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Some stats …



Source: IDC, Worldwide Internet Usage and Commerce 2005-2009 Forecast update, April 2007

In billions of $

Worldwide e-Commerce Sales

Worldwide e-commerce 
spending projected to 
grow at CAGR of 23%, 
exceeding $8.75 trillion 
in 2009

eCommerce is exploding eCommerce is exploding ---- internationallyinternationally

Source: Survey of Electronic Commerce and Technology 2007, Daily, April 24, 2008, Statistics Canada

In 2007:

Internet sales in Canada 
continued to grow to $62.7 
billion, up 26% from 2006

Online sales by private firms 
increased by 25% to $58.2 
billion

Online sales by public sector 
increased 32% to $4.5 billion $5.5 $6.3
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Canadian consumers want to do Canadian consumers want to do 

business onlinebusiness online
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% of enterprises

Canadian Businesses Canadian Businesses ––
have generally kept pacehave generally kept pace

eCommerce benefits for organizationseCommerce benefits for organizations

Source: Statistics Canada, Survey of Electronic Commerce and Technology, 2000-2007
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Persistent barriers to adoption

Clothing, 
accessories and 
shoes now account 
for a large part of 
online sales

Even groceries are 
ranked amongst 
products purchased 
by online buyers 
worldwide at 14%

Products Bought Online 



So … why bother?

However, online consumer sales are just 
slightly under 2% of the total retail market!

Consumer Decision MakingConsumer Decision Making
Need recognition

Information search

Alternative evaluation

Purchase, payment, delivery

After-sales service







The Potential The Potential ……

In 2007, 875 million people reported to have shopped 
online, up over 40% from 2005 (627 million people)

Canadian eCommerce spending will grow at an annual 
rate of 10-12% through 2012, when it will amount to $22.8 
billion 

The Web is becoming a significant influence in consumer 
decision making (even if the products/services are not 
purchased online)

On average, consumers researching purchases online spend 10% 
more!

Sources: ACNielsen (http://www.acnielsen.com)
www.emarketer.com

www.marketingcharts.com



What is the biggest problem with selling 
to consumers on the Internet today?

Inexperienced people with overinflated 
expectations who create online stores with 
the belief that once they’ve done the work, 

the dollars will roll in. 

Traditional Truths Traditional Truths ……

Provide a product/service that people need or want

Provide superior customer service

Establish trust and credibility

Develop a relationship with the customer



Trust and CredibilityTrust and Credibility

Why is eTrust more difficult to build?
Varying regulations and legislations depending on 
location
Lower barriers to entry and exit for online 
businesses
Less data control during and following information 
transfer
Partners are less likely to know each other
Fewer visible trust cues
Lack of direct contact with product (tangibles)
More impersonal, anonymous & automated

Designing for Trust:Designing for Trust:
Content is king!Content is king!

Your website should offer something 
valuable & unique

Clearly understand the purpose of the site

Information or products that can not be 
found anywhere else



Designing for Trust:Designing for Trust:
Professional & Aesthetically PleasingProfessional & Aesthetically Pleasing

Keep it simple and clean

Match style to purpose

Make it interesting

Professionalism is essential





Designing for Trust:Designing for Trust:
Easy to Find and NavigateEasy to Find and Navigate

What keywords will potential customers be using?

Design site to match those key words

Appear as early as possible in search engines

Where else should you be appearing?

Navigation
Where am I?

Where have I been?

Where can I go?





Designing for Trust:Designing for Trust:
Convey Convey ‘‘Real WorldReal World’’ & Assurances& Assurances

Convey the ‘real world’ aspects of the organization
People, buildings, inventory, etc…

Show credentials

Third party assurances
BBBOnline

VeriSign

Ties with Associations

Etc…

Focus on the customer, NOT yourself





Designing for Trust:Designing for Trust:
Focus on the Human/Social SideFocus on the Human/Social Side

Human elements in design
Can have a significant positive impact on initial trust

Make sure it is appropriate

Social Networking
Blogs; microblogs (Twitter); discussion forums; YouTube; 
Facebook; LinkedIn; etc.

Can help with marketing, recruitment and brand 
enhancement (external); community building (internal)

You don’t own the network or content

Monitor people talking about things your company does, 
and then join in with useful information











Some examples from Australian 
Moving Companies …
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Milena Head
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