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Value partners issued a white paper on e-commerce strategy 
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With e-commerce continuing to penetrate consumers’ daily lives and drawing attention from 
investors in the capital markets, brands are reacting differently to the digital trends. Despite 
representing a relatively small portion of retail sales, e-commerce has been growing quickly, 
especially across consumer goods categories, and is expected to continue expanding. 
 
Recently, Value Partners, the world's leading consulting firm issued a paper on integrated e-
commerce strategy, to analyze how to make sure that your consumers stay with you both online 
and offline. The paper said that driven by the rapid adoption of mobile technologies, brands should 
take a consumer oriented approach, following key elements along the purchasing cycle, which are 
insights, design, engagement, activation, evaluation and organization. 
 
However, integrating online media and channels into the conventional thinking of each step of the 
process is something that most brands often overlook. Many of them run their internet business as 
a small standalone unit within commercial functions, or even under the disguise of an innovation 
team, rather than as everyday business. 
 
The white paper explained that though insights, design, engagement, activation, evaluation and 
organization, a fully integrated approach, the new e-cosystem is moving from a controlled push 
system to an uncontrolled interactive one. 
 
Successful brands needs to know well who their target customers are and are able to understand 
their needs and motivations. How can you obtain and extract understanding of consumers’ 
behaviour, both online and offline? After gaining comprehensive customer insights, brands should 
design or tailor their value propositions to best meet customer requirements. To integrate digital 
and conventional marketing, brands need to establish a bi-directional marketing strategy between 
online and offline, integrating then social media and mobile as a mean to acquire and engage 
targeted customers. 
 
The white paper also suggested that besides getting the product propositions and the prices right, 
brands should seek to maximize their presence across online and offline to convert the liking of 
their brands into real sales. There are two ways to achieve that: either improving the shopping 
experience or extending it. It is by evaluating the effectiveness of today’s strategy that brands can 
continue to go back to step 1 and revisit how to better align their strategies with consumers. 
 
A consistent organization to execute the multichannel approach is most essential. “It is not 
advisable to change a decentralized matrix organization into a centralized one, purely because of 
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multichannel. However, by integrating the multichannel approach, companies need to build on 
existing organizations and identify which parts of the approach present gaps and disconnections 
such that adjustments can be made in organization, KPIs and processes.” The paper noted. 
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