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These work on the basis that it is
much easier to sell to your existing
customers and contacts than it is to
generate sales from new customers
and this is more so on the Internet.
This approach is focusing on devel-
oping a relationship with the visitor,
respecting them as human rather
than an online wallet and giving
them much more than the just win-
dow shopping.

So what is your web site do-
ing for you?

Done well, you should be seeing a
return from it. However a poorly
managed or neglected web site is a
waste of time and money.

It would be hard to deny that it is not
now firmly established, in fact it has
become considered a required element
for any new business starting up, what-
ever their market or offering.  This
blanket acceptance has lead to many
missed opportunities and much wasted
time and money simply because it is
expected.

A commercial web site has two princi-
ple functions promotion and  selling.

Promotion

Web sites are often used as little more
than an on-line brochure, in theory
saving the company printing and post-
age costs.  It is often worth considering
if this on-line brochure is actually sav-
ing money when you consider the
costs of building and maintaining the
site including the content.

The world wide web has been with us in its commercial form
for just over 10 years now!

Selling

If your site is your shop, rather than
competing with all the other on-line
retailers it is worth developing part-
nerships with other businesses, ef-
fectively sharing customer data
bases and lifting the profile of both
companies

Some of the things that have been
tried have included:
 Joint ventures with other sites
 Complimentary sales
 Cross promotions with compli-
mentary sites

 Membership benefits:
 Discounts
 Special offers

Privileged information

What has your web site
ever done for you?

Perhaps one of the reasons for the
increased importance of the Internet
is it’s immediate and interactive na-
ture; surfers can navigate around
more easily and directly, if the web
site is well designed, so within a
couple of clicks the viewer will have
found what they were looking for.
This means that in a time pressured
society they can spend their valuable
time doing things that are relevant to
them.

How easy is it for people visiting
your site to navigate around?  Even
if your site isn’t a sales point you
should still be working on the basis
of a 3 click ‘purchase’, visitors
should take  no more than 3 clicks to
arrive at the information they were
looking for.  It can work wonders to
ask others to navigate around your
web site and give you feedback.
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What is important in this sort of
assessment is the level of control you
may have over prevention or cure.  The
less control the more emphasis should
be placed upon risk management.  Who
wants to hand the control of their
business over to anyone or anything
else?

The Benefits

There is the case of a company that
won contracts to supply 2 major
supermarket chains.  The risk review
highlighted the weakness in their
supply chain. Although their suppliers
were very good the risk
to the contract required
having a fall back
position.  In doing this
they not only found
alternative suppliers
who could provide
better product but they
discovered other
ingredients that enabled
them to improve their
range.

The Solutions

Prevention - Better than cure?

You will probably already have
systems and procedures in place to
account for the numerous health and
safety regulations. Most people have a
view on how extreme some of these
seem to be.  These are requirements to
help protect all of us but of course they
aren't designed to protect profits, sales,

It’s not unusual for businesses to
find new opportunities and new
openings simply by undertaking a
risk assessment on an area of their
business.

have some systems and procedures
in place to protect against some
risks, but consider the following:
 When were they last reviewed or
assessed?

 Are they still appropriate?
 How robust are they?
 Who is aware of them?

Are you risking it all?
Last month we looked at the relevance and importance of risk
management for any business.  This month we're taking the subject a
step further giving you more food for thought.

The Likelihood
Many risks are dismissed simply
because the likelihood is perceived
to be minimal, however, as you’ll no
doubt appreciate, when the impact
of a risk is combined with the
likelihood the outcome becomes
significant and in many cases,
crippling.

As a rule of thumb, if you gauge the
likelihood on a scale of 1 to 10 with
1 being very unlikely and 10 almost
inevitable.  Then assess the impact
should the event occur on a similar
1 to 10 scale.  Multiply the two
scores and if the outcome is 10 or
more there should be some
formalised approach for protecting

Cure – If all else fails

Some things you can’t prevent but
does that mean you shouldn’t have
a plan to manage the situation
should it occur?  Having a plan can
be the difference between survival
and business failure; you stay in
control.

When making plans consider the
involvement of third parties, What
can you expect from the emergency
services, hire companies, your in-

surance company even?  What can
you reasonably expect of your
staff?  It is usually lack of cash that
kills a business and, at time of cri-
sis, cash is in high demand; how
many businesses can truly rely up-
on their bank at that time of crisis?

It is often best to approach risk
assessment piece by piece so next
month we’ll be providing a tool to
help assess the risk surrounding
suppliers.


