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1. Company 

1.1. Company Name

The company name is EDU4KIDS. The name includes the cause for that we are working, improving and providing education for children. 

1.2. Mission / Vision

At EDU4KIDs it is our mission to raise money in order to support charity causes around the world. The intent is especially to gather money for projects regarding education for children, which should improve the education for children in need all over the world.

1.3. Business model(s)

Our aim is the sell "fashionable" t-shirts with slogans. The sale will be done via our own e-commerce web site, but we will also utilize existing possibilities. The opportunity will also be for people to make a straightforward donation, without purchasing a t-shirt. We will also incorporate existing well-known designers and acquire designs for our t-shirt models from them. There will be a focus on drawing customers from established media types such as Facebook and Google.
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After deducting the expenses, all profit will be donated to the chosen education for kids project. The organization won’t keep any profit from the sale of T-Shirts or from other voluntary contributions.  In case of the company shuts down all assets will be sold and after all bills are paid the remaining money will be donated.

1.4. Targeted customer base (KEZ)

Why is it important to specify the target customer base? According to Nolo.com (n.d.) the main reason is so that you can tailor your marketing efforts towards this base and also construct your products and services towards them. By defining our customer base we can:

· Determine if there are enough customers for our business

· Adopt our business to the customer base

· Tailor our services and products to the customers needs

· Focus marketing efforts on the given customer segment

The following matrix will help us to define our customer base:

	Age
	We will be accepting donations via our website and by credit card submission. In theory we will accept all ages donating money to our charity, but this can be limited (minimum age) by various credit card vendors.

	Gender
	All gender, but we will have more focus on women. Studies shows that women tend to give more money to charity than men (The centre of philanthropy at Indiana University, 2010)

	Income level
	All income levels. According to Gardyn (2002) donating to charity is not restricted by income. Although people with income in the highest group tend to give larger amounts to charity, the group with lower income tends to gives a larger percentage of their income to charity.

	Geographic location
	Worldwide. We are focusing on raising money via our website. This requires people at least having a Internet connection


Our targeting market group will be users on the Internet. They are not geographically restricted and neither will we focus on a single “class”, but rather all income levels. We will be targeting both genders, but maybe have more focus on woman’s. Studies shows that woman tend to give more money to charity than men (The centre of philanthropy at Indiana University, 2010). We can capitalize on this be having more “fashionable” t-shirt attracting women on sale in our webshop.

1.5. Desired market image (KK)

With EDU4KIDS we want to be seen as a reliable and well known charity organization that supports education for kids’ projects worldwide. This means each donator should trust us and our organization enough in order to give us their donations.  We only need to be well known. Of course we have to compete for donations with other charities, but we want to be known for the cause education for kids and don’t want to be seen as an organization that wants to take over the charity market. 

We want to be especially perceived in the market as one of the major charity organizations, that generates donations via selling fashionable T-Shirts

Last but not least we especially want to be regarded as a strong and trusted partner for designers for bringing their designed T-Shirts quickly to the market in order to generate charity donations from it. This will be essential for the awareness of our products and the success. 

2. Products (MA)

According to Pine II, Peppers, and Rogers, (1995), customers do not want to be confused by too many choices, and the most competent company is the one proficient of giving customers exactly what they want.  The use of technology to bind the seller and the consumer together in a learning relationship through mass customization and one-to-one marketing is the most effective tool that guarantees meeting the consumers’ need over time.

Although this e-commerce platform is intended for a charitable impression, the business objectives should not be overlooked, implying that customers, who are spending for a good cause, get what they want in terms of quality and taste. In future the site can approach a high end designer house for charity purpose collaboration. For a starter the web site will sell the following items:

· T-shirts

· Polo shirts

· Baseball caps

· Wrist bands

All of the above can be supplied through any of the corporate gift items vendors at relatively low prices, and with the brand EDU4KIDS printed on them, details of the print size and location on each item to be discussed.

2.1. Product Catalogue (MA)

Electronic catalogue is the backbone of our e-commerce site with the objective to advertise and present the products to be sold. It consists of a product database, directory and the presentation functions. For customers, the purpose is to locate timely and up-to date information on these products in a comprehensible, functional and user-friendly manner. The catalogue should display the following:

· Product groups, product codes, and item description.

· Available colours

· Price tags

· Item photo with enlargement capability.

· Streaming video or animation if availed in the package at no extra cost.

The technical construct of the product catalogue should provide the following capabilities:

a. Easy to update product information.

b. Dynamic and easy to customize.
c. Include product search capability.

d. Enhanced viewing capability.

e. Able to integrate with the purchasing process (order & payment processing, inventory management).

f. Customer support.

2.2. Value proposition (KEZ)
According to Laudon & Traver, (2011, pp.320) the definition for value proposition is how a company’s service or product fulfils the needs of the customers.

Our business being charity and raising fund by either selling t-shirts or by plain donations, we need to focus either on why customer needs our t-shirts or why they need to donate money for our cause.

Fashionable T-shirts: The web shop will be focusing on selling fashionable T-shirts designed by well-established designers. These t-shirt will appeal to potential customers where being fashionable and also donating money to charity is in high regards.

Donators: There is a large customer segment that donates money to charity work around the world. We will be focusing on this customer base. Given the strong competition in this market segment, we need to stand out compared to our competitors. The donations to our company will be used to educate children, and we need to “brand” or sell this concept. Potential donators will have the option to see our success stories and we will use these stories to convince people to donate money for our cause.

2.3. Catalogue focus (KK)

The catalogue focus is on providing high usability so that the user can easily pick and configure his product. 

The focus will be done on T-Shirt products. The other products will be regarded as accessories. 

First the customer will chose his design, which will be then directly displayed on a T-Shirt. Then the customer has the option to configure. 

This means the customer can decide if he wants a round neck or if the wants a polo shirt. Also the customer should be able to easily pick the size and the colour. 

Towards the end of the configuration the customer can decide the amount of shirts that he wants to order, the payment method, delivery method and also additional delivery and billing address. 
2.4. Pricing – Cost/Price Management Technology (KK)

EDU4KIDS is and will not using any kind of cost/price management technology. All products have a fixed price which stays the same. 

The base price of the product will be calculated in order to cover the main projected costs of EDU4KIDS plus additionally 50% which will be donated to the cause. Additionally to this does the customer have the option to freely pay more in order to donate more money directly to the charity. 

Besides the fixed price products, EDU4KIDS will from time to time also have online auctions for designer T-Shirts in order to achieve a higher donation amount. As it will be too expensive to include an auctioning system into the IT-landscape, EDU4KIDS will cooperate for auctions with the well known eBay auctioning platform. 

3. Online Marketing

3.1. Web Marketing (KK)

As the main business of EDU4KIDS is an electronic business and therefore accessed via the Internet, we at EDU4KIDS also have to identify web marketing mechanisms and instruments in order to attract customers/donators to our website. 

Besides advertisement one focus of EDU4KIDS will be to develop and foster the brand of EDU4KIDS as this will in future stand for a reliable charity organization which customer will trust with their donations for educational projects. 

3.1.1. Advertising focus & methods (KK)

For our web marketing we will focus on the following methods: 

· Search engine advertisement with Google (See section 3.2)
· Advertisement in Social Networks

· Feature on Blogs, Charity and Education related Websites

A normal user finds most of the Internet content by using search engines. The biggest search engine in the Internet is currently Google. Therefore we will advertise for our charity with Google. Basically Google will show advertisement for our charity when a user searches for terms which are related to education and/or charity. By this the user finds much easier our charity, accesses the websites and donates. Of course it is generally important that also in the listing of search results within Google search EDU4KIDS appears under the top entries. This topic is dealt with separately in section 3.2. 

An increasing sector in the Internet is Social Media. User spent most of their online time on social network sites. One of them is for example Facebook. Therefore we will also focus on advertising for our cause on those sites via adds, fan pages and selected initiatives which will help us to acquire new customers/donators. Details for this can be found in the section 4 of this document. 

Besides the above mentioned advertising methods, EDU4KIDS will also focus on being listed on charity related websites within a general listing or also with an advertisement in order to attract customers towards the charity. This also covers affiliation models with other charity websites. 
Furthermore we will focus on appearing in different media, such as charity stories, articles etc. in order to reach readers of charity or education related knowledge websites. 

Last but not least we will also use online video marketing. This means we will document and show what is actually happening with the donated money and therefore create a much higher trust bond between us and the customer/donator. Sharing of those videos will also lead to the acquiring of new donators/customers.  

3.1.2. Methods of web marketing research (KK)

While using the in 3.1.1 described advertisement instruments it is very important to evaluate the effectiveness of those instruments in order to steer our marketing invests correctly. 

Google will provide us detailed data regarding the amount of clicks, associated to the region and time. This will help us to identify and specify from where the people who are interested in our charity actually come from. This will help us to improve more our product development and our product distribution channel. For example if the market seems to be growing for us in Europe, then EDU4KIDS will make sure that products are designed which meet more the requirements of European and will also partner with distribution specialist that are well known and trusted in the European market. See for details section 3.2.2 of this report.
Additional click information will be provided by our webhost and our shopping cart software. By the click information of our webhost we can review which pages of our website have been visited most and therefore analyze business trends on which we then focus our business development. The shopping cart/web shop software will give us information regarding the products and amount that have been ordered within a specific timeframe. This will help us to decide for a direction within our product development in order to meet future needs of our customers. 

This quantitative metric will also be backed up by qualitative insights. Here we will use on the one hand results from web surveys, which will be conducted with the online customer quarterly. On the other hand we will use branch research documents in order to also keep the broad industry view in focus for our development. This includes of course the reviewing of the activities of other charities and our competitors. 

3.1.3. Projected future marketing directions (KK)
As the Internet and its content is developing and changing in a rapid speed, it is very important that EDU4KIDS always knows which the best website or network is in order to reach possible customers. 

Therefore a continuous screening of the market, insights and evaluation of in 3.1.2 mentioned metrics is necessary. 

In case of a major growth of EDU4KIDS, the company needs to make sure that the developed brand gets more popularity, thus more products are sold and donations are generated. Also the brand has to be protected with a copyright. 

Future marketing directions also include decisions regarding with which website, company or person EDU4KIDS will cooperate and on which education charity causes the company will focus in order to channel their donations too. 

3.2. Search Engine Marketing (KEZ)
Search engine marketing has had the largest increase in the last decade. According to Laudon & Traver (2011A) search engines had an increase from 1% of the total online advertising budget to about 50% in 2010.

There are several kinds of search engine marketing concepts. We have the organic search, which is based upon algorithms by the search provider. These algorithms take several parameters into account such as Meta tags and keywords and are these parameters used in the concept “Search engine optimization”.

Another method is called paid inclusion, which is as the name suggests, a paid solution where the owner pays the search provider for advert. This is also known as “Search engine advertising (e.g. AdWords)”
3.2.1. Search Engine Optimization (KEZ)

It is imperative that the site you are responsible for is optimized for crawlers and robots coming from the various search engines available. Google (n.d.) has described a fundamental approach to how to optimize your website. The steps are the following:

1. Make sure having unique and accurate page titles

2. Meta tags must used and especially the “Description”

3. Structuring your URL´s

4. Anchor links must be written in a logical way

5. Make use of robots.txt effectively

Make sure having unique and accurate page titles

The title of a web page tells the users and search engines what the topic or content of a certain webpage is. Take for example the following title tag:

<title>EDU4KIDS – Working for charity – Your donations will help</title>

If the site is searched via Google, the result (headline) returned by Google will be: 

EDU4KIDS – Working for charity – Your donations will help
Therefore it is very important to have titles will be eye catching, when popping up on the search result.

Meta tags must used and especially the “Description”

Along side the title tag as discussed above the description tag also plays an important part in search engine result. When conducting the search, the title as discussed above will appear as headline, while the description will be under the headline and providing a informative description about the current page.  In our case a suitable description would be:

<meta name=”description” content=”EDU4KIDS is one of the leading charity groups providing education to children around the world. We are relying on your donations to make to world a better place”>

The combination of the before mentioned title and description Meta tag will return the following result in a search engine:

EDU4KIDS – Working for charity – Your donations will help
EDU4KIDS is one of the leading charity groups providing education to children around the world. We are relying on your donations to make the world a better place

Structuring your URL´s

Imagine the website for EDU4KIDS is called www.edu4kids.com. The site contains several subpages. For example:

www.edu4kids.com/article.php?4538585902
www.edu4kids.com/article.php?4543433344
These two URL´s might be referring to our products and information about our company. In cases like these, it is important to have the URL´s to contain relevant words that the search engines will represent better. The before mentioned example should rather have URL´s like:

www.edu4kids.com/Product-portfolio.php
www.edu4kids.com/About-the-company.php
Anchor links must be written in a logical way

When using anchor links within a text, we need to use appropriate anchor links that explain or describe the page it is linking to.

For example the anchor link to information about our company should be something like: <a href=http://www.edu4kids.com/about-the-company.php>Find more information about our company here</a>, which will result in a anchor called:  Find more information about our company here

Make use of robots.txt effectively

The robots.txt file tells search engines if they can access and crawl your website. This is a file located in the web´s root directory.  If there is certain content that you do not want to appear in the search, you can define this in the robots.txt file.

3.2.2. Search Engine Advertising (eg AdWords) (KEZ)

The use of AdWords alone will not be sufficient to have a successful advertising campaign. You as an owner of a website need to understand the users on your site. How do they behave? How long are they on the site? What pages do the visit and so forth. To be able to do this, you need to obtain an analytics tool, like Google analytics.

When using AdWords from Google (n.d.), there are four matching options.

Broad match: Ads will be shown on similar phrases or relevant variations

Phrase match: Ads will be shown on exact phrase

Exact match: Ads will be shown if the match your keyword phrases exactly

Negative match: Ads will NOT be shown if search contains the negative keyword

I our case the broad match is interesting. It will return our ad on broader searches from users. For example our keywords might be: charity education children help donation Africa. 
Imagine a user searches for: Red Cross donation children, our ad will be returned on the basis of donation and children keywords. Our aim must be to be seen as much as possible.

3.2.3. Other ‘directories’ marketing (KEZ)

Another interesting aspect in marketing is mobile marketing. Given the huge increase of mobile devices, both smart phones and pads of various kinds, this market does have potential. According to Laudon & Traver (2011B) this is the fastest growing market for adverting in 2010. AdMob from Google would be a suitable platform in our case.

3.3. Affiliations (MA)
One effective and popular strategy in e-commerce is to take advantage of other websites’ traffic to refer potential customers to our website through affiliate relationship marketing programs. Such programs allow the main website (known as advertiser) to place any type of advertising (graphical or text link) on the affiliate websites (known as publishers), when customers click on these links, they are directed to the advertiser’s website. Financial arrangements between the two parties take one of these forms:

· Commission paid to the publisher every time a referred customer makes a purchase on the advertiser’s website.

· Flat fee per purchase.

· In very rare cases, payments are made per referrals even if no purchase is done.

It is important for the advertiser’s choice of publishers not just to send traffic but potential buyers, therefore the selection criteria should be based on the cognitive correlation to the nature of businesses of both. The keywords for selecting appropriate publishers for EDU4KIDZ are: 
· charity 
· children 
· and education.

3.3.1. Reciprocal Arrangements (MA)

Being an advertiser on the web to increase traffic and find potential buyers would not deter the website from being an active publisher that can generate extra revenue from advertising and referring traffic to other websites including those websites for our publishers, reconciliation can be done at an agreed interval, eg weekly, or monthly as long as a good tracking system is available. Sponsorships are another form of reciprocal arrangements where the website can provide an advertising space or link to another organization in exchange of sponsoring a certain event or activity.  Many businesses would like to link their brands to a good cause through donations and sponsoring of charity events, however it is worth mentioning that as in the choice of publishers, the credibility of the website is indigenously derived from the reputations of the affiliates and sponsors.

3.3.2. Affiliation Services (MA)
Affiliation deals are indeed useful to the business, however when there are too many affiliates it would be difficult to follow up on their performance. A special affiliate-tracking software needs to be installed, but the aggravation resulting from managing hundreds or more affiliates could be a source of distraction to the business. An alternative is to recruit an affiliate program management services provider which introduce the business to their networks of thousands of prospective affiliates, handles the tracking, reporting and payments, removal and addition of affiliates.

There are many service providers; however the most prominent in terms of larger network, integrated and comprehensive solutions are Linkshare Inc. and Commision Junction Inc.

3.4. mCommerce Marketing (MA)

The availability of 3G (third-generation) wireless technology has drastically improved the bandwidth rates to speeds up to 2 Mbps, significantly increasing the popularity of smartphones. 3G and the forthcoming 4G now supports multimedia transmission and integrating voice, data, and one or two-way video applications, enabling m-commerce  to run over any wireless device. 

M-commerce marketing applications extend along three dimensions: (Balasubramanian, Peterson, & Jarvenpaa, (2002):

· Location sensitive applications, 

· Time critical applications 

· The degree of control of application by the information receiver, user, or the network.

3.4.1. mCommerce OS Website/Marketing (MA)

Mobile marketing is proving to be the fastest-growing ad vehicle across all media as the number of mobile users is expected to reach 6.7 billion by 2015, with the sales of smartphones increasing by 75% year-on-year,  (source: www.gartner.com, accessed on 06 Sep 2011). 
The most evident advantages of mobile are the vital CRM concepts: immediacy, omnipresence and interactivity. For EDU4KIDZ to enter the mobile era and increase its exposure to boost revenues we need to communicate with customers in the channels they are most comfortable with through mobile applications, emails, SMS and MMS programs designed to drive traffic to our mobile and webshop destinations. Customers can browse the different products and share their finds with friends via an iPhone and Android applications. There are other platforms for mobile browsers such as the Blackberry OS, Symbian, Microsoft Windows 7 Phone, and Opera, however, according to Gartner research, (2011), Apple iOS devices enjoy a market dominance of  more than 350,000 apps, but restricted to the 200 million users, (110 million iPhones, 60 million iPod touch, and 16 million iPad), whereas Android is the fastest growing mobile OS already endorsed by 14 Smartphones and tablets manufacturers worldwide, and features standardized interfaces including JavaScript and CSS, as well as support for the pre-ratified HTML 5, giving Google a wide span of developers that can support the platform. The back-end infrastructure for EDU4KIDZ mCommerce needs to tie into the ecommerce engine for payments, order fulfilment, customer feedbacks and returns.
3.4.2. Applications (KK)
Many users access services over their mobile device. Therefore it is important that EDU4KIDS offers optimized mobile access to their content in order to also win mobile customers for their cause. 

For this EDU4KIDS is focusing on a dual strategy. One string of the strategy focuses on user that access the content of EDU4KIDS via their mobile web browser. Therefore it is necessary that the display of our webshop and website content is optimized for those devices. Our website should have a mobile version as also our web shop should have in order to give the mobile customer the full functionality of our website in order to purchase products and donate money. 

The second string focuses on designated mobile applications. Here we are focusing on apple OS specific and android specific apps. The app basically is our webshop in form of an app which allows the mobile user after installing the app and registering to our website to order with only a few clicks very fast our products. 

3.6. Email Marketing (KEZ)

Email marketing is also an option to endorse our products. According to Laudon & Traver (2011C) email marketing is inexpensive compared to other methods. 

But our marketing methods will not include direct email´s to customers. The main reason behind this, is that we don´t want to be intrusive in our marketing. 

By sending bulk emails to customers, we “might” be invading their private sphere. This can have a negative effect on our image.

3.7. Other (Add business specific) (KEZ)
Given that our organizations main concept is charity, we could use “success” stories to brand our image even more. This can be done via sponsored stories.

A great example is sponsored stories on Facebook. These stories are built around a users experience with a given brand or product. The brand is promoted via likes, location check-ins and page posts (Morrissey, n.d.)

An example of sponsored stories from Facebook looks like the following image.
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On the right side, sponsored stories appear on my profile, this is determined by, if my friends “like” the sponsored story. The example provided here is a local dentist. This would be a great way getting out message out. Other forms of social network marketing will be dealt with in section 4 of this report. 
4. Social Network Marketing (KK)

Under social network marketing we understand all marketing related activities which are performed due to the participation in an online community such as Facebook or Twitter. Within this and the next section we will outline how social network marketing can be used for the purposes of EDU4KIDS.  
4.1. Advertising focus & methods (KK)

As EDU4KIDS is a charity organization which focuses on online selling and donations, our organization needs to focus heavily on using social networks in order to promote our organization and the cause we are working on. Social networks help here as a tremendous multiplier in order to spread the word about our organization and therefore to acquire new customers/donators. 

We will especially focus large and popular social networks such as Facebook on the leisure market and LinkedIn on the professional market. Twitter is active on both markets therefore we will also take it into account. Furthermore we will also integrate YouTube in our activities as through visualized media also many customers and communities can and will be reached. 

The aim of our social network activities is to acquire new customers and donators and to strengthen the connection to them. This will be done via active marketing work on our brand by publishing chosen stories, activities and media which is shared with the various networks. 

In section 4.2. I will focus on the various methods of social network marketing research. Section 5 will show on an operational level how the chosen social networks will be leveraged for our online marketing activities. 

All social networking tools also allow extracting a report with key performance indicators which will help EDU4KIDS to even more optimize their future marketing activities and within the steering of the future organizational development. Also with this regards section 5 of this report will give a deeper insight. 

4.2. Methods of social network marketing research (KK)

There are different aspects in social network marketing which can be leveraged for marketing research. 

Social networks are organized by groups and communities who share basic data such as a geographical location or an interest such as the entire group like for example a certain TV show or a charity. 

Having a social networking base for EDU4KIDS could help tremendously to create a first base of donators who fully support the cause of EDU4KIDS. The group/fan page for example in Facebook can be used by EDU4KIDS for interaction with their customers in order to receive feedback on the products, display information on the charities where the money is given to. Additionally the interaction can help to acquire volunteers for the organization and to develop the organization to a direction which will lead to more satisfaction with the donators and therefore to new customers and higher donations. 

Different social networks enable companies and organization to reach people on various ways and levels. The network twitter could be used for research in terms of the charity market. Here EDU4KIDS could find out about new education charity projects which the organization could support and also interact with other experts of the charity market. Similar things could be done via LinkedIn. 

But companies and organizations have to be very careful in social networks. One wrong act and the networks could attack the reputation of the organization via bad comments, articles etc. Here EDU4KIDS needs to be very careful and therefore has to create upfront a social media guideline which the members of the organization have to follow. All social network activities have to be aligned within an overall plan. 

4.3. Projected future marketing directions (KK)
Social Networks and websites rise and fall quickly. Therefore we at EDU4KIDS needs to constantly monitor which network is currently reaching our targeted customer base. Furthermore we should also keep our eyes open for new formats of social networking such as the world has seen with the introduction of Twitter in comparison to Facebook. 

In order to make future decisions we will review market data on the advertisement market and the players in the online market. 

5. Community Marketing (KEZ)
The last couple of years we have seen the emergence of social network sites such as Facebook, Twitter and LinkedIn. This has opened new opportunities for companies to advertise for their products via community marketing. As discussed in section 4.2 open a first base of donators that can potentially support our cause.

The main concept behind community marketing is to encourage and enable your customers to share your products and offers via the social websites (Arthur, 2011). Doing community marketing, you are funneling responsibilities for marketing to your consumers, or at least a part of the marketing. The consumers can via their connections on various social sites reach thousands of possible new consumers. I will be discussing the options we have to perform community marketing in the following four sections.

5.1. Facebook Fans and/or similar (KEZ)

Facebook offers us the largest potential marketspace in terms of social sites. Currently Facebook is the most popular social website with over 750 million users in 2011 (Facebook.com, 2011). There are two methods I will be looking closer at; the first one will be Facebook Fans or “likes” or as Facebook also is marketing this concept sponsored stories, while the other one will be in the next section “Facebook ads” and is as the name reveals advertising within Facebook.

Sponsored stories are utilizing the “network of your friends network” and the news feed system. EDU4KIDS can have a company page on Facebook. Every time a user on Facebook engages in activity with the page, this can be an “like” (page like story) for example, the users friend could see a sponsored story on the right side of Facebook (Social Brand Value, 2011)

Besides utilizing the “like” (page like story) function, there are 6 other possibilities within sponsored stories to promote your business (Social Brand Value, 2011)

Page post story: We as a company can post a story on our webpage on Facebook. This message will then appear on all your fans news feed. 

Page post has a one-to-many relationship to our fans, which insures that a page post story will be seen by all of our fans.

Page post like story: If one of our fans likes the page post we made on our site in the last seven days, it will be propagated to all his friends’ walls. This aspect is very interested in our cause. As mentioned above a page post story will appear on all our fans news feed. Page post like story takes the step further, if a fan likes the story we posted, the like will be visible to all his friends. Imagine the following scenario with page post story and page post like story.

We have 20.000 fans of our page. Each fan has an average of 300 friends on Facebook. By making a page post story, the post will be seen by 20.000 fans, if 30% of our fans will like the story (page post like story) our page post story will be visible to: (20.000 x 300) x 0.3 = 1.800.000 users. Even with a lower percentage, page post like story will provide us with a large penetration.

App used or game played story: A users playing our game or using our app will alert his friends about this action.

App share story: A user is sharing a story from our app in the last seven days will alerts users about this.

Check-in story: If a user is checking in on one of our places, this will be alerted to other users.

Domain story: A user likes a certain content on our website via the “Like” button applied by Facebook via API, will post the story or content to his wall, making it visible to his friends.

As we can see, there are several opportunities for EDU4KIDS to use sponsored stories. In our case we could use all the methods mentioned above bar those containing apps and check-in.

If EDU4KIDS should chose between sponsored stories and ads (Discussed in next section) from Facebook, I would say that sponsored stories are more interesting, especially when it comes to Click Through Rates or CTR. According to Inside Facebook (2011) sponsored stories generate a 46% higher CTR compared to traditional Facebook ads.
5.2. Facebook Ads and/or similar (KEZ)

Facebook ads appear on the right side of the Facebook website as with the sponsored stories. The main difference between Facebook ads and sponsored stories is that with Facebook ads you can create a campaign that will target a certain demographic group (Facebook.com, 2011). As a company you have several parameters to define your target base:

· Location, Language, formal education and employment status

· Age group, gender and social status

· What kind of interest does the user have, such as camping, computers or as in our case charity

By defining these parameters we can reach the exact demographic group we want. As discussed in section 1.4, studies shows that women tend to give more money to charity than men (The centre of philanthropy at Indiana University, 2010). This knowledge alongside the possibilities of focusing your ads on a certain user base, we could have a campaign targeting woman’s.

But as mentioned in section 5.1, CTR plays as role in the selection of how we will advertise our self. Given the facts that sponsored stories do have a higher CTR compared to ads, this will most likely be the method used on our part
5.3. Twitter and/or similar (KEZ)

Another interesting social website to place our adverts on could be Twitter, although the user base is not as large as with Facebook, its still relatively a large user base. There are four types of ads that Twitter provides (Efrati, 2011)

Promoted trends: This is Twitter advertising for the big boys, or in other words not within our financial reach. The concept here, is that advertiser can pay up to 120.000 $ US to promote a trend or topic on the main Twitter.com page. The advert will also show alongside ALL Twitter user accounts for 24 hours. No doubt that this is a very effective method, but it is also very expensive.

Promoted tweets for followers: This kind of ad is based upon that an existing users is already following our or ours Twitter accounts. The idea here is that a promoted tweet (ad) will appear on the users account once. 

Promoted accounts: By using an algorithm, Twitter can promote our account based upon examining the content of the various users. Users containing keywords such as charity, children´s education and donation could be presented (Promoted) for our Twitter account.

Promoted tweets for search: Using keywords similar to Google AdWords users could be directed to our Twitter account. The keywords in this case need to be determined by us before hand and for example be the same as mentioned in the promoted account section.

In our case as a newly started company, I see the last two options as possibilities for community marketing.  

5.4. LinkedIn and/or similar (KEZ)

Although LinkedIn is classified as a social network, if does differ from Facebook and Twitter. The concept behind LinkedIn is being a social network for various professionals in different businesses. As of August 4, 2011, LinkedIn operates the world’s largest professional network on the Internet with more than 120 million members in over 200 countries and territories (LinkedIn.com, 2011)

The functionality reminds us a bit of the one Facebook ads uses, you can create ads and target them for a certain group based upon the following parameters, job title, job function, industry, geography, age, gender, company name, company size, or LinkedIn Group. The payment is either by CPC (Cost by Click) or CPM (Pay per. 1000 impressions)

Another media we could use is YouTube. Given the large user base, the potential is large within this community. So viral videos could be a possible advertising method in our case.  

6. Customer Reviews Management (MA)

Organizations previously resorted to surveys, questionnaires, and focused groups in their pursuit of continuous improvement of products and services. Recently, the development of Web 2.0 tools has facilitated more effective platforms for getting feedbacks from customers. Instant messaging, wikis, online forums, chat rooms, VOIP, and networking sites are not only cheaper than traditional methods, they are also instantaneous, and result in fostering closer relationships with customers. According to Gogoi, (2007), the internet generation, driven by the influence of social networking sites, wants to be heard and hear from others as well, and most of them consult their social networks before making purchases.

6.1. Methods for Identifying & Tracking Reviews (MA)

EDU4KIDZ is not only interested in collecting information, the main aim is to formulate an interactive relation and properly distribute customer feedbacks throughout the organization via Enterprise Feedback Management channels:

· Live Support: customers who may have persistent queries before making a purchase would not wait for long before changing their minds if they do not get answers. The website would include an instant chat button, when clicked, a text window will open and a representative will respond instantaneously or prompt the enquirer to wait for few minutes if all representatives are busy handling another customer’s queries.
· Automated Response Systems: through intelligent agents the website would send automated e-mails for order confirmations and acknowledgements of e-mailed enquiries and letting the customers know that some cases would take a day or two for investigation or researching for answers.
· Blogs: are personal sites open to the public, EDU4KIDZ would create such blogs as a public relations tool for initiating discussions and commentaries on relevant news, events or particular subjects related to the business and the mission of the organization.

· Social Networks: the website would contain icons for the popular networking sites such as Facebook and Twitter where customers can input instantaneous comments or impressions, and the organization would be able to measure and review the (Likes, dislikes), to improve performance.

· FAQ’s: this tool would help the organization in managing resources by reducing the number of online representatives. When there are many general and repeated queries, customers would be able to find quick answers in the FAQ’s page.

6.2. Methods for Using Positive Reviews (MA)

Positive customers’ feedbacks are important attestations that drive the organization’s success and it is significant for the website to showcase the areas of excellence in order to increase repeat business, maximize customer satisfaction and enhance their loyalty. It is therefore necessary to save all customers positive feedbacks in a database and display them in a page reserved for attestations and success stories.

6.3. Methods for Mitigating Negative Reviews (MA)

Negative reviews are more important to the organization, and responding to these feedbacks is crucial to improving products and service qualities and boosting the organization’s CRM. The website would employ a mechanism for analyzing dissatisfactions and sort them into the following categories:

· Price complaints

· Product quality issues.

· Delivery issues.

· Technology issues.

· Security and Trust issues
Minor complaints would be sorted out within two days, while more serious complains would be handled through a system of escalation and an email response would be sent to the complainer within two days to thank him or her for the feedback and informing that the matter is under investigation they should expect a reply within seven days.
7. Supply Chain Management & Technology

7.1. Pipeline Model (KK)

Our whole organization is structured with standardized processes and workflows. Those have to be standardized in order to be supported by IT-systems and in order to be used for our e-Business. 

We at EDU4KIDS print the T-Shirts on our own based on the selected designs. Within our company we use a resource management system which keeps track of our T-Shirt and Design print stock. This resource management system (which is part of our selected Bizland solution) is furthermore connected to our financial system and our online web shop.  

If EDU4KIDS should run out of T-Shirt or Print design template stock, the resource manager at the company is automatically notified, thus he can directly send a purchase order to the manufacturer. Furthermore does the web shop also notify based on a check back workflow if a T-Shirt in the chosen colour is available and if not when it will be probably available. 

When the customer issues an order over the webshop, this order is directly pushed to one of our employees, who then proceeds with the order and initiates the production and delivery of the T-Shirt. This is crucial in order to make sure, that we only deliver to full and serious orders. By initiating the order the information of the customer is directly updated in our customer relationship system. If it is a new customer, then he or she will be equipped with a unique customer number. 

After confirming the order, the customer will be identified. Once our logistic partner has submitted to us the parcel tracking number, our customer relationship system will automatically notify the customer with the planned delivery date and the tracking number. 

Our accounting department and the connecting finance system are also connected directly to our webshop and will track back the payment of the purchased product. If the customer fails to pay his bills, automatically a reminder will be created and send out. Furthermore will the customer file in the customer relationship management system be updated. 

7.2. Purchasing Technology (KK) 

Regarding the purchasing technology on the customer side, please look at the description under chapter 8.3. “Shopping Cart Technology”. 

Regarding the purchasing technology on our internal side towards the suppliers of EDU4KIDS we won’t use a designated purchasing system. Purchasing will be done based on existing workflows which are initiated from our internal resource management system via standardized interfaces. 

7.3. Delivery Methods & Technology (MA)

The website should allow the customers to choose the delivery method with price and delivery dates indicated upon the choice of each item, and the number of items in the shopping cart, again this depends on the targeted customer base, since local deliveries can be made at little or no extra cost if a standard rate is applied. Order tracking feature can be included if courier service is sought, customers can see personalized content (order history, order status, and estimated delivery date, etc.) when they log onto the web site without being redirected into the courier web site.

Generally does the customer has the option to decide between a normal mail delivery and much faster and more expensive courier services and the option to include a gift wrapping service at a minimal extra cost. The following figure explains the delivery methodology and status information logic.


[image: image3]
7.4. Other (Add Business Specific) (KK)

As EDU4KIDS is a pure charity organization, we will focus on establishing partnerships with global delivery companies in order to keep the delivery costs as low as possible in order to keep the donation amount which will be then passed to the cause as high as possible. 

8. Marketing Technology

8.1. Website (KEZ)

A screenshot of the website can be found in Appendix A

8.2. Web Hosting (Includes Comparative analysis Table) (KEZ)

We will focus on hosting our solution at a hosting provider. Having the website running out of house does have several benefits:

· Provider is responsible for the environment, so you can focus on your core business

· The need of internal IT personnel is reduced

· Provider is responsible for ensuring fail-safe environment and uptime 

· Eliminating possible local network bottlenecks

· Ideally lower cost’s for running a web site

There are many providers offering, “web hotels”, some of them are: BizLand and Yahoo and I will compare these two providers.

	Vendor
	BizLand
	Yahoo

	Cost
	6.66 US $ month*
	7.47 US $ month*

	Space
	300GB
	Unlimited

	Traffic
	3000 GB a month
	Unlimited

	E-mails addresses
	Unlimited
	1000

	Support
	24/7
	24/7

	Uptime guarantee
	99.9%
	99.9%**

	Traffic reports
	Yes
	Yes


*Based upon a annual subscription

**Does not include downtime for scheduled maintenance.

If we compare the price between these two vendors, the difference is only about 1 US $ a month. What is interesting here is that BizLand has a restriction of 3000 GB of traffic to the website, while Yahoo has unlimited. Both providers provide 24/7 support.

Although Yahoo is cheaper, we will choose BizLand as our vendor. The main reason for this, is that we have already stated that BizLand will be our Shopping cart provider and we don’t see any reason to have a different web provider and shopping cart provider. One US $ difference a month will not kill out budget.

8.3. Shopping Cart Technology (KEZ)

When choosing a shopping cart technology or e-commerce suite the following considerations needs to be done (Laudon et al 2011)

· Functionality

· Tool modelling the business process

· Reporting tools and management options

· Scalability and performance

· Usability

· Integration with other e-business systems

· How does the system comply with standards

· Language and cultural options

· Tax and shipping options

· Included trainings

· Frequent updates/upgrades according to market standard

The options are, either to develop a solution from scratch or buy an existing solution from a specialized vendor within e-commerce. The later option will suit us better, since we are a small company and will rather focus our capital on marketing and product enhancement rather than development of a e-commerce system. 

The e-commerce system needs to contain both the technologies for catalogue, shopping cart and transactions.

There are currently established vendors in the market such as Bizland and Yahoo. I will be examining the cost’s and what they offer closer.

	Vendor/Product name
	BizLand/Shop site
	Yahoo/Merchant starter plan

	Cost
	29.95 US $ month
	29.96 US $ month*

	Products
	Unlimited
	Up to 50.000

	Templates
	Yes
	Wizards and 3rd party tools

	Receipts
	Yes
	Yes

	Search
	Yes
	Yes

	Security
	Yes
	Yes

	Business tools
	Yes
	Yes

	API (Integration with other tools)
	Yes
	Yes


* 39.95 US $ after the first 3 months

As we can see, both solutions support almost the same. One difference is that the Yahoo solution is restricted to 50.000 products while the BizLand solution is not. Yahoo is also more expensive after the first 3 months have passed. 

Based upon being cheaper and supporting more products, we will chose the solution from BizLand.

8.4. Customer Support Technology (KK)

Customer support is crucial for every electronic business, as the customer is physically not entering a shop and also has no physical contact with the salesman which makes the shopping experience more complicated and different. 

Therefore an adequate customer support technology needs to be in place in order to support the customer with all of his queries. 

First of all will EDU4KIDS use most of it’s staff to also handle customer queries. Those queries will be handled via phone, email and chat support. 

EDU4KIDS will purchase a hotline from the local provider with free call numbers in order to provide the customer to directly contact the staff of EDU4KIDS. Of course the staff will only be available during standard office hours. 

Additionally the customer has the opportunity to contact EDU4KIDS via a contact form which will be integrated to the website. EDU4KIDS also provides with info@EDU4KIDS.org a central contact address for all queries which will be submitted via Email. 

As a live support, customer also have the opportunity to contact a EDU4KIDS representative through the in the website integrated chat window and therefore get direct and quick support. 

All customer information and interaction will be centrally collected into a customer relationship management system. In order to be as cost efficient as possible, EDU4KIDS will use the Open Source system vtiger (http://www.vtiger.com/). 

8.5. Other (Add Business Specific) (MA)

As the e-commerce is expanding rapidly with the lowered barriers to entry enabled by the evolving technology of the internet ecosystems, competition is becoming more intense, and transforming into new-fangled scopes that render obsolete the traditional competition rules that existed for decades in the conventional marketplaces, the timely success of our e-business model depends on the dynamic ability to incorporate innovative ideas in both the foundational supply chain differentiation methodology and the fore-front virtual market platform.
9. Payment Methods & System (MA)

The expansion of e-commerce has mandated the development of payment systems capable of completing the payment and settlement transactions through procedures that satisfy the obligations of online buyers and sellers. The fundamental issues in our choice of the most appropriate payment protocols should maintain the following, (Meng & Xiong, 2004):

· Security

· Accountability

· Atomicity

· Anonymity

· Fairness

· Ease of use.

· Non-repudiation.

· Supports local and international transactions.

· Low transaction fees.

· Regulated.

All these factors may not be fulfilled by a single system; therefore the website should provide enough flexibility through multichannel gateway payment architecture.
9.1. Credit Cards (MA)
Credit cards are the standard worldwide B2C e-payment system; there are three configurations for credit card payment processing: 

· Own the payment software

· A point of sale (POS) system operated by the acquirer

· A POS operated by a payment service provider (PSP).

 The first option incurs additional software purchasing and licensing expenses, and the others direct the users to the service provider link and once the payment process is completed redirects them back to the website. However our cost effective selection of the merchant e-commerce package provided by BizLand, would incorporate a built-in payment module that supports all the major credit cards.
9.2. Wallets (PayPal or Similar) (MA)
A second option would be available for our customers through digital wallets that provide a secure alternative for those users who do not wish to use their credit cards on our website and prefer an authenticated third party such as PayPal which uses digital certificates or other encryption methods to store their credit card information. The shop solution from BizLand does also offer PayPal Website Payments Pro.
 9.3. Micropayments (MA)
For small payments less than $10 the use of credit or debit cards is impractical due to the time and money spent in checking the card holder identity and the available funds before approving the purchase, furthermore it is not justifiable because of their high transaction fees. However, the announcement of PayPal in 2005 to reduce its fee structure and a further reductions for non-profit organizations (source: www.paypal.com), would make it convenient for customers to pay for minor purchases and minimal donations.
9.4. Other Payment Methods (MA)
Some of our potential customers do not own or wish to use their cards online; also in some countries there is no infrastructure or support for credit card usage, another important segment that has a sizeable internet presence is exemplified by those under the eligible age of possessing credit cards. For all those to be encouraged to purchase from our site we would alleviate alternative options such as store vouchers that can be purchased by cash or bank transfers through the available multiple channels. Cash on Delivery (COD) would also be a local option due to the high costs of non-payment of international deliveries.
9.5. Return Policies & Procedures (MA)
There are various reasons for return of purchases most of which are due to valid reasons with a few exceptions of foul players, therefore in order to make purchasing through the website a non-regrettable experience for the majority of our genuine customers, product returns would be an available option established through a case handling policy. Size and colour changes are accepted provided the applicant bears the shipping costs if the purchase order error was made on his/her side, however if a wrong delivery was our mistake, then customers will be entitled for replacement at no extra cost, in both cases the returned product should not be used and in its original packing. Non-cash refunds for legitimate reasons can be made through store credit that can be used on or before a later fixed time.
9.6. Non-Payment Policies and Procedures (MA)
All the payment transactions have to be completed and the confirmation of the transfer of funds is received before a product can be made ready for shipping. In the cases of not enough funds or non verification of the card holder’s identity or the user would neither complete the payment nor log out of the site, the inventory management system would allow a small window of time before emptying the shopping cart and returning the reserved items back to the inventory. In the case of a proven abuse of the service the site management would reserve the right of terminating the access of the user, blacklisting, and reporting him or her to the accessible regulatory authorities.
9.7. Other (KK)

EDU4KIDS will also try out new and alternative payment systems in the future in order to offer their products to a much larger customer base. Furthermore is EDU4KIDS also accepting donations which are made by standard bank transfer. 

10. Security Methods & System (KEZ)

In this section I will be looking closer at the following issues:

· Site security: 
Security fundamentals, keywords here are reliability, redundancy, and firewall.

· mCommerce: 
How do we handle security and mobile customers

· Payment security: 
How do we safeguard payments and transactions

· Site trust method: 
How do we ensure secure communication between the customer and our site.

· Other security measures: What can we do to enhance the security

Given that we already have chosen Bizland as our web host and shopping cart provider, these sections will be based upon the security options Bizland offers.
10.1. Site Security (KEZ)
The first line of defence is having a firewall in front of your system. EDU4KIDS e-commerce system will be residing behind a firewall. It is recommended to configure the firewall with the following parameters:

Deny all incoming connections 

Deny all outgoing connections

Open port 80 and 443 TCP ingoing and outgoing

Open port 25 TCP outgoing

Open port 110 TCP ingoing

Open port 21 TCP ingoing

This is all we need. Communication between customers and our e-commerce site will be on the traditional ports 80 and 443. All requests on port 80 will automatically be redirected to port 443 or HTTPS. Port 25 is used for sending confirmation mails to customers and port 110 for receiving mails. Port 21 will be used to administer the site via FTP if necessary, in most cases administration will be web based via port 443.

Reliability: Our e-commerce site needs to be reliable, i.e. the following subjects must be up to par:

· Load balancing

· Redundant Internet connections

· Redundant storage

The website will be hosted on load-balancing Linux machines with Apache web servers (Bizland, n.d.) ensuring that if the load increases, users will not notice any performance degrade.

The host provider will also provide a triple Internet connection ensuring that bottlenecks will not appear (Bizland, n.d.)

Another important factor is storage and making sure that data will not be lost. Files will be stored using storage clusters, with replication. This means that files will reside on two places on the storage clusters or in other words, our e-commerce system will have redundancy. Backup will be made of critical files every day.
10.2. mCommerce Security (KEZ)
According to Laudon & Traver, (2011 pp.  188), it is estimated that in 2013 10% of all revenue in e-commerce will come from mCommerce. Given the possibilities in this market, we need to consider this segment.
From a security perspective, our considerations regarding traditional e-commerce do also apply to mCommerce. The devices used to connect to and browse the Internet are mostly so called smart phones or tablets. The platform to connect is the same, browsers are from different vendors such as Safari (iPad and iPhone), Internet Explorer (Windows devices) and Chrome (Android). These applications use the same ports as traditional browsers.
There is one major difference, these devices are mobile and we need to take into consideration that a device can be stolen. Thus we need to make sure, that we will not be caching sensitive information on mobile devices.

10.3. Payment Security (KEZ)
It is imperative that the customer feels safe doing business with our company. To ensure a safe shopping and user experience we will be implementing several key features to ensure a payment security level up to par. The following features will be implemented at our webshop:

· VISA PABP compliant

· Orders stored on encrypted server

· CVV2 Fraud protection

· SSL (This will be discussed further in the section site trust method)

VISA PABP compliant

In 2005 VISA the credit card provider developed what we know as Payment Application Best Practices or PABP. The goal was to provide guidance to software vendors that are developing e-commerce applications. The main idea behind PABP is to help merchants amongst other to (VISA, n.d.)

· Mitigate compromises

· Prevent storage of sensitive data, i.e. CVV2 or PIN data

VISA PABP is currently migrating to PCI DSS, which is a standard built upon PABP.  See the section called “Other security measures” for detailed information about PCI DSS

Orders stored on encrypted server

All our orders will be stored in a database server. The information will not be stored as plain text, but rather we will be using encryption for the fields in our database that are sensitive.

CVV2 Fraud protection

Most of the credit card vendors use a system called Card Verification Value 2 or CVV2. This is a 3 digit number residing on the backside of most credit cards. When dealing online, the customer must enter the CVV2 number, so the e-commerce site can verify that the credit card used is not a fraud (Visa, n.d.)

Most e-commerce sites use this option.

10.4. Site Trust Method (e.g. eTrust) (KEZ)
The most common way to secure the communication between the customer and e-commerce site is using SSL or Secure Socket Layer (Laudon & Traver, 2011, pp. 297)

SSL is a secure session where a certificate is acquired from the server, a so-called client-server communication. When initiating a SSL session the HTTP changes to HTTPS. This means that all the communication will be encrypted. The pitfall with the encryption is that even if you acquire a 128 or 256 bit certificate, the customer might be using an old browser not capable running 128 or 256 bit encryption, in this case they will revert to 40 or 56 bit encryption (VeriSign, n.d.)

We will be using SSL with a signed certificate in our e-commerce solution.
10.5. Other (Add business Specific) (KEZ)
VISA is maintaining a new compliance standard called PCI DSS Compliance and applies to both credit cards from MasterCard and Visa. This is a method making sure that there is a single approach to safeguarding sensitive information for all credit card brands. It consist of 12 basic steps, which need to be followed (Visa, n.d.)

	PCI Data Security Standard
	

	Building an maintaining a secure network
	· Setup, configure and maintain a firewall solution to protect data
· Make sure that you are not using default vendor configurations



	Protect the data of the cardholder
	· Stored data needs to be protected, i.e. physical and logical

· Transmission between customer and e-commerce site must be encrypted



	A vulnerability management program needs to be upheld
	· Make sure that antivirus is up to date and used

· Systems and applications needs to be secure



	Implementation of strong access control measures
	· Restrict internal access to data by the concept of need to know

· Make sure that each person accessing the system can by uniquely identified

· Physical access to card holder data needs to be restricted

	Periodically testing and monitoring of network needs to implemented
	· Track all access to network resources and data

· Perform regular test’s of security and systems



	Implement a information security policy
	· Maintain a manual addressing information security




11. Reliability Methods & System (KK)

This chapter is about the reliability of our used IT systems and the methods which need to be in place in order to keep our electronic business up and running.
11.1. Site, Webhost and Shopping Cart Reliability (disaster plan) (KK)
During a system outage our website can’t be accessed and therefore our customer can’t donate or even purchase our products. Therefore a strategy needs to be in place which defines clearly by whom and how the website will be up and running again. 

In the following is a table which summarizes site reliability issues together with the webhost and our shopping cart technology reliability issues, as we decided in chapter 8.2 to use BizLand as our web hosting and shopping cart technology provider. 

	Risk
	Measure
	Responsible

	Website is not accessible or too slow due to increased traffic
	BizLand needs to make sure, that the website access possibility is flexibly managed. A monitoring system needs to be in place
	The main responsibility lies with BizLand, but the technical contact at EDU4KIDS needs to monitor and escalate to BizLand when needed. 

	Website not available due to web host server maintenance
	EDU4KIDS need to be informed at least one month before the planned down-time. Furthermore the maintenance should be done during a time where only a few customer access the website. 
	Customer Care officer at EDU4KIDS needs to publish downtime on a webpage which is available. Also all personnel at EDU4KIDS need to be briefed. 

Downtime has to be negotiated between BizLand and technical contact at EDU4KIDS

	Outage of Website, Web Host
	In this case BizLand is required to keep frequent backups of our website content and data. An SLA needs to be in place until when BizLand needs to have our website back up and running via a second data center or server. Also having a distributed storage cluster in place is a minimum requirement.
	During the outage, EDU4KIDS need to redirect their users to an alternative website with contact info where customers then can call and order via phone until the online service is back. 

	Catastrophes (earthquakes, plane crash) 
	In case of such a catastrophe it is advisable that EDU4KIDS also keeps own frequent backups as in their customer care system in order to not fully lose all data. 
	EDU4KIDS technical contact and customer care manager. 

	Web shop technology is not available or has failures
	A ticketing system should be in place where the technical contact of EDU4KIDS can escalate a failure. In case of an unavailability of the shopping cart system, the customer has to be redirect to order by eMail or Phone. 
	Technical contact of EDU4KIDS for redirecting customer at our website. 

Help Desk of BizLand. 


In general to sum it up, EDU4KIDS needs to make sure that the above mentioned measures are part and fixed within an Service Level Agreement together with BizLand. Additionally a contact matrix to the various BizLand contacts will be distributed to key personnel at EDU4KIDS.
11.2. Payment System Reliability (KK)
As EDU4KIDS is cooperating with major payment processing companies such as Credit Card companies and third party providers like PayPal. 

Our shopping cart technology incorporates interfaces and modules to the payment processing company. EDU4KIDS does not by itself process payments. We require from our providers such as MasterCard, Visa and PayPal that they maintain market compliance and security standards. That means all information must be processed encrypted. 

The payment system must be highly available and reliable. Therefore we require also our payment processing providers to have multiple data center sights, incase one system goes down and also backup systems where our data is secured. 

Basically all of the points that have been mentioned in the table under point “Site and Webhost Reliability” are applicable to the payment system.
11.4. mCommerce Reliability (KK)
Our website and shop will be also available for mobile devices. In order to make content on mobile devices successful EDU4KIDS need to make sure that the content fits the display constraints of such devices and the shopping experience for the customer is great. That means low loading times and an easy to handle webshop. 

In order to ensure the mCommerce reliability, EDU4KIDS needs to extensively test their mobile shop display. Especially a high load of users should be tested in order to test if the service is still available in the right speed. This test has to be done in a similar extent after every time a major change has been made to the website. This would reduce the risk of customer dissatisfaction with the mCommerce reliability
11.5. Other (KK)
In order to also ensure the reliability of our business, it will be necessary to frequently train the staff of EDU4KIDS in terms of: 

· Payment systems

· Data protection

· Usage of BizLand system

Furthermore will the technical manager of EDU4KIDS also perform every quarter a test of all systems in order to make sure that all systems are up-to-date and running without any failure. 

12. Ethics Policies & Procedures (KK)
This policy has the aim to make the ethics and procedures with EDU4KIDS has implemented transparent and understandable to our customers and partners. It is most important that a charity organization such as EDU4KIDS focuses on high ethical values in their eCommerce operations in order to maintain the integrity and trust that a charity organization must have in order to be successful in the charity sector. 
The following sections will give more details towards the policy of EDU4KIDS ethics.  In order to follow established market standards, EDU4KIDS is relying on Ethical policies and procedures of known charity organizations such as GOOD SAMARITAN (2011) .

12.1. Standards (KK)

In General it must be noted that EDU4KIDS is an independent charity organization. We are funded through donations by individuals but also companies. However EDU4KIDS would refuse any support from companies which violate human rights and where companies policies conflicts with the aim of EDU4KIDS in order to support kids with educational services all over the world. We would especially refuse funds from companies where it is known that those companies do exploit 3rd world countries without giving actually something back to the country and the people. We also forbid companies and individuals from using the brand EDU4KIDS or a reference to our company without prior consent. 

Furthermore EDU4KIDS and it’s employees are not allowed to accept any kind of personal gifts, favours, entertainment or personal payments, as this could cause a conflict of interest and influence the employees and EDU4KIDS at all within their decisions. 

Last but not least is every employee of EDU4KIDS as also the management responsible and accountable for each of their actions. 

12.2. Procedures (KK)

Every employee of EDU4KIDS will be trained and informed about the ethical standards at EDU4KIDS. By this it will be ensured that the employee’s actions are according to the ethical standards at EDU4KIDS. 

Furthermore will EDU4KIDS will have systems and procedures in place in order to maintain our standards, such as the data protection of donators (See section 13), the transparent collecting and processing of funds etc. All books will be accessible for donators and compliance officers in order to maintain the highest level of transparency and therefore also to control that the ethical standards have been kept and followed on. 

If a partner of EDU4KIDS violates against our ethical standards, then EDU4KIDS will first inform the partner and then end the business relationship in order to protect the integrity of our charity organization. 

In case an employee violates the ethical code of EDU4KIDS, the employee will be informed. Then the employee will have the chance to explain his or her actions. With this talk the employee will receive the first warning in order to improve his or her behaviour. In case of a second violation the employee will be let go. Also other charities will be informed about this action. 

12.3. Policy (Sample in Appendix C) (KK)
A sample of the EDU4KIDS policy on ethics can be found in Annex C. For this policy EDU4KIDS reused the template of dupont.com (2011) 
13. Legal Policies & Procedures (KEZ)
In this section I will be focusing on legal policies and procedures. But first we need to look closer at the difference between policies and procedures. According to California Polytechnic State University (n.d.) the definitions for policies and procedures are:

Policy: A formal guide used to coordinate and execute activity for a given entity. Policy statements help focus attention and resources on high priority issues

Procedures: The operational part of a formal policy, which is used to implement the formal policy.

Section 13.3 will discuss the policies that will be used on our website protecting our customers and section 13.2 contains steps to implements these policies. 

Section 13.1 contains already existing standards incorporated into constitutions for example. We will be focusing on USA and EU.

13.1. Standards (KEZ)

Both the European Union (EU) and the United States of America (USA) do have legal protection regarding privacy incorporated into theirs constitutions.

The EU has the Directive 95/46/EC that regulates the handling of personal data within the EU. The Directive is inherited from OECD and consists of 7 principles (SearchSecurity.com.uk, n.d.)

1. Notice: When data is collected, the subject must be aware of this

2. Purpose: The purpose of the data collected needs to be stated and not used for any other situation besides the original one

3. Consent: Disclosure of data needs to be with subjects consent

4. Security: Data collected shall be contained secure and out of harms way

5. Disclosure: Subject for the data collection should be aware of who is collecting the data

6. Access: Subject should be able to access their data and correct it if necessary

7. Accountability: Subjects must have a option to hold the collectors accountable fro the above principles

While the EU has a single data protection law, the USA does not have a single approach to this issue. There are several approaches in the USA to privacy, such as: Fair Credit Reporting Act and Massachusetts Data Privacy Act´s. All the act´s cover the same principles as the EU Directive 95/46/EC.

13.2. Procedures (KEZ)

Users on our website will be noted about the Directive 95/46/EC and the seven principles. This option will appear on our shopping cart, where the user can read more about this act.

To ensure that we comply to the The Sale of Goods Act 1979 and The Electronic Commerce Regulations 2002 we need to implement a internal function, which will ensure that we comply to these act´s and possible cases.

We will comply with the Data protection act 1998. In section 10.3 we discussed payment security, which includes the safety of data.
13.3. Policy (Sample in Appendix B) (KEZ)

Our e-commerce site will comply with the following policies:

· The Sale of Goods Act 1979
· The Data Protection Act 1998
· The Electronic Commerce Regulations 2002

The Sale of Goods Act 1979: This act ensures that the service or goods sold must be of as defined and to the satisfaction of the buyer (EvolutionOnWebsites, n.d.). If the attributes of the service or product bought do not meet the requirements, the client can request the money back.

The data protection act 1998: The act will protect the individual rights when it comes to how data is obtained, stored, processed and supplied (EvolutionOnWebsites, n.d.) The act covers a large part of the 7 principles discussed in section 13.1.

The Electronic Commerce Regulations 2002: This act requires the e-commerce site to state clearly about the steps to complete a contract/buy. Prices must be stated clearly and details about possible suppliers must be stated correctly (EvolutionOnWebsites, n.d.)
The sample in appendix B is a COPY from the The Electronic Commerce Regulations 2002

Appendix B (The Electronic Commerce Regulations 2002) 

14. Other Social Responsibility Policies & Procedures (MA)
Social responsibility requires operating under a set of ethical norms that define the nature of our duties, as an organization, that we owe to ourselves, our customers, and the society. It is important to recognize that what determines EDU4KIDZ choices of right and wrong should not be restricted to the legal aspects but should be underpinned by codes of ethical behaviour extended from our core values as members of the global society.

14.1. Standards (MA)

EDU4KIDZ business ethics should define how we integrate honesty, trust, respect and fairness into the policies and practices in the same manner as they comply with legal standards and regulations. The scope would extend to encompass the organization’s actions with regards to the nature and quality of relationships with our customers, business partners, the community, environment and future generations.

Standards should maintain and protect our customers’ right to privacy, control the online content of our website in-line with decency and respect to intellectual property rights, fair competition, provide consumers’ protection and minimize their exposures to risks of public safety, crime and health hazards. Our standards extend to embrace social responsibility towards protecting the environment through sensible use of materials, usage of eco-friendly materials in production and packaging and grouping of products to reduce pollution and waste and resorting to green IT systems. Additionally we shall facilitate access standards to support people with disabilities through large fonts, phone and support lines…etc.

Our main responsibility is to provide an honest and trustworthy web front to serve our customers in line with the noble social goal we are undertaking.

14.2. Procedures (MA)

EDU4KIDZ would observe the adherence to these standards through the activation of its Digital Rights Management (DRM) to administer the electronic content, control the material and restrict its usage through the following procedures: 

· Notice of Awareness:  customers must be given notice of any information practices prior to collection of personal information.

· Choices and Consent: customers must be made aware of their options with regards to how their personal information may be used and consent must be granted through opt-in/opt-out check boxes.

· Access and Participation: customers are enabled to access their personal information and challenge the validity of the data.

· Integrity and Security: customers would be assured of the security of their personal data from loss, alteration, unauthorized access, or fraudulent use.

· Enforcement and Redress: providing customers with a method of enforcement and remedy in case of inevitable incidents.

· Checking on vendors and supply chain partners backgrounds to maintain credibility and ensure extended customers protection.

14.3. Policy (Sample in Appendix D) (MA)
A sample of the EDU4KIDS policy on the above mentioned topics can be found in Annex D.  
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Appendix B (KEZ) 
STATUTORY INSTRUMENTS

2002 No. 2013 ELECTRONIC COMMUNICATIONS The Electronic Commerce (EC Directive) Regulations 2002

30thJuly2002 31st July 2002

The Secretary of State, being a Minister designated(a) for the purposes of section 2(2) of the European Communities Act 1972(b) in relation to information society services, in exercise of the powers conferred on her by that section, hereby makes the following Regulations

Citation and commencement 1.—(1) These Regulations may be cited as the Electronic Commerce (EC Directive)

Regulations 2002 and except for regulation 16 shall come into force on 21st August 2002. (2) Regulation 16 shall come into force on 23rd October 2002.

Interpretation 2.—(1) In these Regulations and in the Schedule—

“commercial communication” means a communication, in any form, designed to promote, directly or indirectly, the goods, services or image of any person pursuing a commercial, industrial or craft activity or exercising a regulated profession, other than a communication—

(a) consisting only of information allowing direct access to the activity of that person including a geographic address, a domain name or an electronic mail address; or

(b) relating to the goods, services or image of that person provided that the communication has been prepared independently of the person making it (and for this purpose, a communication prepared without financial consideration is to be taken to have been prepared independently unless the contrary is shown);

“the Commission” means the Commission of the European Communities;

“consumer” means any natural person who is acting for purposes other than those of his trade, business or profession;

“coordinated field” means requirements applicable to information society service providers or information society services, regardless of whether they are of a general nature or specifically designed for them, and covers requirements with which the service provider has to comply in respect of—

(a) S.I. 2001/2555. (b) 1972 c. 68.
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(a) the taking up of the activity of an information society service, such as requirements concerning qualifications, authorisation or notification, and

(b) thepursuitoftheactivityofaninformationsocietyservice,suchasrequirements concerning the behaviour of the service provider, requirements regarding the quality or content of the service including those applicable to advertising and contracts, or requirements concerning the liability of the service provider,

but does not cover requirements such as those applicable to goods as such, to the delivery of goods or to services not provided by electronic means;

“the Directive” means Directive 2000/31/EC of the European Parliament and of the Council of 8 June 2000 on certain legal aspects of information society services, in particular electronic commerce, in the Internal Market (Directive on electronic commerce)(a);

“EEA Agreement” means the Agreement on the European Economic Area signed at Oporto on 2 May 1992 as adjusted by the Protocol signed at Brussels on 17 March 1993(b);

“enactment” includes an enactment comprised in Northern Ireland legislation and comprised in, or an instrument made under, an Act of the Scottish Parliament;

“enforcement action” means any form of enforcement action including, in particular—

(a) in relation to any legal requirement imposed by or under any enactment, any action taken with a view to or in connection with imposing any sanction (whether criminal or otherwise) for failure to observe or comply with it; and

(b) in relation to a permission or authorisation, anything done with a view to removing or restricting that permission or authorisation;

“enforcement authority” does not include courts but, subject to that, means any person who is authorised, whether by or under an enactment or otherwise, to take enforcement action;

“established service provider” means a service provider who is a national of a member State or a company or firm as mentioned in Article 48 of the Treaty and who effectively pursues an economic activity by virtue of which he is a service provider using a fixed establishment in a member State for an indefinite period, but the presence and use of the technical means and technologies required to provide the information society service do not, in themselves, constitute an establishment of the provider; in cases where it cannot be determined from which of a number of places of establishment a given service is provided, that service is to be regarded as provided from the place of establishment where the provider has the centre of his activities relating to that service; references to a service provider being established or to the establishment of a service provider shall be construed accordingly;

“information society services” (which is summarised in recital 17 of the Directive as covering “any service normally provided for remuneration, at a distance, by means of electronic equipment for the processing (including digital compression) and storage of data, and at the individual request of a recipient of a service”) has the meaning set out in Article 2(a) of the Directive, (which refers to Article 1(2) of Directive 98/34/EC of the European Parliament and of the Council of 22 June 1998 laying down a procedure for the provision of information in the field of technical standards and regulations(c), as amended by Directive 98/48/EC of 20 July 1998(d));

“member State” includes a State which is a contracting party to the EEA Agreement;

“recipient of the service” means any person who, for professional ends or otherwise, uses an information society service, in particular for the purposes of seeking information or making it accessible;

“regulated profession” means any profession within the meaning of either Article 1(d) of Council Directive 89/48/EEC of 21 December 1988 on a general system for the recognition of higher-education diplomas awarded on completion of professional

(a) O.J. L178, 17.7.2000, p.1. (b) O.J. L1, 3.1.94, p.3 and p.572. (c) O.J. L204, 21.7.98, p.37. (d) O.J. L217, 5.8.98, p.18.
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education and training of at least three years’ duration(a) or of Article 1(f) of Council Directive 92/51/EEC of 18 June 1992 on a second general system for the recognition of professional education and training to supplement Directive 89/48/EEC(b);

“service provider” means any person providing an information society service; “the Treaty” means the treaty establishing the European Community.

(2) In regulation 4 and 5, “requirement” means any legal requirement under the law of the United Kingdom, or any part of it, imposed by or under any enactment or otherwise.

(3) TermsusedintheDirectiveotherthanthoseinparagraph(1)aboveshallhavethesame meaning as in the Directive.

Exclusions

3.

—(1) Nothing in these Regulations shall apply in respect of—

(a) the field of taxation;

(b) questions relating to information society services covered by the Data Protection Directive(c) and the Telecommunications Data Protection Directive(d) and Directive 2002/58/EC of the European Parliament and of the Council of 12th July 2002 concerning the processing of personal data and the protection of privacy in the electronic communications sector (Directive on privacy and electronic communications)(e);

(c) questions relating to agreements or practices governed by cartel law; and (d) the following activities of information society services—

(i) the activities of a public notary or equivalent professions to the extent that they involve a direct and specific connection with the exercise of public authority,

(ii) the representation of a client and defence of his interests before the courts, and (iii) betting,gamingorlotterieswhichinvolvewageringastakewithmonetaryvalue.

(2) TheseRegulationsshallnotapplyinrelationtoanyActpassedonorafterthedatethese Regulations are made or in exercise of a power to legislate after that date.

(3) In this regulation—

“cartel law” means so much of the law relating to agreements between undertakings, decisions by associations of undertakings or concerted practices as relates to agreements to divide the market or fix prices;

“Data Protection Directive” means Directive 95/46/EC of the European Parliament and of the Council of 24 October 1995 on the protection of individuals with regard to the processing of personal data and on the free movement of such data; and

“Telecommunications Data Protection Directive” means Directive 97/66/EC of the European Parliament and of the Council of 15 December 1997 concerning the processing of personal data and the protection of privacy in the telecommunications sector.

Internal market

4.

—(1) Subject to paragraph (4) below, any requirement which falls within the coordinated field shall apply to the provision of an information society service by a service provider established in the United Kingdom irrespective of whether that information society service is provided in the United Kingdom or another member State.

(2) Subjecttoparagraph(4)below,anenforcementauthoritywithresponsibilityinrelation to any requirement in paragraph (1) shall ensure that the provision of an information society service by a service provider established in the United Kingdom complies with that requirement irrespective of whether that service is provided in the United Kingdom or another member State and any power, remedy or procedure for taking enforcement action shall be available to secure compliance.

(a) O.J. L19, 24.1.89, p.16. Directive as last amended by Directive 2001/19/EC; O.J. L206, 31.7.2001, p.1. (b) O.J. L209, 24.7.92, p.25. Directive as last amended by Directive 2001/19/EC; O.J. L206, 31.7.2001, p.1. (c) O.J. L281, 23.11.95, p.31. (d) O.J. L24, 30.1.98, p.1.

(e) O.J. L201, 31.7.2002, p.37.

3

(3) Subjecttoparagraphs(4),(5)and(6)below,anyrequirementshallnotbeappliedtothe provision of an information society service by a service provider established in a member State other than the United Kingdom for reasons which fall within the coordinated field where its application would restrict the freedom to provide information society services to a person in the United Kingdom from that member State.

(4) Paragraphs(1),(2)and(3)shallnotapplytothosefieldsintheannextotheDirectiveset out in the Schedule.

(5) The reference to any requirements the application of which would restrict the freedom to provide information society services from another member State in paragraph (3) above does not include any requirement maintaining the level of protection for public health and consumer interests established by Community acts.

(6) TotheextentthatanythingintheseRegulationscreatesanynewcriminaloffence,itshall not be punishable with imprisonment for more than two years or punishable on summary conviction with imprisonment for more than three months or with a fine of more than level 5 on the standard scale (if not calculated on a daily basis) or with a fine of more than £100 a day(a).

Derogations from Regulation 4

5

.—(1) Notwithstanding regulation 4(3), an enforcement authority may take measures, including applying any requirement which would otherwise not apply by virtue of regulation 4(3) in respect of a given information society service, where those measures are necessary for reasons of—

(a) public policy, in particular the prevention, investigation, detection and prosecution of criminal offences, including the protection of minors and the fight against any incitement to hatred on grounds of race, sex, religion or nationality, and violations of human dignity concerning individual persons;

(b) the protection of public health; (c) public security, including the safeguarding of national security and defence, or

(d) the protection of consumers, including investors, and proportionate to those objectives.

(2) Notwithstanding regulation 4(3), in any case where an enforcement authority with responsibility in relation to the requirement in question is not party to the proceedings, a court may, on the application of any person or of its own motion, apply any requirement which would otherwise not apply by virtue of regulation 4(3) in respect of a given information society service, if the application of that enactment or requirement is necessary for and proportionate to any of the objectives set out in paragraph (1) above.

(3) Paragraphs (1) and (2) shall only apply where the information society service prejudices or presents a serious and grave risk of prejudice to an objective in paragraph (1)(a) to (d).

(4) Subject to paragraphs (5) and (6), an enforcement authority shall not take the measures in paragraph (1) above, unless it—

(a) asks the member State in which the service provider is established to take measures and the member State does not take such measures or they are inadequate; and

(b) notifies the Commission and the member State in which the service provider is established of its intention to take such measures.

(5) Paragraph (4) shall not apply to court proceedings, including preliminary proceedings and acts carried out in the course of a criminal investigation.

(6) If it appears to the enforcement authority that the matter is one of urgency, it may take the measures under paragraph (1) without first asking the member State in which the service provider is established to take measures and notifying the Commission and the member State in derogation from paragraph (4).

(7) In a case where a measure is taken pursuant to paragraph (6) above, the enforcement authority shall notify the measures taken to the Commission and to the member State concerned in the shortest possible time thereafter and indicate the reasons for urgency.

(8) In paragraph (2), “court” means any court or tribunal.

(a) The maximum penalty allowed under paragraph 1(1)(d) of Schedule 2 of the European Communities Act 1972 c. 68. 4

General information to be provided by a person providing an information society service

6.

—(1) A person providing an information society service shall make available to the recipient of the service and any relevant enforcement authority, in a form and manner which is easily, directly and permanently accessible, the following information—

(a) the name of the service provider; (b) the geographic address at which the service provider is established;

(c) the details of the service provider, including his electronic mail address, which make it possible to contact him rapidly and communicate with him in a direct and effective manner;

(d) where the service provider is registered in a trade or similar register available to the public, details of the register in which the service provider is entered and his registration number, or equivalent means of identification in that register;

(e) where the provision of the service is subject to an authorisation scheme, the particulars of the relevant supervisory authority;

(f) where the service provider exercises a regulated profession—

(i) the details of any professional body or similar institution with which the service provider is registered;

(ii) his professional title and the member State where that title has been granted;

(iii) a reference to the professional rules applicable to the service provider in the member State of establishment and the means to access them; and

(g) where the service provider undertakes an activity that is subject to value added tax, the identification number referred to in Article 22(1) of the sixth Council Directive 77/ 388/EEC of 17 May 1977 on the harmonisation of the laws of the member States relating to turnover taxes—Common system of value added tax: uniform basis of assessment(a).

(2) Where a person providing an information society service refers to prices, these shall be indicated clearly and unambiguously and, in particular, shall indicate whether they are inclusive of tax and delivery costs.

Commercial communications 7.
A service provider shall ensure that any commercial communication provided by him

and which constitutes or forms part of an information society service shall— (a) be clearly identifiable as a commercial communication; (b) clearly identify the person on whose behalf the commercial communication is made;

(c) clearly identify as such any promotional offer (including any discount, premium or gift) and ensure that any conditions which must be met to qualify for it are easily accessible, and presented clearly and unambiguously; and

(d) clearly identify as such any promotional competition or game and ensure that any conditions for participation are easily accessible and presented clearly and unambiguously.

Unsolicited commercial communications 8.
A service provider shall ensure that any unsolicited commercial communication sent by

him by electronic mail is clearly and unambiguously identifiable as such as soon as it is received.

Information to be provided where contracts are concluded by electronic means

9.—(1) Unless parties who are not consumers have agreed otherwise, where a contract is to be concluded by electronic means a service provider shall, prior to an order being placed by the recipient of a service, provide to that recipient in a clear, comprehensible and unambiguous manner the information set out in (a) to (d) below—

(a) the different technical steps to follow to conclude the contract; (b) whetherornottheconcludedcontractwillbefiledbytheserviceproviderandwhether

it will be accessible;

(a) O.J. L145, 13.6.77, p.1. Directive as last amended by Directive 2002/38/EC; O.J. L128, 15.5.2002, p.41. 5

(c) thetechnicalmeansforidentifyingandcorrectinginputerrorspriortotheplacingof the order; and

(d) the languages offered for the conclusion of the contract.

(2) Unless parties who are not consumers have agreed otherwise, a service provider shall indicate which relevant codes of conduct he subscribes to and give information on how those codes can be consulted electronically.

(3) Where the service provider provides terms and conditions applicable to the contract to the recipient, the service provider shall make them available to him in a way that allows him to store and reproduce them.

(4) Therequirementsofparagraphs(1)and(2)aboveshallnotapplytocontractsconcluded exclusively by exchange of electronic mail or by equivalent individual communications.

Other information requirements 10. Regulations 6, 7, 8 and 9(1) have effect in addition to any other information

requirements in legislation giving effect to Community law. Placing of the order

11.

—(1) Unless parties who are not consumers have agreed otherwise, where the recipient of the service places his order through technological means, a service provider shall–

(a) acknowledge receipt of the order to the recipient of the service without undue delay and by electronic means; and

(b) make available to the recipient of the service appropriate, effective and accessible technical means allowing him to identify and correct input errors prior to the placing of the order.

(2) For the purposes of paragraph (1)(a) above—

(a) theorderandtheacknowledgementofreceiptwillbedeemedtobereceivedwhenthe parties to whom they are addressed are able to access them; and

(b) theacknowledgementofreceiptmaytaketheformoftheprovisionoftheservicepaid for where that service is an information society service.

(3) The requirements of paragraph (1) above shall not apply to contracts concluded exclusively by exchange of electronic mail or by equivalent individual communications.

Meaning of the term “order”

12.
Except in relation to regulation 9(1)(c) and regulation 11(1)(b) where “order” shall be the contractual offer, “order” may be but need not be the contractual offer for the purposes of regulations 9 and 11.

Liability of the service provider

13.
The duties imposed by regulations 6, 7, 8, 9(1) and 11(1)(a) shall be enforceable, at the suit of any recipient of a service, by an action against the service provider for damages for breach of statutory duty.

Compliance with Regulation 9(3)

14.
Where on request a service provider has failed to comply with the requirement in regulation 9(3), the recipient may seek an order from any court having jurisdiction in relation to the contract requiring that service provider to comply with that requirement.

Right to rescind contract

15.
Where a person—

(a) has entered into a contract to which these Regulations apply, and

(b) the service provider has not made available means of allowing him to identify and correct input errors in compliance with regulation 11(1)(b),

he shall be entitled to rescind the contract unless any court having jurisdiction in relation to the contract in question orders otherwise on the application of the service provider.

Amendments to the Stop Now Orders (E.C. Directive) Regulations 2001 

16.

—(1) The Stop Now Orders (E.C. Directive) Regulations 2001(a) are amended as

follows.

(2) In regulation 2(3), at the end there shall be added—

“(k) regulations 6, 7, 8, 9, and 11 of the Electronic Commerce (E.C. Directive) Regulations 2002.”.

(3) In Schedule 1, at the end there shall be added—

“11. Directive 2000/31/EC of the European Parliament and of the Council of 8th June 2000 on certain legal aspects of information society services, in particular electronic commerce, in the Internal Market (Directive on Electronic Commerce).”(b).

Mere conduit

17.—(1) Whereaninformationsocietyserviceisprovidedwhichconsistsofthetransmission in a communication network of information provided by a recipient of the service or the provision of access to a communication network, the service provider (if he otherwise would) shall not be liable for damages or for any other pecuniary remedy or for any criminal sanction as a result of that transmission where the service provider—

(a) did not initiate the transmission; (b) did not select the receiver of the transmission; and

(c) did not select or modify the information contained in the transmission.

(2) The acts of transmission and of provision of access referred to in paragraph (1) include the automatic, intermediate and transient storage of the information transmitted where:

(a) this takes place for the sole purpose of carrying out the transmission in the communication network, and

(b) the information is not stored for any period longer than is reasonably necessary for the transmission.

Caching

18.
Where an information society service is provided which consists of the transmission in a communication network of information provided by a recipient of the service, the service provider (if he otherwise would) shall not be liable for damages or for any other pecuniary remedy or for any criminal sanction as a result of that transmission where—

(a) the information is the subject of automatic, intermediate and temporary storage where that storage is for the sole purpose of making more efficient onward transmission of the information to other recipients of the service upon their request, and

(b) the service provider— (i) does not modify the information;

(ii) complies with conditions on access to the information;

(iii) complieswithanyrulesregardingtheupdatingoftheinformation,specifiedina manner widely recognised and used by industry;

(iv) doesnotinterferewiththelawfuluseoftechnology,widelyrecognisedandused by industry, to obtain data on the use of the information; and

(v) actsexpeditiouslytoremoveortodisableaccesstotheinformationhehasstored upon obtaining actual knowledge of the fact that the information at the initial source of the transmission has been removed from the network, or access to it has been disabled, or that a court or an administrative authority has ordered such removal or disablement.

(a) S.I. 2001/1422. (b) O.J. L178, 17.7.00, p.1.
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Hosting

19.
Where an information society service is provided which consists of the storage of information provided by a recipient of the service, the service provider (if he otherwise would) shall not be liable for damages or for any other pecuniary remedy or for any criminal sanction as a result of that storage where—

(a) the service provider— (i) does not have actual knowledge of unlawful activity or information and, where

a claim for damages is made, is not aware of facts or circumstances from which it would have been apparent to the service provider that the activity or information was unlawful; or

(ii) uponobtainingsuchknowledgeorawareness,actsexpeditiouslytoremoveorto disable access to the information, and

(b) the recipient of the service was not acting under the authority or the control of the service provider.

Protection of rights

20

.—(1) Nothing in regulations 17, 18 and 19 shall—

(a) prevent a person agreeing different contractual terms; or

(b) affect the rights of any party to apply to a court for relief to prevent or stop infringement of any rights.

(2) Any power of an administrative authority to prevent or stop infringement of any rights shall continue to apply notwithstanding regulations 17, 18 and 19.

Defence in Criminal Proceedings: burden of proof

21.

—(1) Thisregulationapplieswhereaserviceproviderchargedwithanoffenceincriminal proceedings arising out of any transmission, provision of access or storage falling within regulation 17, 18 or 19 relies on a defence under any of regulations 17, 18 and 19.

(2) Where evidence is adduced which is sufficient to raise an issue with respect to that defence, the court or jury shall assume that the defence is satisfied unless the prosecution proves beyond reasonable doubt that it is not.

Notice for the purposes of actual knowledge

22.


In determining whether a service provider has actual knowledge for the purposes of regulations 18(b)(v) and 19(a)(i), a court shall take into account all matters which appear to it in the particular circumstances to be relevant and, among other things, shall have regard to—

(a) whether a service provider has received a notice through a means of contact made available in accordance with regulation 6(1)(c), and

(b) the extent to which any notice includes— (i) the full name and address of the sender of the notice;

(ii) details of the location of the information in question; and (iii) details of the unlawful nature of the activity or information in question.

30th July 2002

Alan Johnson,

Minister of State for Employment Relations Industry and the Regions, Department of Trade and Industry

SCHEDULE
Regulation 4(4) 

1.
Copyright, neighbouring rights, rights referred to in Directive 87/54/EEC(a) and Directive 96/9/

EC(b) and industrial property rights.

2.
The freedom of the parties to a contract to choose the applicable law.

3.
Contractual obligations concerning consumer contracts.

4.
Formal validity of contracts creating or transferring rights in real estate where such contracts are subject to mandatory formal requirements of the law of the member State where the real estate is situated.

5.
The permissibility of unsolicited commercial communications by electronic mail.

(a) Council Directive 87/54/EEC of 16 December 1986 on the legal protection of topographies of semiconductor products; O.J. L24, 27.1.87, p.36.

(b) Directive 96/9/EC of the European Parliament and of the Council of 11 March 1996 on the legal protection of databases; O.J. L77, 27.3.96, p.20.
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EXPLANATORY NOTE

(This note is not part of the regulations)

These Regulations implement Articles 3, 5, 6, 7(1), 10 to 14, 18(2) and 20 of Directive 2000/31/ EC of the European Parliament and of the Council of 8 June 2000 on certain legal aspects of information society services, in particular electronic commerce, in the Internal Market (Directive on electronic commerce)(a) (“the Directive”) except in those areas covered by the measures referred to in the paragraph below.

These Regulations should be read with the Electronic Commerce Directive (Financial Services and Markets) Regulations 2002 (S.I. 2002/1775), the Financial Services and Markets Act 2000 (Regulated Activities) (Amendment) (No. 2) Order 2002 (S.I. 2002/1776), The Electronic Commerce Directive (Financial Services and Markets) (Amendment) Regulations 2002 (S.I. 2002/2015) and the Financial Services and Markets Act 2000 (Financial Promotion) (Amendment) (Electronic Commerce Directive) Order 2002 (which is expected to be made shortly and to come into force on 21st August 2002). They make parallel provisions in those areas subject to regulation by the Financial Services Authority under the Financial Services and Markets Act 2000.

Regulation 3(1) sets out those matters excluded from the scope of the Regulations. Regulation 3(2) provides that the Regulations do not have prospective effect.

Regulation 4(1) makes requirements within the coordinated field apply to the provision of an information society service by a service provider established in the United Kingdom irrespective of whether that service is provided in the United Kingdom or in another member State. (Regulation 2(1) defines the coordinated field as requirements relating to the taking up and pursuit of the activity of an information society service and defines an information society service with reference to the definition in Article 2(a) of the Directive.) Enforcement authorities are required under regulation 4(2) to secure compliance with those requirements. Conversely, regulation 4(3) provides that requirements within the coordinated field are not to be applied to information society services provided by a service provider established in another member State for reasons which fall within the coordinated field where their application would restrict the freedom to provide information society services. By virtue of regulation 4(4), these provisions do not apply to those fields set out in the Schedule.

Regulation 5 allows an enforcement authority or, where no enforcement authority is a party to the proceedings, a court to take measures exceptionally in respect of a given information society service in derogation from regulation 4(3), where these are necessary for reasons of public policy, public health, public security, and the protection of consumers and proportionate to those objectives.

Regulation 6 imposes a duty on a person providing an information society service to make available to the recipient of that service certain information.

Regulation 7 imposes a duty on a service provider to ensure that any commercial communications constituting or forming part of an information society service which he provides complies with certain requirements.

Regulation 8 imposes a duty on a service provider to ensure that any unsolicited commercial communication sent by him is clearly and unambiguously identifiable as such as soon as it is received.

Regulation 9 imposes a duty on a service provider to provide certain information where contracts are concluded by electronic means unless parties who are not consumers have agreed otherwise.

Regulation 10 provides that regulations 6 to 9(1) have effect in addition to any other information requirements in Community law. These include those contained in the Consumer Protection (Distance Selling) Regulations 2000 (S.I.2000/2334).

(a) O.J. L178, 17.7.2000, p.1.
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Regulation 11 imposes requirements on the service provider in relation to the placing of an order unless parties who are not consumers have agreed otherwise.

Regulations 13 to15 set out the consequences of a failure to comply with regulations 6 to 9 and 11.

Regulation 16 amends the Stop Now Orders (E.C. Directive) Regulations 2001 so that an application can be made under those Regulations for a court order to stop an infringement of the Directive which harms the collective interests of consumers. For this purpose, regulations 6, 7, 8, 9, and 11 of these Regulations are added to the list of the UK legislation implementing the Directives to which the 2001 Regulations apply.

Regulations 17 to 19 create a defence for intermediary service providers from any liability incurred from the activities of mere conduits, caching and hosting in the circumstances set out in those regulations. Regulation 20 provides that regulations 17 to 19 do not preclude the agreement of different contractual terms or affect the rights of any party to apply to a court for relief or the power of any administrative authority to prevent or stop the infringement of any rights. Regulation 21 makes provision in relation to the burden of proof in criminal proceedings arising out of the circumstances in regulations 17 to 19. Regulation 22 makes provision in relation to matters which a court should have regard to when determining whether a service provider has actual knowledge for the purposes of regulations 18(b)(v) and 19(a)(i).

A transposition note setting out how the main elements of the Directive are transposed into law and a regulatory impact assessment have been placed in the libraries of both Houses of Parliament. Copies are also available from the International Communications Unit, Department of Trade and Industry, Bay 206, 151 Buckingham Palace Road, London SW1W 9SS.
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Appendix C (KK) 
Policy taken and used from dupont.com (2011): http://www2.dupont.com/Social_Commitment/en_CA/assets/downloads/conductguide/Business_Ethics_Policy_and_Procedures.pdf 
“The intent of the policy applicable to the payment or granting of commissions, rebates, discounts, credits and allowances in connection with sales by the Company is to avoid illegal or unethical payments, or establishing an environment where these may inadvertently be made. An unusual situation may occur, however, where an exception to the policy is nonetheless ethical and hence warranted. It is the responsibility of finance management to review in advance all such situations, which arise. Any such exceptions must be approved by Legal and Internal Auditing. In all cases, however, there must be no falsification, misrepresentation or deliberate overbilling reflected in any document (including invoices, consular documents, letters of credit, etc.). This includes suppression or omission of documents or of information in documents, or deliberate misdirection of documents. 

When the Company is required to pay a commission, credit, rebate or other obligation to a third party, or to the payee or its bank in a country other than such entity’s place of business, or in an unusual currency, the payment may be made only if, in addition to satisfying requirements stated above, the following criteria are met: 

• The payee must submit a written request from a properly authorized officer of the business entity specifying the manner and place of payment. 

• Nothing in our dealings with the payee indicates that there are tax or exchange control law violations or other illegal purposes involved, nor is it otherwise illegal for the Company as supplier or pay or to make such payments. Where information on the legality of such payments is not available from other sources (such as banks), Legal will, upon request, contact local counsel to obtain appropriate guidance. 

Such exceptions should be rare. Commissions, rebates, credits, discounts or allowances that are paid or granted by the Company in conformity with standard trade terms for the industry, catalog prices, or other normal, standard procedures are deemed to have been established in writing and need not be documented in a written agreement or memorandum for file. 

3. In connection with the Company's purchases of goods and services, including commissions related thereto, payments should be made only in the country of the seller's or provider's place of business or in the country in which the product was delivered or service rendered. All such payments shall be consistent with corporate and trade practice. 

Payments for goods and services purchased by the Company are subject to the same considerations noted above with respect to payment of commissions, etc. The only exception is that payments made in the country in which the product was delivered or in which the service was rendered by the vendor are not, per se, considered subject to special review or to a requirement for a written request for payment from an officer of the payee, unless circumstances suggest that the manner of payment might be illegal or unethical. 

B. Gifts Received 
1. Employees shall neither seek nor accept for themselves or others any gifts, favors or entertainment without a legitimate business purpose, nor seek or accept loans (other than conventional loans at market rates from lending institutions) from any person or business organization that does or seeks to do business with, or is a competitor of, the Company. In the application of this policy: 

a. Employees may accept for themselves and members of their families common courtesies usually associated with customary business practices; 

b. An especially strict standard is expected with respect to gifts, services, discounts, entertainment or considerations of any kind from suppliers; and 

c. It is never permissible to accept a gift in cash or cash equivalents (e.g., stocks or other forms of marketable securities) of any amount. 

In certain situations, refusal of gifts with a value substantially in excess of customary business practices can result in awkward business situations. The propriety of employees keeping such valuable gifts for personal use versus turning them over to the Company, donating them to a charity or other disposition should be discussed in each case with the employee's management. In the event employees are permitted to retain such gifts, management shall record its approval, which shall be kept on file (see paragraph G-2-b below) for potential audit review. Legal and Internal Auditing are available for consultation with management where desired. Disposition of gifts received by Senior Vice Presidents and higher-level officers should be discussed in each case with Internal Auditing. 

C. Conflicts of Interest 
1. Employees should avoid any situation which involves or may involve a conflict between their personal interests and the interests of the Company. As in all other facets of their duties, employees dealing with customers, suppliers, contractors, competitors or any person doing or seeking to do business with the Company are to act in the best interests of the Company to the exclusion of considerations of personal preference or advantage. Each employee shall make prompt and full disclosure in writing to the employee's business or function management of a prospective situation which may involve a conflict of interest. This includes: 

a. Ownership by an employee or, to the employee's knowledge, by a member of the employee's family of a significant financial interest* in any outside enterprise which does or seeks to do business with, or is a competitor of, the Company; 

*As a minimum standard, a "significant" financial interest is a direct or indirect aggregate interest of an employee and family members of more than: 

• 1% of any class of the outstanding securities of a firm or a corporation, 

• 10% interest in a partnership or association, or 

• 5% of the total assets or gross income of such employee. 

b. Serving as a director, officer, partner, consultant of, or in a managerial position with, or employment in a technical capacity by, an outside enterprise, which does or is seeking to do business with or is a competitor of the Company; 

c. Acting as a broker, finder, go-between or otherwise for the benefit of a third party in transactions involving or potentially involving the Company or its interests; and 

d. Any other arrangement or circumstance, including family or other personal relationships, which might dissuade the employee from acting in the best interest of the Company. 

All information disclosed to management as required by this policy shall be treated confidentially, except to the extent necessary to protect the Company's interests. 

When, as required by the policy, an employee discloses prospective situations, which may involve a conflict of interest, management shall review the potential conflict. In some circumstances, it may be appropriate for management to review the matter in conjunction with Legal and Internal Auditing. Approval or disapproval of the situation under review should be documented in writing. The situation should be considered when assigning the employee new duties. Each actual or potential conflict of interest must be reported promptly, i.e., as soon as the conflict arises, and must be noted by the employee on each annual business ethics survey so long as the conflict or potential conflict of interest continues. 

If a conflict of interest is considered to be unacceptable, management should promptly resolve the matter. 

If the situation is deemed not to be a present or potential conflict of interest, management should notify the employee of the decision in writing. The employee need not report the situation on future annual surveys of outside interests and conflicts of interest as long as there is no change in the circumstances involved. In questions of conflict of interest, the term "family" should be interpreted broadly. 

The key to resolving potential conflicts is whether the employee's duties for the Company, or those of her subordinates, require making decisions that could be influenced by the interest reported. Other considerations include, but are not limited to, whether or not: 

• The outside interest does business or competes with the employee's business, function or site. 

• The employee has an active, managerial or decision-making role in the outside interest. 

• The employee has access to Company information potentially useful to the outside interest. 

• Public disclosure of the facts will embarrass the Company. 

Conflicts of interest involving real estate are particularly sensitive. All employees are prohibited from competing with the Company in its real estate acquisition, or using Company information or equipment to enable them to profit, either directly or indirectly. Any questions related to conflicts of interest should be addressed with management, Internal Auditing, or Legal. 

Employees contemplating service as a director of a bank or other financial institution should first consult with the DuPont Vice President and Treasurer to allow prior consideration of whether such board service could adversely affect the Company's relationship with that institution or with any other financial institution in the community. In addition, employees should not accept a directorship with any corporation, which is a significant business nationally (or significant locally in an area where DuPont, a subsidiary or affiliated company, or a joint venture arrangement is a major employer) without the prior approval of Legal and External Affairs. 

D. Inside Information 
Employees shall not: 

1. Give or release, without proper authority, to anyone not employed by the Company, or to another employee who has no need for information, data or information of a confidential nature obtained while in Company employment. 

2. Use non-public information obtained while in Company employment (including information about customers, suppliers or competitors) for the personal profit of the employee or anyone else. This includes, but is not limited to, taking advantage of such information by (1) trading or providing information for others to trade in securities, or (2) acquiring a real estate interest of any kind, including, but not limited to, plant or office sites or adjacent properties. 

Improper use of inside information can be inhibited by careful control and restriction of access to such information. Employees who handle inside information, and who may not have the background to understand the legal and corporate implications of the misuse of such information, should be periodically advised of corporate policy and of the severe legal penalties that can be associated with misuse of inside information. 

E. Political Contributions 
Employees shall not make any contribution of Company funds, property or services to any political party or committee, or to any candidate for or holder of any office of any government – national, state, or local. This policy does not preclude (a) the operation of a political action committee under applicable laws; (b) Company contributions, where lawful, to support or oppose public referenda or similar ballot issues; or (c) political contributions, where lawful and reviewed in advance by the Office of the Chairman, or by a committee appointed by the Office of the Chairman for this purpose. 

No direct or indirect pressure in any form is to be directed toward employees to make any political contribution or participate in the support of a political party or the political candidacy of any individual. 

This policy shall not affect the right of directors, officers, employees, and agents of the Company to make personal political contributions to the party, committee, or candidate of their choice as long as the donation is derived exclusively from that individual's personal funds or time and in no way was compensated directly or indirectly by the Company. 

F. Accounting Standards and Documentation 
1. All accounts and records shall be documented in a manner that: 

a. Clearly describe and identify the true nature of business transactions, assets, liability or equity, and 

b. Properly and timely classifies and records entries on the books of account in conformity with Generally Accepted Accounting Principles. 

2. No record, entry or document shall be false, distorted, misleading, misdirected, deliberately incomplete or suppressed. 

The Company has established internal control standards and procedures to ensure that assets are protected and properly used and that financial records and reports are accurate and reliable. Employees share the responsibility for maintaining and complying with required internal controls. Improper accounting and documentation and fraudulent financial reporting are not only contrary to Company policy but also may be in violation of the accounting provisions of the U.S. Foreign Corrupt Practices Act or other laws or regulations. Such violations potentially involve personal liability, both civil and criminal, as well as sanctions against the Company. Examples include intentionally misclassifying amounts between cost or capital, intentionally accelerating or deferring costs or revenue more properly reflected in a current period, intentionally misclassifying unsaleable inventory as acceptable finished product and intentionally falsifying travel and expense reports. 

G. Annual Reporting 
1. Each Senior Vice President and each higher-level officer shall file each January with the Office of the Chairman: 

a. an affirmation of personal compliance with the Business Ethics Policy in the preceding year; and  Business Ethics Policy and Procedures 

b. a statement listing all her potential conflicts of interest as defined in paragraph C-1 of the Business Ethics Policy; or 

c. if there are none, a statement to that effect. 

2. Concerning her organization, each Senior Vice President shall file each January with the Office of the Chairman a brief description of each known violation of this policy in the preceding calendar year and steps taken to prevent recurrence, or if there was none, a statement to that effect. Violations include: 

a. unethical conduct that results in employee terminations and resignations; and 

b. deviations from the policy in the areas of: payments by the Company, gifts received, conflicts of interest, inside information, political contributions, and accounting standards and documentation. 

Each Senior Vice President shall respond for her entire organization as well as for any subsidiary or affiliated companies, including joint ventures, for which she has administrative responsibility. The response should state the following: 

a. That the organization has complied with all parts of the policy (any exceptions / waivers should be described); and 

b. That the Business Ethics Policy and Procedures have been circulated to each employee and that signed affirmation of compliance, with a notification regarding the continuing duty to disclose conflicts of interest, has been requested and received from, at a minimum, the following categories of personnel: 

(1) Management personnel. 

(2) Purchasing agents and other persons who are authorized to approve purchase orders or requisitions or approve payments related to the purchase of goods and services. 

(3) Persons who are in a position to influence in a significant manner (a) the decision to purchase goods or services; (b) the terms of purchase; or (c) the choice of vendor, including those who may direct a purchase toward a particular vendor. 

(4) Persons who determine or significantly influence the setting of prices (including determination of discounts, allowances, credits, etc.). 

(5) Persons who select or significantly influence the choice of distributors, dealers, licensees, brokers or agents of the Company. 

(6) Persons (including secretaries and other support personnel) who have access to significant undisclosed corporate information, such as: 

• materials financial information, particularly that which would enable profit through stock trading; 

• potential acquisitions, mergers and divestitures; and 

• real estate prospects 

3. Annually, Internal Auditing shall review all statements filed with the Office of the Chairman, supporting files and work of the individual organizations, any similar findings of the internal auditors or independent accountants, and other sources of information that may be reasonably available, and submit a report to the Office of the Chairman. The Office of the Chairman, after consideration of the report, will forward it for consideration by the Audit Committee and the Board of Directors.”

Appendix D (MA) 
EDU4KIDZ is committed to protecting the privacy of all visitors to its website and the confidentiality of the personal information which our users provide to us. 

This policy tells you how we collect and use the information you give us.  

1. Personal Information
2. Our Use of Personal Information
3. Acknowledgement
4. Updating, Correcting and Deleting Personal Information
5. Cookies
6. Privacy Policy for Minors
7. Security
8. Email
9. Sensitive Information
10. Links


1. Personal Information
In some areas of our website, we may ask you to provide personal information that will enable us to enhance your site visit or contact you after your visit.  Examples of your personal information include your name, postal address, phone number and email address.

We may ask for information in a number of different circumstances, e.g. when you subscribe to our newsletters, provide feedback to us, complete a registration form or any online survey we may publish from time to time.

2. Our Use of Personal Information
We use the information we collect about you to help us understand more about how our site is used and to enable us to send you communications about EDU4KIDZ that may be of interest to you, either electronically or otherwise.

We may use the contact details we collect to ask for your feedback, keep you informed of news and developments which may be of interest to you and to notify you occasionally about important changes or developments to the website or our work.

We may also use your personal information to customize and improve this website.

3. Acknowledgement
This policy may be subject to updates and changes. Please revisit it each time you consider giving personal information. By using this website you acknowledge that you have read the terms of this privacy policy and that you consent to the collection of information from you and use of it as described in this policy.

4. Updating, Correcting and Deleting Personal Information
We may add to the details which you give us further information that we obtain from third parties. You are entitled to see the information we hold about you.  If you would like us to correct or update your personal details, or delete any inaccuracies, please email us at the address indicated in our main page.

5. Cookies

A cookie is a small piece of information sent by a web server to a web browser, which enables the server to collect information from the browser. Find out more about the use of cookies at www.allaboutcookies.org
We use cookies to identify you when you visit this website and to keep track of your browsing patterns.  By showing how and when visitors use our site, cookies help us to identify which areas are popular and which are not, and to understand and improve the EDU4KIDZ website.

Most browsers allow you to turn off cookies. If you want to know how to do this please look at the help menu on your browser. However, switching off cookies is likely to restrict your use of our website. 

6. Privacy Policy for Minors
The protection of children is very important to us.  If you are under 18, please do not provide us with any personal information.

Children should always ask a parent or guardian for permission before sending personal information to anyone online.

7. Security
We place great importance on the security of your personal information and we always try to take appropriate precautions to protect it.  Unfortunately however, no data transmission over the internet can be guaranteed to be 100% secure. As a result, while we strive to protect our supporters' and users' personal information, we cannot guarantee the security of any information which you disclose to us online and you must understand that you do so at your own risk. We cannot be responsible for the theft, destruction, or inadvertent disclosure of your personal information.

8. Email

We cannot guarantee the confidentiality of any messages transmitted between you and us via email as these are potentially accessible by the public.  We will not be liable to you or anyone else for any loss in connection with any email message sent by you to us or by us to you.

9. Sensitive Information
When using or subscribing to our services, you may choose to provide us with information which is defined as sensitive personal information. Examples of sensitive information include details of your ethnicity or state of health. As with all the personal information which you provide to us, we shall use and store this information carefully in accordance with this privacy policy.

10. Links
This website may contain links to other websites which are outside our control and are not covered by this privacy policy. If you access other sites using links provided on this site, the operators of these sites may collect information from you which will be used by them in accordance with their privacy policy, which will differ from ours. The operators of these sites may send their own cookies to users, collect data or solicit personal information. You should read the privacy policy of any site on which you are sharing personal information.
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Source order from warehouse





Ship order from warehouse





Obtain shipment information


(carrier id, tracking number)





Periodically communicate with courier to receive delivery status updates





Store delivery status information in database





Display tracking information to customers





Establish communication with authorized carriers









