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Annotation

Master Thesis “Electronic book shop in Latvia” is completed basing on the analysis data
of the work of online bookstore www.gora.lv. Given online book store is the biggest online book
store offering Russian books in the Baltic and working as a part of Latvia’s biggest bookselling
firm — the leader of Russian bookselling market.

Master Diploma consists of introduction, theoretical part, practical research and
conclusion.

Basic electronic commerce models and their peculiarities have been given consideration
in the theoretical part of the work. The author of the work evaluated the potential of different
electronic commerce models for the bookselling market. A crucial point was the study of
theoretical principles of evaluation of online book store work.

Topical issues of bookselling commerce development in Latvia were examined in the
practical analysis part; an analysis of bookselling market in Latvia was done and basic
tendencies of its development within the bounds of a bilingual state. The work of business rivals
was evaluated, paying special attention to the methods of attracting costumers. An analysis of
online store was done taking in to consideration its role in the united network of the
establishment. Basing on this, SWOT analysis was completed.

Basing on the completed analysis, on the preferences of consumers and the work of an
online store optimization solutions were offered, using models B2C and B2B for making the
biggest online Russian bookselling store in the Baltic and qualitative and quantitative indexes to
control the work of the store for the period of next two years.

In conclusion part practical recommendations were given to improve online bookselling
store development management.

The work consists of 75 pages.

The work inludes: 20 tables, 19 drawings.

Bibliography includes 26 sources.



Anotacija

Magistra darbs ,,Elektroniskais gramatu veikals Latvija” tika izstradats pamatojoties uz datiem,
kuri bija nemti no elektroniska veikala www.gora.lv analizes rezultatiem. EsoSais interneta
veikals ir vislielakais, kur§ piedava gramatas krievu valoda Baltijas regiona, un kur§ strada
Latvija ka dala no uzn€muma, kas pardod gramatas krievu valoda.

Magistra darbs sastav no ievada, teortiskas dalas, praktiskiem pétijjumiem un secindgjumiem.
Pamatmodeli elektroniskajai komercijai un tas Ipatnibas bija izpetitas teoretiskaja darba dala.
Darba autors novertgja dazadu elektronisko modelu potencialus, lai varétu pardot gramatas. Pati
svarigaka darba dala bija teoretisko principu izp&te un elektoriniska interneta veikala darbibas
novertejums.

Tematiskas gramattirdzniecibas problémas Latvija bija parbauditas analizgjot tas praktiskaja
dala. Gramattirdzniecibas tirgus analize tika paveikta balstoties un ta attistibas tendencém
divvalodiga valstt. Konkurentu darbs bija novertéts verot Ipasu uzmanibu uz klientu
piesaistiSanas metodém. Bija veikta interneta veikala analize nemot véra ta lomu kopgja
uznémuma struktura. Pamatojoties uz konkrétiem datiem bija sastadita SWOT analize.
Pamatojoties uz veikto tirgus izpéti patérétaju ieradumiem, interneta veikala darbibas analize bija
ierosinati optimizacijas piekslikumi, izmanotojo modelus B2C un B2B.

Tas viss tika piedavats, lai izveidotu vislielako interneta veikalu, kur§ tirgotu gramatas krievu
valoda Baltijas valstis. Taja skaitd tika noteikti kvalitates un kvantitates raditaji darbibas
kontrolei uz nakamajiem diviem gadiem.

Darba nobeiguma ir doti praktisi priekSlikumi uzpémuma vadibai, lai var€tu attistit interneta
veikalu.

Darbs sastav no 75 lappuseém.

Darba ir ieklautas 20 tabulas un 19 zZimgjumi.

Darba tika izmantoti 26 literatiiras paliglidzekli.


http://www.gora.lv/

AHHOTAIIMA

Marucrepckas pabora Ha Temy «Bnusinne nTepHera Ha pa3Butue 6usHeca B JlarBun
(Ha mpuMepe IEKTPOHHOTO KHMKHOTO Mara3uHa) BHITIOJIHEHA 110 TaHHBIM aHaIu3a
NesTeTbHOCTH HHTepHEeT-Marazuna www.janus.lv. JlaHHbIl MHTEpHET-Mara3uH SBIseTCS
KpYMHEWIINM Mara3uHoM pycckoit kuuru B [Ipubantuke u paboraer kak cocTaBHas 4acTb
KpyIHeHei KHUrotoproBoi ¢pupMel JIaTBuM — inaepa Ha pbIHKE MPOJIaXKH KHUT HA PYyCCKOM
A3BIKE.

Marucrepckast paboTa COCTOUT U3 BCTYIUIEHHS], TEOPETUYECKOTO pa3jiena, MPaKTHIECKOro
HCCJIEIOBAHUS U 3aKIIFOUECHHUS.

B teopernyeckom pazznesne paboThl, ObLTH paCCMOTPEHBI OCHOBHBIE MOJIENIN HIIEKTPOHHOMN
TOPTOBIIM M MX XapaKTEepHble OCOOCHHOCTH. ABTOp paboThl MpOBEN OLEHKY BO3MOXHOCTEH
NPUMEHEHHS PAa3UYHBIX MOJIENIeH SJIEKTPOHHOW TOPTOBIM JJsi KHHTOTOPrOBOTO OW3HEca.
BaxxHpiM MOMEHTOM cTajo wu3ydyeHHe B paboTe TEOPEeTHUECKUX MPUHLHUIIOB OLEHKU
3P PEKTUBHOCTH AEATEILHOCTH UHTEPHET-Mara3uHoB.

B npaktudeckoM HcciaeqoBaHUM OBUIM PACCMOTPEHBI aKTyallbHbIE MPOOIEMBbl Pa3BUTHUS
pBIHKA DJIEKTPOHHON KoMMepiuu B JIaTBuuM, NMpOBENEH aHAIU3 pPbIHKA KHIKHON TOPrOBIM B
JlaTBuM U BBISIBIIEHBI OCHOBHBIE TEHJIEHIIUU €TO PAa3BUTHUS B paMKax JIBYS3bIYHOIO TOCYIapCTBa.
[Ipoananu3upoBaHa IEATEIBHOCTh KOHKYPEHTOB, OCOOEHHO B 4aCTH MAapKETHHIOBBIX NPHEMOB
110 TIPUBJICYEHUIO BHUMAHHUA MOKYyNAarele yIep:KaHNIO0 MOCTOSHHBIX KIMEHTOB. bbll NMpoBeneH
aHaJIU3 JIEeATENbHOCTH MHTEpHET-Mara3nHa, C Y4Ye€TOM €ro poju B OOIIeH CTPyKType
npennpusitus. Ha ocuoBanuu storo 0bu1 caenan SWOT - ananus.

Ha ocHOBaHMH NpPOBEIEHHOIO MCCIEJOBAHUS PbIHKA, MNPEANOYTEHUNH MoTpeduTenei,
aHalM3a JesITEeIbHOCTH HHTEPHET-Mara3uHa ObUIM TPEUIOKEHBl PelIeHHs MO ONTHMHU3ALUN
NEeSTeIbHOCTH WHTEpPHET-MarasuHa ¢ ucnonb3oBanueM mozeneir B2C u B2B mns cospganus
KpyNHEWIIero WHTepHET - MarasuHa pycckod kHuru B Ilpubantuke u omnpeneneHsl
KaueCTBCHHBIE M KOJMYECTBEHHBIC IIOKA3aTelu I KOHTPOJIA [EATEIbHOCTH Mara3pHa Ha
nocyeayomue 2 roaa.

B 3axmroyenuu, ObUIM JaHBl TPAKTUYECKHE PEKOMEHIAIMH JUIsl  PyKOBOJACTBA
MPEINPUITHS 10 Pa3BUTHIO KHM)KHOTO HHTEPHET-Mara3uHa.

PaGota cocrout u3 75 crpaHwuil.

B paGorty Bkitoueno: 20 Tabnun, 19 pucyHkosa.

Bubnuorpadus conepxut 26 NCTOUHUKOB.



Introduction

It is hard to deny a fact that the active development of the Internet influences not only
international business and commerce, but has a relation to our life on the whole. The popularity
of the Internet rises dramatically and the number of its users grows every day. Nowadays, the
Internet is not only an information system, but also a huge business base. Books and products of
polygraphy take third place beyond the leaders of sale in the Internet.

Master Thesis “Electronic book shop in Latvia” is completed basing on the analysis of
bookselling market of an online store in 2005-2006. This online store is a part of Baltic’s biggest
Russian book production “Gora” and the development of it exerts influence on the business of
the company, not bad considering the Internet.

The actuality of chosen theme is conditioned by following factors:

O First of all, the tendencies of bookselling business show at the growing demand for special
online book stores, where competitive advantage assortment strategy can be successfully
used.

O Secondly, the situation we face shows that there is an unsatisfied demand for such special
types of online stores.

O Thirdly, the combination of models B2C and B2B in activity of a concrete shop can help it to
become the leader in the market of electronic commerce of Russian books not only in Latvia,
but also in Baltic. The company - the owner of an online store - till now worked only with
retail buyers within the limits of model B2C. But in this firm, there are all preconditions for
development of one more model of electronic commerce, namely, B2B.

O Fourthly, for specialized bookselling store it is necessary to develop its program of
development to change a habit both for retail and wholesale buyers to buy books only in a
bookshop, and to give to them additional opportunities to buy needed books and the

accompanying goods through the Internet-shop.

Thus, the Master Thesis theme has a current importance.

In Master Thesis an actual position is presented - the specialized online bookstore which
exists within the limits of large book-selling firm, which can successfully use various models of
electronic commerce for the development, such as B2C and B2B, this way influencing the
development of a certain bookselling firm.

The object of research is the activity of specialized online book store in 2005 and 2006. .
Proceeding from the urgency of this theme, the purpose of Master Diploma is to develop the plan

of optimization of activity of an existing specialized online bookstore in Latvia
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To achieve this aim, the author has to solve following problems:

1.to conduct the analysis of progress of electronic commerce trends in Latvia

2.to consider the progress of world bookselling trends

3.to analyze the features of bookselling in Latvia

4.to conduct the comparative analysis of shops — direct competitors, paying special attention to
their marketing activity, as to the factor of withholding of permanent clients

5.to consider the basic models of electronic commerce

6.to define principles of efficiency evaluation of online stores

7.to classify the types of model B2C

8.to conduct the analysis of activity of online bookstore in 2005-2006

9.to conduct the efficiency analysis of the online bookstore

10.to make SWOT analysis of online bookstore

11.to develop a plan of organization of brand-community (model of B2C) for the online store
12.to calculate the necessary budget of optimization and define program terms

13.to define basic qualitative and quantitative indexes for the control of efficiency of activity of
shop for the following 2 years

14.to consider the risks of this project

For solving the mentioned tasks, the author was presented the reports of work of the

online bookstore activity in 2005 and 2006.

Basing on the analysis, of the company will be given a model of work for the store for the
following two years and basic qualitative and quantitative indexes will be defined for control of

activity efficiency of the online store.

In the theoretical section of the work the basic models of electronic commerce and their
characteristic features were considered in development of business. The author of work
conducted the estimation of possibilities of application of different models of electronic
commerce for bookselling business. Existent practice of application of different models of
electronic commerce was studied. An important moment was the study of theoretical principles
of estimation of activity efficiency of online stores in work. This allowed creating a theoretical
base for the practical part of research.

In practical research important issues of electronic commerce development in Latvia were
considered, a market of bookselling analysis in Latvia was conducted and his basic progress

trends were exposed within the bilingual state. Activity of competitors was analyzed, especially



their marketing methods on attracting the attention of clients and withholding of
permanent clients. The analysis of activity of online store was conducted, taking into account its
role in the general structure of the enterprise. Basing on this, SWOT analysis was done.

Basing on conducted market research, preferences of users, analysis of activity of online
store, optimization decisions were offered for the activity of online store with the use of models
B2C and B2B to create the largest Russian bookstore in the Baltic and qualitative and
quantitative indexes were certained for the control of activity of shop for the following two

years.

In conclusion practical recommendations were given to the front office of enterprise

about the development of online bookstore.

Following methods were used to solve the tasks: quizzes for internet community, method
of comparative analysis of competitors, SWOT analysis. Modern technologies were used, such

as MS Office and sources of the Internet.



1. Research questions about electronic commerce and bookselling
market

1.1. Business environment on bookselling market.

Business is one of the most perspective directions of the use of modern technologies.
Character of activity of organizations changed a lot as a result of appearance of new network
possibilities. New instruments and networks enable to gain necessary information and the
application systems of the collective use allow geographically related users to work effectively.
At the same time, companies change the structure of information technologies, diffusing the
links outside companies in external networks. Increasing interdependence of the modern world
of economy and necessity in a zero time-division to information generate the necessity of
establishing a connection with suppliers, customers and partners of company in the real time, and
also the presence of gateway connection interface, informative services and plugging in the
global network of Internet. This tendency of realization of major commercial operations through
links is often named «electronic commerce» — and it changes the image of many enterprises at

the market .

1.2 The use of e-commerce in modern business

Electronic Commerce or e-commerce is the trade of products and services by means of
the Internet or other computer networks. E-commerce follows the same basic principles as
traditional commerce that is, buyers and sellers come together to swap commodities for money.
But rather than conducting business in the traditional way in shopping stores or through mail
order catalogs and telephone operators — in e-commerce buyers and sellers transact business

over networked computers. E-commerce offers buyers maximum convenience.

In the most general view electronic commerce can be defined as commercial activity,
using web-sites in the Internet, or as it is determined by Organization of economic collaboration
and development: "All business, meeting in a network, using control the transmission protocol/
Internet protocol (TCP/IP) *".

Most authors, who investigate this theme, agree that electronic commerce is speed,
availability of connection, exchange of goods, services and information with a help of the

Internet.

! Balabanov I. T. Interactive business. — St.Petersburg.: p. 2004 — 205 .

2 SMEs and electronic commerce. Paris: OECD, 1998.



1.3 Difficulties in development of electronic commerce in Latvia and

governmental programs of electronic commerce support

In the middle 90-ties Latvia chose a strategic way of development - a formation of
informative society. Conceptual and practical works began on achieving this purpose. 90-ies of
past century were marked with large changes, possibilities and, the same time, tasks in a political
and economic sphere, such as recovering independence, creation of open market economy, and
integration in the international systems.

Thus exactly the development of IT and of communications, a dramatic growth of
volume of the accumulated information and its universal availability, rise of the general level of
knowledge, became one of determining reasons which resulted in these changes. Strategic
planning of development of country was begun with conducting SWOT analysis of Latvia

(advantages and disadvantages, possibilities and risk factors), fig. 1.1 shows its shortened

Development
A
Advaqtages . . Capabilities
An active region of Baltic sea .
. Integration in EU
Liberal free market economy . .
. . Knowledge-intensive products
High-qualified labor :
. Development of infrastructure
Urge of education The development of middle class
Strong banking sector p
Disadvantages
Weak economic potential Factors of risk
A lack of raw material resources A lack of hasty growth
Shadow economy, bureaucracy A lack of state power
System of education does not prepare A lack of investments
specialists for needed branches
\/
Stagnation

version®. Fig.1.1. Simplified SWOT analysis of nowadays state of Latvia

With the purpose of achieving the level of welfare of society, which corresponds to the

economically developed countries, there was a number of strategic documents developed and

3 Karnitis E. The development of Latvia’s information society: nowadays state and future tasks— Minsk, conference, 2003
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accepted in Latvia, which a realized. The integrated model of development of country for the
next 20-30 years unites and co-ordinates economic, political and a wide spectrum of social tasks.
A model is based on using comparative advantages and possibilities, on localization of
disadvantages and minimization of influence of risk factors.

Most real way of performing of the objectives was a gradual development of informative
society - motivation of society to gain knowledge, increase general level of education, active use
of knowledge, retargeting of national economy from a labor model to a knowledge-intensive
economic model. It was actually begun in the middle of 90-ties; the versatility of its tasks was
stressed in the National program Informatics,” accepted by Cabinet.

Internet environment for the realization of business projects was also used to increase
global competitive ability of the state. For this purpose there was an introduction of the
internationally-concerted rules of the game foreseen, increase of trust between participants, and
also distribution of bargain for all participants.

Fir.1.2. Information infrastructure (for 100 inhabitants), end of 2005 year (on evidence

www.csb.lv)

Stable phone lines 30.6
Digital lines in % form total 68.6%
Mobile phones 254
PCs 10.9
Internet, quantity of hosts 2.7
Internet, amount of users 10.2
TV-sets 89.1
CableTV, amount of subscribers 24.5
Satellite TV 10.1

Basing on data of research completed by Latvian association of the Internet, total
revenues form the granting Internet service annually grow about 40% on average. More and
more people and companies use WWW in their work. Number of the Latvian users grows
constantly and already goes beyond half a million. By the data of central statistic office the
number of citizens who use internet has grown from 24% in 2004 to 47% in 2006.

Unfortunately, progressive changes do not refer to the whole state. Development of
Latvia's regions is not balanced; there are large socio-economic distinctions between them.
Latvia becomes a homocentric country. To complete the task of aligning regions the
implementation of projects of the social-economic program of eLatvia was aimed.

But unfortunately, a great part of measures, planned a by government for development of

electronic commerce, still remains unrealized because of nonfeasance of officials and a lack of

* National Concept on Innovation. - www.lem.gov.lv
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funds. Presently, in Ministry of Economy there are three programs of development of IT; each of
them consists of the same material. Thus the same problems are assigned for different
establishments that remain inactive, because they rely on each other in achieving aims. Almost
the whole the plan of actions of "Conception of electronic commerce" remained unrealized. A
few projects, called to help in work of small and middle enterprises, and also companies-
exporters, were tied up. And with the entry of Latvia in EU this problem was only intensified.
Our businessmen now have to work on one field with competitors from the countries of EU that
would be far easier, if they had a possibility to get specialized information about other countries.
It was assumed that for these aims Latvia will be connected to the project SME Website Baltic
Sea States, but it did not happen. Similarly situation was with the idea about helping the
companies-exporters in search for about possible markets of sale in the Internet.

It is difficult to believe in the words of officials that the basis of a problem is only money.
On preliminary counts, courses for companies-exporters will cost the state in a funny sum - 3
thousand Ls. And problem is not that "these money can not be found", but that the method of
such courses is not properly developed. Similar situation is expected with a project for small and
middle enterprises, although expenses on it make only 20,3 thousands of Ls. One of reasons,
which such “tie-up” of the programs is a fact, that e-commerce includes any type of commercial
activity over the internet, including interstate institutions, between legal and physical bodies and
here is a lot of legislative problems.

In the last year in Latvia the number of people, purchasing goods in the internet, has
multiplied. Such data is cited in research of firm Taylor Nelson Sofres Interactive. In 2003 only
4% Latvian users of the Internet bought anything. It is only 1% more than in 2001. Taking into
account the general quantity of inhabitants of Latvia in age from 15 to 74 years, it is possible to
state, what only 1% population of country took advantage of possibility to accomplish a purchase
over the internet.

One of basic obstacles for users to accomplish the Internet purchase in the real time is
uncertainty about the quality of the bought commodity. This reason was named by a third of the
polled users. A serious obstacle is also and safety of transaction. In this sense situation in Latvia
has a little difference from middle indexes of the world: if in the countries about 30% users on
the whole avoided the Internet to accomplish purchases because they don't want to inform about
the number of their credit card, in Latvia it was only 13%. The third of the polled declared, that
for them it is easier and more interesting to do the shopping in an ordinary shop.

Talking about the question of legal basis of commercial relations in the Internet, it is
necessary to take into account that operating in global Network, a businessman must observe the

norms of international law and intergovernmental conventions, identically operating all over the
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world above all things. In particular, one of most effectively legislative acts operating in the
Internet is ,,Law of observance of copyrights”. Violations of this ,,Law” (for example, use of
visual or text of Web-sites, being an object of copyright, secured to other firms), in the Internet
are stopped considerably quickly and more effectively, than in the ordinary world, and in most

cases end with judicial approvals.

1.4. Principles of evaluation of the efficiency of -electronic
commerce

The processes of development of global of informatively-communications technologies
are very dynamic now and their possibilities for society and economy are only in the beginning
of a wide use. The Internet is a real basis for business, introduction of IT allows heaving up work
of firm on a new level. But the results of rate on new technologies of conduct of business can
bring diametrically different results - from great success to a complete failure. And that is why it
is extraordinarily important to estimate the efficiency of both planned and the already realized
Internet-project. Basing on data of research of a wide-known American portal of www.e-
tailing.com [22], which is specialized on the questions of electronic commerce, exactly the lack
of means of measurement was named by the polled, as one of today's problems of electronic
trade. Analytical instruments for research of purchaser audience were salespeople, who were also
included in lists -. 19 % of participants of review do not known about the indexes of return by
buyers, and 47 % do not know, how many buyers refused from a purchase. 57 % sites which
inculcated a possibility of cross-trade do not have any information about the profit brought by
these possibilities. [24]

In practice it is not so easy to estimate specific gravity of IT in successes or failures of
company. in 1994 information was published, that there is no obvious dependence between
investments in technologies of information and income [13]. As a result a new approach was

offered to estimate the efficiency of IT:

L.On the one hand, it is necessary to calculate the so-called "ownership cost",
maintenance of equipment and software, making the informative system of

company,

Il.and on the other hand, to determine, how far the use of this information system

increases the productivity of labor.

An estimation of efficiency of IT is an instrument, allowing to observe reasonable

balance between charges and productivity.
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Creation of corporate web site or any other use of IT in business is an instrument for the

completion of next tasks [13]:

1)increasing the auditory of clients,

2)rising the level of client service,

3)performing marketing researches,

4)entering new markets,

5)search of new suppliers,

6)decline of costs,

T)creation of a new auction ground as an electronic shop,

8)teaching employees of the company and partners,

9)Increasing the cost of company.

The signs of practical success of usage of IT are the following facts:
Qtarget customer gets as many or even more information about the company, visiting its site,
than he would get at a personal meeting;
Qthe audience of internet source, attributed to the expenses of a project, is comparable with the
audience of special (provided for a certain contingent) off-line MASS-MEDIA, related to the
medium cost of in these MASS-MEDIA;
Qthe amount of orders got over the internet grows, including those which a company would not
get before (for example from other cities and countries);
Qthe amount of partners and clients, preferring an exchange by information over the internet
grows;
L speed of reaction of enterprise on the changes of environment grows;
Qquality of made decisions is improved (or, at least, a confidence about their rightness
increases);
Qevery employee of company realizes: why a company needs an Internet source, and able to
bring in
W the small contribution in its maintenance;
Qevery employee of company understands: why he as the worker of a firm, need the project;
Qit is possible to count the capitalization of the project on its every stage.

It is easier to estimate efficiency of online store which does not have other mechanisms of
sales, except for selling in the internet. Then it is enough to compare expenses and volume of
sales.

For the estimation of efficiency of an online store at mixed on-line and off-line system of

sales it is necessary to use more wide criteria of estimation. Estimation of sales in this case will
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give nothing, as to the present Latvian buyer prefers the traditional methods of purchase. There
can be numerous reasons for this situation:
1.low comfort of Web-site
2.absence of experience of visitors in work with electronic shops, misunderstanding of
online store mechanisms and benefits
3.Inability to "touch" a commodity and to with a salesman personally. That is why books,
music and movies lead in online sales.
4.absence of trust in the electronic means of exchange
5.absence of control after a commodity from the moment of order till the delivery

Having an alternative to the electronic shop, by different estimations, form 50 to 90% of
home visitors of sites use an alternative variant, preferring to walk in a shop, or using phone.
Online stores are used only as an information generator.

Therefore, for the efficiency estimation of an internet project it is necessary to use
facilities of the Internet. In the process of conducting of such analysis it is necessary to select
some major constituents which can influence on efficiency.

L.Efficiency of application of web-server in the system of electronic trade.
The task of application of web-server in the system of electronic trade can include a wide range
of questions. Therefore for the estimation of different aspects of realization of web-server it is
necessary to make layout of parameters of efficiency. This layout has to provide a possibility to
conduct an estimation and in accordance with it to take necessary measures on adjustment,
development and perfection of the realized system of electronic trade. In accordance with it, it is

possible to select the following groups of parameters:

Fig.1.3. Parameters of efficiency of a web-server’

Parameters Characteristics

Economic Economic parameters include the estimation of economic efficiency of
a chosen variant of construction of electronic commerce system on the
basis of web-server in the Internet.

Organization Organization parameters are determined by the degree of integration of
new informative system with the existent system and degree of
integration of the new informative system with existent activity of
enterprise.

Marketing In this case marketing parameters are parameters that reflect the

> Deynekin T.V.., A complex method of efficiency estimation of Internet advertisements in establishments —
Marketing in Russia and abroad. Ne2 / 2004

15




efficiency of conducting of the marketing program of realization and
advancement of web-server in the Internet and characterizing the
efficiency of web-marketing instrument use.

Economic efficiency (E) of chosen variant of modeling a system of electronic commerce,
basing on web-sever in the Interne, must be defined as attitude of result (Ep), towards the

expenses of its development (Es):
E=En/Es.
Total expenses are
E; = K + G5, where
K - total capital investments on planning of the system, on acquisition of necessary parts
and its realization;
C5 — exploitation expenses.

In the case of time difference of capital and annual costs, capital costs must be resulted to

one (to the first or last) year of exploitation on the formula of compound interests:
Ke=K/ (1 +i)t, where

K - resulted capital costs, Ls.;

i - Efficiency or minimum profit which can be guaranteed for an investor, or a coefficient
of capital investment discount (Ls per year)/Ls);

t - Period of time, after which capital costs will be made; K, years.

A result, got due to functioning of the system, is defined as follows:

En = Ce(t) - K¢, where
Cc(t) - effect due to the decline of expenses for t as a result of application of the new

system of electronic trade on the basis of web-server.
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Thus, for determination of economic efficiency it is necessary to define the principal items of
expenses and cutting of costs due to the use of the system of electronic trade on the basis of web-
server.

The sources of expenses can be divided in the following way:

The sources of economy depend on executable functions of web-server. When using

—

Single capital costs:
investments in primary analysis and
planning;
cost of necessary equipment - web-
server;
cost of software;
investment in organization of
communication lines and needed
equipment, cost of auxiliary equipment,
for example, of hardware for the update
of information on a web-server, its
design or for implementation of
functions on providing capacity of web-
server;

Investments in preparation and
retraining of stuff, in case some
functions on providing capacity of web-
server are provided by internal

Exploitation costs:

wages of personnel;

charges on auxiliary materials;
payments for the domain name;

rent for communication channels;
payment to the provider of services for
the access to the web-server from the
Internet, for the place on an own server
or for maintenance of web-server of
enterprise in case of placing it by
provider;

depreciation;

additional expenses in the case of
attracting other firms for development
of server, his design, executed
functions;

expenses on conducted publicity
campaigns and so on.

resources.

electronic communications in place of traditional, expenses on the printing, faxing and
telephone decrease. Due to a grant of necessary information, pre-selling and post-selling
support of users is provided; when organizing a virtual shop, a traditional shop is not needed
and, accordingly expenses on him, too. In case of the use of channels of the Internet for
distribution of informative products, there is no a necessity in the traditional channels of
distribution. It is thus necessary to take into account that introduction and the use of web-server
are an iterative task. In addition, it is necessary to take into account that, except for the decline
of expenses, the presence of firm in the Internet by means of web-server can bring profit due to
the rise of image of trade mark of company, advancement of commodities of firm, attracting
new users, addition of new channel of distribution of products, improvement of service of

current and potential users.
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The estimation of organization aspects characterizes integration of new methods of

construction of activity of enterprise in the existent structure of enterprise. The parameter of
integration with the existent informative system (IIHM) characterizes the degree of combination

of implementation of different functions of new and existent informative structures and

determined as follows:
IIN = P/ PO *100%, where
P - amount of functions, executed both by existent and new information system;

PO - total amount of functions which can be combined by existing and new information
the systems.

As an example of executed functions it is possible to bring a conduct of databases,
combination of which can shorten the number of the necessary operations under the input of
information and increase the efficiency of activity of enterprise.

The second parameter of this group is characterized by integration of the new system
with existent activity of enterprise. This parameter (PQ) determined as a relation of number of
functions, supported by the system of electronic trade of enterprise on basis of the Internet
(PH), towards the total of functions reflecting the activity of the enterprise (PO).

Marketing parameters characterize efficiency of conducting of the marketing program
and advancement of web-server in an environment of the Internet and determine efficiency of
the use of web-marketing instruments. The analysis of information got from a log-files of web-
server and/or application of cookie-files lies in their basis. These data sources with higher
efficiency can be used for the analysis of their change for a certain time domain and to serve as
a criterion adjustment of all plans of realization and advancement of a web-server, and also for
the revision of the conducted measures within the developed marketing program of
advancement of server.

There can be several criteria of web-server efficiency.

O Different server enter efficiency (IIMCT 1). This index is characterized by efficiency

of the use of different sources of attracting visitors on a server. Defined as a attitude of

visitors, taking advantage of this source (SHMCT i), towards the total of server
appointers (SO):
IMUCT i = SUCT i/ SO.

O Evaluation of footfall of pages of the web-server (IICTP 1), that describes the

popularity of web server pages. Is defined for every page as attitude of page attends

(SCTP 1) toward the total amount of server attends (SO):
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store:

ICTP i = SCTP i/ SO.

O Banner advertisement efficiency (KKb1), which determines efficiency of every banner.
By this index it is possible to conduct comparison of banners, setting the ways of their
perfection. Efficiency of the banner advertising depends on the number of visitors which,
due to advertising, took advantage of banner-reference and passed to the web-server of

firm. Determined as an attitude of number of visitors of page which a banner is placed on
(Sbi), towards the number of visitors who used it (SOI):

Kbi = Sbi / SOi .
O Efficiency of transforming web-server visitors into clients (IIIITP) (for the case of an

online store on the server) Defined as percentage between visitors and those who passed
to purchasing goods (STITP), and total number of server visitors (S):
IITP = STITP /S - 100 % .

O Amount of the repeated apartments (KII). This index characterizes implementation of
the second basic function of web-marketing after the primary attraction of visitors on a
server, namely achieving the maximal number of the repeated visits of server. Determined

as an average, equal to the relation of total amount of visits of server (SO) to the number
of its visitors (S):
KII =SO/S.

O As a construction of the marketing system is a dynamic process, one of important
questions of efficiency estimation is an account of feed-backs, allowing taking necessary
measures on adjustment of accepted marks and conducted measures, and also on further
development and perfection of server on the basis of reception and analysis of efficiency
parameters. Offered approach to the estimation of efficiency of application of IT is not
synonymous, but can be fully used for determination of efficiency of introduction of the
system of virtual trade.

Experts select the following factors which can reduce the results of activity of an online

M Low comfort of the shop. It can be indicated by questions of visitors in forums or service

of technical support about the way how to do buy anything. The simplest method of

increasing of comfort is corridor usability-testing, when developers ask a man who does not

relate to the shop, to do the shopping, and watch the process without interfering

M a lack of information about advantage of this online store
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M oOrder delay. A term between an acquaintance with a product and accomplishing of
purchase can be different - from one day to a few months. Therefore it makes sense to count

not only the amount of purchases but also adding to favorites, and repeated visits.

2. Research of book markets and its tendencies.

Nowadays e-commerce has become an essential part of business for the companies whois
main goal is cutting costs and increasing sales, and bookselling comapnies is not exception. Most
of the leading companies in this segment either have allready gone on-line or are planing to do
so. The advantages of going online for booksellers are obvious. For the bookselling company, in
comparisson to other businesses, selling books is much easier than selling goods that are
specially designed (clothing, furniture etc.) In the meantime online book buyer gets the exact
description of a book on the website and is confident about what he is buying. Which help to
prevent from returns. It is much more complicated both for buyer and seller to proceed
operations with return of goods if the purchase was made via internet. It this sense bookselling

via internet is favourable than selling clothes for instance.

2.1 Development tendencies of worldwide bookselling market and the

development of bookselling electronic commerce

The vast majority of developed states have a wide dynamic publishing system. More than
70% of world's printing products are produced only by 20 countries. What is today's bookselling
market? In the middle of 1990th the world turn of book market was estimated at 80 bln. of
dollars. World book market today is no a simple mechanical conglomerate of national markets,
between which the connections of foreign trades are made as an import and export of print
products, sale of copyrights, licenses to the translated editions etc. Globalization of industry
shows up in direct expansion of transnational business concerns. It refers, first of all, to German
business concerns «Bertelsmann» or «Holzbrink», which occupy dominant position at the
markets of books of many countries of the world.

Basing on the information, published in magazine "Publishers Weekly" (THE USA), it is
stressed that the system of book distribution USA experiences a period of active reorganization,
affecting all intermediates of chain a "book - publisher - distributor - buyer". Growth of level of
competition from the side of other channels of book distribution forces booksellers to modernize
the activity (computerization of commodity checkup systems, online order, opening of
supermarkets). Retail supermarkets of bookselling chains conquered stable positions not only in

capitals but also in smaller towns that is confirmed by the growth of their activity indicators,
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starting from 1992. However, the process of reorganization in bookselling does run without
difficulties and results in financial losses. Changes, that took place in book distribution in USA,
hold far reaching consequences - now the stake of independent booksellers at the book market of
the USA continues to decrease; information given by researches testify that the number of copies
of books, realized in these shops, decreased from 21,4% in 1994 to 19,5% in 1995. Together with
this, the stake of bookselling chains grew accordingly from 24,6 to 26,2%. In total in retail
bookselling outlets, including bookselling chains and independent bookstores, 46% of all books
realized in the USA were purchased, and this trend is up to increase. According to some
prognoses, to 2005 total amount of supermarkets of American bookselling outlet chains will
reach 2000, including 600 shops, included in the basic (national) bookselling outlet chains, 600
supermarkets of regional bookselling chains and 800 independent supermarkets. Thus,
reorganization and restructuring will be conducted with the purpose of association under the
same roof of all informative and educational facilities on any transmitting devices. This necessity
is caused by active development of electronic information facilities, and only similar integration
of assortment will allow booksellers to compete on the market successfully. In addition, to 2005
5-10% of all commercial editions of books realized in the USA will be acquired through
electronic bookstores.

In world bookselling, there are two opposite and complementary tendencies, which are
aimed at direct offer of a maximal choice of books. The first way is expansion of direct access to
the enormous assortment due to multiplying the areas of selling and perfection of service in large
shops. By the summer of 2005 magazine "Book business" appealed to the booksellers from the
different cities of Russia with a request to specify, on what buyers are mainly oriented when
offered books in their shops. In 95% only two of the 5 offered were marked, namely, modern
Russian buyers are oriented on the fame of book (soap opera, advertising, buzz marketing) and
on the concrete series of books or genre (for fans). Of course, sometimes buyers consider it
necessary to listen to recommendations of salesman (or to pay attention to the posters in shops),
but this is not the main aspect.

Basing on this quiz and world's bookstore experience, the distributors of books of the
whole world offer the following two types of services for the improvement of service:

O Information

O Communication

Informative services are related to the development of network the Internet and with the
use of common and professional magazines, advertising on television. And such services are
really popular. On-line shops present individual services, that a traditional bookselling can not

offer; is a possibility to familiarize with the professional reviews of book and with the opinions
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of other buyers; information about which editions were purchased; individual recommendations
taking into account former purchases; completing personal «packages» with a big discount;
possibility to purchase a novelty at second hand, that is 2-3 times cheaper (an important factor
with the high cost of the first editions). The largest electronic bookstore in the Internet is
Amazon.com and the substantial problem of trading books was solved by its specialists - now
you can look through the editions, being sold on "Amazon". On the site of shop there is an
additional service (Look Inside the Book). In this section fragments are published (a few pages
from different parts), general view of cover (view from behind and at the front) and covers
(where the picture of author, his short biography, advertisements of other books and reviews are
usually printed). This service was presented "in response to the numerous requests of visitors of
shop".

On the other hand, world's experience shows that much more popular are
communications services: telephone and verbal references, and also system of pointers, guide-
books, etc. Quizzes approve, that more than 50% of buyers prefer to gain information about a
book directly in the shop. For them there a visit of bookstore is one of the forms of leisure.
Therefore the role of salesman-consultant is service, the support of communication connections
with buyers, «friendly interface» salesman-buyer, has a priority value.

In the USA, according to the researches of Point of Purchase Advertising Institute
(POPAI), over 64% of decisions about a purchase are made directly in the places of sale. In
European shops this index varies from 40 to 50%, in Russia — 35.2%. One of the last researches
in bookselling, exposed, that one of key requirements to the bookstore from buyers is a "breadth
of assortment". This is the reason for many booksellers to realize exactly assortment strategy.
Realization of assortment strategy allows assuming that the specialized online bookstores have a

future.

2.2. Bookselling market overview in Latvia

Basing on calculations done by experts, the turnover of book market in Latvia varies from
9 million EUR to 18 million EUR per year. In Latvia, there are three times more publishing
houses per capita than in Germany, and there are three times less bookstores.

There is a very interesting book market in Latvia. It has two bright trends:
1)Bookstores are divided into "Russian" and "Latvian". Latvian publishing house can not
overcome total range of books, printed in Russia and in the West. In addition, due to a small
audience and small circulation, the prime price of book (where printing-house service, fees for
the authors and translators are included) in Latvian publishing houses turns out to be some times

higher, than in Russia. That is why Russian readers are in a more comfortable position.
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2)Other tendency is that Latvian reader (bilingual) has a soviet education mainly. In Latvia

authors, having great success in the West, do not quite pass sometimes.

Basing on the data of Ministry of culture, in 2003 in Latvia 2605 editions was published. From
them 706 are translations from different foreign languages, namely translations into Latvian -
592 (23%), translations into other languages - 114 (4%), original literature of Latvia — 1501
(58%), original literature in other languages - 361 (14%), dictionaries — 37 (1%).

In 2004 in Latvia 2591 books were published with a total print of 4881, 9 thousands of
copies. From them: in Latvian - 2145 books with total print of 4363, 8 thousands of copies, in
Russian - 163 books with total print of 208,7 thousands of copies.

Basing on this data is evident, that the amount of books published in Latvian exceeds the
amount of literature published in Russian. Of course, it does not mean that less people read
books in Russian - simply for local authors, writing in Russian, it is difficult the find market of
sales of their books. Russian exporters bring cheaper books here, which will still cost cheaper
than the similar Latvian books. The proprietors of large local bookstores (Gora, Janus, Polaris,
Valters un Rapa, Jana Roze) rather sell Russian books which are not always of a better in quality
than Latvian, but more popular and cheap. This will logically bring more profit.

Latvia's thematic leader is fiction (and here, first of all, detectives, modern Russian and
foreign prose), business literature (economy, law, marketing, management, bookkeeping) and
educational literature for schools. In ratings of sales the first place is taken by books in the hard
cover of standard format 84x108/32 that is explained by a primary orientation on the similar
format of publishers and polygraphists. The price rating is set by the subject of book and its
special purpose: the highest ranges of prices are referring to art albums and gift editions, lower
ranges — «pocket-books». Demand is not satisfied on separate positions on scientific, educational
and reference literature. Especially it takes place on narrow specializations and disciplines, on
separate objects, books on which are required in the small circulation, which dictates their high
retail price. There are not enough books on an actual modern subject in fiction. Most of all it is
related to the absence of sufficient number of authors and low fees of authors. In addition, at
high growth of number of the translated editions, modern literary process, except for ten or
hundred of the authors of the developed countries abroad, are still poorly presented. Fiction,
according to the names and even to the circulation occupies about 15-20 percents of market, in
spite of a fact that these are the highest circulations..

Basing on a book market analysis in Latvia, it is possible to select the following progress
trends:

1)Language division of readers
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2)Literary brands are sold in a better way, than books of unknown authors or books ot unknown
publishing houses
3)Latvian publishing houses passed to the system of the thematic planning and pricing, following
profitability of every edition;
4)Latvian publishing houses combine an own network and distributions through independent
wholesale enterprises, because an own network allows to develop sales and watch them, large
retail network — to conduct large-scale marketing measures, and an independent shop helps to
attract attention of buyer to a certain book.
5)Further growth of middle price of books is needed for market development,
6)A book market became more differentiated and offers literature for any demand - from most
modest to refined;
7)With introduction of new law on VAT, publishing houses and bookselling got the favorable
mode of development; many books have a rate of VAT 0%, and bookselling is assessed the rate
of VAT 5%;
8)Low solvency of population, especially in the regions of Latvia, restrains market development
9)Passing to the highly assortment form of organization of bookselling is restrained due to a lack
of additional capitals
10)The structure of reading evolves in behalf on the pragmatic reading in the last years. For this
reason the demand on educational and educational literature continues to grow, the increase of
level of formation of population and requirements of markets to professional qualification of the
stuff are obvious.

The following bookselling retail forms are presented in Latvia
O Department (specialized) book store (till 300 sq.m) with an assortment the 5-10 thousand
names;
Book supermarket (1000 — 2000 sq.m)
Chain bookstores
Bookstalls, markets

Online bookstore

Catalogue bookselling;

O0O0O0OaoOoaQ

Sections of books in the galleries of mall (hypermarkets) etc.
For the Latvian book market also development of world tendencies is characteristic, namely
the use, along with the traditional charts of trade, new IT, in particular, Internet. In Latvia in

2004 there were about 13 specialized electronic bookstores and sections in large online stores.
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Analyzing the conducted analysis, it is possible to estimate Latvian book market as in a
civilized economic space. State of deficit of demand and supply and unequal terms of access to
world riches of books are considered as potential, undeveloped resource. Realization of this
resource requires investments in development of infrastructure which would engulf territory of
entire country and provide its integration in the European and world book market.

At the Latvian book market all types of formats of bookselling are presented — wholesale
and retail, large shops and bookstalls. Books can be purchased both in the specialized bookstores
and in hypermarkets. Bookstores are presented both in the capital and in all large towns. In the
capital bookstores are disposed as separate outlets and leased trading places in shopping centers
(Domina, Mols and Origo). Thus shops, specializing on Russian books, get along with shops of
Latvian books under the same roof. For large Latvian publishing houses the presence of own
nominal shops is characteristic.

Latvian bookselling firms can be subdivided into the following categories:

O Firms that specialize on the educational literature in a state language. Combine both
publishing and retail trade. Besides textbooks, their basic sale happens in August and
September (time of a writing season) they sell fiction, the art and specialized literature. Work
with local authors translate of Russian and foreign authors.

Jumava, Zvaigzne, Rapa, Lielvards, “L-gramata”

O Firms, engaged in a wholesale and also retail business, selling Russian books in Riga and in
the regions of Latvia. Their basic specialization is books in Russian language, in regional
shops Latvian literature is sold, but Russian books prevail.

Janus

O Firms, distributing books in Latvian and foreign languages and some - in Russian. A basic
orientation is a retail selling of Latvian books; shops are in the center of city, in large
shopping centers.

“Jana Rozes gramatnica”, “Valters un Rapa”, «Reriha gramatnica”
O Firms, specializing on a retail business of selling books in Russian language. Have some
retail or separate shops.
Polaris,
O Firms, having clear specialization on the assortment of books
Intelektuala gramatnica, Reriha gramatnica

The shop of firm Janus “Gora” is oriented mainly on the Russian audience, although there
is Latvian public beyond the clients.

The basic competitors for the shop GORA are the shops of firms, specializing on selling

books in Russian language (Polaris and Intelektuala gramata), and also already less dangerous, as
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a percent of the Russian books is considerably less than Latvian books (“Japa Rozes
gramatnica”,, “Valters un Rapa”,«Reriha gramatnica”).

On the basis of comparative analysis, the author of diploma drew the following
conclusions about the competitive advantages of the largest bookstores in Riga, selling Russian
books.
1.All shops are advantageously located except for “Gora”, and “AST”. Despite of being in the
centre of the town, is still difficult to find shop “Gora”. It is situated far away from the active
center, as a rule, customers don't come there by chance. The shop of publishing house “AST” is
disposed Krasta street (next to Lido), that limits free access of buyers without a car, basic buyers
are local habitants and visitors of Lido. The other shops are in a more advantageous position:
Reriha gramatnica, Jana Rozes gramatnica, Polaris and Intelektuala gramata — in the center of
city, Valters un Rapa in the center of the Old city, shops of Polaris — in shopping malls Mols,
Alfa.
2.The price policy of the examined shops is also different. The standard of prices was checked up
by random, choosing samples of different books of these shops and collated with the costs of
shop of Gora. The lowest prices are in Gora, Intelektuala gramata and shop of Reriha
gramatnica. Costs of Polaris and AST are above the average level, but not the highest, as for
example in the shop of Valters un Rapa and Jana Rozes gramatnica.
3.Comparing an assortment is more difficult, because, for example, shops Gora, Polaris and AST
bring literature of different directions, but Polaris is not engaged in selling "pocket books"
(cheap analogues of books in the hard cover of pocket format). Specialization of Reriha
grematnica is esoteric literature, also philosophy and psychology. The sparkle of shop
Intelektuala gramata is business literature (economy, management, marketing, PR, right,
dictionaries), not quite commercial orientation of assortment, the name of shop speaks for itself;
it is possible to order rare books here, more old years editions which are often hard to find
anywhere, except for library. It is hard to compare the assortment of shops Valters un Rapa and
Jana Rozes gramatnica with shops of Russian books, not bad considering a fact that they all
present all subjects and «leaders of sales» of book market.
4.All shops try to conquer the loyalty of user, it is not enough simply to sell a commodity,
additional benefits and services are needed to retain buyer and to attract a definite group of
regular costumers to the shop. Shop introduces different additional services: cards of discounts
for regular customers, gift cards and other ways of attracting customers. Certainly, similar
services are accessible to far not all shops; mainly large shops do this king of things. Not so a
long ago bookselling began to develop over the internet, when large bookstores create online

stores, where it is possible to order, check or purchase an interesting book online. Firm Janus has
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an online store and a great part of assortment of shop Gora is presented there (except for books
in a soft cover and "pocket" — books. Jana Rozes gramatnica also has an online store.
5.Under merchandizing in this case the location of commodity in a shop is implied. In some
bookstores books are located as in a library, one to one, by a rib to the buyer (Reriha gramatnica,
Intelektuala gramata, Valters un Rapa). Such layout hampers the process of viewing and choice
of book considerably, books quickly fray and must be written down. It is not a special strategy,
but done because of the shortage of place. In shops with the special shelving of books, books are
disposed with a cover to the buyer, the large ones are packed in plastics, that prevents falling and
spoilage of books and also stimulates best sales. (Gora, Polaris, Jana Rozes gramatnica).
Bookshelves, as a rule, are disposed from the floor, naturally it is necessary to move books
periodically to make them visible for the customer.
6.In the developed world the basic part of profit brought by the virtual shops comes due to
realization of books, CD, DVD and other Medias. In Latvia, according to the director of la.lv
Marek Zuyka, the situation following: "Large part of online customers (80%) — under the age of
30. And these people read books quite little. They use the resources of the www to search for
music, videos and different plays"37. Pirate market won't allow purchasing the competitiveness
of legal products soon. Besides, the cost of delivery at the relatively small cost of similar
commodity can simply to block it. Therefore mainly books and musical records in Network are
offered in the specialized sites: musicshop.lv, platformacd.lv, janus.lv, jr.lv, amizante.lv.
All large bookselling networks use the following marketing and publicity motions:
O In all large periodic editions the annotations of new books are placed with an information
about who announced this book
O On the portal www.delfi.lv bookselling firm Polaris places a detailed annotation of one book
every day, at the bottom of this information a price is shown and the information is given
where it is possible to purchase this book. Janus for this purpose uses the portal
www.tvnet.lv, where this book can be purchased in an online store.
O Tops sold books and novelties are published in magazines. (for example, in a magazine
"JIrobmro" the top of the sold books of Polaris is published, and Janus publishes the top of the
sold books for kids in the same edition).
Participating in an annual book fair in Kipsala.
All shops present programs for regular customers.

Conducting of

OO o000

Meetings with authors and presentations of new books.
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2.3. Implementation of E-commerce with regards to different models.

In the middle of 90th in many researches it was registered: practically all forms of organization
of on-line enterprise, in fact, were copied from those, that are used in the off-line world. Trade
history counts a few millenniums, and, as analysts specified, even the use of the newest
technologies is incapable to make any noticeable alterations in relations between a salesman and
buyer. It is now accepted to consider similar assertions inexact. Electronic commerce generated
quite unique operating models, corporate strategies and methods of running business, and it
radically changed the attitude of managers towards IT and their role in the decision of tasks
which companies face in the conditions of «<new economy».

The model of electronic commerce can be classified by the following criteria:

By the type of presentation of goods

O Company's electronic representative mainly serves for distribution of information materials
about a firm and its services in Network. Thus there is no integration with internal business
processes of company

O An electronic catalogue is a demonstration of goods and services which can be purchased on
other traditional channels. B2B model works well in branches, where a supplier is known, prices
and queries are predictable and do not change a lot.

O Electronic shop includes a catalogue, navigation system, system of processing orders and
payments, granting information about passing an order, delivery. In full-service online store an
integration of SOFTWARE is obligatory, that will provide internal business processes (back
office) with the show-case of the shop.

O Electronic department store (shopping street) - online stores in shopping street are let on hire,
that is cheaper than creation of your own online store.

O Electronic auction is an analogue of classic auction with the use of IT. In the sector of B2B the
work of auctions is the best where is a non-standard or used equipment or services, which are
variously appreciated by salespeople and clients.

O Electronic exchange organizes the temporal contacts between suppliers and users. Participants
contact in real time, bargain, and get information about market prices. Exchanges are most
effective where prices and queries are flexible.

OProviding of informative and consulting services- MASS-MEDIA, informative, public
accountants, publicities, marketing companies, network agencies of the selection of personnel.

O Technological support of business is the pay systems, developers of software for electronic
commerce, internet providers.
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O Outsourcing is a grant of electronic business proceeding by a third-party or a mediator. A
customer can confer powers on solving of certain complex of problems to the third-party

specialist (Application Service Providers, ASP).
By the type of consumer

A) Model B2B (business — to — business) presents fully automatic cooperation of firms or

organizations in business process.

Center

Drw.2.1. B2B model scheme

Inter-corporation electronic commerce B2B centers are mire like double-side exchange between

sellers and buyers, what creates advantage for the both of the sides.

B) Model B2C (business — to — consumer) is used by a firm to sell its production and/or

directly to final users.

Center

Drw.2.2. B2C model scheme
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B2C model allows to even the distinctions in access to goods and services between users,
on condition of solving the problem of access in the Internet and possibilities of payment. But
from other side, an auction ground of B2C (online store) is one-sided communication which
gives a salesman more advantages than a buyer.

On the whole, in beginning of 2004 the volume of world market of electronic commerce in
the sector of B2C was measured by milliards of dollars, which is approximately two orders
lower, than volume of market of sector of B2B. The value of B2C system increases linearly with
the number of users, while in inter-company trade of B2B it grows as a square of growth of
number of users.

There is a big difference between models B2B and B2C. Unlike B2C, at the use of model
of B2B operations are carried out with the wide spectrum of contractors (banks, suppliers and
other). It means that any subcontractor of enterprise has a possibility to look over the current
necessities of enterprise in needed production or services and react immediately on formed
request. Thus, he can plan delivery, determine terms and methods of delivery, prepare bills, etc.
thus all necessary information must be entered in the system of control of the resources of this
enterprise.

Enter of electronic commerce in accordance with the model B2C implies the use of
commercial operations (purchase, sale, payment and other) through the internet, while electronic
commerce in accordance with the model of B2B includes wider spectrum of technological
decisions.

Three peculiarities of B2C model must be mentioned.
1)The first lies in a fact that often a salesman runs business not with the help of an automatic
system, integrated with Internet interface (network of compatible communications and signals by
means of which the computer system devices unite and provide the exchange of information
between the executive devices of the automatic system or between a man and machine), and by
hand, through the managers, and the vast majority of online stores in Latvia are basing on this
scheme.
2)Second one lies in a fact that for this model it does not matter, who is served - a physical
person or a legal body. That is the reason why the vast majority of online stores easily get
through with service task of private and legal bodies.
3)The third feature is related to the process of the electronic commerce proceeded in this model.
The point is that not always a process, related to entrepreneurial activity, is really ruled by the
control system and as a result it is representing a very chaotic set of actions of managers of the
enterprise. One manager operates under one chart, other — on other, so it is hard to automate all

activities [21].

30



The kernel of electronic commerce is IT. Investments in this new technology family as a
percent of a GDP vary in different countries. So, for example, Japan invests only 2 % of GDP in
IT, 3 % in Great Britain and Australia and 4 % in the USA.

Globalization and electronic commerce provide new competitive advantages for big,
medium and small firms that investigate new forms of running business. A research that was
carried by international business specialists of the USA and Canada, dealing with
internationalization of medium and small enterprises® activity, allowed choosing a model that
describes the use of electronic commerce in small and medium firm activity (SM). They
combined the results of social research of 12 Canadian firms representing the branches of

tourism, hostel business and high technologies.

Factors of Strong International network
business characteristics use
Market changes Possibilities of firm
-technical
-cultural .
-sizes Prepared resources:
-functionally
Business-relations p| prepared information
-distribution network .
channels - cultural adaptation
Manufacturing use of forms B2C or
norms B2B

Drw.2.3. A model of use of electronic commerce

Research allowed selecting two groups of factors which define the necessity of the use of
electronic commerce in the activity process of middle and small enterprises:
O factors of business environment
O Strong characteristics of firm.
As the research showed, tourism and rest business is more traditional and steady in the
form of B2C (business - user), while hi-tech organizations use B2B mainly (business - business)

Strong factors, determining possibility and necessity of the use by electronic commerce

firms, are as follows:
O computer competence

O cultural erudition

% Tiessen J. H., Wright R. W., Turner I. A model of e-commerce use by internationalizing SMEs // Journal of
International Management. 2001. V. 7. 1. 3. P. 211-233.
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a size of the company

The choice of making contact with final user through mediators, using the method of
direct selling or business relation form.

On the whole, an important question faces producers and retail salespeople - how to
transform the existent channels of distribution, to satisfy clients most effectively at minimum
current costs. For achieving these aims the programs of class of CRM are used.

As the experts state, nowadays systems of individual service, applied in electronic
commerce, do not equal the hopes. The point is that many I generation CMR- programs use a
primitive tool and far a not complete information about clients. In addition, as specialists
consider, in the centers of electronic commerce individual service is often organized without
taking into account the real demands of an on-line user. Till now, basic stake of software for
individual service, used in electronic business, is divided between two categories of products:
1.Program packages on the base of rules. These programs can prepare individual pages and pick
up information about goods, basing on the rules of business, connected with information about
the demands of user, which he reported about himself, or with that, which was received on the
basis of analysis of his conduct in Network.
2.Systems of group filtration. At working out recommendations these systems take into account
what product is purchased by a buyer, and line up analogies with the preferences of other clients,
purchasing the same product. Suggestions are conformed to specific information which user
searches for in on-line news.

Both these technologies, in the way they are realized in most electronic commerce centers,
possess in a number of disadvantages. Generally, they forecast interests of clients on the basis of
very scanty information, frequently obtained as a result of analysis of client movement from
page to page and complemented by the information that he reported about himself. But, as
specialists consider, roaming of visitor in a shop can be interpreted in a wrong way, but to
convince a user to tell about itself not so easy. Filling forms on Web-centers is not a pleasurable
activity for everyone, but those, who agree to do it, suppose to get something in exchange.
Taking it into account, many electronic business companies parlay on tools and those
technologies which less depend on questioning of clients.

In one of such systems, let out by Strategic Data corporation, information about buyer
movements in a shop and information which he reports about himself, is completed by
demographic information, connected to his zip code.

Another approach gains more popularity nowadays -“situation commerce”. This tool allows
binding goods and services of many on-line retail shops to the news published in a network. Dan

Jaynal, a marketing consultant, specifies one more dignity of «situation commercey.... Helping to
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put right individual service, it frees users from things that can be considered as intruding in the
personal life: control after moving in a virtual shop, creation of types and so on.

Many leaders of electronic business hope that similar technologies will help to do
individual service more address-like. Nevertheless front office of leading Web-shops, including
BarnesandNoble.com and Dell Computer, perform their development very carefully. Firms fear
that a badly organized individual service will scare away passive buyers. Considerable part of
modern technologies, as the representatives of both electronic companies assert, limits freedom
of buyer's choice. When each next Web-page is generated on the basis of incomplete information
about client’s profile or taking into account his previous visits, the assortment of the offered
products is perforce decreasing.

Passing to the new level of individualization of service, the company of electronic
business must define, which part of information can be gained from buyers and how many
facilities will have to be inlaid in an analysis and design of their conduct on the basis of own
experience. As specialists stress, it is necessary to put control after its efficiency. As it has been
evaluated by Selland from The Yankee Group, today few people try to define, how the increase
of profits of company is related to individualization of service of buyers. But putting right feed-
back in the real time, firms would operatively correct on-line marketing campaigns. “The vast
majority virtual shops simply develop such system, and then begin to guess, if it works or not ,
— Selland says. One of pleasant exceptions here is Dell. From the very beginning of realization
of project of individual service of customers the firm set quantitative estimation of its efficiency.
It was used, in particular, in the first system of retail business by e-mail, when regular customers,
unlike novices, were offered a specially formed range of goods. According to Lloyd, if before
differentiation of offers an amount of answers on them was 3, 5—4%, after introduction of the
system it grew to 9-11%. Dell calculates also, how many times a client visits a Web-knot, before
purchasing anything. Basing on the system of individual service, a firm wants to make the shop
more comfortable for buyers, that those could purchase a necessary product as quickly as
possible. And a company has criteria of comparison: today, as Lloyd marks, to buy anything, a
client visits a knot at least five times, and even more.

Experts stress, that main issue for many electronic shops is to control the efficiency of

service, not paying too much attention to external effects.

2.4. Peculiarities of different models of electronic commerce B2C

One of founders of Amazon.com Jeff Bezos said «We can sell everything, except for a
concrete!» and it became the original motto of electronic commerce and formula of success of

virtual auction firm.
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Basing on the type of user, models of electronic commerce it is possible to divide into
those, which are aimed at an eventual user (B2C) and on those which are oriented on business
partners(B2B). Modern B2C of business models differ by possibility of personal setting of
parameters of the realized commodities/services, or presence of specific branch features. To

these models refer:

1. Presently business model of Internet Company, first used by Amazon.com, considered one of
two most typical forms of co-operation of salespeople and buyers in the segment of B2C. In
the classic models of B2C the primary purpose of merchant is realization of the prepared set
of commodities/services, presented in static (fixed) catalogues on the Web-site of firm.

Strategy of network shop consists of taking basic advantages of market of electronic
commerce (low prices, flexible terms of payment) for the sale of standard goods or services to
the mass user. Thus buyers can not affect price and produce the wishes in relation to
configuration, sizes or other parameters of the acquired products.

Tab.2.1. Classical form of model B2C

Buyer Message exchange Seller Payment
Chooses a Organizes a virtual shop and

web-site of a creates a shop-window

seller

After choosing goods a
potential buyer sends an
order to a salesman

Checks the presence of Information
commodity on supplier's stock | about pay card is
room and executes delivery given

(with information about a
customer and form of
payment)

A salesman sends a client Money is sent
order confirmation

Executes an order (delivery)

Receives When delivered,

ordered paid by bank

commodities cheque or real
cash

This model is based on electronic mediation of virtual auction point between the
producers/distributors of commodities and clients of retails. Obviously, that primary success of
Amazon.com based on two key factors: low prices and delivery. More attractive descriptions of
suggestion were explained by absence of expenses on purchasing/rent, maintenance and
equipment of apartments for stock rooms and by the low level of personnel charge, and also by

availability of suppliers (what provided an available level of transporting expenses).
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This business model has a basic disadvantage: being easy to make, it does not provide

strategic competitive advantages. Therefore companies appearing in the web, using the model of
Amazon.com, face the problem of high risk business; there is a high probability of bankrupting
for them.
2. The second typical model for B2C is organization of Internet-subdivision of off-line of trade-
service firm. The chart of co-operation between a salesman and buyer in this case does not differ
from resulted in tab. 2.1. The only difference is that an on-line shop checks the presence of
commodity on own stock room, instead of suppliers stock room, and consequently, does not
depend on his honesty. Such model better than the first, if the associated company disposes well
known buyers by a trade mark and, accordingly, uses Network as an additional channel of
realization of commodities/services.

This model can not be easily copied by competitors, as previous, as for success
competitors need strong brands of trades. However it has a serious drawback. Development of
new direction does not always result in total growth of number of buyers and business turnover
on the whole. Frequently there is so-called «cannibalization» of sale markets; a virtual shop
begins to compete with the «physical» colleagues and increase the turnover due to them. In
addition, errors in management of Web-subdivision can cause negative consequences for off-line
business. Examples are known, when technical defects on a server or ill-timed delivery of the
commodities booked on the Internet caused the churn of buyers and from the ordinary points of

selling, belonging to the associated company.

3.The model of the «limited individualization» is mainly used in computer, by software,
household appliance, by motor-car stuff, by sport event ticket electronic commerce, by tourist
services (order of tickets, booking numbers in hotels, lease of cars, tour sale). As well as first
two, this model is provided for a mass user.

Tab.2.2. The model of the «limited individualization»

Buyer Message exchange Seller Payment
Chooses a Organizes a virtual shop with
web-site of a the configured appendixes
seller and/or static catalogues
A buyer sends a salesman an Gives the variants of
order in accordance with commodities/services in
individual preferences accordance with the present

set of parameters

Processes an order, specifies | Information

information about a buyer about pay card
and form of payment is given
A salesman sends a client order Money is sent

confirmation

Order is executed
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Receives When

Commodities delivered, paid

or service by bank cheque
or real cash

The principle difference of this model is that a virtual merchant provides the certain
account of preferences of purchasers. A client is in a position to choose an attractive
variant/configuration of commodity or package of services, judging by the set of parameters
offered on a site. The use of this model in electronic commerce allows to decrease the number of
o commodities in stock rooms and to get thus a considerable economy on costs comparing with
the malls.

The model of preliminary orders in the segment of B2C is based on collection of the
preliminary orders in an on-line shop and executing them later. In similar cases a virtual shop
usually is subdivision of producer's of goods and services, which aims beforehand to define
demand on products, first presenting them in the market (for example, so act the companies of
motor industries when releasing new models of cars). Sometimes Web-sites, specialized on the
sale of commodities of the limited demand, work on the same principle (such as the articles of
art). A basic problem for a salesman is a necessity to give a target audience a guarantee of order
execution in mentioned terms. A buyer risks to get the chosen commodity/service not in time (or
not to get it at all).

The distinctive feature of this model is realization of process of purchase-sale in a few
stages. At first, a salesman collects requests, then finds out terms and terms of execution of order
for a supplier, informs clients about it(as a rule, by an e-mail) and, finally, in case of they consent

provides delivery of commodity.

4.Virtual auction. This model in the segment of B2C is not so popular yet. The only well-known
example is priceline.com. The essence of model is that a potential buyer «bargains» with a shop
in the real-time, trying to underbid the primary price set a salesman on a commodity/service.
B2C model continues to be explored as a very perspective form of relations between a salesman
and buyer, though requiring from virtual merchant a very exact estimation of the assumed risk.
Its basic advantage is impossibility of copying in "physical" shops.

6. Model of network communities. Most successful on-line B2C-firms were able to
form the groups of regular customers, named "Network communities». In the most general view
a community can be defined as a group of people that exchange with information. Accordingly,
network association unites persons who exchange information by means of IT. Many wide-
known companies form on-line communities with a help of bulletin boards, forums and chats.

Instances are http: family.go.com.boards Disney, forums of Shell International Petroleum,
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Pentax; forum of Bocsh tools. Heineken offers users a possibility to open an own virtual bar,
where, acting a barman, they can socialize with other visitors and meet the friends. Nescafe has a

similar thing also, only it is a not bar, but cafe.

It is obvious that the amount of companies, creating user communities, increases. Forum of One,
American consulting firm which is specialized on monitoring of sites of user communities,
registered existence over 300 thousand on-line thematic debate forums (as compared to 96
thousands in September, 1997). About 85% of them belong to commercial organizations (there
are no denotations .edu, .gov or .org in the end of their web-sites), among which small firms and

dealers of retails appear.

Three principles lie in basis of organization of any virtual association:
1)community of interests;
2)motivation to exchange information;
3)ability to cooperate; there is an access to Network and addresses of other members
and/or electronic mediator, coordinating co-operation of participants
On-line associations do not face «physical» access (for example, as it is in privileged
clubs) restrictions, with barriers, related to the size of apartments (concert halls, libraries,
stadiums, bars), dates and time of meetings (internet cooperation can take place 24 hours a days
and seven days a week).
Functioning of network community is provided by reaction and support of the following

elements:

M Elements of communication - talks («chatsy), successive discussions, bulletin board, e-mail,

on-line bulletins, reference books and other general information

M Information elements - directories, and also ratings made by associations members describing
commodities/services and comments about them. Ratings and comments allow an
organizer/coordinator to gain information about the preferences of community members (for an

organizer-shop it is, in fact, free marketing information).

B Commercial elements - goods and services, commercial advertisements and advertising, trade
places or exchanges (in those cases, when the members of group are interested in trade or
requiring payment exchange commodities and information - both between itself and with other
users); trade a «user - user» (consumer-to-consumer, or C2C), mediation in the search of clients,
registration and guaranteeing of transactions (more characteristic for the segment of B2B,
however can be used by the virtual retail dealers, if the members of association are interested in

these types of services).
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Formation of network communities results in substantial modification of basic business
models of B2C segment.
1)At first, online stores are transformed from the electronic salespeople of standard commodities
or services in the original «knots of the added cost», which are able to offer the clients very
various informative and intermediary service. Such variant is not eliminated: acquisition of type
shop's profile production will be less attractive for users than a possibility of intercourse and
exchange with interesting information and receiving concomitant services.
2)Secondly, the wvirtual trade-service points undertake additional functions, related to
coordination and management of these associations. Electronic merchants assume responsibility
for providing and filling informative communications and commercial elements ( the sites), and
also for support of cooperation between the members of association.

Thirdly, on-line trade gains an additional marketing channel (advertising of goods and
services, «feed-back», study of demand, exposure of having a special purpose segments of
purchaser audience and so on). Thus this channel turns out to be more effective, than traditional
marketing forms, as participants of network community are ready to give a virtual merchant-
coordinator information necessary for his business.

Efficient use of combination of different models will become an important factor of

providing competitiveness of electronic business in the nearest future.

3. Case of on-line shop “Gora” and its optimization.

3.1 The evaluation of electronic book store ,,Gora” work.

Online store of www.janus.lv was founded the autumn of 2003. The shop (further online store)
received the first order on November, 20, 2003. It is possible to start the history of the store here.
Online store sells Russian books, press, musical and game CDs, souvenirs, games, office
commodities. It is possible to purchase the majority of commodities of shop Gora online, an
exception is made for books with the cost below 1 lat.
Online store organizes delivery of orders in all regions of Latvia and abroad. Customers
are offered the following delivery services:

Tab.3.1. The cost of delivery in www.janus.lv

Place of delivery Cost

In the office of an online store, address Riga, Jézusbaznica 7a. (Office | free
hours: Mon-Fri ¢ 08.30-17.30; cy6. ¢ 09.00-16.00.)

Get an order «Janusy in Riga and big towns of Latvia 1,-Ls

The case when the sum of an order exceeds 30Ls, the delivery by free
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courier mail

Delivery in Riga by courier mail in period of 24 hours* since value date | 1,75 Ls
on operating account of JANUS

Delivery in Latvia by courier mail in period of 48 hours* since value 2,50 Ls
date on operating account of JANUS
Delivery in Europe by Latvijas Pasts Standard costs of

Latvijas Pasts

In an online store it is possible to pay for commodity in a following way:

M Cash - in the cash desk of an online store. Choosing the type of delivery of order in one of the

shops ,,Janus”, it is possible to pay cash when receiving commodities.

MBy Credit card in a shop. When housing "payment by a credit card" it is possible to pay with a

credit card. This possibility is available only for those shops, where terminals are set.

M Physical and legal bodies can pay an order by a bank order on the account of the shop in

Hansabanka in any bank of Latvia

M Payment - E-cards. When choosing the payment of "e-cards" it is possible to pay for an order,

entering the number of credit card and special code when forming of order. This service

M in Latvia is offered by A/S Unibanka with association with SIA "First Data".

Organization scheme was formed in the moment of organization of work and was looking

Departmental manager of electronic commerce
Information enter operator Manager of electronic commerce

Fig.3.1. Organization scheme of electronic commerce

as follows:

2 people work with the departmental manager.

Operator is solving the following problems:
1)Sorts information about new commodities and decides, which commodities must be entered in
a database of an online store
2)Finds information, description and a picture of a new book or other commodity
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3)Determines which book must be sent to which sector of the store with a help of classifier
4)Formats and enters in description of new commodity in the database of an online store
5)Helps the salespeople of shop in the search of books in GORA
Manager is responsible for:
1)acquisition of ordering for a further dispatch to address, indicated in an order
2)passing the preliminary orders to the commodity experts
3)correspondence with clients
Departmental manager of electronic commerce is responsible for:
1.department management
2.controls payment of orders
3.carries out all wirings of documents of commodities
4.coordinates the dispatch of orders(from retail stock rooms or by courier service)

S.reports about the work to the front office

Online store is included in structural subdivision of shop GORA. The department

manager of electronic commerce submits directly to the director of company, but works in a

close association with subdivision of retail business and shop of GORA.

Subdivision of retail business provides delivery and bringing out books in outlets in

Liepaja, Ventspils and Daugavpils.

The shop GORA provides delivery of orders in Riga.

For maintenance of database of an online store the following chart of information

exchange is used
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The operator views the receipt of new
books on an administrative page

v

The operator is the search and input of
new positions received by shop GORA

Fig.3.2. The scheme of database update for an online store

Basing on this scheme the update of leavings of commodities is conducted in the base of
an online store. The department manager starts a subprogram of generation of leavings on stock

room of the shop GORA. Then this file is imported in the database of an online store. In this
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moment the update of commodity leavings is proceeded, which is visible for the customer of an

online store. As it is obvious from this chart, an information exchange takes in off-line mode.

The program of inventory control of company presents a following exchange of

information:

Fig.3.3. The scheme of data exchange between stock rooms inside the firm

Database of the central book stock room, office wholesale department,
wholesale department of the manufactured goods, wholesale
department of press

Paper form of invoice

The base of shop GORA

Electronic money exchange

Online store base

Paper form of an invoice

Database of retail department

For a more detailed analysis of the activity of department, the author of Master Diploma studied
the channels of reception of orders, its recruits and delivery. The scheme of these channels is

presented on fig. 3.4.
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I Web-site attendants select books I

y

y

If a book is not available according to the

data of database, a preliminary order-request

is for a book is made

available, an order for a book is made

‘ ‘ If the program displays that a book is

v

v

An operator receiver an e-mail about an
order, where the name of book, author and
contact information about a customer is

specified

The operator creates a list of preliminary
orders, sorting them by publishing houses
and themes and sends it to the central book
stock room

v

Goods manager is responsible for ordering
and delivering book

v

After receiving a book an operator contacts

a customer and announces that the book has

been received

L 2

Customer makes the next order

v

Next book ordering scheme is activated

Administrative page www .janus.lv receives
an order

v

The operator collects orders and sorts them
by the departments of shop GORA

v

by the departments of shop GORA

. 2

‘ Every department salesmen collect books,

register transfer in an online store

. 2

Operator of GORA bills an invoice

y

Operator sorts books by orders and sends
them to department manager

The operator collects orders and sorts them ‘

v

Department manager receives books in the
stock room of an online store, bills invoices
for retail stock rooms or invoices for courier

mail

L 2

Department manager e-mails the customer
about the delivery of order

y

Receives invoices signed by the customer
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This ordering chart works, if a customer choses! the terms of delivery «in one of ,,Janus”

shops or « courier service delivery».

In case the client wants to receive an order in the shop GORA, an operator simply sends
booked books in the area of cash desk. After paying for an order, the copy of an order with
cheque is sent to an online store department manger takes them into account when preparing a

monthly report.

Apparently, from the presented ordering charts and information exchange schemes, basic
stock room of an online store is shop GORA. An operator can order a commodity for online store

from central storages only in case these commodities are not available in the shop GORA.

The author carefully analyzed advantages and disadvantages of the ordering chart and

drew following conclusions:

1)The ordering chart is extremely big. The flexibility of leaving update on the web-site surfers as
a result of it.

2)Update of leavings is done without taking into account motion of leavings; the whole database
is updated. This results in a fact that files about stock remains are generated for too long, are
larger and have errors.

3)Because of the existing system of account in database of GORA, it is necessary bill the invoice
from every department; there is no possibility to bill one invoice for an order. Such matter-
position causes errors when completing an order in an online store, as it is necessary to sort the
invoices and complete the order again.

4)Exchange of information in off-line mode cause a situation, when that books that are thought
to be present in stock room are already absent and vice versa. Authenticity of information on a
site and volume of sales of an online suffers from this as a result.

5)In a database of shop are books, whose calculation is run out and they will not be produced
anymore. It brings to excessive excrescence of a database on the server of hosting and to a large
amount of preliminary orders which it is impossible to execute.

6)The chart of preliminary orders does not require authorization of a buyer; often a received
order is not executed because the information about an order is erroneous.

7)Order-form on the administrative page does not provide a possibility to e-mail a client that his

order is executed and it can be received from the shop.
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8)If a client chose the terms of receipt of order «shop of GORA», ordering chart is realized
without invoices. Clients often refuse from a purchase or buy a part of an order. This causes a
waste of time spent on completing orders

9)An administrative page site lacks a possibility of blocking those customers which always
refuse from orders.

10)Because of a close connection of an online store with the shop GORA, at the end of month
books are often not delivered, if the limit of leavings is exceeded in a department, central book

stock room does not send them in a shop.

As it is obvious from the conclusion, online store needs a lot of improvement and search for the

ways of increasing its efficiency.

3.2  Evaluation of financial results of work

Scheme of administrative and financial control of the activity of an online shop can not be
separated from activity and administrative control of all company.

According to the method of administrative control, accepted in a company, department manager
of an online store prepares a report about the results of activity of an online store in the
beginning of the month. The structure of report is constantly improved to achieve the purposes of
administrative control of the company.

The author of work got information about the activity of an online store from the moment of its
establishing.

The following current indexes are selected in the structure of report:

Finance part

1)Amount of executed orders; turnover of an online store per month. All charges are taken into
accout

2)Leaving of commodities of an online store

3)Debts of an online store for other stock rooms of company

4)Debts for customers, if a money appeared on a bank account, but the order was not executed in
a current month

5)Expenses of an online store (courier's delivery, paid salary, marketing expenses, hosting and

internet bank)
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Analysis part

1)Amount and sum of received orders, and also place of their delivery

2)Amount and sum of executed orders, and also place of their delivery

3)Amount and sum of refused orders, and also place, where a refusal happened

4)Percent correlation of purchases, depending on their sum

5)Dynamics of input of commodities by groups

6)An analysis is given on top sales

7)An analysis is given on the groups of sales

The author of the work made an analysis of report data of an online store from November

2004 to February 2007.

Analysis of the turnover of an online store
Analysis data are shown in tables 3.1-3.9.

Tab.3.1. analysis of report data of an online store for a given period

Income Dynamics
in %
Dynamics in | according
Ls according | toa
Janus to a previous | previous

Month Bank GORA shops total month month
2004 11 11,34 55,92 54,42 121,68 0,00 0
2004 12 152,57 333,31 246,93 732,81 611,13 602%
2005 01 61,47 165,36 202,80 429,63 -303,18 59%
2005 02 254,40 374,63 179,35 808,38 378,75 188%
2005 03 542,32 334,05 448,56 | 132493 516,55 164%
2005 04 100,58 300,67 287,77 689,02 -635,91 52%
2005 05 292,35 401,84 530,45 | 1224,64 535,62 178%
2005 _06 96,80 538,80 316,81 952,41 -272,23 78%
2005 07 155,73 500,78 559,99 | 1216,50 264,09 128%
2005 08 456,75 534,72 597,71 | 1589,18 372,68 131%
2005 09 169,24 811,23 877,35 185782 268,64 117%
2005 10 380,62 759,12 936,58 | 2076,32 218,50 112%
2005 11 279,52 936,02 788,52 | 2 004,06 -72,26 97%
2005 12 473,84 [ 1085,50 1132,78 [ 2692,12 688,06 134%
2006 01 238,71 844,04 508,79 | 1591,54 -1100,58 59%
2006 _02 343,94 835,32 819,26 | 1998,52 406,98 126%
2006 _03 359,92 600,56 578,00 | 1538,48 -460,04 77%
2006 04 447,29 | 1026,17 748,10 | 2221,56 683,08 144%
2006_05 522,97 857,31 882,03 | 226231 40,75 102%
2006 06 587,10 | 1003,20 879,53 [ 2469.,83 207,52 109%
2006 07 271,61 797,03 614,74 | 1683,38 -786,45 68%
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2006 08 657,79 887,75 841,32 | 2 386,86 703,48 142%
2006 09 728,69 | 1010,51 1093,99 [ 2833,19 446,33 119%
2006 10 921,05 159598 1016,00 | 3 533,03 699,84 125%
2006 11 532,19 | 128764 1 050,00 [ 2 869,83 -663,20 81%
2006 12 1950,63 [ 1496,25 799,02 | 4 245,90 1 376,07 148%
2007 01 179586 | 1763,94 1240,00 { 4 799,80 553,90 113%
Average 173,26 128%

Diagram 3.2. shows the dynamics of the turnover of the shop depending on the source of

income
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Fig.3.2. Schedule of income by months

The author of work conducted the analysis of turnover change according to the results of
previous month for the exposure of possible factor of seasonality in work of an online store. The
average value of increase of turnover is 173Ls or 128%. This small value of increase is

influenced by the considerable sizes of turnover falls and "problem months".

47



1500

1000

500

-1000

-1500

Fig.3.3. Dynamics of current month turnover according to the results of the previous, Ls

As it is obvious from the schedule, the activity of an online store obtains seasonality which
however, is characteristic for all types of retail business. Fall of turnover is noticed in January
2005, January 2006, January 2007 years, besides, "problem months" are November and March-
April.

For the exposure of general progress trend of an online store the author used the used the

analysis of trend (Fig.3.4)
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Fig.3.4. Trend analysis of the turnover of an online store

As it is obvious from an analysis, the turnover of the store is up to grow in the predictable

future.

Analysis of expenses of an online store

Basing on the method of administrative control, accepted in a company, all the expenses
of an online store are divided in basic groups: courier service, salary of workers without taxes,
marketing and program service expenses, hosting and internet bank. Information about expenses
is presented in tab.2. 3

Tab.3.5. Expenses of an online store by months

Courier

Month service Salary Marketing | Hosting | Bank Total

2004 11 1,88 794,8 0 12,38 809,06
2004 12 17,07 | 713,84 750,74 23,59 1505,24
2005 01 8,44 | 643,15 23,59 675,18
2005 02 17,66 | 793,12 41,3 11,94 | 864,02
2005 03 6,14 771 41,3 13,8 | 832,24
2005 04 9,18 779 41,3 12,29 | 841,77
2005_05 12,49 765 41,3 12,35 831,14
2005_06 7,07 753 41,3 11,8 813,17
2005 07 16,55 746 41,3 12,57 81642

49



2005_08 20,42 797 41,3 12,93 | 871,65
2005_09 5,38 745 41,3 14,4 806,08
2005 10 19,8 730 41,3 13,69 | 804,79
2005 11 17,5 703 41,3 15,95 777,75
2005 12 18 853.,9 41,3 16,72 | 929,92
2006_01 21 760 41,3 16,92 | 839,22
2006 02 25,15 637 41,3 15,68 | 719,13
2006_03 25| 539,27 41,3 17,56 | 623,13
2006_04 43,13 512 41,3 16 | 612,43
2006_05 45,84 | 430,85 41,3 15,7 533,69
2006_06 44,34 | 517,97 41,3 15,71 619,31
2006 _07 22,36 | 466,37 41,3 3,73 | 533,76
2006 _08 0| 719,33 41,3 3,75 764,38
2006_09 0] 677281 17,7 41,3 1,8 738,61
2006 10 84,05 804 41,3 4,05 9334
2006 _11 34,6 | 647,82 41,68 41,3 4,5 769.,9
2006 12 101,01 948,99 0 41,3 4,35 | 1095,65
2007 _01 104,35 970,28 236 41,3 5,85 | 1357,78

Average expense reaches 827Ls without wage tax.

At the calculation of expenses, depreciation techniques expenses, rent and computer service are

not taken into account (software licenses), telephone expenses and other administrative expenses.

The author of work made the vertical analysis of expenses to the turnover.

Tab.3.6 Analysis of expenses to net turnover

Courier % to % t % to % to
Month service turnover | Salary | turnover | Hosting | turnover | Bank | turnover
2004 11 1,88 2% | 794.8 653% 12,38 10% 0,00%
2004 12 17,07 2% | 713,84 97% 23,59 3% 0,00%
2005 01 8,44 2% | 643,15 150% 23,59 5% 0,00%
2005 02 17,66 2% | 793,12 98% 41,3 5% | 11,94 1,48%
2005 03 6,14 0% 771 58% 41,3 3% 13,8 1,04%
2005 04 9,18 1% 779 113% 41,3 6% | 12,29 1,78%
2005 05 12,49 1% 765 62% 41,3 3% | 12,35 1,01%
2005 06 7,07 1% 753 79% 41,3 4% 11,8 1,24%
2005 07 16,55 1% 746 61% 41,3 3% | 12,57 1,03%
2005 08 20,42 1% 797 50% 41,3 3% | 12,93 0,81%
2005 09 5,38 0% 745 40% 41,3 2% 1441 0,78%
2005 10 19,8 1% 730 35% 41,3 2% | 13,69 0,66%
2005 11 17,5 1% 703 35% 41,3 2% | 1595| 0,80%
2005 12 18 1% | 8539 32% 41,3 2% | 16,72 0,62%
2006 01 21 1% 760 48% 41,3 3% | 16,92 1,06%
2006 02 25,15 1% 637 32% 41,3 2% | 15,68 | 0,78%
2006 03 25 2% | 539,27 35% 41,3 3% | 17,56 1,14%
2006 04 43,13 2% 512 23% 41,3 2% 16| 0,72%
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2006_05 45,84 2% | 430,85 19% 41,3 2% 15,71 0,69%
2006_06 44,34 2% | 517,97 21% 41,3 2% 15,7] 0,64%
2006 _07 22,36 1% | 466,37 28% 41,3 2% 3,73 0,22%
2006 _08 0 0% | 719,33 30% 41,3 2% 3,75 0,16%
2006_09 0 0% | 677,81 24% 41,3 1% 1,8 0,06%
2006_10 84,05 2% 804 23% 41,3 1% 4,05 0,11%
2006 11 34,6 1% | 647,82 23% 41,3 1% 4,5 0,16%
2006 _12 101,01 2% | 948,99 22% 41,3 1% 4,35 0,10%
2007_01 104,35 2% | 970,28 20% 41,3 1% 5,85 0,12%

As is obvious from an analysis, salary expenses make on average 23%, expenses on

courier service 2%, expenses on hosting — 1% and expenses on the bank make about 0,15%.

The author of work calculated the attitude of expenses to a turnover for the explored

turnover for determination of necessary working assets in the future.

Tab.3.7. Dynamics of the attitude of expenses to the turnover, %

Attitude of expenses to the turnover ,
Month Turnover Expenses %
2004 11 121,68 822,12 676%
2004 12 732,81 1505,24 205%
2005 01 429,63 675,18 157%
2005 02 808,38 864,02 107%
2005 03 1324,93 832,24 63%
2005 04 689,02 841,77 122%
2005 05 1 224,64 831,14 68%
2005 06 952,41 813,17 85%
2005 07 1216,50 816,42 67%
2005 08 1 589,18 871,65 55%
2005 09 1 857,82 806,08 43%
2005 10 2 076,32 804,79 39%
2005 11 2 004,06 777,75 39%
2005 12 2 692,12 929,92 35%
2006 01 1 591,54 839,22 53%
2006 02 1 998,52 719,13 36%
2006 03 1 538,48 623,13 41%
2006 04 2 221,56 612,43 28%
2006 05 226231 533,69 24%
2006 _06 2 469,83 619,31 25%
2006 07 1 683,38 533,76 32%
2006 08 2 386,86 764,38 32%
2006 09 2 833,19 738,61 26%
2006 10 3 533,03 9334 26%
2006 11 2 869,83 769.,9 27%
2006 12 4 245,90 1095,65 26%
2007 01 4 799,80 1357,78 28%
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According to the calculations, the average attitude of expenses to the turnover in 2005

reached about 31%.

Profit and loss analysis of an online store

According to the accepted method of administrative control in a company, for coverage

of expenses of online store 10% of commodity markup is provided.

diagrams 3.8

The dynamics of profit from mark-up and losses of its activity is presented in tab.2.6 and

Tab.3.8. Data about the losses of an online store

Month 10% mark-up Total expenses Profit/loss

2003 11 13,06 809,06 -796
2003 12 78,89 1505,24 -1426,35
2004 01 45,06 675,18 -630,12
2004 02 89,49 864,02 -774,53
2004 03 125,45 832,24 -706,79
2004 04 70,64 841,77 -771,13
2004 05 121,33 831,14 -709,81
2004 06 98,58 813,17 -714,59
2004 07 119,59 816,42 -696,83
2004 08 163,47 871,65 -708,18
2004 09 172,89 806,08 -633,19
2004 10 208,12 804,79 -596,67
2004 11 208,14 777,75 -569,61
2004 12 267,24 929,92 -662,68
2005 01 165,96 839,22 -673,26
2005 02 206,83 719,13 -512,3
2005 03 167,42 623,13 -455,71
2005 04 244,25 612,43 -368,18
2005 05 222,03 533,69 -311,66
2005 06 252,71 619,31 -366,6
2005 07 179,72 533,76 -354,04
2005 08 243,66 764,38 -520,72
2005 09 257,56 738,61 -481,05
2005 10 321,18 933.,4 -612,22
2005 11 260,89 769,9 -509,01
2005 12 385,99 1095,65 -709,66
2006 01 436,35 1357,78 -921,43
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Fig. 3.9 the attitude of mark-up and losses of the store

As it is obvious from the data of financial analysis, online store turns out to be
unprofitable since established. The set mark-up does not cover all expenses of company's

activity.

3.3. Evaluation of the efficiency of an online store

For the analysis of efficiency of the activity of an online store, the author of Master
Diploma used a method that was described in section 2.2. of this work.

All parameters for determination of degree of efficiency of work of an online store were
divided into three basic groups:
1.economic
2.organization

3.marketing

The evaluation of economic parameters of the efficiency of an online store

Economic parameters include the estimation of economic efficiency of the facilities and
regular expenses invested in creation of project on his maintenance on multiplying the volume of

sales.

53



If to take for assertion a fact that those clients which buy online are «clean clients» and
buy books only in an online store, then economic efficiency (E) of this store for analyzed period

is possible to be estimated as an attitude of result, got from its application (En), to the expenses,
related to development and exploitation of the system (E3):

E=E,/E;.
O Total profit for the period is 52 153,73Ls.

O Total investments make 9 340Ls. Development and programming of an online store, primary
database maintenance, salary of personnel before the beginning of work of an online store,
expense on the purchase of technical equipment, publicity and administrative expenses were
classified as investment expenses.

O Total expenses make 22318, 8Ls.

Basing on this data, economic efficiency of the store is

E =52153,73/ (9340+22318,8) = 164,7%

Economic efficiency of the project is 165%. But for more exact estimation of efficiency
it is necessary to include expenses on taxes, telephone bills, lease and administrative charges.

The evaluation of organization parameters of the efficiency of an online store

For the estimation of organization parameters, it is necessary to estimate the degree of
integrating of an online store in the existent structure of enterprise.

As it was already described in section 3.3.1., a database of the store is related closely to
only one database, namely with a database of shop GORA in off-line mode. Online store is
linked to other bases of the enterprise as a structural unit, but it is not connected to them in on-
line mode.

Basing on this, online store practically combines the activity with the shop GORA, this
efficiency can be estimated as 93%, as from 15 functions of the program, only 1 function is not
combined, leaving control on-line.

In other databases, organizational compatibility is considerably lower. Online store is
used only for viewing and search of books to make the further searches in stock rooms easier.

A very important organization parameter is that presence of these books in the Internet

base together with a cover and description, allows salespeople to find a book on shelves quickly,
an annotation to the book allows to estimate quickly, in which section does it have to be stored

and in which department of shop it is necessary to search for.
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But it is necessary to mark that integrating of online store in the general system of
company an be valued as satisfactory, but in this area it is possible to perfect the exchange of
information in the company.

The evaluation of marketing parameters of the efficiency of an online store

Under marketing parameters it is possible to estimate advancements of web-server in an
environment the Internet and characterizing efficiency of the use of web-marketing instruments.

On diagram 4.10. the dynamics of visited of site is presented basing on data of the system

www.puls.lv
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Fig.3.10. Web-site attendance by www.puls.lv

As it is obvious from the diagram, the attendance of site grew permanently, but in March the

sharp decline is visible, that is related to the update version of site, which was not indexed.
Interesting information can be viewed from site attendance information. By the data of

www.puls.lv by 15/01/2007

Tab.3.11.. www.janus.lv attendance data

15/01/07 Average
Latvian hosts 191 228
Foreign hosts 204 251
Attitude LV % 48,4% 47,6%
Latvian attendants 207 248
Foreign attendants 248 274
Latvian hits 2871 1229
Foreign hits 741 470
Attitude of hits to hosts 9 4

If to take first 30 shops in the section of e-comerce of searching machine of www.puls.lv

only the online store of www.janus.lv is highlighted by the correlation of foreign and local hosts.
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http://www.janus.lv/

It can testify about the primary search of in Russian-language sites and foreign searching

machines.

On the basis of these monthly reports, an author analyzed dynamics and relation of the

accepted and executed orders, and also refusals of orders. Analyzed data is presented in tables

before

Tab.3.12. Order dynamics in an online store

Received orders

Executed orders

Customer refusals

Month Amount Sum Amount Sum Amount Sum
2003 11

2003 12 161 | 1113,05 133 916,49 18| 95,79
2004 01 84 | 507,16 71 463,63 22 70,7
2004 02 137 | 1022,74 115 847,38 9| 3488
2004 03 149 | 1405,78 136 1372,93 7 40,6
2004 04 114 | 810,33 103 716,1 71 22,29
2004 05 129 | 1322,81 131 1278,64 12 ] 169,99
2004 06 156 | 1187,87 131 1001,41 251 150,38
2004 07 177 | 1300,84 178 1291,5 10 | 63,45
2004 08 189 | 1914,77 149 1663,18 10| 80,17
2004 09 202 | 2182,85 210 1928,82 39 | 147,42
2004 10 2551 2610,5 205 2161,58 16| 73,19
2004 11 233 | 1802,1 203 2103,01 371 177,01
2004 12 312 | 2858,84 289 2817,62 32| 115,84
2005 01 2921 2218,19 187 1665,81 34| 73,64
2005 02 291 | 2105,84 231 2094,67 68 | 101,34
2005 03 279 | 2309,54 204 1538,57 0 0
2005 04 364 | 27904 286 | 224467 26 | 140,06
2005 05 325 | 2308,65 277 2196,59 30 | 205,74
2005 06 320 | 2528,6 272 2521,97 20 | 130,69
2005 07 325 | 2177,87 215 1683,38 27| 120,57
2005 08 344 | 2743,96 257 222322 * *
2005 09 418 | 34279 357 2810,66 | * *
2005 10 448 | 4010,62 415 3629,25 7| 95,85
2005 11 421 | 3340,31 358 2670,06 2 64,4
2005 12 * * 456 | 4385,38 12| 80,28
2006 01 * * 404 | 498214 51 26,57

* no data in reports

Diagram 3.13. presents the attitude of received and executed orders by months.
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Fig.3.14. Order execution table in an online store

An author analyzed the amount of received, executed and refused orders and exposed
very interesting consistent pattern - amount and sum of the accepted orders exceeds the sum of
executed and refused orders on 10% by amount and on 9% by sum. It shows that 10% of orders
are not executed and they can serve for multiplying the volumes of sales and organization of
sales in an online shop.

For the additional estimation of marketing efficiency it is possible to use indirect indexes,
such as:

1)  Amount of preliminary orders after the delivery of announcement of book (for example,
before the publication of new book of P. Coelho a delivery was made with an invitation to
do a preliminary order of a book. As a result, 35 preliminary orders were received.).

2)  Efficiency of meetings with the authors of books. It was noticed that delivery of invitations
on meeting with the authors of books helps to invite the interested persons and multiply the
sales of books of author in this day. (for example, meeting with A. Dragunkin was
organized only 3 days before the sale and sale of author's books on the day of presentation
was considerably higher, than usually).

3) The amount of new authorized users of an online store is watched with a help of the
database of an online store. The administrative page of the store allows watching histories

of purchases and offering regular customers the special terms.
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4)

S)

Analysis of top sales of an online store. The analysis of top of sales allows to define the
circle of interests of visitors and to develop the proper sections of the store on the basis of
it.

The analysis of the most frequent places of delivery allows selecting the most effective
shops of Janus and increasing advertising exactly in these places.

Received data must be used in dynamics and on their foundation a plan of realization of

online store advancement and the revision of the conducted measures within the developed

marketing program of advancement of server must be done.

4. Summary and outlook, including considerations about business
with very limited growth.

4.1 SWOT analysis of an online store

Every year (from 2002) canvass were in the bookstore “Gora”. The shop was constantly

developed and perfected; it was interesting to know from buyers: what is their attitude to

innovations in a shop, what attracts them, what needs to be improved, what is basic constituency,

and what do they buy.

1) 71 % of buyers received information about a shop from acquaintances, but from MASS-
MEDIA only 12%;

2)  Greater part of buyers visits the shop pretty often — 40% 1 time per week, 30% 1 time per
month, and 27% frequently than 1 time per week;

3)  Fiction is the most popular department, 36% of the polled often attend it, on 2 place is the
department of press;

4)  Only 28% of the polled used preliminary order service and it was executed in most cases
(79%)

5) The vast majority of respondents is satisfied with the level of knowledge of salespeople

about commodities— 93% and with the level of service — 86% of the polled

According to the quiz, the portrait of a regular customer was made. Basic audience is

Russian-speaking men and women in the age of 20 — 54 years. Education is middle, higher or

unfinished higher. Work and study. Level of profits is below the average or middle. Visit

bookstores with periodicity of once a week, to once a month.
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Quiz was also made in May, 2003. In connection with the expansion of shop, the front
office was interested what commodity attracts buyers except for books with an aim to expand

this group further.
Quiz indexes:

1)  The 94% of the polled are satisfied with the assortment of commodity. The shop lacks

study guides in Latvian and video cassettes, as the polled said.
2)  Most frequent choices were: books — 32%, press — 22%, books + press — 16%

3) As compared to 2002, buyers using the service of preliminary order increased — 46%, and

manageability orders also increased to 84%

4) Level of buyers satisfied with service and knowledge of salespeople about commodity

remained approximately at the same level;

From the side of buyers dissatisfaction was often noticed in relation to the absence of top
positions or best sellers in the shop. Quiz showed that 24% of buyers experience the lack of
bestsellers, 24% are not interested in best sellers. After questioning information was sent to the

commodity experts; after the investigation the system of ordering was improved;
The portrait of an ordinary buyer did not change as compared to a previous year.

In a questionnaire a place was left for buyer’s wishes. Most often wishes were setting of

bank terminals of tellers and passing to a more rapid system of service (account by bar-codes).

The next questioning was conducted in 2004 after opening of shop Gora. A shop was
expanded, working hours were changed, cash desks appeared for bar-odes appeared, new
departments were opened, it became possible to pay with bank cards. An online store was
opened. The vast majority of questions in a questionnaire were opened:

1)  Opinion about a shop was changed by of 67% the polled, improved - 97%;

2)  47% of buyers consider that an assortment was improved, 28% suppose it became more

spacious.

3)  53% had difficulties when answering a question about what else should be improved, 18%
answered nothing, 4% consider that it is needed to multiply the amount of cash desks,

undercharge, open another shop;

4)  53% of the polled know about an online store, 47% - do not know, only 3% ordered
anything in an online store, other 97% did not order (on moment the online store was only
opened).

In 2005 2 questionnaires were conducted in Internet. The basic tasks of questioning was a

study of attitude towards the brand of Gora of the Latvian and Russian audience. Questioning of
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Latvian audience showed that 56% of the polled buy books in different shops; the shops of

Zvaigzne, Valters un Rapa, Jaris Roze, - shops of Latvian books, were more frequent than all

mentioned, the only 6% of the polled attend Janus, and none of the 100 polled named

Gora.

The most interesting result of this questioning was the following - it was exposed at
questioning of the Russian audience, that 56% of the polled did not hear about Gora at all, 24%
of them attend Janus, 10% consider Gora and Janus as different shops. All this proves to the

necessity to create the systematic program for development of brand GORA and an online store

www.janus.lv.

Basing on market research, activity of competitors and analysis of the shop SWOT

analysis of an online store was made www.janus.lv.

Tab.4.1. SWOT analysis of an online store

Strong points:

1.The biggest Russian online bookstore in
Latvia

2.1t is part of the biggest shop of the Russian
book in Baltic countries;

3.Price policy (small mark-up comparing with
the competitors of Polaris, Valters, Jata Roze);
4.Works round-the-clock

5.Big assortment of Russian books, more than
35 000 names;

6.Structured catalogue, possibilities of various
search

7.Skilled commodity experts, a big experience
in working with books;

8.Existence of other commodity besides books
(office goods, souvenirs, music and game CDs,
study programs and other commodities)
9.variety of places of delivery

10.discount cards for regular customers;
11.Possibility of preliminary order;

12.New commodities 3 times per week ( in

Polaris once a week);

Weak points

1.Low comfort of the shop. This drawback is
approved by the questions of visitors testify
about how to do the shopping.

2.Because of the frequent change of managers
and salespeople there is a low level of
knowledge  about books and  other
commodities;

3.Possibilities of the wholesale are not realized
from other stock rooms of company

4.There is no possibility to order old and rare
books (as in the shop of Intelektuala gramata,
shop of publishing house AST);

5.Formal acceptance of new commodity takes
place in at first in the shop GORA, then only in
an online store, the efficiency

6.of novelties and sale top update suffers from
it

7.The growth of volumes of sales results in the
overload of personnel and failures of delivery
system

8.Absence of expenses on advertising exactly
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13.Additional sales, if an order is chosen in a
shop
14.The name of shop is always used for

advertising of Janus shopping chain

in the Internet

9.As subdivisions work on principle of self-
financing, there are disagreements between
departments for a certain commodity

10.A lot of the superfluous operations at
docking the systems of stock room control and
web-server.

11.No information about advantage of this

online store

12.Long term of execution of orders. A term
between a preliminary order and the purchase
can be different - from one week to a few

months

Availabilities

1.Development of wholesale in the internet.

2.Development of electronic commerce
resulted in growth of trust in this type of trade
from the side of inhabitants of Latvia.

3.Swift development of electronic forms of
payment

4.Growth of interest to the books in Russian
language in Baltic countries

5.Attracting of new buyers over the internet;
6.Possibility of attracting the attention of

Latvian audience;

7.creation of virtual community of the Janus

brand

Risks

1.Swift growth of prices for products, petrol
and other commodities, but wage level remains
the same. Such situation can incfuence
purchaser ability;

2.Seasonality of purchases.

3.Blowing off the terms of orders and non-
execution of preliminary orders can result in
the losses of clients.

4.Possibility of competitors to create a similar

product

5.Possibility of purchases through other online
stores (for example, through the sites of
publishing houses or largest Russian online

bookstores)

As it is obvious from the conducted analysis of an online store, a lot of tasks have to be

solved, but there is a potential for solving.
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In the conditions of bilingual society, largest shop of the Russian book and its unit - an
online store has all possibilities in order to become the bulwark of the Russian culture in Baltic

States.

4.2 The development of an optimization program for the work of an

online store

4.2.1. Basic idea of the program and it’s realization processing
technology

The companies, selling consumer goods, need to apply new strategies of management, and
the author of work offers the front office of the company to organize the following on a base of
already existing online store:

1)To organize the section of wholesale for the clients of company, using all possibilities of

model B2B of electronic trade

2)To organize brand community, taking advantages of model of B2C

Organization of wholesale in an online store

Every distributor, working with the large number of partners, faces a task to give the
partners the comfortable and reliable ways of cooperation, order of commodities, watching the
execution of requests. For the decision of such tasks the models of electronic commerce B2B are
used.

Creation of area of «wholesale» on a base of already existing internet shop will allow a
company Janus:

O To multiply the turnover of each of wholesale stock rooms of company

O To offer selling companies service which is offered by other similar companies

OTo cut down expenses on take order from shop chains, as to the present moment all

orders are received by fax

O To decrease the possibility of different failures and violations in procedures of reception

and dispatch of orders from clients

OStock room workers will have more systemized working hours; they will be able to

predict orders of clients

O Clients will not be limited by working hours of the stock room and able to do an order in

any comfortable time

O1t will be possible to use client database for delivery of the special offers aimed at

acquaintance with the novelties of company

62



O31t will be possible to collect preliminary orders on the commodities of company
OlInformation of preliminary orders will allow defining demand, necessary volume of a
consignment that will allow reducing expenses on storage of commodity.
OTo automate delivery of reports by e-mail to the user who left a request for advising
about appearance of a certain commodity or service in an electronic catalogue.

For organization «wholesale» section the author of Master Diploma suggested to create an

additional section on a site «For wholesale clients». This section can work in a following way:

A wholesale buyer, entering the site of company, opens the page specially devoted for a

wholesale

A wholesale buyer fills a registration questionnaire and inquires a password on access in
the section of «wholesale»

— S

The manager of shop confirms access in the section of wholesale and sends a password
to a client. A wholesaler confirms the password.

— S

After the procedure of authorizing, a wholesaler can enter the «area of wholesale» and
see commodities with wholesale price, their presence on storage, possible additional
Descriptions (color, size, amount in package, etc.)

s

After processing order, order information is sent to wholesale storage, an invoice is
made and after the payment an order is executed.

s

Information about an order remains in the system of an online store.

Tab..4.2. Ordering chart for wholesale clients

When organizing an online store for wholesale clients it is necessary to pay attention to a

wholesale directory structure, to its functionality, informing, design, special moments, such as an
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amount of goods in package, possible colors, sizes, etc. Also viewing lists of payments must be
available, prepaid and unpaid invoices, debts of credits, terms of payments.
The strategic purpose of development of model B2B can be a complete automation of

business processes of customer relationships within the existing company.

The organization of brand community

Both maintenance of sites and possibility to set a contact with other buyers possess a
magnetic action, compelling a man to return on a site over and over again. It also opens wide
commercial prospects for the owners of brands and grounds investments in development and
maintenance of web site. In that behalf establishing a connection between the site of trade mark
and necessity of participants of community in socialization creates a new instrument of
marketing.

An example of an organized on-line of community can be the web- site of brand
"Bochkarev" - http://www.bochkarev.ru/. On a site the special Club "Bochkarev" is organized, all
necessary "hooks" of brand are present. There is a forum, competitions, ratings, news. The
members of this association, communicating between for the purpose beer, entertain and on the
other hand, participate in the marketing policy of company, taking part in advancement of brand.
The members of association can easily participate in forming of maintenance of site and win
prizes for it. For the added information in sections "Anecdotes", "History about beer", "Recipes",
"Games on evening-parties" users win prizes - of course, the production of the brand. If you
want to read the articles about beer - you are welcome, if you want to listen to anecdotes of the
members of association - no problem. At the same time a company offers the list of bars, where it
is possible to taste beer of "Bochkarev", view products, test new commodities, etc.

It is easy to trace an active motion of the electronic specialized shops to brand
communities on the example of Amazon.com. Initially organized as book window, it turned into
an electronic shopping center (in which, besides books, it is possible to purchase CD, video
cassettes, digital multipurpose disks and other commodities). Now it is equipped with powerful
reference service (reviews, selections of literature and audio- and videotape recordings,
recommendations on topics interesting for customers can be found on a site) and «grounds» for
interactive association of visitors, authors of works and professional critics. Providing similar
services allowed Amazon.com to create a pretty large number of steady associations of
consumers, whose members have similar interests and use a Web-site not only for acquisition
with commodities but also for association. The same a shop decides the problem of providing
loyalty to customers and achieves for competitive advantages at the market, as in the eyes of

clients it turned into an original «authoritative expert» in many areas.
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Organization similar brand community can allow Janus to get the following:
O To become the support source of Russian culture in Latvia
OTo influence and form demand on books and other commodities
OTo collect the invaluable volume of feed-back from buyers
OTo promote the level of maintenance of buyers
OTo work out the principle new relationships with the buyers
O To enable buyers or members of association to socialize with each other
OTo create the protracted connections between buyers
Creation of brand community will not guarantee commercial success, but in a company
has everything for this project to become successful, namely:
1)Already formed group of buyers of an online store
2)Already formed group of buyers of off-line
3)Already formed connections with writers of Latvia
4)Presence of online store software which partly fits for organization of brand community
5)connections with all largest publishing houses of Russian books

The same, the front office of company can create the group of users round the online store,
which could be supported. The members can be informed about new receipts, offered to take part
in the discussions of new books, arrange sales and thematic actions. Active buyers can play the
role of advisers; share the ideas and wishes in relation to new books and authors. Not less
important is a fact that they will play the role of supporters and defenders of interests of brand.

For organization of brand community on a site interactive communications are usually
used. Interactive on-line facilities will allow estimating a market condition with high exactness
and efficiency, overcoming unreliability of existent methods of research.

These possibilities are not provided in an existing online store; therefore they will have to
be created anew and to be programmed in the structure of shop. For the creation of them it is
necessary to foresee the following availabilities on site::

Oreal-time chat

O forums (conferences), representing asynchronous discussions, proceedings a few days,

weeks and even months

In order to make a «chaty» interesting, a company must invite experts or popular authors.
The feature of interactive communications is that intercourse is not related to the geographical
place. The main issue here is the access to the internet. Invitation of authors of popular books is a

unit of programs of publishing houses on advancement of books. Thus, in realization of such
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intercourse a lot of persons will be interested - an author of book itself, publishing house,
publishing the books of author, and bookseller.

The format of «forum», when answers to the specific questions go in sequence and are
placed under a primary question, is very comfortable for reading. Because there is no limit of
time, the participants of debatable forums can to think over the answer in a more careful way and
moderators have more possibilities for adjustment. Commodity experts which are responsible for
the groups of commodity can help the moderator of site.

As a result, the front office of the company can collect "free" information. Users also don't
sell to disadvantage, because through interactive association they find like-minded persons and

can provide permanent connection with them.

IT for offered programs

Online functioning lines up round two key points - personal network terminal and central
server of association. The personal network terminal is an access point in an association for a
separate user; it can be presented depending on the concrete terms of user, by a whole spectrum
programmatic - decisions of devices: from an ordinary PC connected to the computer network to
the specialized mobile terminals of networks. Software for access in a network and facilities of
viewing of content HTML/XML today is an obligatory component of any operating system and
is accessible not only for stationery P but also for different mobile devices of small and super
small size. To provide the work of network association, the user must get content in the format of
HTML or XML.

When working with the system the computer of user executes the following operations:
Osends a server a request for connection

O passes the procedure of authorizing

ODisplays the authorized user a page with functionality accessible for him, current indexes and
warnings.

Through connecting to the browser of special plugging or additional programs it is
possible to achieve additional effects from work in an association, through strengthening of
possibilities of visualization and co-operating with different active members of association.

The features of work of large online store need very hard requirements to reliability and
refusal-resistance of the used server hardware and software. The basic requirements are:
1)Nonlinear growth of server load at multiplying the number of users. A requirement is related to
the supposed growth of community of permanent users and account in the project stage of
complications related to the possible necessity of changing hardware and software platform,

caused by its inadequate tasks according to the demands of the community.
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2)Stability to the dramatic increases of number of users. Today every popular web-site,
possessing a certain community of users, faces the situation of «Denied of servicesy.
3)Possibility of dynamic allocation of loadings between a few servers — Load Balancing.
4)Possibility of synchronization of a few servers. Most suitable for this are the decisions on the
base of Linux (or other UNIX systems), as the most advantageous on correlation of price/
efficiency/ functional possibilities.

The key factor of success for realization of wholesale shop is possibility of exchange of
documents in an electronic format, which became actual especially after the introduction of
electronic signature in Latvia. Electronic invoices can be imported in a database registration
system of client; for this purpose it is necessary to create an universal software product which
would become an important marketing unit for work with wholesale clients, as would allow them
to save time and resources.

In a technological aspect the technologies of brand communities must solve the task of
transformation of discussions in internet into information that is useful for the managers. For
example, the products of software of «neuro technology» class allow analyzing large arrays of
the unstructured text information, exposing the hidden consistent patterns; they really help in

business, watching non-obvious regularities and internal motivations of users.

4.2.2 Calculations of proceeds and costs

Realization of the offered program requires bringing in of additional investments which
will be used to solve the following tasks:
1)For the further development of site software
2)For multiplying circulating assets

An author offers to divide all expenses into two groups during realization of the program:
Those which are related to the creation of «wholesale part» of the web-site
Those which are related to the creation of brand community

Also, it is necessary to take into account an economic effect which will be brought by the offered

program in two directions:

M For wholesale stock rooms of company (model of B2B)

M For an online store (model of B2C)

Expense calculation

The calculation of expense was basin of the following facts:
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1)The rate of growth of the turnover of an online store will make 10% monthly. The starting

point is the average meaning of the turnover of the previous 6 months

2)Additionally, after forming and developing a brand community, it is possible to expect an

additional increase of turnover at least at 10%

3)The turnover of the wholesale section of site will make 10% from the volume of sales of an

online store

In table 4.3. the dynamics of turnover is presented for the months of the first year

Tab.4.3. The dynamics of turnover of the online store for the first year

Profit

1

2

3

4

5

6

7

8

10

11

12

Turnover
of the

store

3103

3413

3754

4130

4543

4997

5497

6 046

6 651

7316

8048

8 852

Additional
increase
of the

turnover

550

605

665

732

805

885

The
turnover
of the

wholesale

section

550

907

998

1097

1207

1328

It is planned to reach the turnover in the amount of 76 766Ls.

In the next years the additional increase can make 20% per year.

Expense calculation

For the calculation of expenses, the author of Master Diploma conducted consultations

with firm ,,NovaMedia”, which conducted the primary programming of online store of

www.janus.lv with purpose to find out labor costs on programming and terms of implementation

of works.

According to expert estimations, the additional programming, program setting in the test

mode and its start will need from 3 to 5 months and such labor costs will cost approximately

6520Ls.

Additionally, the help of developers of the stock room program will be required for

integration of these two programs. These expenses can reach 700Ls.
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In the calculations of financial indexes of project, the author of the work took into account
the tendency of the last year, when the relation of expenses in the turnover of the shop made on
the average 31%.

For a reliable work of an online store it is necessary to multiply the volume of server, that
will entail multiplying of monthly expenses on hosting to 150Ls.

For the input of primary information in a database of wholesale storage it is necessary to
enter about 3500 units of commodities, according to the estimations of the personnel. On the
rates formed in the company, the cost of input of 1 unit of commodity makes 0,07Ls, total:.
245Ls.

As a human factor is limiting the functioning of this online store (a personnel can not cope with
the growing volume of ordering), it is necessary to increase the amount of workers, namely, it is
necessary to find another operator on the input of commodity, manager to work with wholesale
orders and moderator of site. A part of these functions an be assumed by the workers of
company, but in future, with increasing volumes, it will be necessary to search a personnel on
full pay.

Information about the expenses of investments in the planned period is shown in tab.4.4.

Tab.4.4. the expenses of an online store by months, Ls

Expenses/month 1 2 3 4 5 6 | total

programming 1500 | 750 750 | 750 | 750 2020 | 6520

Integration with 1C 350 350 700

Office appliances 750 750

Additional database

entering expenses (3500

pcs.x0,07Ls) 70 70 70 35 245
total 8215

Investment expenses in total make 8215Ls.
Operation expenses will be formed in a following way:
1)Expenses on personnel
2)Expenses on marketing
3)Expenses on hosting and traffic
4)Administrative expenses (lease, telephones, office appliances, etc.)
5)Courier service
On the basis of this, the calculation of future operating expenses was conducted
As it is obvious from an analysis, expenses on salary make on the average 20%, expenses on

courier service 2%, expenses on hosting — 1% and expenses on a bank make about 0,15%.
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Tab.4.5. Operative expenses of the first year of the program

Expenses 1 2 3 4 5 6 7 8 9 10 11 12

Expenses on 621 683 751 826 909 999 1099 1209 1330 1463 1610 1770

personnel

(20% of

turnover)

Additional 0 0 0 0 0 0 110 121 133 146 161 177

expenses on

personnel

(10% of

additional

profit)

Expenses on 0 0 0 0 200 200 200 200 200 200 200 200

marketing

Expenses on 41 41 41 41 41 150 150 150 150 150 150 150

hosting and

traffic

Expenses on 5 5 6 6 7 7 10 11 12 14 15 17

bank (0,15%

of turnover)

Administrative | 220 220 220 220 220 220 220 220 220 220 220 220

expenses (rent,

telephones,

office

appliances,

etc.)

Courier service | 62 68 75 82 90 99 131 151 166 182 201 221

Total expenses | 949 1017 1093 1176 1468 1677 1921 2063 2212 2376 2557 2755

Total expenses of the first year will make 21263Ls.
4.3 Calculation of the economic efficiency of the project
A report on profit and losses was made basing on a fact that 20% of the realized products
are received thanks to an online store. A report on the profits and losses of an online store for the
first year is presented in tab.5.6.
Tab.4.6. Report on profits and losses of an online store during the work in the first year
1 2 3 4 5 6 7 8 9 10 11 12

profit 20% of | 621 683 751 826 909 999 1319 1512 1663 1829 2012 2213

turnover

Operation 949 1017 1093 1176 1468 1677 1921 2063 2212 2376 2557 2755

expenses

Profit/losses -328 -335 -342 -350 -559 -677 -602 -551 -549 -547 -545 -542

As it is obvious from a table, subdivision ends the first year of the work with losses.
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In future, if the increase of turnover will make 20% per year and the additional sources of

profits will appear, such as a sale of the banner advertising, and growth of expenses will be 5%

per year, it is possible to forecast, that the shop will be able to cover the expenses and bring in

return.

Tab.4.7. Calculation of point of positive money balance

Years 1 2 3 4 5
Turnover of the year, increase of 15% 88178 | 101405 | 116617 | 134109 [ 154225
Profit from selling 20% per year 17635 20281 23323 26822 30845
Profit from the sale of online advertising

and additional services (1,5% from turnover

per year) 1323 1521 1749 2012 2313
expenses, increase of 5% 21263 22326 23442 24615 25846
Profit/losses -2305 -524 1630 4219 7313

Diagram 4.7. shows the dynamics of profit and losses of an online store on the years of

planning.
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Tab.4.7. the dynamics of profit and losses of an online store on the years of planning.

As it is obvious from a table and diagram, at the existent method of administrative

account on the firm, online store will be able to bring in return only on 4 of its existence.
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4.4. Program efficiency criteria

From the point of view of the author of Master Diploma, it is impossible to estimate the

economic effect from the introduction of the offered program only by indexes of profit and
losses. For the estimation of the efficiency of an online store at mixed on-line and off-line system
of sales it is necessary to use more wide criteria of estimation.
It is necessary to take into account indirect confirmations of program efficiency, such as
attracting new clients and contacting to the regular customers to a grant to them an instrument
for the work with a company; decline of load of managers and use of free time to search and
strengthen contacts with new customers; decline of expenses on telephone and facsimile
connection, multiplying turnover of commodities, because the processes of order and execution
of this order can be decrease some times. Exactly the combined effect from the introduction of
the program can be considerably higher, than the received indexes.

Any commercial activity implies the return of investments; therefore an estimation of
efficiency of activity is one of the major tasks for an investor and leader of enterprise.

In particular case, the author of Master Diploma offers the front office of the company to
make an effort and estimate the additional benefit of an online store for the whole company. It is
necessary to take into account that an effect of the program can not be received at once and some
time will be needed to get the results.

The main aims of the program are:

M maintenance of commodity turnover, sales promotion, increasing a stake at the market,

reception of certain income;

M forming a necessity of a commodity;

forming a certain level of knowledge about a commodity and firm;
forming trust of users to the commodity and firm;

M forming a positive attitude towards a firm;

M Two types of indexes can be the criteria of efficiency of the achieved aims:

Tab.4.8. Efficiency criteria

Aims Efficiency criteria

Commercial actual increase of volume of sales; increase of number of new
clients; increasing a stake at the market;

Communicative increase of knowableness of brand/commodity/form; forming
a positive attitude towards a brand,

For monitoring of the received result it is possible to use information which can be gained from

data of administrative page of an online store
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Tab. 4.9. Indexes for monitoring of economic efficiency

Group Index

Communicative Number of viewings, number of the unique viewing, number of visits,
number of new users, geographical division of users, number of viewing
of pages, ways on a site, duration of visit

Economic Number of clients, number of orders, number of sales, volume of sales,
frequency of ordering, middle sum of purchase, middle number of sales
of every client

The terms of order execution, amount of executed orders and attitudes of executed orders
to preliminary orders can serve as very important criteria of efficiency of management of an

online store.

Conclusion.
In conclusion, considering the proceeded research of the market, current trends, consumer
habit and behavior, analysis of online store was offered the development program with

implementation of models B2C and B2B for the creation of the largest online shop of Russian
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books in Baltic region. Also qualitative and quantity figures were chosen for the control of work
of online store for the next 2 years. Creation of wholesale trading “platform” based on existing
online store will let Janus :

- higher the turnover of each of company’s wholesale warehouse

- offer wholesale seller service which is offered by the similar companies

- cut the expanses on receiving orders from branch stores as before that time all orders
were sent by fax

- will cut the number of mistakes in orders and deliveries to the customers

- warehouse workers will be able to schedule the work more precisely and foresee the
orders from customers.

- customers will not be limited by the working hours and will be able to place orders in
any convenient time.

- will be possible to send special offers to customers with new releases and receive early

orders which will help to learn the demand on new releases.

Organization of Brand-community will let Janus become the key point for Russian
speaking readers and influence the demand on books and gain priceless feedback from
customers. It will also improve the service and will make relations with customers closer. Janus
has every precondition to make this project successful.

For the realization of the offered program will be necessary to attract additional
investment, which will be spent for improvement of software of the site and increase of cash
flow.

By the calculations the turnover of the first year should be 76766 Ls, and 8215 for
investment. Operation expenses of the first year should be 21263 Ls.

With current methods of administrative account, the online shop will only start bringing
profits only in 4 years. For the evaluation of efficiency of online shop with both online and
offline sales of the company, there should be used more advanced criteria of evaluation. In this
case only the overall effect should be more important than temporary.

Based on the analysis and calculations during the work, author of the thesis offers the
executives of the company the following:

- Organize sales department for the company’s customer using the advantages
of B2B model.

- Organize brand-community, using advantages of B2C model

- Divide expenses spent on brand-community project and on wholesale

department
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- Consider the economical effect which will bring these two projects

- At least 2 more people should be hired in order to moderate the site and
manage wholesale department.

By the opinion of author these changes should positively influence the future work of

the enterprise.

The list of used sources:
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Kopsavilkums

Magistra darbs par tému «Interneta ietekme uz uznémgjdarbibas attistibu Latvija (par
pieméru nemot elektronisko gramatnicu)» veikts, balstoties uz gramatu tirdzniecibas tirgus
tendencu analizes rezultatiem Latvija un specializétas interneta gramatu veikala www.janus.lv
darbibu no 2005. - 2006. gadam. Sis interneta veikals ir dala no Baltija lielaka krievu gramatu
veikala “’Gora” un ta attistibai ir liela ietekme uz uznémuma gramatu biznesa attistibu ne tikai
interneta.

Izveletas temas aktualitati pamato $adi faktori:

O Pirmkart, vispasaules gramatu tirdzniecibas biznesa attistibas tendences liecina par arvien

pieaugoSu pieprasijumu péc specializ€tiem interneta gramatu veikaliem, kur veiksmigi tiek
pielietota asortimenta strat€gijas konkurences prieksrociba.
Otrkart, paSreizgja situacija Latvijas gramatu tirgd liecina par neapmierinatu pieprasijumu
péc specializ€tiem interneta gramatu veikaliem ar visplasako gramatu spektru.
Treskart, modelu B2C un B2B apvienoSana konkréta gramatu veikala uznéméjdarbiba var
palidzet §im veikalam klait par elektroniskas krievu gramatu tirdzniecibas tirgus lideri ne tikai
Latvija, bet arT Baltijas valstts. Kompanija — interneta veikala paSniece lidz $im bridim,
darbojas ar dazadiem pircgjiem tikai pé&c B2C modela. Bet uzp€muma ir visi
priekSnoteikumi, lai attistitu vél vienu elektroniska biznesa modeli, un tiesi B2B.
Ceturtkart, specializ€tajam interneta gramatu veikalam nepiecieSams izstradat ta attistibas
programmu, lai mainitu gan gramatu mazumtirdzniecibas, gan vairumtirdzniecibas pirc&ju
ieradumu pirkt gramatas tikai gramatu veikalos, un nodro$inat viniem papildu iespgju
iegadaties vinus interes€josas gramatas un citas preces interneta veikala.

Sada veida magistra darba téma ir saméra svariga uznémumiem.

Magistra darba tiek aizstavéta aktuala téze — specializ€ts interneta gramatu veikals, kur§

pastav liela gramatu uznémuma ietvaros, savai attistibai var veiksmigi izmantot dazadus
elektroniskas tirdzniecibas modelus, pieméram, B2C un B2B, tada veida art ietekméjot konkréta
gramatu tirdzniecibas uzn€muma biznesa attistibu.

Pamatojoties uz témas aktualitati, par magistra darba merki kluva Latvija esosa
specializ&ta interneta gramatu veikala uznéméjdarbibas optimizacijas plana izstrade. Balstoties
uz veikto analizi uznémuma vadibai tiks piedavata interneta veikala attistibas programma uz
tuvakajiem 2 gadiem un tiks noteikti galvenie kvalitates un kvantitates raditaji interneta veikala
darbibas efektivitates kontrolei.

Magistra darbu rakstot, uzstadita mérka sasniegsanai tika risinati $adi uzdevumi:

1.tika veikta elektroniskas komercijas attistibas tendencu analize Latvija
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2.tika izskatitas vispasaules gramatu tirgus attistibas tendences

3.tika izanaliz&tas gramatu tirdzniecibas ipatnibas Latvija

4.tika veikta veikalu salidzino$a analize — tieSo konkurentu, 1paSu uzmanibu pievérSot to
marketinga darbibam ka faktoram pastavigo klientu saglabasanai

S.tika izskatiti galvenie elektroniskaja tirdznieciba izmantotie modeli

6.tika noteikti interneta veikala efektivitates izverteéSanas kritériji

7.tika kvalificéti B2C modela tipi

8.tika veikta interneta veikala uznémeéjdarbibas analize par 2005. — 2006. gadu

9.tika veikta interneta veikala efektivitates analize

10.tika sastadita interneta veikala SWOT analize

11.tika izstradats plans preczimes savienibas organizéSanai (modelis B2C) interneta veikalam
12.tika aprekinats nepiecieSamais optimizacijas budZets un tika noteikti programmas termini
13.tika noteikti galvenie kvalitates un kvantitates raditaji veikala darbibas efektivitates kontrolei
turpmakajiem 2 gadiem

14.tika izskatiti $T konkréta projekta riski

Magistra darba pétijuma objekts ir specializéta interneta gramatu veikala darbiba 2005.
un 2006. gada. Analizes veikSanai darba autoram tika nodro$inati interneta veikala atskaiSu
dokumenti uzn@muma vadibai par 2004. - 2005. gadu.

Magistru darbs sastav no ievada, teorétiskas sadalas, praktiska pétijuma un nobeiguma.

Darba teoretiskaja sadala tika izskatiti galvenie elektroniskas tirdzniecibas modeli un to
raksturigas 1pasSibas biznesa attistibai.

Daudz plasaka plana elektronisko komerciju var noteikt ka komercialo darbibu, kura
izmantotas timekla vietnes interneta, vai ka to defin€ Ekonomiskas sadarbibas un attistibas
organizacija: "Visa uznémejdarbiba, kas sastopama tikla, un izmanto parraides kontroles
protokolu /interneta protokolu (TCP/IP) 7". Autoru vairakums, kas izpéta $o teému, rod
kopsaucgju, ka elektroniska komercija - tas ir atrums, savienojuma pieejamiba, maina ar precém,
pakalpojumiem un informaciju ar Interneta tikla palidzibu.

P&c Latvijas Interneta asociacijas petijuma datiem, kopgjie ienakumi no interneta
pakalpojumu sniegSanas Latvija ik gadu vid&ji pieaug par 40%. Interneta lietotaju skaits Latvija
pastavigi aug un jau parsniedzis pusmiljonu. Diemz&l progresivas izmainas pagaidam neskar
visu valsts teritoriju. Latvijas regionu attistiba nav sabalanséta, starp tiem eksisté lielas

socialekonomiskas atSkiribas. Latvija kltist par mono centrisku valsti. Regionu izlidzinasanai

7 SMEs and electronic commerce. Paris: OECD, 1998.
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Elektroniskas komercijas modelus var klasificét péc tadiem kriterijiem ka preces
reprezenteSanas veids (elektroniska uzn@émuma reprezent€sana, elektroniskais katalogs,
elektroniskais veikals, elektroniska izsole, elektroniska birza u. c.) un péc patérétaju veida (B2B
modelis (business - to - business) paredz pilniba automatizétu uznémumu mijiedarbibu un B2C
modelis (business - to - consumer) tiek izmantots, kad uznémums savas preces un/vai
pakalpojumus pardod tiesi gala paterétajam). B2C sist€mas vertiba pieaug aptuveni lineari
lietotaju skaitam, bet starpuznémumu tirdznieciba B2B ta pieaug ka lietotaju skaita pieauguma
kvadrats.

Starp B2B un B2C elektroniskas tirdzniecibas modeliem pastav biitiska atskiriba.
Atskiriba no B2C, izmantojot B2B modeli tiek 1stenotas darbibas ar plasu kontrahentu spektru
(piegadataji utt.). Tas nozimé, ka jebkuram uznpémuma apakSdarbuznémejam ir iesp&ja izskatit
eso8as uznémuma vajadzibas atbilstoSajam precém vai pakalpojumiem un nekavéjoties reagét uz
noforméto pieprasijumu. Tadgjadi, var planot piegadi, noteikt terminus un piegades veidus,
izrakstit rékinu utt., turklat ideala varianta visus datus jaievada konkréta uzn€muma resursu
vadibas sisteéma. Elektroniskas komercijas ievieSana atbilstosi B2C modelim tiek saprasta ka
komercialu darbibu ieviesana (iepirkums, pardoSana, apmaksa utt.), izmantojot internetu, tai pasa
laika elektroniska komercija atbilsto§i B2B modelim ietver plasaku tehnologisko risinajumu
spektru. Ka norada dazadu autoru pétijumi, tirisma un atpiitas uznémeéjdarbiba ir daudz
tradicionalaka un noturigaka B2C (uzp€émums - patérétajs) forma, tai pasa laika augstako
tehnologiju organizacijas galvenokart izmanto B2B modeli (uznémums - uzpémums). Prasmiga
atSkirigu modelu kombinacijas izmantoSana tuvakaja nakotné klis par svarigu faktoru
elektroniska biznesa konkurétspgjas nodrosinasanai.

Ka atzime eksperti, noturigi faktori, kas nosaka uznémumu iesp&ju un elektroniskas komercijas
izmantoSanas nepiecieSamibu, ir datoru izmantoSanas kompetence, kulttiras erudicija, uznpémuma
lielums un veida izvéle nonaksanai pie gala patérétaja caur starpniekiem, tiesas pardosanas cela
vai biznesa attiecibu forma.

Par svarigu momentu darba kluva interneta veikalu darbibas efektivitates izveért€juma
teor€tisku principu izpéte. Pazimém par praktiskiem panakumiem informaciju tehnologiju
izmantoSanai ir $adi fakti:

QO potencialais klients sanem tik pat vai pat vairak informacijas par uznémumu, apmeklI&jot ta
vietni, ka varétu sanemt tiekoties personigi;

Qinterneta resursu audits, kas attiecas uz projekta izmaksam, ir salidzinams ar specifisku
(aprékinati uz noteiktu kontingentu) off-line masu informacijas lidzeklu auditu, kas attiecinams

uz vidgjo reklamu kampanas vertibu $ajos masu informacijas lidzek]os;
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Qaug pasitijumu daudzums, kas sapemti caur internetu, tai skaita ari tie, kurus kompanija
nesanemtu ieprieks (piemeram, no citam pilsétam un valstim);

Qaug partneru un klientu daudzums, kas dod prieksroku informacijas apmainai caur internetu;
Qaug uznémuma reagéSanas atrums uz apkartéjas vides izmainam;

Quzlabojas pienemamo 1émumu kvalitate (vai, vismaz, aug parlieciba to pareizumu);

Qkatrs uznémuma lidzstradnieks skaidri apzinas: kadél uznpémumam ir nepiecieSami interneta
resursi un spejigs sniegt savu artavu ta atbalsta;

Qkatrs uznémuma lidzstradnieks saprot: kadé] vinam personigi, ka uznémuma darbiniekam, ir
nepiecieSams $is projekts;

Qjebkada projekta posma var noteikt ta kapitalizaciju.

Visvienkarsak novertet tada interneta veikala efektivitati, kuram nav citu pardosanu
mehanismu ka tikai izmantojot internetu. Tad atliek vien salidzinat izmaksas un pardoSanas
apjomu. Jauktas online un off-line pardoSanu sistémas gadijuma interneta veikala efektivitates
izvertejumam jaizmanto plasakus izvert€juma krite€rijus. Pardosanas izvertéjums saja gadijuma
neko nedos, jo uz doto bridi pirc€js Latvija dod prieksroku pirkumiem tradicionalos veidos, nevis
ieperkoties interneta veikalos, c€loni tam var biit $adi:
6.zema vietnes &rtiba
7.apmekl&tajiem trukst pieredzes darba ar elektroniskajiem veikaliem, to mehanismu un
ieguvuma neizpratne
8.nav iesp&jas preci "aptaustit" un personigi komunic€ta ar pardeveju. TieSi tadél interneta
pardosana lideri ir uzp@mumi, kas tirgo gramatas, miiziku un filmas.
9.uzticibas trukums elektroniskajiem maksajuma lidzekliem
10.kontroles triitkums par preci no pasiitijuma briza lidz sanemsanai

Ja pastav alternativa elektroniskajam veikalam, péc dazadiem noveértejumiem, 50 % lidz 90
% pasu valsts vietnu apmekl&taji izmanto tiesi alternativo variantu, dodot priekSroku personiski
iet veikala vai zvanit pa telefonu, apliikkojot interneta veikalus tikai ka informacijas avotu. Viens
no galvenajiem Skérsliem lietotajiem ar pieeju internetam veikt pirkumus reala laika rezZima ir
nedro§iba par pérkamas preces kvalitati. So céloni mingja tre$a dala aptaujato lietotaju. Nopietns
$kérslis ir arT darfjuma nedro$iba. Sai zina situacija Latvija nedaudz atkiras no pasaules
vidgjiem raditajiem: ja valstis, kuras aptver petijums, visuma aptuveni 30 % lietotaju ar pieeju
internetam izvairijas veikt pirkumus interneta tapéc, ka nevélas atstat savas kreditkartes numuru,
tad Latvija tadi bija tikai 13 %. Tresa dala lietotaju pazinoja, ka viniem ir vieglak un interesantak
iepirkties parasta veikala.

Eksperti izce] §adus faktorus, kuri var pazeminat interneta veikala uznémejdarbibas
rezultatus:
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M zema veikala ertiba. Par to var liecinat apmeklétaju jautdgjumi forumos vai tehniska atbalsta
dienesta par to, ka izdarit pirkumu. Pats vienkarsakais veids ka paaugstinat ertibu — apkalpojosas
izmantoSanas test€Sana, kad izstradataji lidz par interneta veikalu neinformétu cilvéku veikt
pirkumu, bet pasi novero, neiejaucoties

informécij as neesamiba par dota interneta veikala priekSrocibu

M pasiitijumu neesamiba. Termins no produkta apskates un pirkuma veikanu var bat dazads -
no vienas dienas lidz daziem méneSiem. Tadel ir iemesls rekinaties ne tikai ar pirkumu
daudzumu, bet arT ar papildinajumiem izvél&tajam un atkartotiem apmekl&jumiem.

Tadgjadi, pirmaja darba dala iegiitas teorétiskas zinasanas lava izveidot bazi praktiskajai
pétijuma dalai.

Praktiskaja darba dala tika apliikoti pasaules gramatu tirdzniecibas tirgus aktualas
tendences. Pasaules gramatu tirdznieciba novérojamas divas pret€jas un savstarpgji papildinosas
tendences, kuras ir mérk&tas uz to, lai nepastarpinati sniegtu pirc€jam maksimalu gramatu izvéli.
Pirmais variants - tieSas piekltiSanas paplasinajums milzigam asortimenta uz tirdzniecibas
laukumu paplasinasanas un loti lielu veikalu servisa pilnveidosanas, ka ar1 loti Saura
specializacijas rekina.

Pamatojoties uz vispasaules gramatu veikalu pieredzi, gramatu izplatitaji visa pasaulé
servisa uzlabojumam piedava lasitajiem informativa un komunikativa veida pakalpojumus.
Informativie pakalpojumi ir saistiti ar interneta tikla attistibu, ar kop&ju un profesionalu
periodisko izdevumu izmantoSanu, reklamu uz televiziju. Un $adi pakalpojumi ir pieprasiti
diezgan plaSs. Online veikali piedava individualus pakalpojumus, kas nav pieejami tradicionalai
gramatu tirdzniecibai - iesp&ja iepazities ar profesionalam recenzijam par gramatu un ar citu
pircgju atsauksmém; informacija par to, kadus izdevumus vél iegadajusies pircgji, Kuri
iegadajusies konkréto gramatu; individualu rekomendaciju izsnieg$ana, nemot véra ieprieksgjos
pirkumus; personigu ‘’pakotnu’ komplekt€Sana ar véra nemamu atlaidi; iesp€ja iegadaties
jaunumus otrreizgjai lasiSanai, kas ir divreiz vai trisreiz 1€tak (ne mazsvarigs faktors ar augstajam
pirmizdevumu cenam). Lielakais elektroniskais interneta gramatu veikals interneta timekl1 ir
Amazon.com un taja ir atrisinata biitiskaka gramatu tirdzniecibas interneta probléma — tagad
izdevumus, kurus var iegadaties Amazon.com, var "parskirstit". Veikala sait€ ir papildu
pakalpojums "leskaties gramata" (Look Inside the Book). Sadala tiek public@ti fragmenti no
gramatam (dazi desmiti lapaspusu no dazadam nodalam), vaka kopskats (skats no priekSpuses un
no aizmugures) un ieksgjo vaku atverumi (kur parasti tiek iespiesta autora fotografija, 1sa
biografija, citu gramatu reklamas un atsauksmes par tam presg). Sis pakalpojums tika ieviests

"ka atbilde uz daudzajiem veikala apmekl&taju ligumiem".
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No otras puses, vispasaules pieredze rada, ka daudz pieprasitaki ir komunikaciju
pakalpojumi, visupirms, telefoniskas un mutiskas izzinas, ka art raditaju sisteéma, celvezu utt.
Aptaujas norada, ka vairak ka 50 % pirc€ju dod priekSroku uzzinat par gramatam veikala.
Viniem gramatu veikala apmekl&jums — ir viens no briva laika pavadiSanas veidiem. Tadg]
pardevéja - konsultanta lomai pakalpojuma sniegSana, t. i. komunikacijas saiknes uzturéSana ar
pircgjiem, ‘’draudziga mijiedarbiba™, ir prioritara nozime.

ASV, saskana ar Point of Purchase Advertising Institute (POPAI) pétijjumiem, vairak ka
64% lémumu par pirkumiem nepastarpinati pienem pardoSanas vietas. Eiropas veikalos Sis
raditajs vari€ no 40 lidz 50%, Krievija — 35,2%. Viens no jaunakajiem pé€tjjumiem gramatu
tirdznieciba atklaja, ka viena no galvenajam prasibam gramatu veikalam no pirc€ju puses ir
“’asortimenta plaums”. Seit arf rodams izskaidrojums daudzu gramatu tirgotaju centieniem
realizEt tieSi asortimenta strat€égiju. TieSi asortimenta stratégijas realizacija lauj runat par to, ka
specializ€tajiem interneta gramatu veikaliem ir liela nakotne.

Latvija ir loti interesants gramatu tirgus. P&c ekspertu aprékiniem, Latvijas gramatu tirgus
sastada no 12 miljoniem dolaru [idz 12 miljoniem latu gada. Latvija uz iedzivotaju ir tris reizes
vairak izdevniecibu neka Vacija, un ir tris reiz€s mazak gramatu veikalu. Pastav divas spilgti
izteiktas tendences:
3)Gramatu veikali pietiekami viegli iedalami “’krievu” un “’latviesu”. Latvijas gramatu izdev@ji
nevar aptvert visu gramatu spektru, kas tiek izdotas Krievija un Rietumos. Bez tam, ja ir nelielas
auditorijas, un tatad arT ar nelielu tirazu, gramatas pasizmaksa (kur ietverta tipografija, honorari
autoriem un tulkiem un utt.) Latvijas izdevniecibam sanak vairakas reizes augstaka neka
Krievija. Tadel sanak, ka krieviski lasosie ir daudz izdevigaka stavokli.
4)Cita tendence — ir tas, ka Latvijas lasitajs (abas valodas) pamata ieguvis padomju izglitibu.
Latvija biezi vien nav populari autori, kam ir lieli panakumi Rietumos.

Latvijas gramatu tirgdl ir visi gramatu tirdzniecibas formatu veidi:

O Gramatu (specializétais) universalveikals (Iidz 300 m?*) ar 5 - 10 tukstoSu nosaukumu
asortimentu;

Gramatu lielveikals (1000 — 2000 m?)

Gramatu veikali tikla

Gramatu kioski, tirgi

Gramatu interneta veikali

Gramatu tirdznieciba péc kataloga;

OO0O0OoaoaQ

Gramatu sekcijas tirdzniecibas galerijas (hipermarketi) u. c.
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Latvijas gramatu uzn€mumus var iedalit vairakas kategorijas: uznémumi, kas
specializ&jas uz macibu literatiiru visas valsts valodas, uznémumi, kas nodarbojas ar krievu
gramatu vairumtirdzniecibu, ka arT ar mazumtirdzniecibu Riga un Latvijas regionos, uznémumi,
kas izplata gramatas latvieSu valoda un svesvalodas un nedaudz krievu valoda, uznémumi, kas
specializ&jas mazumtirdznieciba ar gramatam krievu valoda, uzn€mumi, kuriem ir skaidra
specializacija pa gramatu asortimentu.

Lideris Latvija, vadoties péc tematikas, ir dailliteratiira, lietiska literattira (par
ekonomiku, tiestbam, marketingu, menedZmentu, gramatvedibu) un macibu literatiira skolam.
PardoSanu reitingos pirmo vietu ienem gramatas cietos standartformata vakos 84x108/32, kas
skaidrojams ar izdev&ju priekSrocibam orientgjoties uz $adu formatu. Netiek apmierinats
pieprastjums atseviskas pozicijam, kuras ietilpst zinatniska, macibu un izzinas literatiira. Ipasi tas
noverojams Sauram specializacijam un disciplinam, p&c atseviskiem priekSmetiem, gramatas,
kuram ir neliela tirazas, kas ar1 nosaka to augsto mazumtirdzniecibas cenu. Pietrukst gramatu par
aktualu musdienigu tematiku dailliteratura. Visbiezak tas ir saistits ar nepietieckama autoru skaitu
un diezgan zemiem autora honorariem. Bez tam, situacija ar diezgan lielu skaitu tulkotas
literatiiras izdevumu, musdienu literarais process, iznemot pardesmit vai parsimts attistito valstu
lasitako autoru, v€l aizvien ir vaji parstavets.

Pamatojoties uz gramatu tirgus analizi Latvija, var izcelt sekojosas ta attistibas tendences:
1)Gramatu tirgus sadaliSana péc lasitaju valodas piederibas
2)Literaro preczimju tirdznieciba veicas labak neka nezinamu autoru gramatu vai gramatu no
nezinamam izdevniecibam tirdznieciba
3)Latvijas izdevniecibas pargajusas uz tematiskas planosanas sist€mu un izglitoSanu par cenam,
vadoties péc katra izdevuma ienesiguma;
4)Latvijas izdevniecibas savieno personigo tiklu un izplatiSanas caur neatkarigiem
vairumtirdzniecibas uzgémumiem, ta ka personigais tikls lauj attistit pardoSanu un izsekot to,
liels mazumtirdzniecibu tikls — tiek veikti liela méroga marketinga pasakumi, bet neatkarigs
veikals palidz akcentét pirc€ja uzmanibu uz noteiktam gramatam
5)Vidgjas cenas turpmaks pieaugums gramatam nepiecieSams tirgus attistibai
6)Gramatu tirgus kluva diferencétaks un piedava literatliru visam prasibu spektram — sakot ar
pasiem pieticigakajiem lidz izsmalcinatiem,;
7)Ar jauna likuma par NDS ievieSanu, izdevniecibas un gramatu tirdznieciba sanéma atvieglotu
attistibas reZimu, t. i. daudzam gramatam NDS likme ir 0 %, bet gramatu tirdznieciba tiek aplikta
ar NDS likmi 5 %;

8)Zema iedzivotaju maksatspéja, pasi Latvijas regionos, ierobezo tirgus attistibu
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9)Pareja uz loti augstu asortimenta gramatu tirdzniecibas organizacijas formu papildu kapitala
trikuma del

10)LasiSanas struktiira ped€jos gados nemainigi evolucioné pragmatiskas lasiSanas virziena.
Tiesi tade] turpina pieaugt macibu un izglitojosas literatiiras izdoSana un pieprasijums, ieskaitot
darjjumu literatiiru, kas saistits ar pieaugoSajam tendencém uz iedzivotaju izglitibas limena
paaugstinasanos un tirgus prasibam p&c profesionali kvalificétiem kadriem.

Magistru darba ir izanalizéta uznémuma konkurentu darbiba, ar uzsvaru uz marketinga
panémieniem pirc€ju uzmanibas piesaistiSanai un pastavigu klientu noturésanai. Visi lielie
gramatu tirdzniecibas tikli izmanto $adu marketinga un reklamas gaitu:

O Visos lielakajos periodikas izdevumu tiek izvietotas jauno gramatu anotacijas ar noradém,
kas So gramatu izsludinajis

O Portala www.delfi.lv gramatu uznémums Polaris katru izvieto plaSu anotaciju par vienu
gramatu, §1s informacijas apaks$gja dala tiek noradita cena un kur var So gramatu iegadaties.
Janus $im meérkim izmanto portalu www.tvnet.lv, kur gramatu var nopirkt tiesi no portala
caur interneta veikalu.

O Zurnilos tiek publicéti pardotako gramatu un jaunumu topi (pieméram, zurnala Jlro6mo tiek
publicéts pardotako Polaris gramatu tops, bet Janus Saja pasa izdevuma public€ pardotako
bérnu gramatu topu).

O PicdaliSanas ikgadéja gramatu gadatirgt Kipsala.

(m]

Visos veikalos darbojas programmas pastavigiem klientiem.

O Tiksanas ar autoriem un jaunu gramatu prezentacijas.

Darba tika veikta interneta veikala darbibas analize, nemot véra ta lomu kopgja
uznémuma struktiira. Pamatojoties uz veikto analizi tika izdariti $adi secinajumi:

a. Esosa precu sadales shéma analiz€taja elektroniskaja veikala ir Joti masiva. Ka rezultata no ta
cie§ atlikuma atjauninaSanas operativitate interneta veikala vietn€. Atlikuma atjauninasana
interneta veikala vietn€ notiek bez atlikuma kustibas uzskaites, t.i. tiek atjauninata visa datu
baze, nevis atlikuma dinamika. Tas noved pie ta, ka faili ar atlikumu noliktava tiek ilgi
generéti, tiem ir lieli izméri un tie ar kladam tiek import&ti interneta veikalu datu baze. Datu
apmaina off-line reZima noved pie ta, ka gramatu, kuras it ka ir noliktava, vairs nav un otradi.
No ta cies vietnes informacijas drosiba un i-veikala pardoSanas apjoms.

b. GORA datubaze esosas uzskaites sistemas d€] no katras nodalas jaizraksta sava parsiitiSanas

pavadzime, nav iesp€jams izrakstit vienu pavadzimi pasiitijumam. Tads stavoklis noved pie

klidam komplekt&jot pasiitijumu jau interneta veikala, jo jasSkiro ienakosSas pavadzimes un

jakomplekte no jauna.
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c. Veikala datu baze atrodas gramatas, kuru tiraZza jau beigusies un tas vairs netiks izdotas. Tas
noved pie datu bazes nepartrauktas pieaugsanas hostinga serverT un liela daudzuma ieksgjo
pasiitijumu, kurus nevar izpildit un kuru apstradei tiek patéréts daudz laika. Ieprieksgjo
pasttijumu shémai nav nepiecieSama pirc€ja autorizacija, tapec biezi pienakosais pasttijums
netiek izpildits tapéc, ka informacija par pasutitaju ir klidaina.

d. Uz pasttijuma veidlapas administrativaja vietnes lapa nav opcijas nosutit vestuli klientam par
to, ka vipa pasitijums ir izpildits un vin$ to var sanemt veikala. Ja klients izv€l&jies
noteikumus preces sapemsanai ‘’veikals GORA”, preces kustiba veikala notiek bez
pavadzimém. Klienti bieZi atsakas no pirkuma vai pérk pasttijumu dal&ji. Tas noved pie laika
zuduma pasttijumu komplektgjot.

e. Analizgjot pienemtos, izpilditos un atteiktos pastitijumus, konstateta §ada likumsakariba — 10
% pasitijumu netiek izpilditi un kltst par rezervi pardoSanas apjoma palielinasanai un
elektroniska veikala pardoSanas organizeSanai.

f. Elektroniska veikala darbibai ir sezonals raksturs. Apgrozijuma kriSanas novérojama janvari,
problematisks ir arT novembris, marts un konstatéts, ka cilvéka faktors dota interneta veikala
funkciongsana ir limitéts faktors (personals netiek gala ar pieaugoso pasiitijumu skaitu),

Péc SWOT analizes rezultatiem redzams, ka divvalodigas sabiedribas apstak]os lielakajam
krievu gramatu veikalam un ta sastavdalai interneta veikalam, ir visas iesp€jas klut par krievu
kultiiras balstu Baltijas valstis.

Darba nosléguma, balstoties uz veikto tirgus izpé€ti, patérétaju velmeém, interneta veikala
darbibas analizi, tika piedavata attistibas programma ar B2C un B2B mode]u izmantoSanu lielaka
krievu gramatu interneta veikala izveidoSanai Baltijas valstis un tika noteikti kvalitatates un
kvantitatates veikala darbibas kontroles raditaji turpmakajiem 2 gadiem.

“’Vairumtirdzniecibas zonas' izveidoSana uz jau esosSa interneta veikala bazes laus
uznémumam Janus: palielinat katras uznémuma vairumtirdzniecibas noliktavas apgrozijumu,
piedavat uznémumiem-pardevéjiem servisu, kuru piedava citi analogiski uznémumi, samazinat
izdevumus pasiitijumu pienemsanai no veikaliem timekli, jo uz doto bridi visi pasiitijumi tiek
pienemti pa faksu, samazinat dazadu novirzu un trauc€jumu iesp€jas pasiitijumu pienemsanas un
nositiSanas procediira, noliktavu darbinieki biis daudz planveidigak izmantos savu darba laiku,
jo var€s prognozet pasiitijumus no klientiem, klienti netiks ierobezoti ar noliktavu darba laiku un
vares veikt pasiitijumu viniem &rta laika, vares izmantot klientu datu bazi specializéto
piedavajumu izsttiSanai, lai iepazistinatu ar uzpémuma jaunumiem, dati par ieprieks&ju
pasttijumu laus noteikt pieprasijumu, nepiecieSamo precu partijas apjomu, kas laus samazinat

izdevumus par precu uzglabasanu, automatiz€t pazinojumu izstitisanu uz elektronisko pastu
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lietotajiem, kas atstajusi pieprasijumu par informéSanu, ka konkréta prece ir paradijusies
noliktava vai par pakalpojumiem elektroniskaja kataloga.

Pre¢zimes savienibas organizacija var atlaut uznpémuma Janus iegiit sekojoso: klit par
atbalsta punktu krievu kultiirai Latvija, ietekmét un forméet pieprasijumu péc gramatam un citam
precém, sanemt nenovertéjamu atgriezeniskas saiknes apjomu no klientiem, paaugstinat pirc€ju
apkalposSanas Itmeni, uzlabot principiali jaunas attiecibas ar saviem pircgjiem, sniegt iesp&ju
pirc€jiem vai savienibas locekliem savstarp€ji komunicét, nodibinat ilgnoturigus sakarus starp
pircgjiem. Lai izveidotu pre¢zimes savienibu, uzn€muma tam ir viss nepiecieSamais, lai Sis
projekts kliitu veiksmigs, un tiesi: jau izveidojies interneta veikala klientu loks, jau izveidojies
oft-line pircgju loks, izveidojusies sadarbiba ar Latvijas rakstniekiem, interneta veikalam
nepiecieSamais programmatiras nodroSinajums, kas dal&ji piemerots preczimes savienibas
organizacijai, sakari ar visam lielakajam krievu gramatu izdevniecibam.

Piedavatas programmas realizacijai nepiecieSams piesaistit papildu investicijas, kuras tiks
izmantotas $adu uzdevumu risinasanai.

Péc aprékiniem pirma gada apgrozijums sastada 76 766 Ls. Investiciju terini sastada 8215
Ls. Pirma gada darbibas terini sastada 21263 Ls. Ar uzn€muma esoso vadibas uzskaites
metodiku interneta veikals nesis pelpu tikai 4. savas pastavéSanas gada. Interneta veikala
efektivitates noveérteésanai ar jauktu online un off-line pardosanas sist€mu ir jaizmanto daudz
plasaki izvertéSanas kriteriji. TieSi kopuma efekts no programmas iestrades var but butiski
augstaks par iegiitajiem raditajiem.

Izvirzito mérku izpildes efektivitates kriteriji var biit divu veidu raditaji: komercialie un
komunikacijas. legtito rezultatu monitoringam var izmantot datus, kurus var iegtit no i-veikala
administrativas lapas datiem un no noliktavas programmas datiem.

Lai izpilditu uzdevumus, kas darba uzstaditi, tika izmantotas $adas metodes: internets —
auditorijas aptauja, konkurentu salidzinosas analizes metode, SWOT - analize. Tika izmantotas
modernas tehnologijas, dalgji MS Ofice pakotne un interneta avoti.

Darbs sastav no 75 lappusém.

Darba ieklautas: 20 tabulas, 19 zim&jumi.

Bibliografija sastav no 26 avotiem.
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