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‘DRILL DOWN

Low-end clustering
solutions are expected to
foster Net applications.

Cyberspace
Saviors

BY RUSTY WESTON

OR SHEER HAVOC IN CYBERSPACE,

s hard to top crashing intranet

servers. Usuallyit’s the software, but

often it’s PC servers that can’t handle un-
predictable spikes in demand. Apart from
embarrassment, I'T managers are frazzled

by inadequate system management tools,
unreliable servers and system software.

Forget fault tolerance: It's too expen-
sive. In the near term, many IT shops will
opt for Windows NT or Unix workstation
servers with “high availability” features such
as RAID. By January, however, a cadre of
Intel and RISC system vendors will intro-
duce low-end clustering solutions—call
them cyberspace saviors—for intranets and
electronic commerce applications, among
others.

A web of cross-licensing deals concern-
ing Tandem Computers Inc.’s ServerNet
cluster interconnect PCI cards and Mi-
crosoft Corp.’s nascent Wolfpack APIs will
drive the new Windows NT clusters. Wolf-
pack, expected to enter beta testing around
the time of Comdex (mid-November),
initially will tie together two NT servers with
failover capability and basic system moni-
toring software. By January, look for Wolf-
pack-compliant servers from Tandem, Com-
paq Computer Corp., Digital Equipment
Corp., IBM, Hewlett-Packard Co. and Dell
Computer Corp. Also, look for system man-
agement software add-ons from Comput-

er Associates International Inc. and from |

Microsoft itself to help manage these clus-
tered servers.
“Within five years, I'll have NT clustered

servers,” predicts Allen Feryus, CIO of the |

NewYork Mercantile Exchange, the world's
fifth-largest commodities marketplace.
Feryus is still waiting for NT to become in-
fallible before moving his production sys-
tem to it. In the meantime, however, cy-

(See SAVIORS, Page E7

OU REMEMBER DARWIN'S FIRST
rule of evolution: Adapt or
die. But when it comes to mar-
keting your business over the
Internet—or conducting elec-
tronic commerce, for that mat-
ter—does that old law of nature
apply?

Not necessarily. In thisyear’s
mad rush to keep pace with the
Internet revolution, many companies are
now taking a step backward, questioning
whether their hastily erected World Wide
Web sites can really deliver the expected
return on investment. It's not so much an
issue of cost. Rather, many businesses—
particularly in the retail arena—are fast dis-
covering that Web sites are not the most
natural fit due to concerns about band-
width, the amount of traffic the sites can
actually generate and the issue of how close
companies can get to potential cus-

INTERNET

Adapting to the Web
evolution is not always
best. That’s why
traditional media is not
extinct at some firms.
BY ESTHER SHEIN

tomers, according to the experts.

“There’s been too many expectations
set too high for Web sites that don't get
met, and people back off," says Norm Rick-
eman, a managing partner with the En-
tertainment and Media Information Ser-
vices Group at Andersen Consulting, in
Minneapolis.

Instead of the Web, many large compa-

nies are turning to tried-and-true forms of
multimedia to get their word out, includ-
ing interactive kiosks, CD-ROMs, even lap-
top presentations. That's not to say these
companies haven’t putup Web sites—many
have, especially the large corporations. But
some of the smaller divisions are finding
that more traditional multimedia market-
ing vehicles are not going the way of the di-
nosaur—rather, such vehicles often make
better economic sense while the Web evolves,
“Bandwidth and targeting [customers)
are two basic problems of the Web,” notes
Harry Fenik, vice president of technology
at Zgna Research Inc., in Redwood City,
Calif. “That's why people are turning to
othter technologies like CD-ROMs—not
to avoid the Web, but to target people
they want.” CD-ROMs can accommodate
richer material such as movies and sound,
which is currently impractical on the
(Se¢ SELECTION, Page E2) =
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Web. Moreover, kiosks are sometimes a bet-
ter vehicle for disseminating information
toawider, less technical audience than the
Web, while an old standby—presentation
software—can be the best way to custom-
tailor marketing materials (see chart,
Page E6).

BEST OF ALL WORLDS
Rather than choosing one medium overan-
other, the most common sense marketing
approach, according to the experts, isacom-
bination that utilizes the Web with another
proven form of multimedia. “We steer
[clients] ina multipurpose direction because
the Web isn’t the end-all,” says Burt Cum-
mings, vice president of sales and market-
ing for Eagle River Interactive, a new media
consulting company in Mountain View, Calif.

A recent survey conducted by Millenni-
um Productions Inc., an interactive mar-
keting and design company, supports this.
Interviews with 1,000 companies of varying
sizes showed that half wanted 10 become
more educated about the possibilities of
the Web, but were not sure whether the in-
vestmentin a Web page would
be worthwhile, according to
VA Shiva, Millennium’s pres-
iddentand CEQ, in Cambridge,
Mass. “Some people are not
meant for the Webiftheydon't
know how to incorporate it as
part of their marketing strate-
gy, Shiva says.

With that advice, here are
thestories of four companies,
or divisions within companies, that have
chosen to emphasize sales and marketing
cfforts outside of the wild and woolly world
of the Web.

For Sony Retail Entertainment, a division
of Sony Corp. of America, selling mer-
chandise isatouchy-feely experience. That's
why the company, which peddles electron-

Supply and Demand

Demand for Web sites is high for companies looking for a marketing presence. But the noise
level deafens when it comes time for using—and financing—the Web for strategic processes.
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iccomponents, music and videosat the Sony
Style store, in New York, opted for kiosks
instead of a Web site to present its wares
and the entire Sony label of 2,600 titles.

“Our charteris physical retailing, notvir-
tual,” says Dave Spencer, vice president of
SRE’s Entertainment Technology Group,
which designed the kiosks. “Selling over
the Net makes sense when you're home,
but when you're out shopping, it doesn’t
make much sense to haveaWeb
site in a physical environment.
We're still a bricks-and-mortar
presence.”

Twenty-four kiosks have
been set up since November
1995, each composed of an In-
tel Corp-based PC sporting a
1G-byte hard drive, 32M Iytes
of RAM, asound card, a 15inch
Sony monitor and a touch
screen. The front end, designed using
Macromind Director from Macromedia
Inc., links to a Microsoft Corp. Access
database, letting users listen to music be-
fore they buy or sample the features of
particular electronic equipment.

“People like to touch the product. They
like to pick things up and look at them”

before they buy, says Spencer, in Bur-
bank, Calif. “That’simpossible to do on the
Web, no matter how clever you get.”

Conceivably, a Web site could show a
picture of a recording artist, let users click
on it to sample the music and, if satisfacto-
ry, eventually order, pay for and download
the CD, Spencer explains. However, SRE is
not interested in this approach—{or now.
Spencer believes the sound quality would
likely be on par with what you'd hear on
AM radio, and there would be legal impli-

-ations over rovalties associated with elec-
tronic distribution,

“T'he buying market is get-
ting more and more sophisti-
cated,” Spencer says. “But we
still have a 28.8K-bps [band-
width] burden to deal with for
some time to come. ... In the
store, we have as much band-
width as we need, and we can
give as high resolution mul-
media presentations as we
need. We're notlimited by the
size of the pipe.”

SRE does intend toadd an intranet com-
ponent to the setup, however, by networking
the now stand-alone PC-based kiosks to a
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central serverand adding a custom version
of Microsoft’s Explorer browser. This ap-
proach, planned for the end of next year,
willallowany changes or updatesto the sys-
tem to be done more efficiently because
all Sony ads, instructions or music clips can
be downloaded from the server to each
Kiosk simultaneously, Spencer says.

The intranet will make changing CDs in
the Kiosks a less manually intensive process,
for example. Currently, someone has to go
through all the disk changersand physically
remove CDs; in the future, store employ-
ees will be able to hit a button from the
browser to make the change clectronical-
lv on the file server, adding new CDs and
removing outdated ones, Spencer says.

Despite this future emphasis on an in-
tranct, kiosks will continue to be used at
the Sony Style store foralong time to come.
“People like toshop,” says Spencer. “I think
a bricks-and-mortar retailer is going to be
around for a long time.”

REAL-LIFE ROAD TEST

Given that real-life simulations of the
rockiest road or the smoothest ride can of-
ten seal a deal on the purchase of a new
luxury car orafour-wheel drive vehicle, it's
no wonder Toyota Motor Sales USA Ing
opted for a CD-ROM marketing tool oves
use of a Web site. As part of the launch of
the 1995 Toyota Tercel, Avalon and Taco-
ma product lines, Toyota marketing offi-
cials decided to test the use of
adisk tosee how receptive peo-
ple would be to getting infor-
mation in a digitally-based for-
mat. Of 30,000 respondents
to a television infomercial
that mentioned the disk, 60
percent requested them over
brochures.

“We said, "There has to be
something to this,’
Greg Kitzens, national advertising manag-
er for Toyota, in Torrence, Calif. The im-
pressive response became the impetus for

(See SELECTION, FPagr E6 )
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Net Takes a Backseat to Other Multimedia at Epcot

active television network in 4,000 homes » = merse themselves in virtual reality,” says

At Epcot’s Innoventions, a hands-on
showcase of future technology, the
Internet is playing second fiddle to
countless other advances such as virtual
reality and interactive television.,

Based on demographics that show that
some 30 percent of Epcot’s 1 million visi-
tors permonth do not own computersand
70 percent are strangers to the Intemet,
the showcase features some 13 or 14 ex-
hibits that highlight alternative ways to
getnews, information and entertainment,
says Mike Gomes, senior business devel-
opment analyst at Innoventions, in Or-
lando, Fla. Right now, the primary cyber-
space exhibit is an Internet classroom.

“Peopleare excited about the Internet,
but only a minority of people know what
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width problem solved before the end of
the century.”

Speed isa critical factor when trying o
download information from the Internet,
notes Bob Vignec, a technology specialist
at Innoventions. “The problem with the
Internet is it's not an on-<demand func-
ton. We live in an on-<demand society, and
people expect their information and en-
tertainment to be instantancous. We
haven’t gotten there yet™ because of the
time it takes to boot up a computer, load
the browser, type in a URL and wait for
any graphics 1o download.

Inaddition to CD-ROMs, Disney-esque
stage presentations and threescreen video
projection demonstrations, Innoventions
displays technology that goes beyond what

north of Orlando, via a fiber-optic and
coaxial cable network. The
combination enables FSN
to become asinglesource
provider of traditional ca-
ble, interactive television,
telephone services and
highspeed PC access to
online services. By hitting
the proper button on a
remote control, visitors 1o
the Innoventions exhibit
can shop, do their bank-
ing, order food, watch
news programsand movies
on demand, or activate
an Internet connection.

Gomes, Developed for NASA, the HMDs
act like a periscope and
allow the visitor to navi-
gate through avirtual en-
vironment—in this case,
St. Peter’s Basilica.
Other exhibits include
adisplay of General Mo-
tors Corp.'s electric mo-
tors, other forms of tech-
nology such as robotics
and even unique mate-
rials that make a tennis
acket lighter, Gomes
says.
“Technologyalmost has
that eald have faaline
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