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»Constructing (Reengineering)    
your “next generation” W

eb site

C
haracteristics of a “N

ext G
eneration” W

eb Site
W

hen business-related W
eb sites fi rst em

erged in the early 1990s, 
they w

ere typically seen as a ancillary adjunct to an organization’s 
entrenched traditional business m

odel. M
ost 1st generation W

eb sites 
sim

ply echoed established corporate protocols and lim
ited aspirations to 

that of reinforcing basic brand aw
areness and inviting the occasional sales 

inquiry. A
t the tim

e, W
eb sites w

ere seen prim
arily as a supplem

ental 
advertising vehicle, and not m

uch m
ore.

Fast forw
ard to today’s digital m

arketplace, m
odern W

eb sites no 
longer just prom

ote the business, but rather they function as a direct and 
com

prehensive w
orking extension of the business itself. Your “online busi-

ness” now
 reproduces and stream

lines m
any of your m

ost fundam
ental 

operational and com
m

unication interactions. M
ore and m

ore frequently, 
custom

ers no longer perceive any signifi cant difference betw
een com

-
m

unicating w
ith you through your W

eb site or e-m
ail versus interacting 

w
ith your com

pany through direct person-to-person contact.
Today’s challenge (and opportunity) lies in your ability to translate 

traditional core business processes to a m
ore responsive and m

ore 
effi cient online environm

ent, through the construction of a “next 
generation” W

eb site.

E
xam

ine H
ow

 Your B
usiness D

oes B
usiness

Before you overhaul your W
eb site, exam

ine your current business 

practices and identify your prim
ary com

m
unication tasks. Your next gen-

eration W
eb site should build upon those sam

e activities. O
nce you have 

defi ned the unique core processes that drive your business in the off-line 

w
orld, consider how

 you m
ight reproduce, stream

line and enhance those 

com
ponents utilizing the connectivity of the Internet.

D
efi ne your different audiences and consider how

 you m
ight attract, 

service, support and retain each of your individual groups online. M
ost 

1st generation W
eb sites tend to focus only on a single audience group; 

typically, new
 prospects. A

 next 

generation 
W

eb 
site 

strategy 

should 
encom

pass 
and 

con-

nect to each key player w
ithin 

your business m
odel, including 

prospects, existing custom
ers, 

em
ployees, 

partners 
and 

infl uencers, 
m

edia, 
ven-

dors and others.

R
ecognize that m

odern 

W
eb sites are “m

ulti-dim
en-

sional,” exchanging different 

content w
ith different audi-

ences 
in 

different 
w

ays, 

all 
through 

an 
organized 

“w
eb” of branded W

eb sites, 

landing 
pages, 

personalized 

data centers, e-m
ail, m

ultim
edia, 

blogs, R
SS feeds, and other vehicles. T

he key is to 

establish an active online com
m

unications channel 

for each group of participants that contribute to your 

business’ success.

C
onsider your com

pany’s unique, com
petitive 

value proposition. W
hat is the single m

ost im
por-

tant reason individuals choose to do business w
ith 

you instead of som
eone else? W

hatever the answ
er, 

convey this quality clearly throughout your online 

business m
odel.

For exam
ple, if your unique selling point is “loca-

tion,” post your address front and center on every 

page. Integrate G
oogle M

aps and G
oogle Earth w

ith 

prim
ary content, dem

onstrating your proxim
ity to key 

landm
arks and travel lanes. C

onsider personalizing 

e-m
ail m

essages w
ith the recipient’s ow

n specifi c driv-

ing distance to your store. 

D
eterm

ine how
 your audience w

ill likely access 

your content. 1st generation W
eb sites w

ere built w
ith 

the assum
ption that visitors w

ill view
 pages using 

traditional desktop com
puters w

ith 15” m
onitor screens. Today, Internet 

access provides a w
ider array of display and interaction scenarios, includ-

ing w
ide screen m

onitors, W
eb-connected cell phones or other portable 

display appliances (PD
A

s), outdoor digital signage, G
PS devices, and the 

list keeps diversifying. Internet content w
ill be reconfi gured to support 

em
erging form

s of interaction beyond the keyboard and m
ouse click, 

including use of a dial pad, toggle selector, voice com
m

and, and shortcuts 

like C
lick to C

all and Live C
hat.

D
on’t overlook peer collaboration and social netw

orking opportu-

nities, as w
ell. N

ew
 com

m
unication channels are available using free 

services as LinkedIn and Plaxo. O
pen com

m
unities, such as Facebook 

or YouTube can introduce you to new
 custom

ers, w
hile engagem

ent 

services, like Tw
itter, can gauge im

m
ediate public feedback and test 

m
arket im

pressions.

R
eplicating Your C

ore B
usiness P

rocesses O
nline

M
arketing &

 Public R
elations. (a) Instead of attem

pting to collect 

all W
eb site responses using a single lengthy generic contact form

, offer 

several targeted shorter inquiry form
s, positioned to serve your differ-

ent audience com
m

unication needs instead—
sales inquiry, em

ploym
ent 

inquiry, 
appointm

ent 
request, 

investm
ent 

inquiry, 
new

s/inform
ation 

inquiry, bill paym
ent, account question, etc. (b) Invite visitors to register 

to receive e-m
ail alerts for new

s that interests them
 the m

ost. (c) C
onvey 

your unique “corporate personality” by featuring brief, on-cam
era inter-

view
s w

ith key com
pany offi cers.

Sales. (a) C
onsider offering a step-by-step guide to help custom

ers 

confi gure their ow
n service packages from

 self-guided m
enus and then 

subm
it them

 for pricing confi rm
ation and order processing. (b) Im

m
e-

diately connect online visitors to a know
ledgeable sales representative 

through Live C
hat, providing a non-threatening forum

 w
here prospects 

m
ay im

m
ediately address specifi c sales questions. (c) Provide on-dem

and 

product dem
onstrations w

ith pre-produced video presentations.

C
ustom

er Support &
 C

ustom
er Service. (a) Provide a personal-

ized custom
er service profi le page that contains the individual’s account 

inform
ation and paym

ent history, links to service request form
(s) and 

self-serve resources. (b) Im
prove retention by appending a personalized 

satisfaction survey to all e-m
ail correspondence. Survey responses can 

be sent directly to stakeholders w
ithin your organization for one-to-one 

follow
-up, w

hile aggregate data is displayed in online dashboards to aid 

m
onitoring and issue m

anagem
ent.

Production &
 O

perations. (a) C
reate an interactive FA

Q
 process, 

accepting and posting answ
ers to frequently asked questions subm

itted 

by prospects, custom
ers, staff and associates. (b) To support long-term

 

projects, offer personalized dashboards to client and staff m
em

bers post-

ing assignm
ents instructions and m

ilestones directly to each desktop. 

(c) Provide cost-effi cient online training events, using live W
ebcasts and 

W
eb-based reinforcem

ent tests.

Product D
evelopm

ent. (a) Encourage prospects to “design their 

ow
n products and services” using a series of interactive questionnaires. 

Specialized requests could be quickly passed to the sales team
, w

hile 

m
ore com

m
on requests could be considered for future product releases. 

(b) C
reate online user groups for your key products, inviting existing 

custom
ers to join interactive discussion forum

s w
ith your internal 

product developers.

C
onsider a P

rogressive, “R
am

p-U
p” A

pproach
W

ith so m
any opportunities available to upgrade your W

eb site, the 

task m
ight appear fairly daunting at fi rst, especially given today’s com

-

m
on w

orkplace tim
e and budget lim

itations. C
onsider rolling out new

 

“next generation W
eb site” features, one at a tim

e. Look again to your 

com
pany’s traditional core processes. D

efi ne those few
 activities that are 

the m
ost essential to your different audiences, and build from

 there.

For exam
ple, to speed your organization’s cash fl ow

, introduce 

e-m
ail invoicing and online bill paym

ent for your custom
ers. Popu-

lar bookkeeping softw
are, such as Q

uickBooks and Peachtree, offer 

built-in online capabilities at little or no extra cost. You m
ay also easily 

add dow
nloadable PD

F copies of the custom
er’s past statem

ents and 

invoices, posted to a personalized and passw
ord-protected custom

er 

account profi le page.

L
earn A

s You G
o

Encourage ongoing feedback from
 each audience group and be w

ill-

ing to m
ake changes along the w

ay. You can test ideas and m
odify your 

operation m
odel m

ore quickly and cost effi ciently w
ithin your virtual 

business environm
ent. Just rem

em
ber that upgrades to your W

eb site 

should benefi t both you and your user groups equally, to ensure that 

the new
 online process w

ill be successfully adopted and produce the 

desired results.

A
lso rem

em
ber to closely m

onitor your progress. Your W
eb site tool 

set provides sim
ple w

ays to gauge your audience’s response to various 

online initiatives. For instance, plot evolving “track records” for indi-

vidual custom
ers or sales prospects by autom

atically logging online 

interaction events w
ithin your contact relationship m

anagem
ent (C

R
M

) 

process. C
ategorizing responses to various online initiatives, offers, and 

opinion polling activities over tim
e w

ill help you to m
ore accurately pre-

dict future buying patterns and com
m

on service needs.

M
easure your next generation W

eb site’s return on investm
ent (R

O
I) 

by establishing sim
ple benchm

arks, such as com
paring the cost of m

ail-

ing printed correspondence to custom
ers versus the cost and im

pact of 

sending one-to-one e-m
ail m

essages, and calculate your savings.

Your next generation W
eb site w

ill help you gain greater insight 

about your custom
ers and contributors, take advantage of evolving tech-

nologies, gain operational effi ciency through self-service autom
ation, 

and redefi ne and position your organization for future advancem
ent.

This section is intended to highlight technology tips for tactical advantage in 
m

aking businesses m
ore com

petitive. This m
onth’s feature is presented by Kip 

Cozart, CEO
 of CC Com

m
unications, a W

eb design, program
m

ing and Internet 
m

edia com
pany; w

w
w.cccom

m
unications.com

; 704-543-1171. To subm
it sub-

stantive content ideas contact m
aryl.a.lane@

greatercharlottebiz.com
.

1st Generation W
eb Site

The W
eb site is “secondary” to the organization’s 

traditional ability to sell, deliver and support its 
products and services.

Static W
eb Site Structure

Preform
atted generic content w

ritten to be 
view

ed equally by everyone at the sam
e tim

e.

2-Dim
ensional Content Presentation

Prim
arily Text & Stationary Im

ages

Content is produced and updated infrequently, 
as visitors are only expected to visit the W

eb 
site once or tw

ice a year for general inform
ation 

purposes only.

Content is created to serve a single, broad audi-
ence regardless of their individual needs or role.

Offers Only Lim
ited, Single-Channel Interaction

Em
phasizing Sim

ple, Standard M
essage 

Forw
arding or Basic Order Collection

Designed only for basic desktop com
puter 

display

“Next Generation” W
eb Site

The W
eb site operates as a fully functioning extension of 

the organization, supporting and enhancing m
any of its core 

business processes.

Dynam
ic W

eb Site Structure
Personalized, targeted content for individual audience m

em
bers 

or groups, som
etim

es restricted by private passw
ord login.

M
ulti-Dim

ensional Content Presentation
Enhanced by Anim

ation, Audio and Video Tools

Content is produced, shared and updated regularly, som
etim

es 
on an autom

ated basis or retrieved at-need by the individual 
user w

ith the aid of advance content search tools.

Content is targeted to serve m
ultiple audiences, including 

prospects, current custom
ers, em

ployees and associates, 
vendors, suppliers, etc.

Supports M
ulti-Channel Interaction

Use of Intuitive Data Collection, Blogs, Social Netw
orking, 

On-Dem
and Docum

ents, Live Chat, Click-to-Call, Rem
ote 

W
hiteboard Sharing, W

ebcasts, etc.

Designed for m
ultiple display environm

ents, including desktops, 
digital signage, cell phones, PDAs, GPS devices

»
Com

parison of 1st Generation and Next Generation W
eb Sites

➡
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M
arketing &

Public Relations
Custom

er
Support/Service

Production &
Operations

Product
Developm

ent
Sales

Com
pany History

Achievem
ents

Announcem
ents

M
arkets/Location
Staff Directory 

Staff Biographies
Staff Recruitm

ent
Corp. Involvem

ent 
SEO & Prom

otion 
Contact/Adm

in
Contact/PR

Product Overview
 

Product Benefits
Dem

onstrations
Feature Com

parison 
Specifications

Product Literature 
Online Events 

Pricing Overview
Quote Request
Contact/Lead
Ecom

m
erce

Client Profile
Invoices/Bill Pay
Account History

Account Docum
ents

Project Docum
ent

Activity Reports 
Service Request
Project Status

Resources/Links
Instructions/Help

Satisfaction Survey

Project Status Board
Delivery Schedules 
Project Docum

ents
Group M

essaging
Self-Serve Ordering 
On-Dem

and Tools 
RSS New

s Feed
Procedure Guides

Interactive FAQ
Product Upgrades 
Training/Education 

Feedback Polling 
Client Suggestions

Product Staging 
Test M

arketing
Product Trials

M
entoring Program

s
Com

petitive Analysis
Lifecycle M

onitoring
Distribution Channel 
Service M

aintenance 
Referral Program

s

~
 ONLINE ~

~
 ONLINE ~

~
 ONLINE ~

~
 ONLINE ~

~
 ONLINE ~
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Exam

ples of Supporting Core Business Processes Online

Core
Business
Processes

Sales

Custom
er

Support &
Service

Production
&

Operations

M
arketing

&
Public 

Relations

Product
Developm

ent

Exam
ples of  Com

m
on 

Core Business Processes


