are very attractive, but thgeration brings a lot of problems
(complex choice of goods, guaranteed deliveryydeji confirmation, guarantee of

product/service, etc.)

Lots of Internet shops are specialized shops (®o0Rs, software, toys, etc.).

Specialization is the key to key to success. Bue laéso hold the rule 80/20: 80% turnover is
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made from 20% of products choice, although variafechoice attracts the customer’s and
the demand of products which are not normally asibésis a good argument for the

customer that the Internet shop is better thaaditional shop.

The products situated on the Internet is necegbarnyinnovation. It the shop wants to

remain successful it must continually review iteguct — INNOVATE. Innovation can be:

Technology innovation — innovation of process whiannot user see (for example change of

algorithm of searching, that it will be faster andre intelligent)

Innovation of user interface — innovation how mage look like.

Contents innovation — innovation about what we faash on the pages

Decisions about services

Service is an action offered by one side to o$inde, it is absolutely not tangible and it
doesn’t make any acquisitioned ownership. Its raéibns can, but also cannot be connected

with physically product.

Services character:

Not tangible ness offer service is necessary make tangible nespriesent evidences to

support abstract demand. Internet seller can riet ohly goods but also own sale by the
electronic way. He must inform us about range tad about sale (for example trade,

guarantee and complaint conditions, informationualsompany, etc.).
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Not divisibility
Changeability— services which depend on provider, where anchwhe

Ephemeralness Services is not possible to store. This reaityecoming very problematic

especially in seasonal deviations of demand anglg\ffor example needed of packaged

services in time when the Christmas shopping stert$he Internet).

Basic offer service is availability a huge numbemformation, which is offer by
Internet seller to customers. Intent of informatismeeded especially for kind of unknown
goods. In the brick-and-mortar shops is not sellgbods which is unknown and so it isn’t in

demand.

Very important for buyers is delivery. This reglis related with buying psychology.
Decisions about buying are very often irrationastant decision to buy but this same does
not last for long. For the buyer is not importdrtthe really don’t spend money in case of
long delivery time. In his mind the money is spantl he still doesn’t have the good. Long

delivery times are becoming a disappointment.

Decision about price

Prices are a key factor for place of product angtbe strictly fixed with respect of
finish market, assortment of offer services witbpect to the competition. Destination of
price is not express expenses, but the value ssnag@roduct consumer. On the Internet in

use are two price policies:

Low price: this policy watches most of e-commerceasult of propagation
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High price: this policy become into consideratiarcase that the shopping on the Internet
offer to buyer for him important advantages (corpftast shopping, delivery in time and on

place,...)

The most exacting is to convince user to makditsisinternet shopping and the
impulse which can very often help to break throsgiiness and fear is profitable price. One
of the Internet characteristics is its dynamic.sI¢an be a very good use when a price is

creating. Technology can change its height in dépeay on current, instant situation.

Many users shopping on-line choose only producéspice that they can afford on
their salary. Products with higher absolute prisers only watch and collect information and

shopping experience in retails.

On-line shops often reach incomes not only frolingegood but also from
advertisements which they have on their pagesniesdorm advertisement in different way
subsidize price of goods. Problem of this is adhigthe best profit balance beneath lower

price advertising income time shortfalls.

Some of the virtual shops don’t use income froweatising to subsidize low prices,
but they use it from high prices of service, whitistomer must order (for example package
product, etc.). This strategy expects to lure gusts with advertised low price and he will

not check prices of all other accessorial services.
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Compensation of good buy over the Internet is iptessy different ways. Mostly use

on finish Internet market are these:

Credit cards— in CR are using these cards sporadically, pdatity because credit cards are

not yet that common in CR

Cash on delivery shoppingthis kind of shopping is used frequently. Its aabage is

financing prices with extras for post on use sevic

Transmission from accourtinnovator of this service in CR was Expandia Bardw E-

Bank)

By way of payment invoice;

By way of unigue payment sysfem

Micro payment - this are payments fro goods amdices which are so small that for users
doesn’t imagine load, but on the other hand cdrarks to a huge number of users — it bring
not so small income. System of micro payment mqsibyides external company. Example

of this service can be server | Like Q

With help of protocol SET — SET is a communicafatocol, which uses code, digital
signatures and digital certification. Secure payntbetween owner of credit card and seller

on the Internet surround.

Decision about communication
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Communication is asset for information from souxcesers. Communication process

by transparent form represent Laswell’s madel

Codinc Transmissio Decoding
Information Information A Information Information|
Communication Communication
Source P .
Interferenc > Receiver
- Ll
v
I Feedbac +

In this model is seller a source of communicatitde.transfers information into
understanding form which can user (buyer) read.oimeement will be transfer thorugh the
media (Internet) to recipient and he decodes thesage in form understandable for him.
Back links is then kind of reaction on announcengbaying, interest on product...). In whole

process can impact interferences, which commuwicgiocess interrupt and distort.

Very important is the set up destinations of mangecommunication. Basically the
seller adjudicates about selection and usage ofithadhl parts of marketing mix. Destinations

of marketing communication on the Internet can &ined by this:
Knowledge ability (and differentiate) — make, irese or keep level of knowledge

Increase supply stimulate current or next customers to buy

® Source: KOTLER, Ph. Marketing podle Kotlera, Jgivéiet a ovliadnout nové trhy, 2. dotisk 1. vyd., Praha:
Management Press, 2002
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Preference- build up consumer’s preferences

Build up positive image or gain it

Trader must use promotional tools in support sfilmage enhancement. Marketing

communication of Internet shop can be realizedhiegé parts of communication mix.

Public relations- impersonal, strictly unpaid form of communicatedvout product or about

company (report about firm or product in independeadia, sponsoring....).

Sale promotion- sale stimulation through the common short tineegase of shopping value

(presents, bonuses, competitions, judging programs

Advertisement strictly pay form of impersonal communication abproduct or firm (line

advertisement, advertising squares, text advergsém)

Tab.c¢. 2.1
Element Expense character Advantages Disadvantages
Advertisement Fees for advertisement | Effectively make people | Higher total expenses.
place. known about a product. | Difficult to know how
(Advertising, Low expenses (depend onmany people was hit by it

Netvertising,

Webvertising)

quality of advertisement).

(on the Internet too)

Public relation

(PR, publicity)

No strictly fees, often
exist strictly expenses to
make good relationship.

The most reliable
information source.

Is very difficult give own
advertisement into media
Firm doesn't take care
about the whole campaign

Sale support

(Sale promotion)

Different, it depend on
choose way.

Effective way how to
change people preferenc
at the short time.

Very easy for competition

40 copy your
advertisement. Can make
a war with promotional
materials.

Source:StucHLIK, P. a DvoRACEK, M. Marketing na Internetul. vyd. Praha: Grada Publishing,spol. s r. 0., 2000
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PUBLIC RELATIONS are an important tool of modern marketing. Weealtdhtiate four

main activities in PR:

Relationship with press messages out of the advertising section arentouthy and more

effective then an advertisement. Today on the Chatelnnet exists virtual news and
magazines, which has an influence on public undedstg of the Internet. And that is
important not to forget this virtual press. Althdug classic paper press doesn'’t lose its

meaning.

Company communicatieafirst of all communication with target and keepgood

relationship with professional and non-professiqnailic.

Building company identity s connected with company communication and iediht from

the complex and long time homogenous approach.

Lobbying— Especially state institutions for the purpossugport or changing legislative and

regulative barriers.

SALES PROMOTION conNTAIN file of different tools which has short time chetex,
they are built for stimulation faster or bigger guat shopping. Internet seller must by this
sell promotion tool try to increase loyalty of buyéo given virtual shop. Internet buyer’s
loyalty is very problematic. This consumers chawigeial shop in reason that they have

small price advantaged or some kind of sell proamoti

On the Internet it is possible to give all formscommon sales promotion tools:
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Quantity discounts- a very effective way to convince the buyer tg more goods at once.

The prices of several kinds of goods, or diffeddnts is lower than the total price of

individually bought products.

Competitions, lottery, games

Vouchers- this kind of discount service can be successfiged also in virtual shops.

Membership programs on the Internet are also similar discounts Iik@se in retail clubs.

These discounts allow members to buy all goodssabdnt. Often there are conditions to

membership, such as providing personal informadiopaying membership fees.

Products for free or presertspurchase bonuses mean that if buyer ordersiodeok

product the second is for free, or he gets a ptdagpresent differs form product for free,

because you can’t buy a present).

Product for special price- a product, which is possible to buy at a spemwiak if buyer

orders some kind of goods.

Gift certificates- the customer doesn’t buy a product for the reaipibut he buys him a

certificate with which the recipient can buy a ramdproduct in a concrete virtual shop.
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Electronic money buyers get bonuses in the form of a virtual swhich is added to his

account in the virtual shop. Money can be useg famlbuying products during subsequent

visits to this shop. This encourages growth in liyyand stimulates further purchases.

Samples- sending samples through the Internet is a véeg@fe tool because ordering

sample by the customer is easy and an almost perégcof targeting the customer.

Possibility of refund without reason for explamati- this tool actively overcomes the

disadvantage of not being able to “feel” the pridwer the Internet.

Product guarantees extension of guarantees beyond the competitian iffective sales

promotion tool, if is this advantage is communidafBhe next guarantee also decreases

buyers’ fear to order the product.

ADVERTISEMENT has a basic target: to impact the buyer’s decistandamental is
alluring the attention of well targeted customeranarily potentially promising customers of

our shop page.

There are many methods how to do this. Among tbst important belong:

Advertisements on the Internet thanks banners, advertising squares and icons are on

difference form classic advertisement interactive.

Internet advertisement advantages:
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Targeted- The campaign is possible to adapt for counggian, and professional targets of
groups. It is possible to set these campaigns oresitays over the week, at a time during the

day and according to types of operating systemsamaser www pages.

Easy measure of users reactiehis possible to evaluate the number of viewing
advertisements on the pages, and itis possilflad out how many users responded to the
advertisement by clicking on it (and also gettiregatiptions of the product or service or even
of order forms), is possible to find out on whi@nsers was the advertisement most effective

etc.

Deliverability and flexibility— advertisement lines, squares, icons.... can besepted

anytime 24 hours a day, 365 days a year. The as@erent is on the Internet pages and is
represented always and continuously. It is not sy to interrupt working pages (as in
television or radio transmission). If response pradvertisement doesn’t correspond to
expectation it is possible to stop the campaigmuation and change it with minimal

expenses.

Interactivity— This is the main difference between advertisingh® Internet and advertising
in classic media. With an easy click to view theextisement the user can find detailed

information about products or services.

Advertisement in print media and non Internet medi& his form of propagation about

virtual shops is not possible. On the whole ita$ possible to target individual potential

clients because it is necessary to target a widetspm of people and that is very costly.

Quality indexation in the browsing centersLocation of active hyperlinks on the Internet

shop pages to the different browsers is a very imapbform of giving notice about it. Users

44



work with search servers and use them for basentation in the Internet net. Long time

investment is for example a special hyperlink toacrete specialized section.

Cooperation and alliance with other servers or otheedia, which has great activity

Individual webs, which are connected by this wayually corresponds their visitors on other
members of alliance, so called “friendly serve/si.example of this alliance on the Czech

Internet is idnes.cz

Publicity ,enlightenment"” - For example, active attendance in newsgroups, wareh

oriented on the virtual shops’ problems.

Decision about the look and structure of the virtudshop

The virtual shop or Internet supermarket are prognad, so that customers who
access the shop is oriented very quickly. Inteshep structures are able to show wanted
goods without problems and also are able to makiivgathrough the shop (shop catalog)
easy for the customers. The structure of commop skover is illustratively shown in the

next scheme.

Graf ¢. 2.7 Internet shop structure

Product catalog |:‘> Shopping guide |::> Shopping basket
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Basic structure on-line shop server is made byetipasts:

Catalog of products and servicesAn index of presented products is the shop ddost of
the Internet shops offer big assortments of praduedr better orientation through the shop
the goods are arranged thematically into synogtiegories. Customers can go through the
product categories, which he want to see and te@n chose products (for example —
white electronic — washing machines — brand ROMGhivag machines — concrete types of
washing machines). The catalog should contain leetaformation about offered products
including actual prices. The standard of the Indeshop also includes full text searching,

mainly by key words. The catalog must be transgaaed offer easy orientation for users.
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Customer’s reactions- Part of the catalog is place provided for thasgéere they can give
their opinions on the product. The next customeasgelthance how to verify the satisfaction
of the users with the products, which they wantliag. To this kind of information and

recommendation users get big weight.

Guide through the order dThe next step in shopping is to order. A produicicly doesn’t
need any other modification or adjustment to custsnmeeds may be immediately inserted
into the shopping basket, for example books, Ci2s,(eiz. Shopping basket). But most of
the products need this modification (for examplepany T-shirts), in order for this to
become the next phase between this shopping actg@itting special information from the

customer (T-shirt color, size, number of piecesssage on T-shirt, message color, its size).

Shopping basket €ustomer order products by inserting them intosti@pping basket and
after finishing he pays. The shopping basketpage containing a short description about
products, which the customer chooses. Similar §ighl shops customers can insert
products into the shopping basket or take themaodtsurvey more information about the
product. The buyer can also use a running calculaif the total sum for products he

chooses, possibly for subsequent purchases.

Guide through the product shopping After choosing the product the customer is @nethd

level shopping. This phase can be divided intonadeps:

Payment type selection;

Specify date and time for delivery

Specification of additional parts of order (for exple type of package paper etc.);
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Display complete fill order with request of transé®nfirmation.

Client account — Theclient account is a file with basic information alb¢he customer
(name, e-mail, user name and password, etc.), &hcis full summary about delivered or
current orders. Customers can watch which of thxeiers were completed and send by post,
and they know when they can expect delivery, etcti@ basis of information from this
account the seller can make analyzes and aftecéimabffer customers better services. Some
selling servers also remember the number of thepaten where the user made his purchase

and then can offer him categories of products wihehcustomer has looked at before.

3 Application of theoretic bases

The ideal shop does not exist; neither in thddvof brick-and-mortar shops, nor in
the virtual Internet shops. They cannot exist beeayery human, every consumer, every

customer is different. There are differences betwedividual visions of what is ideal

Nonetheless, I'll try to show ways in which théeimet seller may about creating a
good internet shop, which will survive in growingnepetition. Which attributes are necessary
have and what can’t the seller forget. The Inteafietrs many opportunities and new
technology, and with it many opportunities, whi@nde effectively used. In this application

| have come out with data accessible until Febr2agA.

3.1 Decision about target market

" |deal — suitable for all needs, perfect
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A seller who accesses the Czech Internet with guogsobn to be successful must choose his or
her own target group of customers. He must defieectistomer, to whom he will provide his

services.

Thanks to the global Internet character the sall&t limited to traditional brick-and-mortar
shops by the target area and local competitionchgsomer can be basically anybody,
without consideration on region. Because the woflbhternet is far in its development and
competition in foreign markets is stronger, | recoemd to be focused on the Czech market.
Prominent opportunity comes with knowledge aboaal@onditions and especially language

and culture knowledge.

The Czech Internet population is in its basic dpefinish group, which have common
interests just about the Internet and work witls thedia. The Internet connections have,
according to a study done by the agency DEMA aaw, 48% of citizens of the Czech

Republic over 28 years of age.

In order to select the appropriate target groughauit limiting the definition of the final
target market on the basis of a varied specificgraf people working with the Internet, it is
necessary to consider the structure of this grédigle developing prognosis about the
number of users indicates the total growth trereldan’t assume that there will be a

significant change in the greater structure of ¢in@up of users. This change will be slow.

Demographical environment of the Czech Internetadtarize these factors:
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Dominant position of men in Czech Internet popola(j79%)
Average age of the Internet users is around ag8®8-
73% is connecting from work

High level of education Internet users

Dominant position of men in Czech Internet populatbn

79% of Czech Internet users are men. For the letesgller this data is very interesting
because it indicates a strong presence of the eteieent in this area. But also an increased
relative position of women at the Internet on thespnt value of 28% and this growth
indicates a possibility to orient the Internet neirto women. Their relative percentage still

means less than the male percentage, but this isegrdwing up in the next few years.

On this foundation it is possible to note thatreatly men are still of greater interest
to the seller than women, but as the presence ofemaisers increases, the male position will

decrease.

Internet sellers are still sure ff the impact ofilen@zech customers to the virtual market. This
reality suggests an assortment structure of Intestmgps. As the data indicates till 15.3.2001,
there were 2351 registered shops on the browsdruderz, 138 supermarkets and 2213
shops specializing in specific assortments andndéwbm this summarization predominate

shops with computers, which made 12,6%, 8,2% sbfips mobile technology and 7,6% are

8Sourcehttp://www.park.cz/pruzku m/opui.htm
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virtual shopping servers focused on consumer godus assumed target group of customers

are particularly men, as we can deduce form thermsent of products just now described.

But the number of shops focused on the mentiossdraments and its relative

representation in the total number of shops doesadn that just these shops are successful.

Average age of the Internet users is around age 28

Tab.¢. 3.1 Part of population connected to the Internet

Age group —» vékova skupina %

15-19 3,61%

20-29 4,54%

30-39 2,67%

40-49 2,73%

- 0
Source: zprijra .9' 6 PAybevenosts YL g4 R technikou”
70+ , 0%
The most important targesgretps-are-peopte-ite the groupen$ issaround 15-19 years

these people are mostly dependent on their patéetshave no salary, | suppose that from view tpasna target group for virtual shops
they aren’t so important. Their importance will gravhen they move in to the higher age group. Momgdrtant from this view are people
in age 20-49. That people over 40 years use tleenlet mainly to work.

Graf ¢. 3.1 Structure of population connect to the In&trin %

Source: zprava DEMA a.s, Gnor 20Q4/bavenost domécnosti édni CR technikou®

Struktura populace pripojené k Interentu v%

50-59  60-69
8% 1%

15-19
24%

40-49
18%

18% 31%
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The presented data shows that most the importanthanbiggest target group is the population in2g85 years. These people
get married, possibly permanent partnerships {gtiime is the most probably age to get marrie@2%ears and marriage age is still
growing), they build their homes, have childrerof@bly age of mother when she has first baby i8 géars).

Users majority are connected from an office

Although the number of home-connected users igiggfrom about 20% on 63% of all Internet user®wave the chance to
be connected, but the number of users who are cofroen their work (73%) is still important.

Because these are people who work with the Intewitit computers, they are mainly employees indtiiee (70,698). Working
hours of these people are between 8-18 hours.dBtéshas for the Internet seller very importantmiveg particularly that business hours in
brick-and-mortar shops is covered with this workitayrs. An exception is only the center of Pragwtaday also supermarkets and
hypermarkets which have business hours till evehmgs.

For these users will be better buy things on titerhet, excluding goods of daily needs.

Connection form work also identifies places fdeahg goods to companies as end customers. Fongracomputer
technology (12,6% of all Czech electronic shopsjnmunication technology (8,2%), but also officedseéon office assortment is in CR
oriented 4,6% e-shops). Advantages of choosingahigt group is higher future increase of moneyt.\Bhat is not so easy for the Internet
shops is the competion with stable suppliers whibe contracts with companies.

High level of the Internet users’ education

More then 58% of the Internet population has acadeducation and 40% have secondary educatiorcafesuppose that with
the growing number of users their average educatithecrease, but this decrease will not be radiom a short term perspective. High
levels of users’ education correspond with the flaat %, users are connecting from their work.

Summarization of the target group

The most important and the most extensive targetpgfor e-shops is as we can see from before Hatage group 27-35 years,
people with at least a secondary education andingik the office.

3.2 Decision about product assortment

From the chapter before it is clear that this ésriost profitable target group on which Interndiese should be oriented. One of
the basic conditions for building a good Interrtetsis to provide the products and services whahespond with needs and wishes of the
target group on which is Internet seller is orieinte

The advantages of narrow specialization, which aresee in traditional shops — the possibility &pliy concrete types of
consumer goods chosen form the wide spectrum ofifaaturers of concrete product, specialty offeustemer support, advice, the
complete shop atmosphere adapted to the goods belthgall of these advantages can be found intteenet shop. The specifics named
above, especially the depth of specialized offers for the Internet shop considerable competaidvantages against traditional stone
shops. They are all inseparable parts of the Iatesnop’.

So there is a question about the width of assoitriiére possibilities of the Internet allow offecsdustomer’s huge varieties of
products without high expenses on the display efpttoducts, on rental of place or expenses omgghower. The Internet is a place which
offers for specialized shops their developmenttaed width of assortment of specialized goodsink that for customers it is more
comfortable to find on one place more products‘aeed not” leave the shop.

The Internet population is formed in consideralge py men. Although their position is slowly digeowering the women
section of users, but men are still dominant. R teason it is better to orient the Internet spomarily on men — into this category of
goods belong primarily software and hardware prteluc

o Sourcewww.park.cz, 5. kolo gizkumu uZivatel, attachment number 4
% source: http://iww.dkozak.cz/konzult/internet.htm
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Target group are people in age 27-35 years. Assotsnwhich are offered in e-shops, must be farghoup. People in this age
are becoming independent, building their homedingetarried, possibly forming permanent partngrshfurnishing flats, and having
children.

In today’s time there is a trend of healthy livglestand active use of free time, which these pepthis age group actively
watch. For them are good products for example smiothes or equipment. But it is possible to offeother way how to spend free time for
example selling books, music, etc.

Selling books and music on the Internet, how sajyae is very prospective in this time. We canissbows a growth trend and
users connect this kind of shopping with smallerf©n the Czech Internet market exist in this &iga&ompetition with a strong position.
(Sell music: www.albumcity.cz, www.bontonland.caww.vltava.cz, sell books: www.vltava.cz, www.knémgis.cz,
www.ceskyamazon.cz, www.grada.cz, etc.). Developnsegiso in offer of music not only in physicatfeat, but also as information in
responsible formats (for example MP3 format).

Big competition is typical and other kinds of goddsleisure time, except music and books, righ, 296 of e-shops offer this
assortment. And on sporting goods are orientednaré@o of e-shops. What is in absolute data appratdiy 140 shops with leisure time
products and 100 shops with sporting equipment.

It is shaping up that there are huge reservesdpsstvith gift goods on the Internet. It is not abewveryday products and buyers
want to gift somebody with something new, whicleriginal and mainly joyful. In this case still highdemands will be put on the seller,
not only in the area of assortment, but especialtie seller's ability to help the buyer find thmst suitable present.

Interesting categories for offering goods on thterimet are airplane tickets. The Internet is aectiffe, transparent and especially
faster alternative in reserving or buying thesedpots. If you imagine how much time you safe whea guy a ticket on the Internet and not
by personal visit. We can expect still considerastavth of this Internet service. The same considlergrowth can be expected in selling
entertainment tickets.

If we imagine the target group character, then areloetter choose our assortment, which we will &l target group are
people who get married, found partnerships andghrtheir homes. If we consider that these peomat day in the office and their
working hours cover the opening hours in stone shap have before us huge place for Internet sgllin

| don'’t suppose that people will buy things in hsgendard, such as those products, which make me furnishings (for
example furniture). Couple will want to see thesmdpcts in person in traditional shops and they sgiend a lot of free time choosing the
right one.

I think that a big place for Internet selling is@in smaller parts of house equipment, withoo&it be not a single one and this
equipment doesn't create individually so big pdrtxpense. For all that is necessary to make tintmuy it. If we suppose that these people
work in offices and their working time covers op@nhours, we can conclude that for young couplishetter to buy this type of
equipment on the Internet than spend free timéoimesshops.

Recommended assortments

. software, hardware;

. music and CDs;

. books;

. airplane tickets, tickets;

. small and bigger home equipment (coffeemakers,atasfood processors, boilers, vacuum cleaners);
. home accessories (shelves, shelving, chairs, flooter stands, pegs, handles, pelmets,);

«dishes (plates, cups, glasses, different kind tf, mutleries...);
. housing haberdashery (curtains, draperies, beddptbwels, bed linens, small carpets rugs, tejeitisies...);
«tools, common use in household (screwdrivers, sgrantool sets...);

«children’s products (baby beds, special baby chhirsalso toys...);

3.3 Decision about services

3.3.1 Information
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Services bid up attraction of the Internet shop suqgplement selling assortment. The
basic service, which the Internet shop must ofietst customers is the provision of
information about buying products. In the futures tbense of information will grow with the

growth of literacy of the Internet population.

Virtual e-shops with information help balance disaatages, such as those that mean
the users can’t touch the product. The basic pagiabout the offered product. As the
technology growth and the Internet connection as¢et and faster we can expect the use of
web cameras to see the whole product from all sidegently, this service is utilized by only

a small percentage of sellers.

The provided data must be the most extensive.tBsiuinreal to provide a big amount
of information right in the Internet shop databaseach and every product. It can discourage
buyers, who don’t want so much data (for exampéectiistomer wants to buy a boiler and he
needs to know only the basic parameters, like casit@ower and for his satisfaction is good
if this boiler can be in blue color, which goesedtiger with his or her kitchen). In the basic

offer can be only some basic parameters.

Selling servers must be able to provide extensif@ination to demanding clients
(more technical parameters, product charactersjfgpattest version, certificates, hygienic
norms, professional opinion of expert, designeztommendation, flat architect, shop
opinion...). There are many ways how to achieve fhi® suitable choice is for example the
form of the active links on makers’ pages, who nfactured the mentioned product, or links

to the virtual shop database. It means to providectistomer with information, which brick-
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and-mortar shops have never had or never will ln@eause shop assistants are not able to

keep so much information about the products.

As a very effective way keep the customer’s attemtre also good comments and
product scales (the newest, the most frequentlpsa stores, the cheapest etc). This service
provides information to customers about best bbysjt is also going to increase attendance

to the products emphasized in this way.

Information can also be searched for in a suitédoi®, as in how to find other
products, which are offered by this firm, and iroke the user can also find other books to

choose from by the same author.

Negotiation is shifting from the seller to the buypecause overhead expenses of the
change of suppliers (competition suppliers are antglick away form here”) and for free is
possible a huge amount of information about praglactd their prices. On the other hand,
buyers can be surprised by this power, which idlava to them. They want to have the
chance to buy things in one place, and they wahat@ information and support, which they
can trust. This is precisely the place for opemclathird parties — information and intern
mediators. Speed, extent and the accessibilitheinternet as well as low expenses on their
distribution and support make new business oppiiesn Information intern mediators can
collect information from buyers and sellers, addirttown value and present them to people

who evaluate their usefulness.

3.3.2 Personal factor of sale

The Internet lacks the personal factor in buyirtpéo people in the shop, shop
assistants, etc.), who are in traditional shoppimgprtant and key, and also the psychological
factor is important. This is necessary to balancanother way. The easiest form is the
integration of the personal factor into the Inténqmesentation, and allowing clients to express

their own opinions on the product. This providew ma&formation about the product from the
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consumers’ view, and also adds a psychologicabfaotthe shop (the shop tracks how
satisfied the customer is with the product — i®dblask the customer about his opinion when
he buys a concrete product or receives it — setlorgmunication). In this time this method to

deliver products successfully is being used orstikng server Vitava (www.vlatava.cz).

3.3.3 Shop atmosphere

The shop assistant’s personality makes the atmosjiéhe traditional shop. Internet
possibilities are different. A technology shop’masphere can be created by using colors. On
the basis of color psychology the individual paftselling servers can be different color
combinations (for example a section with bedclothéark blue, a section with white

technology — white, a section with dishes — liglavin etc....).

With Internet technology growth and with the poggibto utilize new technology and
programming applications, shops will be able tagpessively fill the customer’s wishes.
When the customer can choose from possible colobamations on the page, he will be able
to establish what he wants and what is suitabléifor(today have this service for example
server www.Email.cz), and thus make up the shop bgckground corresponding to its
meaning (dishes sale — on background can be sfirpiof the kitchen). This is relating to

the fast Internet connection, so that the Intefsatfer” is able to enjoy his shopping.

3.3.4 Goods delivery

Delivery time can’t be long. Today’s standard comndelivery time is 5-10 days

(www.vlatava.cz, www.albumcity.cz). Specialized gwots, which are not commonly
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available, take 10-15 days, (passing are neithrggdodelivery times). Delivery expenses also

play their own role.

In the problem with delivery goods today traditibelaops have dominance over the
Internet shops. Their main advantage is that tiséoower can have his purchased product
immediately. To consolidation position of the Imet selling, not only on the Czech market,
it is necessary to make better supplier's waysauadte shorter delivery times of ordered
goods to customers on minimum. Or possibly offgrarfunities how to choose delivery

methods with some price distinction of individugtions.

a) Czech post - good€ash on delivery; this is a service which is pded by Czech post.
Chosen goods are delivered directly to the addresih is indicated on the order. The
price is dependent on package weight, and theatgliime is currently around 3-10 days.
Czech post offers the use of service business paskavhich guarantee the customer
delivery of ordered goods strictly to his home (fustman must try to catch customer at
least two times at home).

b) Guarantee of delivery personally at home; shopsencakitracts with transport companies
(for example DPD — Direct Parcel Distribution, EDIRutopost Express, Czech courier,
Messenger, TopTrans, Parcel Senfitelvhich deliver goods strictly to the customer at
the latest to within 48 hours; today the client 9dgr this service 100-150 crowns; a
similar alternative is a self delivery service, atithe e-shops can provide. Precisely this
way of delivering goods reduces delivery time, anthe future at least this will balance

the competition of the traditional shops.

How to get on well with customers is also to offetivery of products for free. In this

case the customer buys something and the pricd®itligher than that appointed in the shop.

" That are firms offered interstate delivery systarar the whole Czech Republic.
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3.3.5 Next services

Among these services can be for example:

* Sending goods like presents including gift wrappiomngratulations on the donatory
address

» Possibility to send catalogs of product innovatjoméscounts, clearance sales,
specialties by e-mail etc.

* Recommended choices, lists of the most commonpsatiicts

» Competitions, promotions, extra discounts, evenghhat attracts customers to more
often visits or longer stays on the web

* Money-back guarantees

« Testing shopping

* Own electronic magazine about branch of produdtssiwthe shop offers

3.4 Decision about price

Prices are the only part of the marketing mix, Wwhcoduce income. In this subhead | will
show some principles that affect the level of @it goods sold on the Internet, and | will

focus on the style of development payments for petslbought in this way.

3.4.1 Price policy

Shops and supermarkets, which have traditional @m&gr manufaturers, who sell their

products in tradtional ways), and newcommers tdriternet, can come into advantage by

12 11 is.doingl AFrotRVEd v | al hask, i
P o e e o et e




shortening delivery channels when they create fiv@e policy. The next chart presents

distribution channels in the traditional stone shaogrket.

Because these subjects, which use traditional sa¢isods, and have built
backgrounds, for example in the form of storeroomsg, of Internet shopping enables them
eliminate some parts of distribution chain. Shodin offers decrease product price for the
end consumer because unnecessary parts of thutistn chain. | suppose that this
important advantage will give e-shops more attenitiothe next time. Because prices as a

part of the marketing mix is one of the key factaifecting the customer’s final decisions.

The advantage in decreasing prices by making dsedeexpenses in short distribution
is not so fundamental for Internet shops, which endileir existence without brick-and-mortar
buildings. For these shops it is necessary to lmifldes and storerooms and these expenses

show up in product prices.

On the Internet it is very easy to compare prioegoods in different e-shops. For
this reason the price level of the Internet sholisstill be low. With the exception of buying
luxury products, purchasing via the Internet wél d prestigious affair. In this case high

prices positively impact the overall impressiomfrthe shopping experience.

Prices for accessory services will affect totatesi, but buyers don’t give them so much
fundamental attention, as to the basic produceprito keep customers is not the high price
for accessory services (post and package prieegopd strategy. If the client must in the

final phase pay for the product price, which ish@gthan the basic present price, this can
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make a negative sense from the whole shopping experand can create negative

references.

3.4.2 Payment methods

Cash on delivery today this method is one of the most used farhpayment. Virtual shops

are slowly becoming aware of other forms of paymentl the cash on delivery payment will

be only for accessory service.

Cash payment whit personal acceptarogith growing usage of delivery by distribution

with delivery companies, possibly own delivery seeg, is cash payment used more in this
time (www.albumcity.cz, www.bontonland.cz...). In theure, with growing technology
secure and growing, customers trust the Interngipiity and with this kind of payment will

give up chance to another payment ways.

Payment on the bank accounpaying for goods on the seller’'s bank accour, kimd of

payment want a time lag.
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Payment by force of credit cardn this time is used OK credfitcard provided by Multiservis

and HomeCredit, we can’t exclude that in the futineilar forms of selling on credit will be

developed.

On-line payment by force E-Barkhis bank was first in CR, who concentrated on

opportunities to use the Internet on straight bagki oday it has a marked position in
payment of Internet shopping and its service aeel iy a considerable percentage of virtual

shops and we can anticipate growth.

Payment by (credit) cardto the customer is on shop pages for use (td)pronfirmation. In

this form it is necessary to fill in data, and ase that the customer will allow the transaction
which he confirms with his signature. Thus, thkeéllout form is then sent by fax on shop fax

number. When the shop receives the filled out fdrenyerifies the transaction in the bank.

GSM Banking- payment made by mobile phone. If the client lemgise GSM banking active

in his bank, he can receive easily fast and seatwemation about his account form

anywhere, make banking transactions, and use séneices offered with this service.

Micro payment systemsystem provided this way of payment on the Czetdrnet is

service | Like Q (www.ilikeq.cz). | Like Q is a tmaactional system with virtual currency Q.
The customer can transfer his currency and makeeyn@md on the other hand spend money.

Also, it is possible to buy this currency for morand also sell it back for CZK In this time

13 Ok credit offer Czech bank. It is going about bargdit. When is OK credit approve for the cligm, gets
financial reserve, from which he can take moneymisgourchase made. This card is for whole life #ed
customer pay monthly the sum on this card andtale®a sum from this card.

% Near information in the attachment number 5
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is this kind of payment in its beginning phaseg,imw 15 servers work as collectors and 18

servers as emitters of Q money.

Internet shops are leading this kind of paymenpimchasing goods in the direction
of Internet banking and now we can suspect thatttend will be growing in the near future.

Traditional ways of payment will be held as pdraccessory service for customers,
but domination will get cashless payments, micrgnpent systems and also GSM banking

technology.

3.5 Decision about communication

Communication targets of the virtual shop on futtwetomers and present customers
are the basic way how to pull them on to the stagep. The next step is to satisfy them

about profitability shopping in this concrete shapd sell them products to his satisfaction.

3.5.1 Advertisement

Internet advertisement

Propagation of the Internet shop is appearing@adést way how to address target
groups of future customers of this virtual shopthiis time exists different ways how Internet

advertisement can be presented.
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The most popular are advertising banners, whiclp kegh relative part on the whole

capacity of the financial resource, invest in te thternet advertisemerit

Full banner- its standard size is 468x60 pixels; these aohgedreas are placed in the upper

part of the pages, so on prestige places, whictusars, see in fist time.

Icon — standard size is 88x31 pixels; today the secoost commonly used form of

advertisement; icons are placed on whole placésegpages, but mostly in their bottom area.

Vertical banner standard size is 120x240 pixels;
Square buttor- standard size is 125x125 pixels;

Half banner— standard size is 234x60 pix8&ls

The above presented forms of presentation on tieenket are in this time regarded as
common and are used by many servers (includingpps3hBut there are also opinions that
this size of advertisement has been overcome atdittis necessary to come up with
something new. Development of advertising Intematket will relate on bigger advertising

areas:

Big square- compensate classic banners in upper, bottonotired areas and become part of
the text. This is offered by interactive technolddgcromedia Flash, and it offers new
possibilities thanks to a fundamental enlargemépitad of the advertising area, which is not
limited by one line of the text and a brief slog@his form on the other hand brings

information without needs to reach wanted pagelioking.

1°p STUCHLIK, M. DVORACEK. Marketing na Internetu. 1. vyd. Praha: GradalBhing,spol. s r. 0., 2000.
16 Attachment number 6
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Supersticials- their format is different. This kind of presematsticks to the principle
opening new window (they don’t reach size of whuzdge, but also offer much more area for
advertisement information), which is open for tlseruduring a visit of a concrete page.
Mostly until some time spend on this page, it mdhasif the user is on the page and stays
there (for example pages with computers) we capesuighat he may have interest about this
concrete assortment (new type of processor) andish@pened a new window with offers on

this product.

Intersticids —this advertisement uses whole areas on the moaitarjs read before opening
the whole search page (for example before seareintgpage with hardware is open for user
advertisement page on new type of processor). Gix@mage is that it hits all users of the
concrete page, but there is still the disadvaniagiee size of this page (around 100kb). That

is why we suspect huge development of this ademtisit after the Internet speedup

Skyscraperweight vertical line is enlarged type of the classrtical banner. The
disadvantage of this advertisement is its graple, svhich makes slower searching pages,
but provides a faster connection and this is addisatage balanced with bigger advertising
areas, which make it possible to say more inforomagéibout the product. In this time this

advertisement is used by server iHned.cz (www.ite)d

Internet shops must consider whether or not thélywake their own propagation by,
or if he commits it to an advertisement agency. déasion depends also on the size of the

virtual shop. | suppose that the Internet will leeeloping into professional advertisement

7 This kind can be use at this time for example essewww.vltava.cz use this type of advertisementaise the
users are often connected to the Internet by giaamnection so usage of this advertisement isifgless
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and that is a way | can recommend particularlyiggér electronic shops, which count with
glide of customers, and commit their campaign tenag. The agency can monitor the market
and the most important server in specific targetgaries. The client chooses who must be

addressed and the advertisement agency makes tie eampaign.

On the Czech Internet we can find two types of aiBament agencies, which secure

advertising campaigns. Main is:

Change campaign

The main principle here is showing banners atratef 1:1 (1:2, 5:4...), by this the client is
(e-shop) viewing banners, collecting credits, whiah then be used for his own propagation,
in to own showing his banners on other pages. Reptative groups of this Internet
advertising agency type are Billboard.cz, Mr. Lin@Reklama or TextLink which focus on

changing text advertisements.

| don’t think that this is a good means of presemnthe Internet shop. If the server
accesses this system, it is not guaranteed thiaisgrages will be present the advertisement
on products, which the customer can buy in thiggsiiacan happen that the competition’s
advertisement is also present and that is undésirAlthough some Internet shops use this
change advertisement, | suppose that in the fukusewill be a cheap form of propagation,

especially on the part of non-commercial servers.

Advertising in printed media and not Internet media

Although reaching the target group by this fornad¥ertisement is hard, printed

advertisement is another way how to address futusemers and it belongs to this media.
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Printed (billboard) attention on services, which b& offered on the Internet (also electronic
shopping) has in this time a global character,thedbjective is to say to customers that this
type of information, services and products can bs@ound on the Internet. The advantage of
printed information is catching also the groupwfife customers, who yet don’t know it, but

are going to remain part of the Internet population

Advertising area for virtual shops offers mainlygaaines oriented on the Internet
and computers. Superficially to suspect growingnmet literacy among CR users, we can
suspect that advertisement about virtual shoppitidoezmore common also in magazines

focused on other areas, and the daily press, irattie and television or on the billboards.

Television with direct response from users (DifResponse Television) with
shopping channels will still motivate users, inartb realize their response through the
Internet instead of today’s mostly frequently usatifree telephone numbers 0800. Phone
representatives of the selling company will havewdedge about what users see on the

Internet and in the televisith

Quality indexation into the searching centers

Bringing shops closer to customers is possiblekhiam Internet searching centers.
Placed text links on the virtual shop pages ondlieswsers are a key for their “appearance”
especially for Internet beginners. Browsers divitvidual links into the categories and

subcategories and the server can allow that, west fits its content.

8 Source http://www.dkozak.cz/podpora/media/marketing.htm
19 Attachment number 7

66



A way how to give notice about shop existence ésptority statement. Priority
statement is a form of advertisement, which isampliance with definite criteria this link get
into a category of the Internet browser or portal there is a display before other entered
links. Priority statements can show key words (tiagfs). In this case links show preferred

before other links found by the browser.

Cooperation or alliance with other webs or anothemedia with huge field of activity

There is going about a new marketing method useeogally on the Internet so called
affiliate/associates programs. The purpose of thesgrams is to make higher numbers of
visitors, in other words, Internet shop turnoverisimethod is based on cooperation between
shop servers (for example Shopcenter.cz) andaédi webs, which place on their pages

links (picture, sound, animation, and hypertextlfmse servers.

If someone from the customers of the affiliated svabes this link and comes to a
business server and buys, the provider of thaat#d web will get a percentage from
turnover. Although that percentage of visitors, vamothe affiliated business server buy
something, is very small (experience from the USA sibout one hundredth percentage) this

from of cooperation is in this time still stronger

In to a rapid decrease of success of the linerigement it seems that just affiliate

and associates programs will be the main markétiolg in the near future of the Internet.

2 Source http://reklama.atlas.cz/internetova_reklama.asp
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An interesting way to give notice about a servea product sold on it is cross
propagation. Constant alliance with a second seneans that from time to time the second

server gives notice about a partner’s server,lasticeviews, recommendations.

Propagation by “enlightenment”

The Internet is a huge area full of informationrypractical sources of this
information are forums. Their advantage is the 'sdawnesty and knowledge about problems.
This is a good way for companies to catch endlassbers of input for manufacturing their
products or services better. There is also a glacactive Internet seller's connection to these

forums.

So if the firm will actively follow these public fams about the assortment, which
they produce, they can find information without gxg@ense of research agencies. With this
active approach the company can also answer ugggsions or respond to problems, which
appear in forums. By this way the firm can presesedf, or refer to their web pages, if it is

dealing with a growing knowledge about them in pbl

Public relations

A very important part of the PR shopping centdyugding relationships with the
press, such as the Internet press as well asitra@ipress. Reference initiated in the article

has noticeable sense about the firm (server). Reggocan be positive and also negative. On
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the Czech Internet there exist a lot of “press”ijctare oriented just only on e-commerce,

but also lot of visits and read Internet magazimésch are oriented on similar therfies

Public press releases or daily showings of ascgrglincesses of the virtual shop are
from the press web pages accepted very positiaeky these press servers don’t inhibit the

release of displayed information like this.

Good advertisement is also the server connectiomarspecial research group or
monitoring. Results from this research providesrdion in the Internet (but not only in this)
“press”. And part of these results from the rede@a@lso a list of connected servers; in

consequence we can say some kind of electronic gtogagation.

The next important PR part is building up compaigntity. There is going about
slow process which is company coming to currentaruer and the future customer
awareness. One way to build up a good name isolod® respectable access to customers,
which means positive reference and a bolsterinrp@tompany name (server). Same is it
with attending Internet and also non Internet aiconference, competitions,
sponsoring...). But the graphic appearance of thegpagd their arrangements and

colorfulness also bears impact.

Off-line propagation also plays and will continoeplay a key role. Web addresses
and e-mail addresses must be seen on the whotergdany materials (business cards, letters,

advertising materials, press release and nextrivdton, fax and also advertisements).

2 www.e-Komerce.cz, www.novinky.cz, www.lupa.cz, wweviditelnypes.cz, www.idnes.cz, www.ihned.cz,
www.novaekonomika.cz,
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With growing expenses of Internet advertisemenstrese of PR for server

communication will also increase.

3.5.2 Sale support

Internet customer’s loyalty is very problematic.nSomers shopping on the Internet
change virtual shops also from the case that tisegare lower or some other kind of selling
form. On the Czech Internet services have appewdgidh offer customers a way to find in
the virtual shops wanted goods then arrange thesesgaccording to their own criteria (for

example arrange by price).

On the Internet it is possible to transfer all coom sale support tools:

Quantity discount for products which are appointed on common ubeskind of discount

hasn’'t been very exploited,;

Competitions, lottery, and gamethis is a very useful means of attracting cust@me the

virtual shop pages. The target is very often td fifformation on questions and the
competitor must “click” server pages to find thghti answers, and thus the customer is

informed about the shop’s entire offer. An impottpart of these games is also getting not so
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much representation, but at least information abwitors and buyers (e-mail, age, sex,

education...), what allow prepare offer for this &trgroup.

Membership programsmany of the virtual shops, especially those, Wwhitose offer is not

specialized on one assortment, work with registetieir clients (getting information and
making shopping for the customer easier, for examiien the customer often buys things

on these pages he need not repeatedly fill inddsess because this it is already in a database
to which the customer is connected with a passwidmbership programs offered by some
of the virtual shops depend on allowing the custoaceess for cheaper prices but after they

have paid a membership fee.

Products for free and presentsonuses, which are given to the customer wheuke

some products and the second product is for fregifts (a gift is different from a free

product, because is not possible to buy a gift).

Products for special price goods, which can be bought if the customer bapsheer

product. Then this product is offered at a spquiile.

Gift certificates—- The donator doesn’t choose a specific produdhi®erecipient, but he buys

a certificate, which enables the recipient to baye products in a particular virtual shop and

pay by means of this certificate.

E-money- a special reward if customer buys a product igrite to him amount on his
virtual account in concrete shop, possibly in augrof shops. Four loyalty programs exist on

the Czech Internet:
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Bonus.centrum
Fazole
Moje dukaty

| Like Q

Samples- sending samples via the Internet is an effe¢tieebecause ordering samples is

easy and targeted almost perfectly.

Product refunds without need for customer explamatithis kind of sale promotion is not so

common, especially due to its expensiveness (tbtomer sends back the product at his own
expense), a that is way | don’t suppose that graithis service will be significant in the
future. As a better idea is the possibility to Epsders (without expenses) until a limited

time?2.
3.6 Decision about shop look and structure

For e-shops it is particularly important to evakeough their web pages an
atmosphere of reliability and trustworthiness teitlcustomers and satisfy them, that offer
products or services representative of quality@nodessionalism. As a part of help or special
link places on the server is the appearance ofreatata and information about which kind of

security this server uses.

Important is the very design of the homepage. page must be clear and intuitive.
Available to the visitor must be easy search ergyorethis page and the visitor also must be

able to go from one commodity to another commoditige for example will want go to the

?2 This service for example Offer server ObchodfiD(www.obchodnidum.cz)
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category “books” as a part of furniture equipmesitust only click four times and that is

enough.

The same rule holds true for the graphic look. Vieg has to be as big as necessary,
visually descriptive and catchy, so that the custocan create a realistic picture about the
offered products, so that the real color of thedpa corresponds with the color on the web

page, etc.

Shop web pages are necessary to change and keegtiiéresh, so that customer
with his next access into the virtual shop findeetenew or growing offer. Save money in

this area is not the way to the success.

Flooded Internet channels: One e-marketing difficaan be flooding of the Internet
selling offer because of unexpected interest frloendustomers. If the firm doesn’t account
for this problem and isn’t ready in time to facdtican happen that the first customers’
enthusiasm disappears very fast. Each firm mustday in time for unexpected big success

and if the budget allows then it is good to havgacity reserves.

Common mistakes in web pages proposal, which greaa@and can put future

customers off , are thelSe

Use frames- some browsers do not support frames, and tlhiedeming a main disadvantage
for their use. Although these frames are use fhetie user is surrounded by and assure by a

good arrangement of the virtual shop;

23 Holly M. Burns: Top 15; Karel Kilian: NépsgjSi chyby tdrci webovych stranek, Source:
http://www.dkozak.cz/konzult/marketing.htm
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Oversupply of hi-tech elements and triekihese elements force users to install still newer

explorer tools (without these elements make adoesssers worry) and it also puts future

users off form the shopping;

Not contrasting background doesn’t allow make offer more contrasts; itadisantage is
also fusion of the server with a huge number of petitive servers; a poorly used color

combination is going to be chaaotic;

Lot of animations- dynamic animation makes the user heedless adddsn’'t watch the

offer;

Content disorganization and disunieroveruse of the graphicgraphic applications slow

down the speed of the complete page view, alth@ugteir sense for the virtual shops
important and indispensable; with the developmémlternative opportunities how to
connect to the Internet (telephone or wireless eotion) the disadvantage of time dilation
will slowly decrease; overuse of the graphic causess to become disoriented. For those
who have set “stop using graphic elementsgos in fonts -ever the whole shop page it is
good to use a united font, so that the page doksyse its harmony and doesn’t affect

customers with disparate sense;

Inrealitive and old information

Missing citation of use sourcesas a part of recommendation presented with ptediics

good to use also source, it means if is it shopiopior somebody else with a link on his

opinion or e-mail;

Dead, unreadable, abstruse linksorientation in the overall structure of the et shop

depend on suitable, strictly defined and clearlyvshinks, which navigate the customer over
the “products in shelf *, that is why unreadabie$ are unsuitable, unusual and particularly

insufficient explicitly before defined cascade distgles.
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Negative assertion, feeble argumentation

Missing alternative text under the picturehis problem depends on the “users viewing ef th

graphic parts”, if is missing alternative text untlee picture, the user tends to switch off the

graphic setting, and thus he is lacks orientatiothe server’s pages;

Usage of the not standard tagasage of the not standard programming tags s csa,

with the technological possibilities of the installbrowser, make accessing the e-shop

Internet pages problematic;

Usage of the unsuitable formatsnany of the Internet pages are programmed in Htdte,
with usage of another programming language cae&ehed a higher quality and higher

comfort, but at the price of the higher instabijlity

Special symbols and Czeelon the Internet shop pages should be markechibiee of

Czech coding (diacritical markings, etc.).

Pages size- some of the servers don’t use optimization fewang size, which can be
optimal only on monitors with a higher resolutidi®24x768 pixels) and this can make for

disorientation for users with lower monitor resauat

Internet shop should be constructed, so that¢heyoffer to their users what they are
looking for. So that accomplishes their needs avebsd't discourage them with some

complication during the shopping. It is necessarsespect the following rules:

Minimum clicks needed to reach chosen and purchasmtlict.

« Two methods to search a product (catalog anddutlsearching).

e Contex help (detailed help, FAQ) use for each wimdlor that concrete window (pro
shopping, for registration...).

* Help for new buyers.

* Information about company.

» Detailed information about accessibility on thedarct.
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* Showing complaint rules.

« Information about the most commonly shopped fodpoo.

e Size definition — missing size definition about @duct to buyer can’t make real
imagine about shopping goods, which can resulthen énd to his negative feeling
from the shopping experience.

» User possibility whenever he wants, check on hieostatus.

* And especially shop transparency.

Attachment number 1

Internet in the Czech households

Internet in the household / CR

AGE
18- 24 | 43%
25-34 | | 40%
35-44 | | 41%
45-54 | | 40%

55- 64 [ 17%

65 and more D 6%
EDUCATION |

Lower i | 13%

High school | 40%

University | 58%
SOCIAL GROUP
Student. | 57%

BUSINESS |
Yes | 63%

No [ 2o

SIZE OF THE TOWN:

to 4999 inh. |30%
5000 — 19 999 inh. |30%

20 000 —99 999 inh. | 31%

100 000 and more | | 37%

0% 20% 40% 60% 80% 100%




Internet in the household/by educa
_ 00 1997
1%
011998
@ 1999
Lower m 2000
m 2001
m 2002
High O 2003
school
University
0% 20% 40% 60% 80% 100%
Internet in the household / CR
Has
32%
Hasn‘t Hasn't
Don'‘t plane But Plane
56% 12%
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Attachment number 2

How people trust to the Internet shopping

From the GfK Great Britaffi research was discovered a differences betweenandle
female factor in the Internet shopping. As thieeesh present male factor are more willing to
make their business on the Internet.. More oftam thoman they buy books, technology and

household appliance. Woman buys perfumes and food.

Cohyste koupili prost  Fednictvim Inter netu

Knihy [E————

Potraviny

OSaceni
Parfémy
Dovolenou
Elektronika —

Doméci spotfebice

Listky do divadla

Nic

Nezna interent *

0% 5% 10% 15% 20% 25%

Zdroj: http://www.e-komerce.cz/ec/ec.nsf/0/C3E6038H74142C125687E0025752E

24 Zdroj dat: zprava DEMA a.s., Ginor 2004 ,Vybavendsinacnosti okani CR technikou

%5 this research “on-line shopping” British firmKsGreat Britain, which was contacted by a firm Ints the year
1999, they address 1000 Czech respondents. Zdtmj/\wtvw.e-
komerce.cz/ec/ec.nsf/0/C3E607FF53074142C125687EBQEST7
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Attachment number 3

Human needs

Kinds of needs:

Biogenic— this state is case by the psychic and bioggrams(hunger, thirst, uncomfortable
feeling...).

Psychogenie we can understand as a desire for appreciatespect, etc. most of the
psychogenic needs are not so marked to make ingivghtisfied at the moment.

Maslowov’s pyramid of the need®’

b .
Needs of the respect (self-
respect, praise, status)

Social needs

Needs of safety
(security, safeness)

Physiological

5 KOTLER, PH.Marketing ManagemenBkel.: Dolansky, V. a kol. Praha: Victoria Publishirgs., 1991.
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Attachment number 4

Working labor of the Internet users

Position %

Students 22,0
Information Technology 18,0
Special position (teacher, constructor, journatisgtor, etc.) 15,4
Individual business activity 14,2
Position in the marketing and trade activity 11,1
Position in the economy and financial activity 7,5
Top management 4,3
Workman position 3,8
Other (pensioner, household, etc.) 3,6

Zdroj: www.park.cz5. kolo ptizkumu uZivatél Internetu

Attachment number 5

Micro payment system | like Q

Generally about IlikeQ (source: http://www.ilikeq.cz)

ILIKEQ is a transaction system with the virtual mmcy Q. It is a fist system in the
Czech Republic and it is allowing so called micayment on the Internet | LIKE Q users can
use different ways how to use this virtual currenenen they are on the Internet. It is
possible to receive this currency by the many wayd also spent. As you can buy this
currency for CZK you can sale it for CZK.

Internet servers connect to this service ILIKEQ kvas emitters or as a recipient of the
currency Q (collectors). Server can work as an@naihd also as collector. Detail describe
of emitors and collectors below.

| LIKE Q didn't collect any of the user’s informati. If the user wants use this service, he
needs only:

1) User name

2) Password to enter the system

3) Secure password for entrée the ILIKEQ account.
Q — currency llikeQ

Virtual currency characteristic Q:
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* ltis fixed for CZK

* Itis convertible with CZK

e rate100Q=1CzK

e 100% covering the currency Q with CZK
Quantity of the Q currency at outstanding "I LIKE §ystem always respond to deposit CZK
on a special account and it is display in the rigtation 100 Q = 1 CZK. By this is cover a
100% protected.

User and the other subjects connected to thiemsysan buy Q currency for the CZK

in the limited rate.

Connected subjects / servers
Emitor (give currency Q)

Emitor "bought” ILIKEQ currency Q for CZK and it isse as rewards for their users -

emitors pay them. There is a lot of ways:

» Cooperation for creating WWW server (help with antemt, active presence in a
discussions, etc.)
e Users registration at emitor
* Provide more information to emitor (for examplegmeral information, etc.)
» Users agreement about receiving advertisement ks-mai
* Information about new product
* Etc.
As example of the emitor can be news server. Tkeseers pay to users for a displayed

content or its sites.
Kolektor (receive Q)

Kolektor "collects” from the user a currency Qglilet them pay for services. This collect
currency then the kolektor can change for CZK frima ILIKEQ provider. Some of the
examples:

* Provide paid content on the server

e Sale of the digital products (MP3, photos, e-books)

e Sale of the common products (books, CD, flowersGtebnics)

Classic kolektor presents e-shop.

As was mention before a server can work as emantdralso as kolektor.
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Kinds of micro payment in the system ILIKEQ

Membership payments

Transaction capacity 5 —5000 Q

Description Movement of the Q currency on the otmount — by user to
kolektor or by emitor to user

Purpose Bonuses for users activity, payment fodibial goods

Example Server sale digital photos. For each aysptiownloaded
photos is paid to user 200 Q

Transaction capacity Maximally 100 Q Q
Description Clearance is made cumulatively fortthree period for each pay

server men
Purpose Mostly as a bonuses for the server visit ts
Example News server as a emitor pays to user nalyimnce a day for

each display site 10 Q. (time period and othersrale made

by the server).

Q transaction

Transaction capacity Maximally 500 Q

Description Transaction currency Q on the other'sseccount. Q
transaction is made after placing secure password

Purpose Strictly payments between users ILIKEQnpays in e-shops
(a la Expandia bank)

Example User bought cigars in e-shop. Total poicthe purchase is

50000Q (tzn. 500 CZK). User chooses Q transferadiea
placing his password he send a 50000Q on ILIKEQags
account.

Advantages in micro payment system ILIKEQ:

* Micro payment ILIKEQ offer payment in hundreds but also in pemnie

» Comfortable- use ILIKEQ as an electronic pocket user can anyamanywhere full his
pocket when from every bank.

» Security In ILIKEQ pocket user can have currency how mhehneeds and wants. And
your money is secure by two passwords. ILIKEQ s&cis the same as use e-banks.

» Speed Payments and transfers from the account to toeumt are made immediately.
Electronic products you receive after payment. &arveward you immediately.

» Zero fees- Establishment and operation of your accountidree. User doesn’t pay for

anything. Only exchange for CZK is paid.

83



* Anonymity- ILIKEQ it is not necessary to provide some inforioatto the server.

Connected servers:

Kolektory - utracejte Q
Internetovy obchod prodavajici knihy /vice nez ;m(litulﬁl,v;?ukové a zabavné CD-ROMy, spebni
elektroniku od firem Panasonic, Technics, Thomdgdmlips, Casio, Secco ad. Dodavka aZ do ddinu
123shop.cz kancel&e jen za 49K. MoZnost sledovani zasilek na internetu.

Veskeré nakupy na 123shop.cz Ize hradit Q, limiidtkou je 5 000 000 Q.
Ta nejlepsi zabava na infernetu.

Alcrazy Q miiZete utratit za animované pohledy, eDarky, puzzle .
Cigars Virtualni trafika Cigars.cz-Mostex - doutniky, tadbalophkky.
Veskeré nakupy v této traficetrdete nyni zaplatit i ve Q.
Evidky Obchod elektronickymi texty
Prodej literarnich & v &isté elektronické podoh
Sluzby a produkty v systému Joint Line, Fan Club
Joint Line Osobni, specialni, motorové a manazerské stimuaoprava a postovné zdarmé Roupi za Q.
Mobilni telefony a pisluSenstvi
mshop.cz Nakupujte mobilni telefony za Vase Q! Do kondeina ziskate postovné zdarma a navic slevu 2004K
Nabit.cz Zasilani log na mobilni telefony Nokia.

Zaslani loga stoji 200 Q, zatim je moZno zasilgaloperatar a skupin volajicich.
Server pro piznivce mobilnich telefoin NOKIA.

Poslete si loga, melodie i celé profily anebo uidsdgo do systému vioZte.
Nakladatelstvi a knihkupectvi nevazané literatuNonLibri

Prodej literarnich & v ¢isté elektronické podoh

Piskvorky - no comment

Jedna partie stoji 1 Q fivyhie ale 10 Q inkasujete!

Vyroba kalend&i a reklamnich fedmsta

Nakup atraktivniho zboZzi v "Presco Q Shopu"

Virtualni obchodni dm s Sirokou nabidkou zboZi a sluzeb. Doprava zdarma

nokia.funlife.cz

Neknihy

PiSkvorky

Prescogroup Shop

Shop.cz V8echny nakupy rinzete zaplatit prosednictvim Q. Velice vyhodné dobijeni kupbRaegas, Eurotel a
Oskar .
Server pro rekremi hr&e tenisu nad 30 let. Organizujadu turnaj po celéCeské republice.
STC
MizZete zaplatit registimi poplatek nebo startovné turigiomoci Q.
lotto Vyhrajte vsazenim svych’dstnychéisel on-line sklé vyhry!

K nabiti lotto (Etu miZete pouZzit sva Q.
Tvorba WWW prezentaci a webovych aplikaci a dalférinetové sluzby.
Mizete vyuzit 10% slevu na vSechny nase produktylazée-li zalohu pomoci Q.

YouOnWeb.cz

Emitory - ziskejte Q
Specializovany internetovy obchod s bilym zboZiladnicky, pracky, myeky, sporaky a sugky.

bilezbozi. = = TR ey —
llezbozl.cz Po zakoupeni a zaplaceni zboZzi ziskate 5000 Q .n®ez4i fi kupujici, dostanete extra bonus ve vysi
100 000 Q!
Brezen Brezen - n#sic Internetu - projekt s cilem upozornit na obtoysyznam Internetu
r

Q za hlasovani v sérii anket

DZ - Magazin plny optimismu

Dobré zpravy Vam daji Q za nawgt jejich stranek

Zpravodajstvi o e-komerci

eBiz.cz za kazdou anketu, ve které hlasujete, dostane80a@, a pi ¢teni¢lanka dostavate 5 Q kazdou minu

Dobré zpravy

Obchod elektronickymi texty

Evidky Q za odeslani propagai pohlednice
Nejvétsi cesky server gnovany osobnim financim
Eincentrum Nla Fincentry n‘li'ete’nynl’ ziskat az 300 Q $ta}<d'yi. se zvﬂlasml’te naseho vyzkumu. Z'a vypiri prvni
¢asti dotazniku ziskate 200 Q a za vywihdruhécasti dalSich 100 Q. Tak na co jesekate!
| LIKE Q | LIKE Q Profil
za vyplréni kazdé polozky v profilu dostanete jednordz@d Q
Virtualni obchodni dm - mimo jiné Bil4 technika, Spiebni elektronika, Foto... Doprava po c€lR
zdarma, nakup i na splatky.
Korunka.cz = = — — = = - —
Zakaznik obdrzi 10 Q za nawst nekterého z "horkych tip" na strankach www.korunka.cz.
Mr Barter Volng pristupna aplikace pro vyémny obchod. Je @ena pro firmy i soukromé osoby.
Mobilni telefony a pislusenstvi
mshop.cz

Za navstvu rubriky | LIKE Q ziskate 10 Q / den.

Zpravodajsky server - ekonomika, politika, sponjtkra, soutze o ceny

Platba 10 Q za registraci, platba za kaz#geqeny ¢lanek a hlasovani v anket

V obchodnim dorma New-Pla.net se pomoci virtuéiniho vytahu dostamit&azdého z jeho 11 pater.
Nakoupit zde niZete hi-fi techniku, mobilnf telefony, pttacové vybaveni, hréky, knihy, CD, audio a
video kazety, doméaci spebice a sklekné vyrobky. Pouze zde se setkate i s Bazarem, eréht
nabidnout svoje zboZitiete i Vy. Zaplatit Izedznymi zpisoby a to jak kreditnimi kartami tak i na
splatky. Prosim, r&e si nastoupit :-)

Net-news.cz

New-Pla.net

Za registraci dostanete 200 Q, za podani inzerétBaizaru ziskate 10Q/ks, za kazdy nakup bude Vgm
piipsano mnozstvi Q stejné jaka je vySe Vaseho naknpgr. za nakup 450,- Kziskate 450 Q), za
kazdou navivu predem stanovenych pater del$i nez 10 min - 20 Q/den.

www.obchodni-dum.cz

Veérnostni platba zadast v sowzi.

Odpowdi na otadzky z internetovych saiif
Vérnostni odndna za prohlizeni detailu saize.
Piskvorky - no comment

Obchodni dim

Odpovédna
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Attachment number 7

Branch Indexation

Cars

Audio, video, TV, sat
Travel

Home pages
Transport

Economy a finance
Film and TV

Graphic

Games

Music

Internet

MP3

Media

Towns and country
Religion

Other

Shopping
Ungovernmental
Companies

Politics

Industry

Nature

Reality and living
Advertisement, marketing
Restaurants

Sex a erotic
Services

Software
Competitions and survey
Sport

Building industry
School and education
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Culture

Wars, fights

Science and technology
Governmental and state org.
Leisure time

Computers

Warez

www

Health

Agriculture

Fun a humor

Animals



Attachment number 8

The Czech Law related to the Internet

Nazev normy Citace Na byva_
ucéinnosti
Zakon o pravech a povinnostedh yydavani periodického tisku
0 zmen& nekterych dalSich zakdn(tiskovy zékon) 46/2000 Sb. 14.3.2000
Zékon o ochra®osobnich udéja o znéné nektercyh zakon 101/2000 St 1.6.200(
Zakon., ktfarym se #mi nekteré zakony na ochranugonyslovéhc 116/2000 Sb. 10.5.200
vlastnictvi
Z&akon o pravu autorském, o pravech souvisejiciptagem
autorskych a o zamy rékterych zakon (autorsky zakon) 121/2000 Sb. 1.12.200
Natizeni vlady, kterym se stanovi seznam alivnosti vonych 140/2000 Sb. v
znéni n&izeni vlady] 1.1.2001
¢. 468/2000 SI
Zékon o telekomunikacich a o #n¢ dalSich zakoin 151/2000 St 1.7.200(
Zavko,n, kter.)v/fn se i .zakong. 65/'1965w8b,., z&konik prace, 155/2000 Sb. 1.1.2001
znéni pozdjSich gredpisdi, a rekteré dalSi zakony
Nafizeni vlady o centralni bance 168/2000 St 26.6.200!
Zakon o ochra#primyslovych vzoh a o zngné zdkona 4
527/1990 Sh., o vynalezechapryslovych vzorech a zlepSovci¢gh  207/2000 Sb. 1.10.200
navrzich, ve zéni pozdjSich gedpisi
Z‘?‘korl o0 elektronickém podpisu a o&m nekterych dalSict 297/2000 Sb. 1.10.200
zakom
Z?kon,o |nf0rTan|ch systémech vejné spravy a o zéné 365/2000 Sb. 23.10.20do
nekterych dalSich zakdn
Zako[l,lkterymv§e Bmi za!<onc. 4:0/19§4 SE):, ciﬁansky zékonik 367/2000 Sb. 1.1.2001
ve zreéni pozdjSich gredpidi, a rekteré dalSi zakony
; TZaronc. 5137T991 SD., O0CNOaNT Zakom
ve zreni pozdjSich gredpidi, zdkon¢. 385/1992 Sbh., o natigh a
jejich ¢innosti (notéiskyiad), ve zini pozdjSich gedpigi, zakor
¢. 15/1998 Sh., o Komini pro cenné papiry a éaéra doplrEni
dalSich zakon, ve zréni zakonat. 30/2000 Sb., zakoh 370/2000 Sb. 1.1.2001
200/1990 Sh., oiestupcich, ve zmi pozdjSich gedpidi, zakon
¢. 99/1963 Sh., alansky soudnifad, ve zgni pozdjSich
predpidi, a zdkors. 328/1991 Sb., o konkursu a vyrovnani, ve
znéni pozdjSich gredpisi
Oznamenl M|r,1|sterstva financi o v'ydfanl| dieat, ktgrym St 116/2000/55 Sb. 1.1.2001
upravuje @tova osnova a postupytdvani pro podnikatele
Zako[l,lkterymv§e Bmi zglfonc.v586/'1992w8b.,, o danich Ejmu, 492/2000 Sb. 1.1.2001
ve zreéni pozdjSich gepisi, a rekteré dalSi zdkony
Natizeni vlady, kterym se vydava celni satebnik ayktese
stanovi sazby dovozniho cla pro zboZi pochazejiozzojovych &
nejmért rozvinutych zemi a podminky pro jejich uplé&tin (celni 441/2000 Sb. 1.1.2001
sazebnik)
Natfizeni vlady, kterym se stanovi technické pozadamnkyadiovd
a na telelkomunikani koncova z#izeni 426/2000 Sb. 1.5.200%
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Zdroj: e-biz, anor 2001
Attachment number 9

Presentation of the B2C business

RN gl Viava.ce: ity tudba, fim | Cybex ce: potitate. siekironivo | Electrobiafl cz: domsct spotiehice 1 zvatineces |
B (o] RUM |3 SLEVY.
knihy | hudba filmy | elekrmmka hry

deo | MusicKataiog cr bodeen

arfumerie | sport a volny éas |
VKT > RONTAXI > NAPOY

> na colé Viavs ¢

o

& hledss

Vitava.cz - radost z nakupovani

-
e e Vite

. . o I ktery
Eva tropi hlouposti (Martin Fric] Zvldstni svst
nase cena: 534 KE internetovy
ena: 499 KE
{t o 2 obchod -
oV
»Hudba [ koupit ] e Je
Klasicka eska komedie, poprvé na DVD | umn Romana Horkého & Kamelal = = T
Losanducnt fonmace Row orkého. hmansky T el NEjZnameéjsi?
Evina teta toufi po ndvodu na péstovéni odridy riie, kterou ys\edﬂ:\ xm\ soused, Eva je postawvena na wynikajici mvtewnatac- 2 sélové kytafe Romana Horkého - ten je soulasné
proto ped falefnou identitou proniken do]-ho rodiny a snail se navod ziskat. i autorem viech pisni.
s Biort svelng Eus [ Noviniyce |
Patty Difusa, Venu3e za (Almodavar, Pedro) Harry Potter 1 & Harry Potter 2 (2 x 2 DVD) + ZDARMA vstupenka + S —
- plakat (Chris Calumbus)

nase cena: 153 K

mP 10 kaily. dop. cena: 180 K& nase cena: 3 5 v hoken
sleva: 15 %6 Sonws BenaZe0s

s )
>L:L|:|L sleva: 10 %% e ®
s
, — e
I B, SR I M LR SRR RIS T e e oo ot v e s
Kolektiv autord e uv: eni iho dilu Hal o Pottera do kin je nabis a olekce vylepiena
e R e dbuar vediod u bhte postasd hold misdi profitimu v Madsd. v e B A Eoiara o Y2 Zabidka ko kolakce OV wieg

Terry Pratchett
» Hrdy Budies
Douskovs, Irena

» Eerventd bpasiilc 3
dnf clovate

Zn

poruens cana

do, daporugens cenat
s TR S e

Sn kTR e
ol wenilch sisle (Elivabu M. Goldratt)

doporudens cena: 323 Ki
(sleva: 15 % - uZatite 49 K}

Lenny Kravitz - Baptism
nafe ce Ke
doporugens cena: 549 K
Csleva: 15 % - uFetiite 82 K&)

£ssa
JawaScripty

vislechy (Overy Richard)
naZe cana: 416 K&

doporugens cena: 430 K&
(sleva: 15 % - uietite 74 KE)

Beastie Bays - To The 5 Boroughs (Limited Edition Digipack)
ot E
Grant, eb - Haylor n
Douq
» Harry Pottera
O Fad

firskonssmovy

ot
Pt 4 a
domic

HvEzdy pod mofem (Norton Tres

12 naZe cana: 169 ki zn =
Heal!hC& amazoncom. 7 VIEw CART | wisHUST | | YouRACCOUNT) | HELP E-i“f’
Personal Care ——
e o A R (TR o G e A L L

INTERNATIONAL | NEW RELEASES | TOPSELLERs | TODAV'SDEALS | SELL YOUR STUFF

Discover CDs, DVDs, and more with Ray Charles on My Mind: 1930-2004.
Hello. Sign in to get personalized recommendatioll Dad into sports, outdoors, or Big Kitchen Savings
[MiFooos =] -l major league play? Lowest thousards of

ns
SEESON fems offered
by Amazon.com are at
their lowest prices of the
season.

on orders ou
Restrictions spply.

e Shipping

Zen Touch
Amazon.com Exclusive

Take a Walk on The Far Side

Enjoy every wacky frame of Gary Larson's genius in The Complete Far Side, or treat yourself to the signed, limited-edition, i With a battery life
leather-bound set, Limited to 2,000 copies, it comes with a signed, matted, and framed lithograph and a certificate of e of 24 hours and a
suthenicity. 10,350 song

Creative Labs Zen
Touch keeps the music

playing. Pre-order yours

« Beauty today.

(Beta - What is this? )

News and Future leases WHAT'S N
« Health & Personal
Namco TV Gar

r es Already a customer?
(Beta - what is this? )

by Toymax Sign in to see what's
Price: i

« Jewelry & Watches $19.99 New for You.

« Gourmet Food

You Save: $5,00 (20%)
(Beta - What is this?

capacity, the
Featured Stores @

Accessories

More Information (Rate this item) New customer?
Personalize
© AnbEER 8 Sow |

2

* Sports & tdoors
(Beta - What is this? ) | More New and Future Releases
@ Master & Commander - The Far Side Of The World VHS ~ Russell Crowe (Rats )

New Releases
(&) The Heart Is 3 Lonely Hunter {Oprah's Book Club) by Carson McCullers (Rats i)

Books, Music, DVD

. k
% €Y Mintek MDP-1770KIT 7° Portable DVD Player Kit by Mintek (Rate it) 9
= @ Kill Bill, Volume 1 DVD ~ Uma Thurman (Rate it) -

O i
Subscriptions

gt @ ©On the Down Low
tluzic by J.L. King (Rate it)
video

An Amazon.com Exclusive
== night now in our Sports & Outdoors Store you can order your own autographed edition of Play Baseball the Ripken Way by Cal
Electronics & Office TEAINESY Rigken . and Bl Bioken. We've aat the bock. CD-ROM, and instructione packads, alona with personal tios from Cal 0 el
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Summary

A new market which is representing by the Intebrgtgs a lot of possibilities
to be used it a different areas. Internet offeredotaof possibilities and new
technology which are connected with it. And alséeofvide scale of possibilities,
how to use them effectively. Its marked opportumstin selling goods to end users.

The customer of the virtual shop can be everybodiiout regard on their
area. Still will be growing impact of the informati about offer a products at the
horizon of the Internet and the Internet storest Nt only information with
professional character (more technology parametpreduct character, strictly
meaning of the attests, hygienic norms, professiopmion), but also information in
a form of the customers opinion to a concrete pcoform so called personal selling
element).

With the Internet technology growth and with a ploidisy of usage new
technology and programming application will beldtirmed by user’s wishes (for
example color background of the selling server).

For stronger position of the Internet selling viadllp better delivery chains and
created shorter time on minimum to deliver prodadhe customer. With the Internet
development will also still put the accent on thecwonic shop structure, so that
purchasing will be comfortable for the user, fast aithout complication and so that
virtual shops can be still use alternative for ging. Internet was developed into a

new, interactive and dynamic media and offer Idtspportunities for use.
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