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ABSTRACT

Adopting E-Tailing for True Value Hardware Corporation
by

Elma Winona S. Cruz

The development of new E-Commerce businesses has changed the way
compa_m'es transact with each other particularly in terms of negotiating lower
prices, broadening supplier bases, and streamlining their procurement processes
Electromc Retailing or E—taﬂmg has been W1d¢1y used in the market. This System
| enables companies to reach ‘eir market in less time and at a situation most
convenient to the customers. | -

“The study determines the adoptability of E-tailing for True Value Hardware
Corporation to reach a wider customer base and answered questions related to the
receptiveness of Metrf; Manila based customers on the use of the Internet for
purchasing products, the types of product lines that customers W@uld purchase
online and the preferences of customers on the content of True Value Hardware

Corporation’s website.

Value Hardware Corporation competitive and innovative considering that Metro
Manila based customers were receptive to E-tailing. Majority of the customers
preferred to leave to True Value Hardware Corporation the decision on the types of
product lines and website features to be offered in its website. Customers are
willing to support True Value Hardware Corporation E-tailing project and adopt an

online shopping experience.
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“Since True Value Hardware Corporation caters to the high end market, a

| customer database should be established and an Internet kiosk should be set-up to

attract and educate customers. The development of a simple website would expand
True Value’s market share and encourage and motivate customers to adopt E-
tailing. Therefore, True Value Hardware Corporation should adopt E-tailing as part

of their current business operations to better serve their customers.
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