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Introduction:





FACT:


The Internet is exploding faster than any other marketing media in the world today. It is estimated that in 1996 the numbers of Internet users in Australia doubled every 6 to 8 months. But business participants are still disappointed.





The Internet was once upon a time referred to as organised anarchy.... it still is, but that term is, however, somewhat outdated with the march of technology.





The Internet today is more like the cyber equivalent of the physical world where millions of web sites are the millions of islands of information with the links from jump stations creating links across the seas that separate them... in total they represent the real resource of the Internet.... knowledge.





It is a commodity which is used seamlessly and unseen to the commercial client with a web site by, potentially, some of the millions of people who surf the Internet. 





Your potential clients.





The Internet is unlike any other marketing medium ever known to man. 


It is markedly more different than advertising a product or service in a magazine to the strategy taken when advertising on television. Your shop window appears for a moment in time on the computer screen of someone, somewhere out there. Not in your domain but in their domain.





In this presentation it is important that you note that we are looking at the commercial application across all geographic options - local, state, national or international - the base principles outlined here still apply.





The key is and always will remain - interactivitity.
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Overview - Lord of the Flies:





I have used the term ‘Lord of the flies’, sorry make that surf, because the Internet user is like the children in William Golding’s famous book. He or she is isolated from physical contact with the ‘real outside world’ when surfing the net. 





Howver, he or she has their own social ‘clique’ such as family; group or cyber group. When left to his or her own devices when discovering what is in this cyber-world we call the Internet the appeal or otherwise of a web site can easily filter through the limits of this social group.





Internet surfers have: 


	no prior knowledge of your web site and its content.


	no social or geographic ties to you, your web or your service or product.


	a desire to explore - almost like a voyeur - until he or she is eventually hooked.


	the ‘real’ social ties of the surfer remain firmly entrenched at home with his or 		her family/friends. 





	The commercial challenge is to create ‘cyber relationships’.





There are a totally new set of rules that go outside the print, television and radio media. If the web is the thread that holds information then interactivity is the substance that gives the web life and value. 





The Internet is interactivity. Everything else you hear about the Internet is either based on this function or is just plain hocus pocus. 





Interactivity in real time is what leaves the Internet in a class of its own.
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The surfers selection dilemma.





As an Internet surfer finds his or her way they are often drawn into a very personal set of selection criteria that vary from popular adult themes to a search for a CD by Enya to an obscure but fixed interest, for example, in research on the fly larvae.





Their dilemma is the enormous and growing choice on all topics that are available to them. 





So when they visit your site the question that should be asked is not only how many found me, but: 


	how many of  those did I find.... through an email contact?


	will they come back?





If you have lots of visitors but no email then that commercial web site is no better than a billboard in the Nullabor Desert... and something is very wrong with the make-up of your web pages.





Often a commercial Internet solution is seen as a web built and displayed mirroring the printed brochure from which it was taken. With little or no direct participation on the Internet by the commercial advertiser. Sure there might be some secondary interest, but this will ebb and flow like the tide... and believe me without the correct checks and balances will ebb more than it ever flows! 





Just like any shop your Internet cyber-window has to be managed and be able to offer services and support and the key to any assistance is the formation of a business relationship.





Remember the Internet is unlike any form of traditional advertising or marketing media available to you as a business today.
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The business on the net’s dilemma.





The millions of Internet users are the honey that draws the Internet advertiser but that advertiser has to compete with nearly one hundred million other web sites of all shapes, sizes and quality. 





When a company gets on the Internet the most common gripe is ‘I can’t find my web site on Alta Vista.... so how can my clients find me?’





Not surprising because in December 1994 there were 40,000 web pages on the Internet - now two years later there are and estimated 100 million. A growth rate of 1 million web pages a day!





The complaining company is effectively lost in cyberspace.





Traditional marketing concepts simply do not work - thus the comment that nobody really understands the Internet, or:





Harness the mind of man on the Internet and you will be a millionaire overnight... not as easy as it sounds as no-one has yet done it - or we would have heard about it! 





Interesting, however, that the tools, such as the Netscape web browser, used by surfers to access this information on the Internet has made the web browser developers multi-millionaires overnight.
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Unravelling the onion on the web





With the most advanced on-line business marketing concept ‘Webster Relationship Marketing’ has come the unravelling of some baseline concepts to help master the mind of man....





just like the early roads, these are just rocky tracks with a lot of refinement required before the full power of this unique marketing concept evolves.





The layers of the onion include:





Content: Webster Relationship Marketing.


	Where the commercial web site forms part of a seamless ‘electronic magazine’ 	which has a relationship or niche market focus.


Tools: The GENIE Concept. 


	Delivery of qualified leads and responses leading to sales and on-line business.


Placement: Boutique Web Site.


	Don’t depend on the major search engines - the cataloguing system cannot 	keep up with the phenomenal growth of web sites and knowledge.


Goal: VIA


	People looking and coming back.


Result: Commercial Viability


	Yes, you too can make money on the Internet.





Let us look at VIA First:


The seamless nature of information flow on the Internet allows the surfer to drop-in to your web site then leave once again within seconds if the interest is not there. It is these fleeting seconds that you have to capture, then keep the interest.





Remember the net’s electronic brochures are called ‘webs’ because they are part of a massive interlinked network, with each strand having something of particular relevance or interest to hold the attention of the person viewing it at any time.





So what are the baseline keys for a successful commercial web site? 





VIA:


Where ‘V’ stands for volume (of traffic).


Where ‘I’ stands for interest (keeping that of the surfer).


Where ‘A’ stands accessibility (how easily can my web site be found on the Internet?)





Once a critical level of volume has been created for your web site the other two aspects automatically fall into place...





So how do we create the volume?





We create volume through real interest. We will look at the GENIE keys to this shortly, but before we do let’s look at the all important placement of your web site.
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Choosing a platform for promotion.





As we demonstrated earlier for many commercial clients the major search engines are becoming a joke... with sheer volume replacing any sense of semblance.





Choosing a high profile, searchable web site on which to have your web pages placed is rather like selecting a magazine in which you want to advertise, but that’s as close as the similarity gets.





It is important that any major commercial web site hub has traffic volume. The key factors of interest and accessibility create this. 





The answer is participation in a major Boutique Web Site - sites which are now eagerly sought after and book marked by net surfers.  





A fully searchable boutique web site which adopts a multiplicity of  niche markets jam packed with high quality and relevant information is guaranteed success. The onion principle applies with layer upon layer of information being laid around the core home page creating a powerful and relationship marketing based solution.





There are a number of these now appearing on the Internet - with clients getting good exposure as the volume of traffic attracted to these niche market web sites grows.





As part of the Internet marketing strategy a commercial business has to think very carefully, therefore, about where it decides to position itself in terms of links and web site location.  The location within a boutique web site such as Global Web Builder’s Australian Cyber Jump Station should form a key part of the process in the development of a successful commercial web site. This site has attracted nearly 6 million visitors (not hits) in under two years!
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The GENIE Solution:





Let’s return to VIA (Volume, Interest, Access) for your web site. VIA should be based on the GENIE concept.





The GENIE strategies:





Generational (relationship) marketing


Email


Numbers (Volume of surfers)


Interest (relevance)


Ease of Access





I would like to spend a bit of time looking at just one aspect of GENIE - the issue of generational or Webster relationship marketing on the Internet, a total strategy pioneered in Australia by the World Wide Websters.





There are a number of checks that should be taken by any business considering moving their marketing strategy, in part, onto the Internet platform.





Golden rule number one in relationship marketing - if you or your business does not participate on the net don’t waste your money on it.





If we cannot understand the psyche of the Internet user we cannot effectively use this medium and most important of all the Internet user, with all the selections at his or her finger tips, is unlikely to re-visit. If we cannot communicate with him by email it is rather like having a shop with goodies in the windows but with all the doors closed.





When we look at the business opportunities that the Internet will provide now and in the future we need to first reflect on the ‘Lord of the surf’ syndrome.





‘The track was broad and beaten - they ran at a swift trot....’ Surfers revisit their popular bookmarked sites the links to sites within these boutique web sites are the stars that they go and explore.
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Relationship Marketing





When Global Web Builders embarked on relationship marketing we trialed the concept with the launch of a site targeting young children. The site ‘Koala trouble’ was a combined effort by my five year old boy Alex and myself.








FACT:


Over 100 Koala trouble t-shirts have been sold worldwide without any additional marketing in just 6 months..... at $25 each!





Just on a year later the site has attracted over 140,000 visitors and ‘kids of all ages’  from parents with little babies to ninety-five year olds. We know that they are kids of all ages enjoy Koala trouble because of the email that we have received, thousands of them. What a mailing list!





Koala trouble is now listed on over 100 third party web sites all over the world as a ‘nust see’ site - generating enormous cyber-credibility and traffic.





In fact the Koala trouble web site won the inaugural 1996 Australian Financial Review/Telstra national award for the best web site in Australia.





The family/group relationship phenomenon:





Remember managing directors, decision makers and potential clients have one thing in common - they have family and friends. They or their friends have children - who can relate to Koala trouble. The Koala trouble site did in effect provide us with a number of important foundations on which to develop relationship marketing. 





Perhaps the most important ‘discovery’ was that what attracted a member of a group or family tended to attract the rest of that group or family - cutting across traditional niche markets.





Surfers are like explorers who are on a voyage into the unknown. When they discover something of value (such as a great home page) they tell their social group about this ‘discovery’.





Koala trouble is just one small niche market web site creating traffic for the Australian Cyber Jump Station which, as mentioned before, is a major boutique web site which has attracted close to six million surfers in less than two years.
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What does relationship marketing provide:





Now relationship marketing serves several key commercial functions, the main ones are listed below:








- it provides you with a growing email contacts.











- it keeps people with a real interest coming back.











- provides you with a mailing lists of ‘interest-based’ clients and potential 			clients.














the relationship marketing based ‘Koala trouble’ example has achieved these aims spectacularly and is now a recognised ‘cult site’ on the Internet for kids of all ages.





Working with the Koala trouble experiences we developed an interactive platform for our clients which added a totally new, relationship marketing base to their commercial information. 
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Currently successful GENIE based web sites





Adult Web Sites


Commercial adult sites are the early money makers on the Internet and their commercial marketing concepts are worth observing for that reason alone however we will not do so in this presentation. The VIA strategies in some are very advanced.





Newsdex ABPE


The Newsdex ABPE because this site embraces many of the GENIE and VIA principles. Critical to its success is the daily update process, the excellent feedback facility and clearly identifiable interest areas. The whole site is based on providing images made available through various newsgroups.... at a price.





I have found very few commercial sites on the Internet which reflect the GENIE principles supporting VIA - most do, however, fall into a number of traps which we look at very shortly.








World Wide Websters (Webster Relationship Marketing)





The solution developed by Global Web Builders and our business partners Ixion took time, thought and hard work, but resulted in the World Wide Websters, ‘The First Family of the Internet’. A family of four - two adults, two children together with a hunky 24 year old cousin ‘as a hanger-oner’. The Websters are another niche market development in the Global Web Builders group - which again is creating enormous and growing traffic flow to the main boutique web site. 





The Webster family spread across age groups and interests and are displayed in a number of interactive cartoons with each giving his or her thoughts about the situation in which they find themselves. Namely relationship based links to client’s commercial information. 





The interests of the family members are clearly identified under the Help function. The ‘cyber-Genie’ plays a very interesting and novel role which will continue to be developed as the cartoon series expands.





The World Wide Websters are having an immediate and positive impact and showing us the way forward on the Internet in this very hard area of capturing the attention and the appeal of the surfer. They also relate, through the characters, to the wider group around the surfer. Queensland Private Plates, for example, covered their web building costs in their first week on-line with the Websters!





Finally, commercial clients actually get two home pages. The traditional, main menu with links and a second home page in the form of Webster cartoons linking to this information. 
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Some trips and traps that adversely affect commercial webs





Large images which eat up bandwidth:





A ‘killer’ is having a large byte-size image on your main home page. No one is going to wait for it to download. At best the surfer will turn the images off - then your visual impact will be lost.





Dead Web Sites:





Like a barren landscape nothing ever changes. The surfer doesn’t come back. We like to call our clients sites ‘living’ web sites with changes taking place on at least a monthly basis.





Lack of Background Information:





That’s great but who are you? Are you a backyard operation... remember in cyber space your shop window becomes their computer and that window does not reflect the size of your operation. 





So if you don’t add credibility to your organisation in a very powerful way the nagging doubt of the visiting surfer will normally result in the decision to move on without responding.





Lack of supporting links or information:





Sell knowledge about your product line and that knowledge will become invaluable to the surfer or else you are no better than a mail drop. More so than your products - which he will buy because you become his point of contact in that area. 





You have built up a relationship with the surfer.





Lack of contact or opportunity to interact by email:





If your business is not on the Internet do not advertise through it. It is as simple as that. The interaction you develop with clients and contacts is the key to your commercial success. Nothing more, nothing less.





Remember a glamorous presentation comes a poor second to application:





We will look at some examples very shortly.





Remember VIA - 





see the page headed the Business on the net’s dilemma.
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What are the business opportunities today?








It is commonly accepted that the most successful areas of promotion on the Internet are travel, export and adult themes.





The Internet has some attractions and benefits for any business - here are some examples of non-traditional applications for businesses advertising on the Internet:





Florists:


Don’t sell flowers - sell a special occasion database service. The absent minded husband will never get into trouble again as the florist’s database prints out his order year after year... then debits his credit card.





Links to information on flowers related to love, their meaning, star signs etc.. would be an added bonus. It might just be book marked or emailed to a partner with recommendations!





Real Estate Agents:


Don’t display properties and price. That means absolutely nothing. I can see that in your shop window. Sell your expertise and knowledge of the area. Display maps showing where schools, amenities and shops are. Talk about the good and the bad points of the region being viewed by the surfer. Outline the investment value based on past, present and future indications - give projections.





Offer a password restricted area with a display of houses, land and businesses for sale for those seeking further information by email.... they are your real ‘filtered’ base of contacts and prospects.





Exporters:


Don’t sell product sell information about your product with features and benefits and offer technical advice on associated problems with direct email links back to skilled staff whose depth of experience in the area is available to the surfer.





Remember that the Internet acts as a powerful inexpensive tool to develop and foster overseas agents. Consider developing a number of overseas agents who can share in the marketing success of your on-line product support information. 





Hardware retailers:


Don’t sell hardware, sell a ‘support service’ offering on-line technical advice to clients. Frequently asked Questions based on, for example, a ‘How Do I’ series. Make it comprehensive but password protected and available only to regular clients or clients with accounts. 





Hint on the depth of the information available to clients to draw 





Think about how the GENIE marketing toolbox applies to the above examples. 
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What are the potential cost savings?





What I have not covered at this stage is the other commercial uses that area available to the business. We will only touch on this area as time prevents from looking at the remarkable training and support issues that the Internet provides to your staff.





The most widely used cost saving is email. Interesting that very few businesses use email as effectively as they could. Global Web Builders have just installed a nationwide network of seventeen email accounts for part of a major company’s national operation. The initial trial involves a small number of the total national network with offices in Perth, Melbourne, Sydney and Brisbane being involved. The main purpose of the email contact is to replace the expensive fax process by attaching documents to inter office email. 





Already several hundred dollars in STD telephone calls have been saved through the use of email and the entire branch network is about to be introduced to the new cost cutting program. This is anticipated to save the company thousands of dollars.





The same client is currently looking at having a password protected section established for their commercial web site. In this section current price lists, document templates and other related information will be stored for quick and easy access by offices nationwide. 





Other cost cutting areas include the removal of time delays experienced when a letter is sent by traditional or ‘snail mail’. Email offers a dramatic improvement in efficiency.


  �
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Some facts for the future





We know for sure that:





- Bandwidth (controlling the speed at which information is actually delivered) will 	continue to get better.


- Technology will improve. With interactivitiy and multi-media we will find the 	evolution of the Internet will explode in a dramatic and ongoing basis well 	beyond the year 2000 with technologies that we haven’t even considered today.


- Cheaper - using the Internet will get cheaper. Both hardware and the time on-line 	costs are reducing as society recognises the Internet as an invaluable 	knowledge commodity.


- More people - the Internet is continuing to confound experts with the number of 	users coming on-line doubling every 8 months during 1996.


- More business will be done on the Internet - there are some very good reasons 	why your business will embrace the Internet. If you haven’t yet let’s hope you 	do so before its too late!


- The Internet will usurp the role of the traditional phone - just like the old black 	and white television, the technology of the Internet will totally outdate the 	traditional role of the telephone as a handpiece. In fact I predict that the 	‘information poor’ will be recognised as those who use the traditional 	telephone at home while the ‘information rich’ will be those who use the 	exploding technology of the Internet.


	And that this will happen within the next five years.


- If you are not in it then you are NOT studying the future of your business - by 	the year 2005 about 95% of mail will take place electronically. That’s where 	your clients will be - on the Internet - now is the time to understand the 	platform on which you will do business in the future. 





Don’t become a faded memory on the receipt in someone’s old filing cabinet. Remember that in the future even that filing cabinet of clients will be replaced by an electronic filing system - probably on-line.
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How will the Internet effect your business in the future.





Relationship marketing will become the basis of a very real commodity which will build goodwill into the future. Depending on your business your strategy should embrace targeting clients by geographic region either global, regional, national, state or local.





Sophisticated, diverse and content rich boutique web sites will become the cyber-equivalent of a major shopping mall... not a database full of links.





For most business turnover and value will not be based on physical location but on "perception" of the value of your web site service in the eyes of the surfer.





Traffic will not be based on people walking in the door but people contacting you by email, and eventually through future commerce-aiding technology techniques such as video conferencing or virtual reality.





The role of the retailer will be minimised as the manufacturer deals direct with clients through on-line marketing.





Interactive multimedia will become the showpony of the on-line services. With video conferencing and niche market content becoming the light attracts the "moths" or surfers of the future.





Above all the commercial world will for many become a very, very small place with lots of traditional businesses disappearing. Will yours be one of them? 





On the other hand new businesses and opportunities will evolve - will you know enough to recognise them?
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