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In this column, we address the opportuni-
ties presented in the new E-commerce
Business Plan Pilot Event. Those who
delved into the area of e-commerce with
last year’'s E-commerce Management
Team Decision Making event found the
area to be much less daunting than they
might have thought originally. Now it's time
for others to join them and encourage your
members to approach this area—they’re
interested in it and they know quite a lot
about it. Remember to use their expertise.

The task before participants is to “research
and design a plan to start an e-commerce
business or component of an existing e-
commerce business.”

Before you begin to plan an approach to
the event, look at the written entry evalua-
tion form. For this initial year, the form
closely resembles the form of a marketing
research event. Since the event is a pilot,
the format is still in development. The
Competitive Event Task Force says you
can expect to see the form move more
toward an entrepreneurship event next
year.

But for this year, note how many points on
the sheet are devoted to research for the
site. Items Il and IV deal with the research
and the findings of the research. The total
number of points available in these cate-
gories is 28.

So the question arises how to do the
research. There are multiple avenues of
research for determining the desirability of
the site. Students can find out the demo-
graphic of most e-commerce shoppers and

go to places where those people can be
found. They can determine what demo-
graphic would be interested in their product
or service and do research among that
group. Last year one DECA e-commerce
researcher did the survey from his own
Web site; he received thousands of replies.
Students can also go to a bricks and mortar
business that deals in the products of inter-
est and do the research there.

As students are getting started, they will
want to go to the Web to look for an exist-
ing business like theirs. Not only can they
get ideas from that site, but they might
decide to focus on a missing component of
an established site and then approach a
bricks and mortar unit of that business for
permission to do a survey on the appeal of
that missing element.

Still having trouble getting used to this lead-
ing-edge topic? You can always look at the
E-commerce MDM winners from last year
(available through DECA IMAGES) and see
how they handled the topic.

Here are a few frequently asked questions
about the e-commerce area.

FAQ 1

The description of the event in the official
guidelines does not mention whether | can
establish an e-commerce site for an exist-
ing bricks and mortar store. Can 1?

Yes, you may. Several members of the
Competitive Events Task Force were
polled on this issue and replied in the
affirmative.

FAQ 2

Do | have to be technically adept at actual-

ly constructing a Web site in order to do this



event?

First of all, look again at the evaluation
form. The Web site itself will only be
dealt with as a proposed activity under
section V.B. It is important to know what
features a Web site might have, but not
crucial to know how to actually con-
struct a site. You will have to budget for
technical services if you won’t be doing
it yourself.
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