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£1870  
average  
online spend
per annum in UK 
(2010)*  

online sales in UK (2010)*
£58.8b

The way the world does  
business today has changed
The huge growth in the use of the internet over the past decade has transformed the commercial landscape.  
Over 2 billion people now use the internet worldwide to shop or to consume business services, and as more markets  
come online, that figure is set to grow. 

In the UK alone, 70% of homes now have access to the internet, and over half of the population is online at least once a day. 
With online sales growing at a rate of 18% last year, there is an increasing confidence in online payment systems – and more 
and more businesses are looking to invest in e-strategy and their online estate. From online merchants, vendors and suppliers 
to high street retailers, media and even manufacturers seeking a direct channel, organisations are putting a multi-channel 
strategy at the core of their business. 

As business evolves, technology increasingly holds the key to keeping the customer satisfied, to controlling costs and to 
delivering an organisation’s e-strategy. The ubiquity of the internet and the proliferation of smart devices mean that many 
customers, whether business or consumer, now turn to the internet first, to research their planned purchases or services. 

*(Source: IMRG)

51 million 
internet users  
in UK, of which  
37 million buy 
online (2011)*
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Customer behaviour is changing
The internet has become an integral part of the customer experience. 
Whether consumer or business, customers are now internet-savvy, 
smarter and willing to look around more to research their purchases and 
investments. The impact of tough economic conditions has also meant 
that they look to get the best value from their transactions. Evidence 
suggests that this price-sensitive behaviour is also driving a stronger 
connection between online and in-store shopping. For both retailers and 
online businesses, this means they have to work harder to persuade their 
customers to part with their cash.

Greater expectations online
This changing consumer behaviour is also impacting customers’ 
expectations of the type and quality of experience they want when 
shopping or consuming services online. Increasingly, they expect a rich, 
dynamic and smooth experience, to help them make more informed 
decisions about their purchases. 

As a result, many online retailers and businesses are adopting rich 
media to help close the sale. Imagery can be critical, particularly for 
example in the biggest growth areas of clothing, footwear, accessories 
and electricals. Shoppers want high-resolution imagery that they can 
zoom, pan and spin. While video, although expensive, has a record for 
increasing conversion rates, as has colour swatching. Consumers who 
use smartphones and tablets also expect stores to be available on 
the latest mobile technology. This could be anything from the ability to 
receive discounts, to being able to ‘click-and-collect’ items at a time 
and place that’s convenient to them.

The challenge of rich content
For websites hosting rich media, any delay transmitting such rich 
content can make a significant difference to the end user’s online 
experience. Specific challenges include coping with the inevitable 
exponential growth and volume of rich media and the inability to keep 
up with the unpredictable website traffic. This can lead to slow page 
loads, slow content downloads, and even website downtime. In today’s 
constantly-shifting digital landscape, delivering rich media content 
quickly, securely and reliably gives businesses an advantage.
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How businesses  
are using the internet  
for e-business
Businesses are using the internet in many different ways, and 
it has become an additional channel for sales and commercial 
transactions. It offers creative opportunities for drawing traffic and 
capturing new business, and ultimately generating revenue. 

Mirroring in-store shopping - online
As one of the UK’s top 3 e-retailers by visitors, TESCO has a 
well-crafted online strategy. Using their loyalty Clubcard, they can 
profile their customers, and now, are using this data to make it 
even easier for their customers to shop online. Their ‘Favourites’ 
feature on their website recalls not only a customer’s last online 
shop, but also recent in-store purchases. Customers have a ready-
made shopping list without effort, all encouraging early sale. 

Online marketing campaigns
De Vere, one of the UK’s leading luxury hotel and leisure groups, 
has recognised the power of online campaigns to drive traffic to 
their sites, and to convert this into sales. In 2010, they ran an award-
winning 10/10/10 campaign. For one day only, the 10th of October 
2010 from 10am onwards, they discounted the price of their rooms 
to £10. They had a huge peak in traffic, and sales, as a result. 

Streaming video
With the growth in online video and associated revenue streams, 
Channel 5 recognised early on the value of their broadcast assets, 
with a suite of video-intensive vertical portals aimed at precise 
demographics. For instance, FiveFWD is targeted at young male 
fans of cars and gadgets, and uses content from two of Channel 5’s 
key TV brands: Fifth Gear and The Gadget Show. Traffic to the site 
regularly hits peak immediately after the programmes are broadcast. 
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Integrating social media 
With the move of Big Brother to Channel 5, the broadcaster found 
another opportunity for driving traffic to the programme’s site. 
They realised their audience demographic was the new generation 
of social media users – and used these channels (Facebook 
and Twitter) to reach them, and to engage with them. A UK first, 
for instance, has been the use of Facebook credits to vote for 
contestants on the show. 

Real-time visibility for tracking orders
The Connect Distribution group specialises in component and 
accessory distribution for both white and brown goods. With over 
1.4 million product lines, they provide ready-made websites for 
retailers, and process over 180,000 stock lines per month online. 
Their customers use the sites to order, track and manage stock 
lines – and the company’s reputation is built on providing real-time 
visibility of stock and distribution. 

Their audience 
demographic was the 
new generation of 
social media users



White Paper      E-business and the cloud     

Why cloud is a good  
platform for e-business

On-demand flexiblity and scalability
The flexibility and scalability of cloud is well-suited for e-business, 
whether to support online marketing campaigns or other traffic spikes. 
The scalability of the infrastructure means that businesses can draw on 
additional server resources on-demand, to support peak traffic, and to scale 
back these resources when appropriate. For e-retailers in particular, this 
gives them the flexibility to scale resources with their seasonal retail cycle.

Increased business agility
Cloud-based systems improve for example, a retailer’s agility in opening 
new stores or locations, speed up the supply chain, and increase 
competitiveness, while also reducing the cost of ownership compared to a 
traditionally deployed, multi-channel retail system. 

Uptime and a smooth customer journey
At the customer interface, cloud technology can help ensure a smooth 
and glitch-free online experience for customers. As a technology 
renowned for its scalability, cloud is flexible enough to cope with 
unexpected peaks in traffic and to ensure this doesn’t impact a 
customer’s journey through a website. It can deliver a resilient hosted 
platform with the highest levels of uptime for websites, and can cope  
with rich media and content. 

In an ever more demanding and competitive retail market,  
cloud-based technology can help retailers give customers  
what they want, while getting more from them.
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Not all clouds  
are the same...
There are a variety of cloud deployment models - which can be confusing. 
The key thing to remember is that each cloud deployment model has 
different attributes, each suited for different purposes. Selecting the right 
cloud solution therefore depends on your specific business requirements 

and needs. 

So - which cloud model  
is right for you?

Private cloud
Private Cloud is a good match for organisations seeking uptime guarantees, 
security, support, customisation and flexibility. Creating virtual servers with 
pre-defined content from templates can help organisations to scale swiftly, 
be more agile and to react to market demands as they change. The ability 
to consolidate large server farms and to better utilise hardware is a proven 
route to significant cost-savings, and may also assist with corporate green 
IT initiatives. While sometimes cheaper than Managed Hosting, Private 
Cloud still carries a price premium as it runs on dedicated hardware – which 
may make it unsuitable for organisations with the very smallest budgets.

Public cloud
Public Cloud is ideal for businesses seeking less complex IT hosting, with 
minimal outlay and no complicated contracts. The ability of most public 
cloud offerings to scale effortlessly is particularly attractive for websites and 
applications that have either seasonal demand, or unpredictable traffic. 

A separate use of virtual servers hosted in the public cloud is for the test-
and-development of applications. The flexibility for coders to access new 
cloud servers in a matter of minutes and to be billed only for what they use 
makes this attractive to any software development organisation. While quick 
and easy to scale and attractively priced, the shared nature of Public Cloud 
may be unsuitable for more sensitive applications and data, most typically in 
the enterprise, e-commerce and regulated sectors.

Hybrid cloud
A hybrid cloud is most suitable for organisations that find one particular 
type of cloud model doesn’t fit all their requirements. This can be due to 
the variety of uses and mix of requirements of their current computing 
resources. It may therefore be appropriate to select a hybrid model that 
draws on both public and private clouds, each type of cloud supporting the 
appropriate element of computing resource that best fits that environment. 
Channel 5 for instance, used a hybrid of private and public cloud to deliver 
their Big Brother platform. 
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The challenge of data  
security in the cloud
Compliance and regulatory concerns are often voiced when it comes 
to cloud computing, and some types of applications that organisations 
would like to deploy to the cloud are governed by some form of regulatory 
standard. E-businesses conducting credit card transactions over the web 
need to keep in mind the Payment Card Industry Data Security Standard 
(PCI-DSS), an information security standard for organisations that handle 
cardholder information for the major debit, credit, prepaid, e-purse, ATM 
and POS cards. 

PCI-DSS 2.0 was put into place on January 1st, 2011. This introduces a 
significant improvement in that it recognises virtualisation as a technology, 
and the ability to share a physical server for multiple tasks.

E-businesses should also ensure that their providers meet the ISO/IEC 
27001:2005, the only auditable international standard which defines 
the requirements for an information security management system. 
The standard is designed to ensure the selection of adequate and 
proportionate security controls and recognises providers that adopt a 
process approach to these. The certification covers physical infrastructure, 
site security and access management, communications and operations, 
legal compliance criteria, back-up and disaster recovery systems.



Page 9

Choose the right  
cloud supplier 
With such a huge boom expected in online transactions, choosing the right 
partners is critical to maximising your revenue and ensuring a secure and 
reliable cash flow.

1   Don’t overlook system  
uptime and service support 

Poor service will quickly damage your brand and send customers looking 
for an alternative. Make sure you have a responsive partner, who is available 
when needed and able to accommodate new requirements. The importance 
of this kind of responsiveness cannot be overlooked in what is becoming an 
ever more competitive market.

2   Ask about redundancy 

Redundancy builds resiliency into your platform. It means that if one system 
fails, there are backup systems in place and you can easily switch over to 
them whenever the need arises. While this may involve investment in the 
infrastructure, it is worthwhile in the long run, as it ensures that the uptime 
of the website is guaranteed.

3   Check how flexible and  
scalable the offering is 

It is important to know whether your provider can support your future 
business needs. Find out how easy it is to scale the service and the related 
cost structure. How easy is it to build in additional services from the same 
supplier?

4   Don’t under-estimate the importance 
of network infrastructure security 

As organisations move toward a more cloud-based infrastructure, they will 
also need to consider that mission-critical applications may potentially be 
delivered over the public IP infrastructure. They will need to keep a close 
eye on network availability, security, quality of service and compliance. 
Third-party network service providers can have a significant impact on 
the effectiveness of a cloud strategy. The importance of the network to 
cloud services means that a strong Service Level Agreement (SLA) and 
appropriate monitoring are vital.

5 things  
to consider... 
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5   Check out resiliency  
and data security credentials

When cloud providers say they’re PCI-DSS compliant, it means they’ve 
been validated against specific PCI requirements. The perception that they 
are wholly responsible for data compliance, particularly on shared platforms. 
is not true. Businesses themselves are still responsible for full compliance 
of the CDE (cardholder data environment) - and only a part of that might 
intersect a service provider. It is important to select a provider who takes 
a proactive approach to data security. Protection of your most valuable 
asset - data - needs to be core to their proposition. Few organisations can 
replicate the levels of resiliency and around-the-clock 24/7 monitoring that 
is available in a professionally managed data centre.

Choose an integrated  
cloud provider
Reliance upon the network for access and application performance makes 
it essential to find a cloud infrastructure provider who understands and has 
expertise in networks and IT security. An integrated cloud provider is one 
that can deliver both the cloud resources and a fully-controlled network. 
This means that you can set priorities on your traffic, as the link is direct 
from your in-house network fabric straight to the cloud provider, with no 
reliance on the public internet or an intermediate ISP. So as part of your 
cloud agreement, you can reserve a certain minimum network capacity for 
each of your mission-critical applications.

“
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