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	2. INTRODUCTION TO E-COMMERCE
  INTRODUCTION
Internet has become an important medium for doing global business based on
the state of the art technology. Global business was conducted in a new way:
electronically, using networks and the Internet. The availability of Internet has
led to the development of E-Commerce (Electronic commerce), in which
business transactions take place via telecommunication networks.
 DEFINITION OF E-COMMERCE:
Electronic commerce is an emerging model of new selling and merchandising
tools in which buyers are able to participate in all phases of a purchase
decision, while stepping through those processes electronically rather than in a
physical store or by phone (with a physical catalogue).
kaisar@uok.edu.in 2
 


	3. Electronic Commerce under  different perspectives:
 Communications Perspective
EC is the delivery of information, products /services, or payments over the
telephone lines, computer networks or any other electronic means.
 Business Process Perspective
EC is the application of technology toward the automation of business
transactions and work flow.
 Service Perspective
EC is a tool that addresses the desire of firms, consumers, and management to
cut service costs while improving the quality of goods and increasing the speed
of service delivery.
 Online Perspective
EC provides the capability of buying and selling products and information on the
internet and other online services.
kaisar@uok.edu.in 3
 


	4. CLASSIFICATIONS OF E-COMMERCE
APPLICATIONS
  Electronic Markets:
The principle function of an electronic market is to facilitate the search for
the required product or service. Airline booking systems are an example of
an electronic market.
 Electronic Data Interchange (EDI):
Electronic Data Interchange (EDI) is the electronic exchange of business
documents in a standard, computer processable, universally accepted
format between-trading partners. EDI is quite different from sending
electronic mail, messages or sharing files through a network.
 Internet Commerce
The Internet (and similar network facilities) can be used for advertising
goods and services and transacting one-off deals. Internet commerce has
application for both business-to-business and business to consumer
transactions.
kaisar@uok.edu.in 4
 


	5. TYPES OF E-COMMERCE:
•  B2B - Business to Business: The two businesses pass information electronically to
each other. B2B e-commerce currently makes up about 94% of all e-commerce
transactions.
• B2C - Business to Consumer: This is where the consumer accesses the system of
the supplier. It is still a two way function but is usually done solely through the
Internet.
• C2B - Consumer to Business: Consumer to Business is a growing arena where the
consumer requests a specific service from the business.
• B2E - Business to Employee: Business to Employee e-commerce is growing in use.
This form of E-commerce is more commonly known as an ‘Intranet’.
• C2C - Consumer to Consumer: The consumer lists items for sale with a
commercial auction site. Other consumers access the site and place bids on the
items. The site then provides a connection between the seller and buyer to
complete the transaction. kaisar@uok.edu.in 5
 


	6. SCOPE OF E-COMMERCE
  Selling can be focussed to the global customer
 Pre-sales, subcontracts, supply
 Financing and insurance
 Commercial transactions: ordering, delivery, payment
 Product service and maintenance
 Co-operative product development
 Distributed co-operative working
 Use of public and private services
 Business-to-administrations (e.g. customs, etc)
 Transport and logistics
 Public procurement
 Automatic trading of digital goods
 Accounting
 Dispute resolution
kaisar@uok.edu.in 6
 


	7. ARCHITECTURAL FRAMEWORK OF  E COMMERCE
The electronic commerce application architecture consists of
six layers of functionality, or services:
 applications;
 brokerage services, data or transaction management;
 interface, and; support layers”
 secure messaging, security and electronic document
interchange;
 middle ware and structured document interchange; and
 network infrastructure and basic communications services
kaisar@uok.edu.in 7
 


	8. ADVANTAGES OF E-COMMERCE
  Electronic Commerce can increase sales and decrease costs.
 Advertising done well on the web can get even a small firm’s promotional
message out to potential customers in every country in the world.
 Businesses can use electronic commerce to identify new suppliers and
business partners.
 Electronic Commerce increases the speed and accuracy with which
businesses can exchange information, which reduces costs on both sides of
transactions.
 E-Commerce provides buyers with a wider range of choices than traditional
commerce because buyers can consider many different products and
services from a wider variety of sellers.
 Electronic payments of tax refunds, public retirement and welfare support
cost less to issue and arrive securely and quickly when transmitted over the
Internet.
kaisar@uok.edu.in 8
 


	9. DISADVANTAGES OF E-COMMERCE
  Some business processes such as perishable foods and high-cost, unique items such as
custom-designed jewelry might be impossible to inspect adequately from a remote
location.
 Costs, which are a function of technology, can change dramatically even during short-
lived electronic commerce implementation projects because the technologies are changing
so rapidly.
 Many firms have trouble recruiting and retaining employees with the technological,
design and business process skills needed to create an effective electronic commerce
presence.
 Firms facing difficulty of integrating existing databases and transaction-processing
software designed for traditional commerce into the software that enables electronic
commerce.
 Companies that offer software design and consulting services to tie existing systems into
new online business systems can be expensive.
 Consumers are fearful of sending their credit card numbers over the Internet and having
online merchants.
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	10. DRIVING FORCES OF  E-COMMERCE
Environmental factors that create Business Pressures:
 Economic Forces
 Market Forces
 Technology Forces
 Societal and environmental forces
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	11.  Lower marketing  costs: marketing on the Internet maybe cheaper and
can reach a wider crowd than the normal marketing medium.
 Lower sales costs: increase in the customer volume do not need an
increase in staff as the sales function is housed in the computer and has
virtually unlimited accessibility
 Lower ordering processing cost: online ordering can be automated
with checks to ensure that orders are correct before accepting, thus
reducing errors and the cost of correcting them.
 New sales opportunities: the website is accessible all the time and
reaches the global audience which is not possible with traditional
storefront.
Economic Forces
kaisar@uok.edu.in 11
 


	12. Market Forces
 Strong  competition between organizations,
 extremely low labor cost in some countries,
 frequent and significant changes in markets and
 increased power of consumers
kaisar@uok.edu.in 12
 


	13. Technology Forces
 The  development of information and communications technology
(ICT) is a key factor in the growth of ecommerce.
 This in turn has made communication more efficient, faster, easier, and
more economical as the need to set up separate networks for telephone
services, television broadcast, cable television, and Internet access is
eliminated.
 From the standpoint of firms/ businesses and consumers, having only
one information provider means lower communications costs.
kaisar@uok.edu.in 13
 


	14. Societal and environmental  forces
 Changing nature of workforce
 Government deregulations
 Shrinking government subsidies
 Increased importance of ethical and legal issues
 Increased social responsibility of organizations
 Rapid political changes
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	15. Critical response activities  by Organizations
 strategic systems for competitive advantage
 continuous improvement efforts
 business process reengineering (BPR)
 business alliances
 E-COMMERCE
kaisar@uok.edu.in 15
 


	16. BENEFITS AND LIMITATIONS  OF E-COMMERCE
The Benefits of EC
 Benefits to Organizations
 Benefits to Consumers
 Benefits to Society
The Limitations of EC
 Technical Limitations of EC
 Non-technical Limitations
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	17. The Benefits of  EC
 The new markets could be accessed through the online and extending the service
offerings to customers globally.
 Internet shrinks the globe and broaden current geographical parameters to operate
globally
 Marketing and promotional campaigns can be done globally at the reduced cost.
 Retaining the customer and the customer services could be improved drastically.
 Strengthen relationships with customers and suppliers
 Streamline business processes and administrative functions
 No added sales staff
 A catalogue which is quickly and easily updateable.
 The facility to advertise daily, weekly or monthly ‘specials’ and sales, or any
special discounts
kaisar@uok.edu.in 17
 


	18. DATA MINING
 What  is Data Mining?
Data mining is the semi-automatic discovery of patterns,
associations, changes, anomalies, rules, and statistically significant
structures and events in data. That is, data mining attempts to
extract knowledge from data.
 Techniques used in Data Mining
The most commonly used techniques in data mining are:
 Artificial neural networks
 Decision trees
 Genetic algorithms
 Nearest neighbour method
 Rule induction
kaisar@uok.edu.in 18
 


	19. Trends that Effect  Data Mining
 Data Trends
 Hardware Trends
 Network Trends
 Scientific Computing Trends
 Business Trends
kaisar@uok.edu.in 19
 


	20. DATE WAREHOUSING
 Definitions  -Data Warehouse:
A warehouse is a subject-oriented, integrated,
time-variant and non-volatile collection of data
in support of management's decision making
process
 Data warehousing is essentially what
you need to do in order to create a data
warehouse, and what you do with it. It is the
process of creating, populating, and then
kaisar@uok.edu.in 20
 


	21. ADVANTAGES OF DATA
WAREHOUSE
•  More cost effective decision
making
• Better enterprise intelligence
• Enhanced customer service
• Business reengineering
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	22. Types of Data  warehouses
 Physical data warehouse
This is an actual, physical database into which all the
corporate data for the data warehouse are gathered
 Logical data warehouse
This contains all the metadata, business rules and processing
logic required scrub, organize, package, and pre-process the
data
 Data library
This is a subset of the enterprise wide data warehouse.
Typically, it performs the role of departmental, regional, or
functional data warehouse.
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	23. Aspects of Data  Warehouse Architecture
 Data consistency architecture
 Reporting data store and staging data store
architecture
 Data modeling architecture
 Tool architecture
 Security architecture
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	24. NETWORK INFRASTRUCTURE REQUIREMENTS
The  Existing Network
• Physical communication links, such as cable length, grade, and so forth
• Communication links, such as analog, ISDN, VPN, T3, and so forth,
and available bandwidth and latency between sites
• Server information, including:
– Host names
– IP addresses
– Domain Name System (DNS) server for domain membership
• Locations of devices on your network, including:
– Hubs
– Switches
– Modems
– Routers and bridges
– Proxy servers
• Number of users at each site, including mobile users
kaisar@uok.edu.in 24
 


	25. Network Infrastructure
Components
 Routers  and switches:Routers connect networks of your infrastructure,
enabling systems to communicate. switches connect systems within a
network
 Firewalls:Firewalls sit between a router and application servers to
provide access control
 Load balancers:load balancers to distribute overall load on your Web or
application servers, or to distribute demand according to the kind of task
to be performed.
 Storage Area Network (SAN):SANs are being deployed so that the
storage is independent of the servers used in conjunction with it.
 Domain Name System DNS:Servers which make heavy usage of DNS
queries should be equipped with a local caching DNS server to reduce
lookup latency as well as network traffic.
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	26. Transmission Control Protocol/Internet
Protocol  TCP / IP
 Internet Protocols:
A protocol is a set of rules that determines how two
computers communicate with one another over a network.
 The layered architecture:
 Application Layer: FTP, HTTP, Telnet, NNTP
 Transport layer : Transmission Control Protocol (TCP)
User Datagram Protocol (UDP)
 Internet Protocol (IP)
 Network Interface Layer
 Physical layer
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	27. What is TCP/IP?
  TCP/IP is a set of protocols developed to allow cooperating computers to share
resources across a network. It was developed by a community of researchers
centered around the ARPAnet. Certainly the ARPAnet is the best- known TCP/IP
network.
 IP - is responsible for moving packet of data from node to node. IP forwards each
packet based on a four byte destination address (the IP number). The Internet
authorities assign ranges of numbers to different organizations. The organizations
assign groups of their numbers to departments. IP operates on gateway machines
that move data from department to organization to region and then around the
world.
 TCP - is responsible for verifying the correct delivery of data from client to server.
Data can be lost in the intermediate network. TCP adds support to detect errors or
lost data and to trigger retransmission until the data is correctly and completely
received.
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	28. TCP/IP SERVICES
File transfer.
The  file transfer protocol (FTP) allows a user on any computer to get files
from another computer, or to send files to another computer. Security is
handled by requiring the user to specify a user name and password for the
other computer.
Remote login.
The network terminal protocol (TELNET) allows a user to log in on any
other computer on the network. You start a remote session by specifying a
computer to connect to. From that time until you finish the session,
anything you type is sent to the other computer.
Computer mail.
The computer mail system is simply a way for you to add a message to
another user's mail file.
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	29. FEATURES OF TCP/IP
  Independence of vendor, type of machine and
network
 Failure recovery
 Facility to connect new sub networks without
significant disruption of services
 High error rate handling
 Enable reliable transmission of files, remote login
and remote execution of commands.
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	30. Elements of an  IP network
NEIGHBORS
S
Additional
subnets
Host Host
Host
Switch/Bridge
LAN segment
Network
Subnets
Router
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	31. HYPERTEXT MARKUP LANGUAGE
(HTML)
  A web page is created using HTML.
 HTML is a special kind of text document that is used by Web
browsers to present text and graphics.
 HTML consists of standardized codes or ‘tags’ that are used to
define the structure of information on a web page.
 HTML is standardized and portable. A document that has been
prepared using HTML markup “tags” can be viewed using
variety of web browsers such as Netscape, Lynx etc...
 A browser interprets the tags in an HTML file and presents the
file as a formatted readable web page.
kaisar@uok.edu.in 31
 


	32. OLAP: ON-LINE ANALYTICAL
PROCESSING
•  On-Line Analytical Processing (OLAP) is a category of
software technology that enables analysts, managers and
executives to gain insight into data through fast, consistent,
interactive access to a wide variety of possible views of
information that has been transformed from raw data to reflect
the real dimensionality of the enterprise as understood by the
user.
• The term OLAP (On-Line Analytical Processing) was coined
by E.F. Codd in 1993 to refer a type of application that allows
a user to interactively analyze data.
• An OLAP system is often contrasted to an OLTP (On-Line
Transaction Processing) system that focuses on processing
transactions such as orders, invoices or general ledger
transactions. kaisar@uok.edu.in 32
 


	33. USES OF OLAP
  Finance departments use OLAP for applications such as budgeting, activity
– based costing (allocations), financial performance analysis, and financial
modelling.
 Sales analysis and forecasting are two of the OLAP applications found in
sales departments.
 Marketing departments use OLAP for market research analysis, sales
forecasting, promotions analysis, customer analysis, and market / customer
segmentation..
 The key indicator of a successful OLAP application is its ability to provide
information, as needed, i.e., its ability to provide “just – in - time”
information for effective decision- making.
 Just – in – time information is computed data that usually reflects complex
relationships and is often calculated on the fly.
 A truly flexible data model ensures that OLAP systems can respond to
changing business requirements as needed for effective decision making.
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	34. CRYPTOGRAPHY
 The origin  of the word cryptology lies in ancient Greek. The
word cryptology is made up of two components: "kryptos",
which means hidden and "logos" which means word.
 Cryptology is as old as writing itself, and has been used for
thousands of years to safeguard military and diplomatic
communications.
 The cryptographer seeks methods to ensure the safety and
security of conversations while the cryptanalyst tries to undo
the former's work by breaking his systems.
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	35. Cryptographic services
The main  goals of modern cryptography
can be seen as:
 user authentication,
 data authentication (data integrity and
data origin authentication),
 non-repudiation of origin,
 and data confidentiality.
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	36. Cryptographic protocols
A cryptographic  protocol is an interaction
between one or more entities to achieve a
certain goal.
Two types of protocols:
 User authentication protocols
 Key Management Protocols
kaisar@uok.edu.in 36
 


	37. UNIT II BUSINESS  APPLICATIONS IN E-COMMERCE
 2.1 RETAILING IN E-COMMERCE
 2.2 INTERNET CONSUMERS AND MARKET RESEARCH
 2.3 E-COMMERCE FOR SERVICE SECTOR
 2.4 ADVERTISING AND ONLINE PUBLISHING
 2.5 B2B E-Commerce
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	38. RETAILING IN E-COMMERCE
  Retailing is expected to change with the rapid development of
new online sales and distribution channels that literally can be
used from anywhere, anytime-from work, school, a hotel, car, or
airplane.
 Online channels such as online services and the Web are also
impacting traditional retail business models
 The success of catalog retailers demonstrates that a significant
portion of consumers have embraced the reverse model: the
retailer going to the consumer.
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	39. E-retailing
 E-retailing essentially  consists of the
sale of goods and services.
 Sometimes we refer to this as the
sale of tangible and intangible goods,
 We can divide tangible goods into
two categories: physical goods and
digital goods.
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	40. digital goods
In electronic  commerce, digital goods is a
general term that is used to describe any goods
that are stored, delivered and used in its
electronic format. Digital goods are shipped
electronically to the consumer through e-mail or
download from the Internet. Usually when you
purchase digital goods online, after payment
has been received the merchant will provide you
with your digital item as an e-mail attachment
or they may provide you with a secure link
where you can download the item.
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	41. Examples of digital  goods
include e-books, music files
, software, digital images, Web site
templates
, manuals in electronic format, and any
item which can be electronically stored
in a file or multiple files.
Digital goods may also be called
electronic goods or e-goods.
kaisar@uok.edu.in 41
 


	42. Traditional retailing
 Traditional  retailing essentially involves selling to a final customer
through a physical outlet or through direct physical
communication.
 This normally involves a fairly extensive chain starting from a
manufacturer to a wholesaler and then to the retailer who through
a physical outlet has direct contact with the final customer.
 Examples of physical outlets that retailers currently use are:
 Malls
 generalized stores (e.g. department store)
 specialized stores
 franchise stores
kaisar@uok.edu.in 42
 


	43. Benefits of E-Retailing
To  the customer
 convenience.
 better information.
 competitive pricing
To the business
 global reach
 customer service
 lowered capital cost to the retailer
 mass customization
 targeted marketing
 different new forms of specialized stores that he is now
able to utilize.
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	44. Models of E-Retailing
  Specialized e-store
 Generalized e-store
 E-mall
 Direct selling by the manufacturer
 Supplementary distribution channel
 E-broker
 E-services
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	45. Features of E-Retailing
•  The provision of an on-line catalogue, which allows one to browse through
different categories of goods. Thus, it is dynamic and linked with order
process.
• The provision of a search engine, which is a very important feature that does
not exist in traditional retailing.
• The provision of a shopping cart, which allows convenient goods selection. An
ability to provide an automatic price update.
• Personalization of store layouts, promotions, deals, and marketing.
• The ability to distribute digital goods directly. Thus, these goods can be
downloaded instantly.
• An on-line customer salesperson, “who” can help customers to navigate
through the site.
• An order status checking facility, which is a useful feature before submission.
• The use of Forums (collaborative purchasing circles) to create a customer
community and thus increase “stickiness.”
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	46. Important factors that  affects the retailing
industry dynamics :
 Overbuilding and excess supply.
 Change in consumer demographics, which more
premium placed on efficient use of time
 Changes in consumer behavior, with less focus on brand
name and more on lowest prices.
 Technology improvements that provide greater
convenience and more information than traditional
retailing.
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	47. INTERNET CONSUMERS AND  MARKET RESEARCH
What is Internet Marketing?
Internet marketing is the process of building and
maintaining customer relationships through online activities
to facilitate the exchange of ideas, products, and services that
satisfy the goals of both parties.
This definition can be divided into five components:
 A Process
 Building and Maintaining Customer Relationship
 Online
 Exchange
 Satisfaction of Goals of both Parties
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	48. Scope of Internet  Marketing
 Marketing is the process of planning and
executing the conception
 It Involves a Mix of Product, Pricing, Promotion,
and Distribution
 It is about Exchange
 It is Intended to Satisfy Individual and
Organizational Needs
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	49. The Seven Stages  of Internet
Marketing
 Setting Corporate and Business-Unit Strategy
 Framing the Market Opportunity
 Formulating the Marketing Strategy
 Designing the Customer Experience
 Designing the Marketing Program
 Crafting the Customer Interface
 Evaluating the Marketing Program
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	50. Customer Relationship Management  (CRM)
 Cross-selling and Up-selling
 Direct Marketing and Fulfillment
 Customer Service and Support
 Field Service Operations
 Retention Management
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	51. Benefit from an  e-Commerce Sales
Strategy
 Efficiency
 Convenience
 Speed
 Accuracy
 Global Reach
 Low Cost Entry
 Up-to-date Status and Alerts
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	52. Critical success factors  for
internet marketing
executives
 Customer Advocacy and Insight
 Integration
 Balanced Thinking
 Passion and Entrepreneurial Spirit
 Willingness to Accept Risk and Ambiguity
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	53. E-COMMERCE FOR SERVICE  SECTOR
E-SERVICES
 The delivery of services via the internet to consumers or other
businesses can be referred to by the generic term of e-services.
 There is a wide range of e-services currently offered through the
internet and these include banking, loans, stock trading, jobs and
career sites, travel, education, consultancy advice, insurance, real
estate, broker services, on-line publishing, and on-line delivery of
media content such as videos, computer games, etc
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	54. Categories of E-services
  Web-enabling services
 Matchmaking services
 Information-selling on the web.
 Entertainment services
 Specialized services such as auctions
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	55. Web-enabling services
The primary  purpose here is that these services
help to save time and effort for the user; bring
convenience, and improve the quality of life.
 Banking
 Stock trading
 Education
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	56. Matchmaking services
These take  a need from an individual or
business customer and provide mechanisms
(from providers) for matching that need.
 Jobs and employment sites
 Travel
 Insurance
 Loans including mortgage loans
 Real estate sales
 Brokers
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	57. Information-selling on the  web.
This group essentially sells information
content of one sort or another and
includes ecommerce sites that provide ·
on-line publishing such as web-based
newspapers
 consultancy advice
 specialized financial or other information
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	58. Entertainment services
 These  provide internet-based access to
videos, movies, electronic games, or
theme sites.
 This E-entertainment sector is expected
to grow rapidly in the next few years,
with a convergence of TV and internet-
based technologies.
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	59. ADVERTISING AND ONLINE  PUBLISHING
 With the intention of attracting advertising
dollars, magazines and newspapers have also
set up sites on the Web.
 Many online periodicals include traditional
advertisements as well as icons, which display
an advertiser’s logo and, when clicked with a
mouse, send a user across the Web to the
advertiser’s Web site.
 In many cases, advertisers ask site visitors to
provide their names and addresses in exchange
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	60. Reasons expected for  the increase in
Advertising spending
 Shorter Access Times
 Reduced Access Fees
 Increasingly Convenient Access to Information
 Increasingly Valuable Information
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	61. ELECTRONIC COMMERCE AND  ONLINE PUBLISHING
 Growth in the online publishing marketplace was driven by the
potential of new interactive technologies and applications
 Online publishers are developing new business models to
charge customers directly and convince them that such charges
are justified
 Publishers currently finance their businesses by offering
advertisers mass markets for delivering their message in return
for large advertising fees.
 Effective technological protection mechanisms are vital to
ensuring the availability of quality content online.
 The Internet makes it extremely easy to copy, retransmit, and
alter works without the permission or the copyright holder.
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	62. Online Publishing Strategies
  Early Movers: These publishers have the capacity to derive the highest
benefits from new media as their learning curves are much shorter
than others, and they already have many of the necessary resources at
hand.
 Watchers: Publishers of unbranded or less distinctive content who
cannot attract a sufficiently large initial consumer franchise, as well as
focused publishers in categories not easily suited for the online
medium.
 Testers: Gathered here are many multi category and specialty
publishers who are competing successfully in traditional markets, who
are uncertain who will win in the online marketplace,
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	63. Online Publishing Approaches
  The Online Archive Approach
 The New Medium Approach
 The Publishing Intermediation Approach
 The Dynamic and Just-in-Time Publishing
Approach
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	64. B2B - Business  to Business E-
Commerce
• E-commerce has been in use for quite a few years and is more commonly
known as EDI (electronic data interchange). In the past EDI was
conducted on a direct link of some form between the two businesses
where as today the most popular connection is the internet. The two
businesses pass information electronically to each other and is so called
B2B e-commerce which currently makes up about 94% of all e-commerce
transactions.
• Typically in the B2B environment, E-Commerce can be used in the
following processes:
 Procurement;
 order fulfilment;
 Managing trading-partner relationships.
• B2B eCommerce is being used to:
 Attract, develop, retain, and cultivate relationships with customers;
 Streamline the supply chain, manufacturing, and procurement processes,
and automate corporate processes to deliver the right products and
services to customers quickly and cost-effectively;
 Capture, analyze, and share, information about customers and company
operations, in order to make better decisions.
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	65. Characteristics of B2B  EC
 Business – to – business electronic commerce implies that
both the sellers and buyers are Business Corporation, while
business – to – consumer electronic commerce implies that the
buyers are individual consumers.
 Computing electronics, utilities, shipping and warehousing,
motor vehicles, petrochemicals, paper and office products,
food, and agriculture are the leading items in B2B EC.
 Business-to-business EC covers a broad spectrum of
applications that enable an enterprise or business to form
electronic relationships with their distributors, resellers,
suppliers, and other partners.
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	66. What is B2B  Marketing
Communications?
 B2B marketing communications is how
businesses promote their products and
services to other businesses using tactics
other than direct sales.
 B2B marketing communications tactics
generally include advertising, public relations,
direct mail, trade show support, sales
collateral, branding, and interactive services
such as website design and search engine
optimization.
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	67. B2B Marketing
Methodologies
 Positioning  Statement
 Developing your messages
 Building a campaign plan
 Briefing an agency
 Measuring results
 B2B standards
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	68. BUSINESS – TO  – BUSINESS AUCITONS
 Generating Revenue: New sales channel
that supports existing online sales.
 Increasing Page Views: Auction users
spend more time on a site and generate
more page views than other users.
 Acquiring and Retaining Members: All
bidding transactions result in additional
registered members.
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	69. UNIT III E-COMMERCE  INFRASTRUCTURE
 3.1 INTERNET
 3.2 INTRANET
 3.3 EXTRANET
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	70. INTERNET
 The Internet  is a worldwide, publicly accessible series of
interconnected computer networks that transmit data by packet
switching using the standard Internet Protocol (IP).
 It is a "network of networks" that consists of millions of
smaller domestic, academic, business, and government
networks, which together carry various information and
services, such as electronic mail, online chat, file transfer, and
the interlinked web pages and other resources of the World
Wide Web (WWW).
 The Internet is a collection of interconnected computer
networks, linked by copper wires, fiber-optic cables, wireless
connections, etc.
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	71. The Internet and  its
Characteristics
 Technological neutrality
 Built-in piecemeal change and evolution
 Robustness and reliability
 Low cost.
 Ubiquity
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	72. The Internet Tools
  Unix
 Email
 Usenet newsgroups
 Telnet
 Listserv Mailing List Software
 File Transfer Protocol
 Internet Relay Chat
 WAIS
 Gopher
 World Wide Webkaisar@uok.edu.in 72
 


	73. Elements of Internet  Architecture
Protocol Layering
 Application Layer
 Transport Layer
 Internet Layer
 Link Layer
Networks
Routers
Addressing Architecture
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	74. Online Internet Business
Models
The  outward signs of a robust and
thriving business are:
 Revenue increases
 Ability to generate profits
 Success in creating meaningful
alliances
 Success in expanding into new markets
 Differentiating itself from other business
models
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	75. What are the  key areas that a profitable
web site needs to concentrate on?
 Develop a unique e-business website
 Control the product line
 Introduce new products on a regular basis
 Ensure easy and reliable credit-card payment
methods
 Provide customer-friendly policies
 On-time delivery
 Keep promises
 Develop a clever marketing strategy
 Be the best in your field
kaisar@uok.edu.in
75
 


	76. Existing business models
  Advertising - banner and direct marketing
 Subscription sites
 Customer services
 Directory services
 Content providers
 Product sales
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	77. INTRANET
 An Intranet  is a company-specific network that
uses software programs based on the Internet
TCP/IP protocol and common Internet user
interfaces such as the web browser.
 An Intranet is the application of Internet
technologies within an organization private LAN or
WAN network.
 The Intranet environment is completely owned by
the enterprise and is generally not accessible from
the Internet at large. Today, many Intranets are
built around Web servers delivering HTML pages.
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	78. The benefits of  Intranets
 Cross-platform
 Breaking down the barriers
 Increase internal communication
 Minimal learning curve
 Getting the customers involved
 Open standards
 Scalability
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	79. Basic intranet structure
  Internet technologies used behind the corporate firewall or
in private environment
 Internet standard mail, web servers, providing access to
information, databases, scheduling, etc.
 threaded discussion groups
 Multimedia using mime type
 Virtual private network. over public Internet
 Internet Firewall Intranet
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	80. Advantages of intranets
  Workforce productivity
 Time
 Communication
 Web publishing
 Business operations and management
 Cost-effective
 Promote common corporate culture
 Enhance Collaboration
 Cross-platform Capability
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	81. EXTRANET
 An extranet  is a private network that uses Internet protocols, network
connectivity, and possibly the public telecommunication system to
securely share part of an organization's information or operations with
suppliers, vendors, partners, customers or other businesses.
 An extranet can be understood as a private intranet mapped onto the
Internet or some other transmission system not accessible to the
general public, but is managed by more than one company's
administrator(s).
 An extranet requires security and privacy. These can include firewalls,
server management, the issuance and use of digital certificates or
similar means of user authentication, encryption of messages, and the
use of virtual private networks (VPNs) that tunnel through the public
network.
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	82. Features of Extranet
  The use of Internet technologies
and standards
 The use of Web browsers.
 Security
 Central Server/Repository
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	83. Extranet applications
 An  extranet application is a software data
application that provides limited access to your
company's internal data by outside users such as
customers and suppliers.
 Extranet application provides the supply chain
connection needed with customers and suppliers to
dramatically lessen routine and time consuming
communications.
 Extranets provide increased efficiencies between
your company and its customers and/or suppliers.
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	84. Disadvantages of Extranet
  Extranets can be expensive to implement and
maintain within an organization
 Security of extranets can be a big concern when
dealing with valuable information. System access
needs to be carefully controlled to avoid sensitive
information falling into the wrong hands.
 Extranets can reduce personal contact (face-to-face
meetings) with customers and business partners.
This could cause a lack of connections made
between people and a company, which hurts the
business when it comes to loyalty of its business
partners and customers
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	85. E-Commerce Business Models
  Direct online sales model
 Online advertising space model
 Online commission model
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	86. UNIT IV E-COMMERCE  PAYMENTS AND
SECURITY
 4.1 ELECTRONIC PAYMENTS AND PROTOCOLS
 4.2 SECURITY SCHEMES AGAINST INTERNET FRAUD
 4.3 ELECTRONIC FUNDS TRANSFER
 4.4 CREDIT CARD BASED-ELECTRONIC PAYMENT SYSTEM
 4.5 DEBIT CARD BASED-ELECTRONIC PAYMENT SYSTEM
 4.6 ELECTRONIC CHECKS
 4.7 STORED VALUE CARDS AND E-CASH
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	87. Electronic Payment Systems
  Electronic payment is an integral part of electronic
commerce. Broadly de-fined, electronic payment is a
financial exchange that takes place online between
buyers and sellers. The content of this exchange is
usually some form of digital financial instrument (such as
encrypted credit card numbers, electronic checks, or
digital cash) that is backed by a bank or an intermediary,
or by legal tender.
 Three factors are stimulating interest among financial
institutions in electronic payments:
 decreasing technology costs,
 reduced operational and processing costs, and
 increasing online commerce.
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	88. Types of Electronic  Payment
Systems
 Banking and financial payments
 Large-scale or wholesale payments (e.g., bank-to-bank transfer)
 Small-scale or retail payments (e.g., automated teller machines and cash
dispensers)
 Home banking (e.g., bill payment)
 Retailing payments
 Credit cards (e.g., VISA or MasterCard)
 Private label credit/debit cards (e.g., J.C. Penney Card)
 Charge cards (e.g., American Express)
 On-line electronic commerce payments
 Token-based payment systems
 Electronic cash (e.g., DigiCash)
 Electronic checks (e.g., NetCheque)
 Smart cards or debit cards (e.g., Mondex Electronic Currency Card)
 Credit card-based payment systems
 Encrypted credit cards (e.g., World Wide Web form based encryption)
 Third-party authorization numbers (e.g., First Virtual)
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	89. Designing Electronic Payment
Systems
  Privacy. A user expects to trust in a secure system; just as the
telephone is a safe and private medium free of wiretaps and
hackers, electronic communication must merit equal trust.
 Security. A secure system verifies the identity of two-party
transactions through “user authentication” and reserves
flexibility to restrict information/services through access
control.
 Intuitive interfaces. The payment interface must be as easy to
use as a telephone. Generally speaking, users value
convenience more than anything.
 Database integration. With home banking, for example, a
customer wants to play with all his accounts. To date, separate
accounts have been stored on separate databases. The
challenge before banks is to tie these databases together and to
allow customers access to any of them while keeping the data
up-to-date and error free.
 Brokers. A “network banker”-someone to broker goods and
services, settle conflicts, and facilitate financial transactions
electronically-must be in place.
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	90. Security Schemes
 Encryption:  Encryption is a technique for
hiding data. The encrypted data can be read
only by those users for whom it is intended.
 Two types of encryption methods:
 Secret-key encryption: also known as symmetric
encryption, involves the use of a shared key for both encryption
by the transmitter and decryption by the receiver.
 Public-key encryption: also known as asymmetric
encryption, uses two keys: one key to encrypt the message and a
different key to decrypt the message.
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	91. Electronic Funds Transfer
  An electronic funds transfer (also known as
EFT) is a system for transferring money
from one bank to another without using
paper money. Its use has become
widespread with the arrival of personal
computers, cheap networks, improved
cryptography and the Internet.
 One of the most common EFT's is Direct
Deposit. It is used by employers for
depositing their employees' salary in a
bank account. kaisar@uok.edu.in 91
 


	92. Advantages of EFT:
  The main advantage of an electronic funds transfer is time.
Since all the transaction is done automatically and
electronically, the bank doesn't need to pay a person to do it, a
person to drive the loans to the other bank, the cost of the
transport, the cost of the maintenance of the transport. EFT's
have revolutionized modern banking.
 Other benefit is immediate payment, which brings an up to
date cash flow. You won't hear either about lost checks causes
by the inefficiency of normal mail (nowadays known as snail
mail for its velocity compared to emails) and up to date
bookkeeping.
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	93. Credit card based-Electronic  Payment
System
A credit card is a system of payment named after
the small plastic card issued to users of the system.
A credit card is different from a debit card in that
it does not remove money from the user's account
after every transaction.
In the case of credit cards, the issuer lends money
to the consumer (or the user) to be paid to the
merchant.
It is also different from a charge card (though this
name is sometimes used by the public to describe
credit cards), which requires the balance to be paid
in full each month.
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	94. Secured credit cards
  A secured credit card is a type of credit card secured
by a deposit account owned by the cardholder.
 Credit card security is based on privacy of the actual
credit card number
 The numbers found on credit cards have a certain
amount of internal structure, and share a common
numbering scheme.
 The card number's prefix, called the Bank
Identification Number, is the sequence of digits at
the beginning of the number that determine the bank
to which a credit card number belongs.
 Credit cards also carry issue and expiration dates
(given to the nearest month), as well as extra codes
such as issue numbers and security codes
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	95. Credit Card payment-online
networks
  Payments using plain credit card details.
 Payments using encrypted credit card
details.
 Payments using third-party verification.
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	96. Advantages and Disadvantage  of credit cards:
 A credit card can be an asset to your lifestyle, but if not handled carefully it
can become a liability, especially if you find it so convenient and easy to use
that you lose control of your spending.
 Advantages
A credit card can:
1. Offer free use of funds, provided you always pay your balance in full, on
time.
2. Be more convenient to carry than cash.
3. Help you establish a good credit history.
4. Provide a convenient payment method for purchases made on the
Internet and over the telephone.
5. Give you incentives, such as reward points, that you can redeem
 Disadvantages
On the other hand, credit cards can:
 1. Cost much more than other forms of credit, such as a line of credit or a
personal loan, if you don't pay on time.
2. Damage your credit rating if your payments are late;
3. Allow you to build up more debt than you can handle;
4. Have complicated terms and conditions;
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	97. Debit card based-Electronic  Payment System
 A debit card (also known as a gift card) is a plastic card
which provides an alternative payment method to cash when
making purchases. Physically the card is an ISO 7810 card
like a credit card; however, its functionality is more similar to
writing a cheque as the funds are withdrawn directly from
either the cardholder's bank account (often referred to as a
check card), or from the remaining balance on the card.
 The use of debit cards has become wide-spread in many
countries and has overtaken the check, and in some instances
cash transactions by volume. Like credit cards, debit cards are
used widely for telephone and Internet purchases.
 In some countries the debit card is multipurpose, acting as the
ATM card for withdrawing cash and as a check guarantee
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	98. Advantages of using  debit cards
• Obtaining a debit card is often easier than getting a credit
card. If you qualify to open a bank account, you can usually
get a debit card.
• Unlike when you write a check, using a debit card saves you
from having to show identification or give out personal
information at the time of the transaction.
• It frees you from carrying cash or a checkbook.
• It can save you from having to stock up on traveler's
checks or cash when you travel.
• Debit cards may be more readily accepted than checks,
especially in other states or countries.
• If you return merchandise or cancel services paid for with
a debit card, the transaction will be treated as if it were
made with cash or a check. Customers usually get cash back
for on-line purchases; for off-line transactions, the amount
is credited to your account.
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	99. Electronic Tokens
 An  electronic token is a digital analogue of various forms of
payment backed by a bank or financial institution.
 Electronic tokens are of three types:
1. Cash or real-time. Transactions are settled with the
exchange of electronic currency. An example of on-line
currency exchange is electronic cash (e-cash).
2. Debit or prepaid. Users pay in advance for the privilege
of getting information. Examples of prepaid payment
mechanisms are stored in smart cards and electronic purses that
store electronic money.
3. Credit or post-paid. The server authenticates the
customers and verifies with the bank that funds are adequate
before purchase. Examples of post-paid mechanisms are credit/
debit cards and electronic checks.
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	100. UNIT V LEGAL  AND PRIVACY ISSUES
IN E-COMMERCE
 5.1 LEGAL ASPECTS OF E- COMMERCE
 5.2 ETHICAL, SOCIAL, AND POLITICAL
ISSUES IN ECOMMERCE
 5.3 PROTECTING INTELLECTUAL
PROPERTY
 5.4 CYBER LAW, CONTRACTS AND
WARRANTIES
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	101. Legal Issues for  Internet Commerce
 Online marketing
 Online retailing ordering of products and services
 Financial services such as banking and trading in
securities.
 Exchange of electronic messages and documents
 EDI, electronic filing, remote employee access,
electronic transactions.
 Trade and commerce over the Internet give rise to
several legal issues .
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	102. Ethical, Social, and  Political issues in
Ecommerce
 The ethical, social, and political issues raised in e-
commerce, provide a framework for organizing the
issues, and make recommendations for managers
who are given the responsibility of operating e-
commerce companies within commonly accepted
standards of appropriateness
 The major ethical, social, and political issues can be
loosely categorized into four major dimensions:
 information rights,
 property rights,
 governance, and
 public safety and welfare
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	103. Ethical, Social, and  Political issues
in Ecommerce
Political issues
The
Internet
& EC
Information rights
Public Safety and
welfare Governance
Property rights
Social issues
Ethical issues
Individual
Society
Politics
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	104. Basic Ethical Concepts:
  Responsibility means that as free moral agents,
individuals, organizations and societies are responsible
for the actions they take.
 Accountability means that individuals, organizations, and
societies should be held accountable to others for the
consequences of their actions.
 Liability is a feature of political systems in which a body
of law is in place that permits individuals to recover the
damages done to them by other actors, systems, or
organizations.
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	105. PROTECTING INTELLECTUAL PROPERTY
  Intellectual property is considered to be
intangible property created by individuals or
corporations. Information technology has made
it difficult to protect intellectual property,
because computerized information can be so
easily copied or distributed on networks.
 Types of Intellectual Property Protection
 Copyright,
 Patent and
 Trademark law.
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	106. CYBER LAW
Cyber law  is a term used to describe
the legal issues related to use of
communications technology, particularly
"cyberspace", i.e. the Internet.
It is less a distinct field of law in the
way that property or contract are, as it
is an intersection of many legal fields,
including intellectual property, privacy,
freedom of expression, and jurisdiction.
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	107. Contracting and Contract
Enforcement  in EC
Any contract includes three essential elements: an offer, an acceptance and
consideration. The Contract is formed when one party accepts the offer of
another party.
 An offer is a commitment with certain terms made to another party such as
declaration of willingness to buy or sell a product or service.
 An acceptance is the expression of willingness to take an offer, including
all of its stated terms.
 Consideration is the agreed upon exchange of something valuable, such as
money, property or future services.
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	108. Warranties on the  web
Any contract for the sale of goods includes implied warranties.
A seller implicitly warrants that the goods it offers for sale are fit for
the purposes for which they are normally used. If the seller knows
specific information about the buyer’s requirements, acceptance of
an offer from the buyer may result in an additional implied warranty
of fitness, which suggests that the goods are suitable for the
specific uses of the buyer.
Sellers could create explicit warranties, often unintentionally, by
making general statements in brochures or other advertising
materials about product performance or suitability for particular
tasks.
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	109. TAXATION AND ENCRYPTION  POLICIES
Introduction on Taxation
 Electronic Commerce ("Ecommerce") presents unique
challenges to federal and state tax authorities. Ecommerce
involves commerce using the Internet: typically purchases
and sales through computers.
 The concept of taxation involves jurisdiction.
 With the internet, a business can move to so-called tax
haven jurisdictions and conduct business outside the taxing
jurisdiction of any country. Also, because of the speed in
which transactions occur and the absence of a traditional
paper trail, especially with intangible property transmitted
by computer such as software, digital music or books and
services, it will be very difficult, if not impossible to apply
traditional notions of jurisdiction to tax these transactions.
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	110. Current Law -  A Moratorium on Internet Taxes
 Currently, under the Internet Taxation Freedom Act
("ITFA"), passed in 1988 there is a 3-year moratorium on
federal and state taxation imposed on internet transactions.
 ITFA's purpose is to halt the rush by states to tax transactions
occurring on the internet until Congress has had the
opportunity to study the issue and make recommendations.
 Congress was concerned that because internet transactions
involved a number of computers and routers, routing
transactions throughout the country and even throughout the
world, potentially dozens of jurisdictions could attempt to tax
a single transaction.
 Thus, ITFA would protect internet business from being taxed
in complicated and unexpected ways by remote jurisdictions.
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	111. Encryption policy:
 Encryption  is a technique for hiding data.
 One of the available techniques commonly used for
encryption is Public Key.
 In Public Key encryption system, RSA Data Security of
Redwood City offers the most popular and
commercially available algorithm.
 In a Public Key encryption system each user has two
keys-public key and private key. The encryption and
decryption algorithms are designed in a way so that
only the private key can decrypt data that is encrypted
by the public key. And the public key can decrypt data,
encrypted by the private key. Therefore, one can
broadcast the public key to all users.
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	112. STEPS TO PLAN  SUCCESSFUL E-COMMERCE
 Respond Fast
 Test out Your Plan
 Test one Thing at a Time
 Challenge Internal Assumptions
 Focus on Customer, Supplier & Distributor
Benefits
 Give Good Reasons to Use Online Services
 Calculate the Three Sets of Costs
 Help Staff Adapt to Online Working
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