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Case Study- Cooking Up an E-Commerce Solution
Electronic Commerce (E-commerce) is a contemporary form of doing business through buying and selling products by electronic means such as mobile phone application and the internet (Turban et al., 2018). E-commerce is one of the trending methods of doing trade, and it has gained increased popularity over the last decades, overdoing the traditional ways of doing trade. In reflection of the case study, the El Pote de Cobre Company has made the best decision to come up with mechanisms which would possibly digitalize its services for improved performance. The purpose of this study is to provide a thorough analysis of the case Cooking Up an E-commerce Solution by providing the best response to the attached questions with regard to El Pote de Cobre.
The case illustrates that El Pote de Cobre is determined towards digitalization by offering services and meeting customer needs via the internet. Notably, the benefits of providing products for sale on the internet can never be estimated. The company will benefit from increased brand awareness. As such, they have an online presence will that will help the company to make sure that potential customers find the product information and hence enabling the company to be always on top of its competitors. The company will expand its customer reach since e-commerce platforms avail new channels for each digitalized business to reach more customers and establishing means to serve them. The company will also have a greater depth of customers. El Pote de Cobre will be able to meet customer’s shopping expectations. E-commerce is less time-intensive and increases sales revenue as a result of increased product visibility, an aspect which encourages new customers to shop at any time they wish. Other benefits for the company include higher profit margins, competitive advantage, reduced cost of operation, and increased scalability. 
On the other hand, the company will be subject to e-commerce based risks. As such, El Pote de Cobre may end up recording low-profit margins than anticipated due to a combination of per-item fees, monthly seller fees, shipping fees, and closing fees. The company will also have to deal with stiff competition in the internet world which forces the seller to cut off the prices. The company will have limited opportunity to control the brand image. Counterfeit products can be a serious challenge to the company due to the attached competition. The company will be required to compete against the marketplace. 
From my point of view, the company should not use the implementation approach suggested by Tina. It is worth to note that the company is on the verge of making a significant transaction in the marketing sector, and hence, it is hard to indicate who is its potential customer and their language. Also, it is significantly harder to uproot the company from offline operations to online operations without thorough piloting and investigation regarding the effectiveness of e-commerce.  The suggested implementation phases will limit the company in making comprehensive identification of customer and making customer segmentation. The company should implement the site using varied languages by phasing the multiple languages together and avoid chances for making errors which may violate its operability.
The business intends to go global, and hence, it is not sure of who its potential customers are. Therefore, offering an English version of the Web site will help the company to reach its global customers bearing in mind that 75% of the world’s population can understand and speak English. English version will help the company to gain confidence that it can access and attend to the needs of the largest group of customers and hen encouraging operability (Flew, Martin, &Suzor, 2019). 
Using an offline solution is the best solution for the time being as the company seeks to make a transition to the digital world. Notably, the company should only use offline solution for a while waiting for assurance regarding the effectiveness of the established e-commerce versions. The offline solution will establish an operational base for the internet based company and hence allowing perfection and dominance in the global market.
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