A Business Lesson in Trust
By Deborah M. Collier

Businesses have been inspired by annual rises in Internet sales
over the last five years. But more recently, increases in online
purchases, and the turbulent economic climate have propelled
more organisations to sell their products and services online.
One of the biggest challenges they face with selling over the
Internet is building consumer trust.

Deborah Collier, President at The Certificate in Online Business

discusses and offers advice on how organisations can meet this
challenge.

Building Consumer Trust online involves assuring customers of your identity and credibility, as well as
protecting the security of their information. When it comes to smaller businesses, and lesser-known
brands, consumers are concerned that they are dealing with a bonafide business, which will not only
deliver on its promises, but also protect their personal details.

Have a look at our Interactive Consumer Trust Model

This will show you what kind of details should be
included on your web site, as well as advice on how to
demonstrate credibility, but for now, I am going to

focus on two key aspects of building trust over the
internet:

Utilising User-Generated Content

Brand reality is entirely based on your customer’s perception and if planned, built and managed well, a
good online strategy can make a small business look like a mini-John Lewis. I always say that an online
presence is like having your shop window in every living room in the country, so it is crucial to make

sure it delivers what the business needs and equally what the customer has grown to expect from you
in the offline world.

User-generated content is becoming commonplace in business because in modern society, people like
their voice to be heard. We are no longer in a world where being broadcast to brands is deemed

sufficient and people feel that their opinions, ideas and thoughts are valuable and they are equally
stimulated by the contribution of others.

But, the real challenge for businesses in the modern world is how they can embrace the concept of
user-generated content in a way that satisfies these basic human needs whilst also building brand
loyalty. User-generated content has never been more important for brand building as it keeps
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customers coming back and allowing them to post their own content and ratings, this installs a faith
and trust that has not been possible before.

Personalising the Customer Experience

Personalisation has come to the forefront again recently, as organisations seeking the competitive edge,
maximise the value of their online presence, strengthen customer loyalty and increase staff efficiency.

[ have been working on strategies and solutions for web personalisation over the last few years, but it's
nothing new. We were personalising content for customers and employees several years ago at
PriceWaterhouseCoopers, but personalisation is no longer just for the big boys!! Technologies, and
more importantly ideas around leveraging those technologies, have evolved, to allow smaller
organisations the ability to engage their users in a personalised way.

Giving customers and users content that is relevant to them at all times, is the ultimate in
personalisation. So the key questions on most business leaders minds are

- Is personalisation for us?
- What level of personalisation do we need?
- How do we best implement it?

Web users already personalise their own content. Just take a look at the BBC web site where visitors
can choose what content is displayed to them. RSS feeds (The facility which allows you to choose what
news feeds your receive) are another excellent example of how individuals personalise their own
content.

You see, personalisation is no longer a luxury but a necessity. Even the smallest of organisations can
add a more tailor-made experience to their web site visitors. [t comes down to old-fashioned selling -
who are your customers and what is relevant to them.
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(Deborah M. Collier

President & Chief Marketing Officer — The Certificate in Online Business
Deborah is the founder of the Certificate in Online Business™ (COB) series
of globally-recognised industry qualifications, which were established in
2008. She developed the reputation of the programs among well-known
brands gaining testimonials from Directors and managers at government
organisations and leading companies such as Mars, Schneider Electric,
House of Fraser and Procter & Gamble. Deborah leads the strategic
direction of the training programs and company. In addition, she oversees
marketing, partnerships and licensing.

Follow Deborah on Twitter: twitter.com/deborahmcollier Learn from Deborah and her team: COBCertified.com J

The Ultimate Online Selling Course

Discover more strategies and tactics to boost your online sales!
Have you discovered the COB Certified E-Commerce Manager
courses?

O E-Commerce Planning

0O Web Content Strategy and Customer Experience
O Web Merchandising for Optimum Sales

O Online Marketing for Retailers

O COB Certification - Review, Exercises and Exam

Visit The Certificate in Online Business (COB) at cobcertified.com
for course options

Get the Competitive Edge

\

Learn how to develop a powerful digital marketing and
advertising strategy! Attend a COB Certified Digital Marketing
Manager course. Learn:

O Digital Marketing Strategy, Email Marketing & Emerging
Technologies

Web Content Strategy and Customer Experience
Pay-Per-Click Advertising

Social Media Marketing & Advertising

COB Certification - Review, Exercises and Exam

(M W

Visit The Certificate in Online Business (COB) at cobcertified.com
\ for further information. J
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