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Introduction

We live in an age of information overload, significantly facilitated
by the Internet. Anyone from almost anywhere can send, access, and
post information across the globe in a matter of seconds. As applica-
tions and technologies continue to evolve, our ability to leverage the
Internet will continue to impact the way we work and live.

The ubiquity of media connectivity also generates understand-
able worries about losing the benefits of face-to-face collaboration
and “the human touch.” Without question, people will continue to
gather and meet for business, social, and family reasons. This is in our
cultural and biological DNA and will never change. Millions of peo-
ple around our world dismissed aspects of email, social media, or
even cell phones decades ago, only to eventually understand how they
complemented or improved existing practices and connections. We
should adapt and use new technologies when they serve our common
interests and humanity.

A new-generation technology prompted the authors to write this
book, a technology that, like social media and email before it, can
become a part of the daily lives of millions of people. That technology
is telepresence, the next generation of videoconferencing technology.
Telepresence uses the Internet to transfer conference calls as well as
high-definition images and presentations. It can provide life-size
images and surround sound and can thus create the illusion that all
the attendees are in the same room.

1
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Holographic videoconferencing is an application that beams
three-dimensional images of people into a room. This is but one
example of existing and emerging technologies that present an effec-
tive and responsible alternative to world leaders and business execu-
tives who currently fly around the world and ride in limousines to
meeting locations. Digital and information technologies are allowing
businesses in emerging markets to dramatically upgrade their busi-
ness processes and operations.

As billions of people now access the Internet, emerging nations
and markets are increasing their investments in these technologies to
give people greater access (and speed) to information. This book
explores how and why the Internet and related technologies are
redefining how we conduct business globally. We identify the most
salient new ideas shaping the global information marketplace, and
explore how these offer government and private sector managers a new
generation of digitally based management and communication tools.

It’s a Small World After All

The world is smaller. Distance and time no longer present insur-
mountable barriers to doing business on a global scale. The Internet
reduces the need to travel for meetings, and it speeds up the flow of
information. Co-authoring this book models the effectiveness of vir-
tual communication. Although we reside in two different countries,
interactive web conferencing tools enabled us to edit the chapters
and exchange information as effectively as working face to face. We
were able to share our desktops so that each one could view the doc-
ument in real time as it was being edited.

Web conferencing tools allowed for the use of Voice over Internet
calls, which let us talk for free or at the charge of the monthly sub-
scription and Internet connection. We conducted research by record-
ing Internet conference calls and then playing back the information.
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We pitched the manuscript to FT Press using web conferencing tools
to share presentations and creative ideas. The FT Press editors are
based in America and Australia; one of us is in Africa, and the other is
in Europe: four continents, connected virtually.

Both of us hold professional positions with global organizations
and take part in virtual teams focused on emerging markets (EMs).
Therefore, we’ve seen firsthand the transformational effect of web
applications that enable us to share work, participate in telemeet-
ings, and otherwise communicate with clients, vendors, and part-
ners. Among other professional duties, we are often tasked with
executing and managing online marketing campaigns for EMs. From
these successes, we have perfected the ebocube (emerging business
online) model.

The ebocube Model

Global corporations, private and nongovernmental organiza-
tions, small businesses, and entrepreneurs have tapped the Internet
and computer reporting tools to do business in and with EMs.
These organizations are learning as they go, experimenting with var-
ious digital and reporting tools and techniques. Professionals share
information and ideas through informal means, but no firm or con-
sultant has created a robust, well-defined Internet business strategy.
In this early stage of transacting twenty-first century business activ-
ity through digital means, we still lack tested practices based on
metrics and methods to measure return on investment. We are
addressing that need with this book and the ebocube model, a
framework to articulate, measure, and guide the process of Inter-
net-based marketing and business development. This book lays out
the multitude of reasons to use the Internet and ebocube model.
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Emerging Markets

Many books and journals explain the benefits of the Internet.
This book goes further, introducing you to an innovative Internet
marketing and sales model defined for business-to-business (B2B)
marketing in emerging markets. We call the model ebocube.

The term emerging market describes a region of the world with
relatively recent industrial and technological change and now experi-
encing rapid economic growth. Goldman Sachs popularized the
acronym BRIC (Brazil, Russia, India, and China)1 to identify coun-
tries that many economists believe to be economically powerful in
terms of current and future growth. However, our consideration of
EMs encompasses more than just the BRIC countries. For the pur-
pose of the ebocube model, we’ve researched regions and countries
in Asia, Latin America, the Middle East and Africa, Russia and the
Commonwealth of Independent States, and Central Eastern Europe.
We have also worked with all these regions.

Even though developing markets are experiencing recessionary
effects from the global financial crisis, many countries remain in a
robust growth position. Growth will continue to come from EMs for
the next “10 to 15 years, not only during this current recession,” states
James Cronk, Director, Financial Services Industries for Emerging
Markets, for a global IT company. The CEO of our previous
employer, Cisco Systems Inc., said in a speech that “emerging mar-
kets are on fire,” referring to sales growth coming from these mar-
kets. Although he made that remark before the onset of the recession,
economic indicators show that his conclusion still holds true.

EMs are generally characterized by large populations, as is 
obvious with China and India. Whereas some of these markets
remain politically and economically unstable, many other EM nations
have through reform successfully stabilized their economies and 
normalized their trade practices. EMs (130 countries and counting)
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comprise more than two-thirds of the global land mass. Most are rich
in natural resources (in large part because their slow industrial and
economic development has left their resources untapped) and host
diverse industries, including manufacturing, oil and gas, agriculture,
and more. Some EM nations have the potential to leapfrog developed
markets because they are not slowed by legacy technologies. Japan,
for example, became an advanced economy post World War II by
leapfrogging technology developed by countries like the UK after the
Industrial Revolution, among other factors. India leapfrogged land-
line telephony to become a mobile, wireless economy. Although we
could debate whether some of the countries mentioned previously are
still emerging economies, the strategies outlined in our book still apply.

When trading in these economies, risks and uncertainty exist, just
as in any international market where businesses deal with unknowns.
Some EMs we discuss in this book are politically unstable or other-
wise risky, and therefore they are less predictable than developed
economies, which have stable, established economic and political
environments.

Emerging Markets + the Internet = the
ebocube Model

ebocube stands for emerging business online, with cube referring
to a visual framework of our three-phase model. The Internet under-
pins this model.

Internet penetration in EMs is growing, with businesses in those
markets being particularly early and enthusiastic adopters. The Inter-
net helps bridge the travel, time zone, and cost barriers necessary to
successfully market and communicate business products in EM
nations. The Internet makes it easier to penetrate EMs, enabling
commerce at the click of a button.
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Senior executives in developed economies, working in B2B
organizations, small and large, are asking the following questions:

• How can we get ahead of competitors in emerging markets?
• How can our business mitigate risks when we enter risky, high-

growth emerging markets?
• How can we measure marketing activities and sales-related

results in these markets?

The ebocube model defines an end-to-end integrated marketing
process. The authors and our colleagues have tested this model and
processes across these markets. We developed ebocube for B2B mar-
keters in developed economies targeting EMs. However, we predict
that EM professionals will also use the model to market to domestic
markets and to other EMs. EMs are already leveraging the power of
the Internet through innovative business models to generate com-
merce—the Chinese site AliBaba.com, a leading online global market
place for small businesses, demonstrates this.

During the dotcom boom, many companies went bust because
they didn’t know how to really leverage the Internet (even with all the
hype!). Similarly, in recent years, social media has excited interest in
the business world and also confused or even intimidated marketers.
However, most companies don’t yet know what they want to achieve
with social media and how they will measure results or return on mar-
keting investment. Many companies currently use social media to just
post information, thus failing to engage customers and partners in
sustainable relationships.

Digital applications, new technologies, and a dizzying universe of
websites make for a daunting combination for marketers in devel-
oped markets and EMs. Global business managers and staff desper-
ately need flexible and adaptable frameworks that demystify sales and
marketing practices as relationships criss-cross digital, business, and
national borders. The ebocube closes the loop between marketing
and sales in EMs.
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The ebocube is, of course, a digital model, so it has modest envi-
ronmental impact. It is built to provide electronic customer relation-
ship management (CRM) capabilities, based on metrics, data, and
business intelligence.

B2B Model

We developed the ebocube as a B2B model to address the needs
of global professionals over the next decades as B2B commerce
shapes standards and establishes precedents. We have built ebocube
to suit B2B buying cycles and requirements because these are much
more predictable environments than consumer markets in relatively
fragile and unequal (wealth-wise) nations. We share decades of front-
line experience working in B2B in dozens of EMs.

Data, Reporting, and the ebocube

Fundamental to the ebocube is company (firmographic) and cus-
tomer data. We rely on contact and company data to market effec-
tively and directly to businesses. Digital conduits aligned with
database marketing can be described as electronic customer relation-
ship management (eCRM)—that is, using Internet tools to interact
with contacts to build a commercial relationship.

Three Phases of the ebocube
• Phase one, the dashboard and the datacube: This phase

focuses on reporting on marketing, sales, and company or
contact data for the businesses you’re targeting in EM. It meas-
ures what’s working (or not working) and which market is gen-
erating the highest return on marketing investment (ROMI).
The datacube also represents the quality of contact data to
leverage an eCRM strategy. The ebocube means business deci-
sions are not based on instinct or assumption, but on numbers
and business intelligence.
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• Phase two, campaign and data planning: Using the
ebocube commercial cycle (contact buying cycle/decision-
making process and data life cycle), phase two discusses the
proposition used, messaging, the incentive, localization, budg-
eting, and integrating media mix (online and offline) to achieve
ebocube commercial cycle goals.

• Phase three, marketing operations demonstration: In
phase three, you budget, plan, execute, track, and measure
campaigns to feed the dashboard with meaningful metrics, and
feed your company database, which can be represented in the
datacube. Phase three closes the loop on marketing, data, and
sales in EMs.

Endnotes
1 Wikipedia, “BRIC,” http://en.wikipedia.org/wiki/BRIC.
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