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» Commerce is a division of trade or
production which deals with the
exchange of goods and services from
producer to final consumer

» It comprises the trading of something
of economic value such as goods,
services, iInformation or money
between two or more entities.

» Commerce primarily express the

p‘ ;f fairly abstract notions of buying and
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» It is commonly known as electronic
Commerce.

» It consist of buying and selling goods and dE A seLect probuCTS
services over an electronic system such as v o
the internet. N B E-COMMERCE

» Electronic commerce (EC) refers to using
the Internet and other networks (e.g.,
intranets) to purchase, sell, transport, or
trade data, goods, or services.

If E-commerce is the purchasing , selling &
exchanging goods and services over

mputer network or internet through
mlch!:ransactlons or terms of sale are

it Erfor

c},.electromcally




E-Commerce or modern Electronics Commerce is a methodology of business which
addresses the need of business organizations, vendors and customers to reduce cost

and improve the quality of goods and services while increasing the speed of delivery.
E-commerce refers to paperless exchange of business information using following

ways.
» Electronic Data Exchange (EDI)

» Electronic Mail (e-mail)

» Electronic Bulletin Boards

rj Electronic Fund Transter (EFT)
- Other Network-based technologies




» Communications Perspective

EC 1s the delivery of information, produets /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 1s 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.




» E-Business refers to a broader definition of EC, not just the buying and selling
of goods and services.

» but conducting all kinds of business online such as servicing customers,
collaborating with business partners, delivering e-learning, and conducting
electronic transactions within organizations.

» others view e-business only as comprising those activities that do not involve
buying or selling over the Internet, such as collaboration and intrabusiness
activities.

» That is, it is a complement of the narrowly defined e-commerce. In its narrow
definitions, e-commerce can be viewed as a subset of e-business.




» E-business: refers to a broader definition of EC, not just the buying and selling of
goods and services, but also servicing .customers, collaborating with business
partners, conducting e-learning, and conducting electronic transactions within an
organization.

» E-commerce(EC): describes the process of buying, selling, transferring, or
exchanging products, services, and/or information via computer networks,
including the Internet.

» We use the term e-business to refer primarily to the digital enablement of
' transactions and processes within a firm, involving information systems under the
control of the firm.

A E-dcommerce include commercial transactions invo_lving an exchange of\value
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» EC can be either pure or partial depending on the nature of its three major
activities:

1, Orderi‘[‘]_g a_-n_d payments_ N Cia:.i.'ait'i:::ﬂ_ii}rfs of e-commerce

Activity i1 b

2. order fulfillment. Ordeting. payment | P D
Order fulfillment | P D

3. delivery to customers. Delivery (shipment) [P D |
Type pf BC | Non-EC  Pure EC | Partial EC

Legend: P physical, D digital
» Each activity can be done physically or digitally. Thus, there are eight possible

combinations as shown in Table If all activities are digital, we have pure EC; if none
are digital, we have no EC; otherwise, we have partial EC.

For example, purchasing a computer from Dell’s website or a book from
Amazon.com is partial EC, because the merchandise is physically delivered.

~

r/ However, buying an e-book from Amazon.com or a software product from 7 /
| microsaft.com is pure EC, because ordering, processing, and delivery to i{le buye;
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MANF. UNIT DISTRIBUTOR | | WHOLESALER | | RETAILER | | CUSTOMER
20% 10% 10% 10% 100%

ADVERTISEMENT ‘
30%

COMPANY | cusTomER




Traditional Commerce Electronic Commerce

Face to Face 1. No personal contact
Printed & written documents 2. Documents on the web
Customization is rare . Web pages personalized for a particular

Telephone or postal mail communication customer

Payment by Cash, check or Draft . E-mail communication
Ads: print media, radio, TV 5. Payment: credit card, direct withdrawal,

fund transfer (paypal)
Ads on web, Social Media radio, TV

merchandise deliver immediately

i.e. Customer takes gm}ds at home. N
Merchandise deliver home 2-5 days




1S NOW c-CLomimerce wWorks
Order

1.Select the vendor’s web site and browse it = ® gy o

"\_ by user - .
2 Add item in a basket. -—b; ) ey | VIS A
3.Give credit card details to pay off money Shopping  Credit card i charged

Cart
4. Payment Gateway verify credit.card for
sufficient balance with help of Bank.

5 Merchant a/c account debited By Bank.

6. Vendor gives order to their warehouse fo
ship the product to customer .

Order is completed

42

Shipment sent to Customer

Shipping carrier  Sent to Warehouse Email Is sent to
picks up shipment for fulfiliment Customer and merchant




Vhat are the feqibres of ECY

» Non-Cash Payment — E-Commerce enables use of credit cards, debit cards, smart
cards, electronic fund transfer via bank's website and other modes of electronics
payment.

» 24x7 Service availability - E-commerce automates business of enterprises and
services provided by them tocustomers are available anytime, anywhere. Here 24x7
refers to 24 hours of each seven days of a week.

» Advertising / Marketing — E-commerce increases the reach of advertising of

products and services of businesses. It helps in better marketing management of

' products / services.

[\> ImProved Sales — Using E-Commerce, orders for the products can be generated any
. time, any where without any human intervention. By this way, dependencies .RD buy

|

| '-.Rra _rod}‘ct reduce at large and sales increases.
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» Support - E-Commerce provides various ways to provide pre sales and post sales
assistance to provide better services to customers.

Mg

» Inventory Management - Using E-Commerce, inventory management of products
becomes automated. Reports get generated instantly when required. Product
inventory management becomes very efficient and easy to maintain.

» Communication improvement — E-Commerce provides ways for faster, efficient,

reliable communication with customers and partners.
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» Using E-Commerce, organization can expand their market to national and
international markets with minimum capital investment. An organization can easily
locate more customers, best suppliers and suitable business partners across the
globe.

» E-Commerce helps organization to reduce the cost to create process, distribute,
retrieve and manage the paper based information by digitizing the information.

» E-commerce improves the brand image of the company.
» E-commerce helps organization to provide better customer services.

» E-Commerce helps to simplify the business processes and make them faster and
[ efficient.

[\)\- E-Commerce reduces paper work a lot.

7 E-Commerce increased the productlmty of the organization. It supports "pull type
| supplyimanagement. In "pull” type supply management, a business process st rt
| fwhen a\request comes from a customer and it uses just-in-time manufaca}r %
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» 24x7 support. Customer can do transactions for the product or enquiry about any
product/services provided by a company any time, any where from any location.
Here 24x7 refers to 24 hours of each seven days of a week.

» BE-Commerce application provides user more options and quicker delivery of
products.

» E-Commerce application provides user more options to compare and select the
cheaper and better option.

» A customer can put review comments about a product and can see what others are
buying or see the review comments of other customers before making a final buy.

»! E-Commerce provides option of virtual auctions.

Readily available information. A customer can see the relevant detailed information
within seconds rather than waiting for days or weeks.

ommerce increases com petition among the organizations and as result
Jr0 .gamz\a ons provides substantial discounts to customers.




» Customers need not to travel to shop a product thus less traffic on road and low air
pollution.

» BE-Commerce helps reducing cost of products so less affluent( not well off) people
can also afford the products.

» E-Commerce has enabled access to services and products to rural areas as well
which are otherwise not available to them.

» E-Commerce helps government to deliver public services like health care,
education, social services at reduced cost and in improved way.




» There can be lack of system security, reliability or standards owing to poor
implementation of e-Commerce.

» Software development industry is still evolving and keeps changing rapidly.

» In many countries, network bandwidth might cause an issue as there is insufficient
telecommunication bandwidth available.

» Special types of web server or other software might be required by the vendor
setting the e-commerce environment apart from network servers.

» Sometimes, it becomes difficult to integrate E-Commerce software or website with
' the existing application or databases.

[\‘Hl There could be software/hardware compatibility issue as some E-Commerce
are may be incompatible with some operating system or any other comRonent.

AN
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» Initial cost: The cost of creating / building E-Commerce application in-house may
be very high. There could be delay in launching the E-Commerce application due to
mistakes, lack of experience.

» User resistance: User may not trust the site being unknown faceless seller. Such
mistrust makes it difficult to make user switch from physical stores to online/virtual
stores.

» Security/ Privacy: Difficult to ensure security or privacy on online transactions.
» Lack of touch or feel of products during online shopping.

> E-Commerce applications are still evolving and changing rapidly.

[\‘Hl Internet access is still not cheaper and is inconvenient to use for many potential
| cu tomers like one living in remote villages.
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Technical Limitations
» Lack of system security
» Software development tools are still evelving and changing rapidly

» Vendors may need special web servers and other infrastructures, in addition to the network
servers

» Some e-commerce software might not fit with some hardware
Non-Technical Limitations

» Initial cost

» User resistance

» [ Security / Privacy

P)‘-"f? Lack of touch or feel of products during online shopping.
H E- C{)mmerfe applications are still evolving and changing rapidly.

Inizenle’t access is still not cheaper and is inconvenient to use for many potential LLleOh’lE‘I'S
fh% one hvmg in remote villages.




Table 1.2 Benefils of e-commerce

Benefit Pescription

Benefils to orpamiz

Global reach Quic locating customers and bustpess partnmers al reasonable cost worldwade
Clost reduction Liwer cost ol ilbriati OCESAIn g, slof and distribition
Facilitale problem-solving Solve complex problems thatl have remaned unsolved
'il.'_ll"lE:-.'-.n'.m. FINAE e TR Roedino l]n{l‘.l'\.'\- MW EnRiolrie -_.:n-.|:.nﬁ.!
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Custonmzation/ pers Make order forcusiomer prefercnce

Ahility o mnovate, use new busingss models Feclitste irmovation and enable omigue busingss maodels

Levwer communicalion costs Fhe Internetis cheaper then VAN private limes

Efficient procurcment Soves e and reduces aosis by enabling o-procuremen
Imiproved costomer =srvice and relalionshap Dot interschon with customers, bemer CRM

Help SME to compete EC moy help <ol companies o compete against large ones by using special business models
Lovwer inmvontories Liinge customaion imventories can be minimized

Lower cost of distribating diginzable product Deélivery online can be 905 clasiper: save paperworks

Provide competitive advaniage Lowver prices. better service, improve brond

Bemelfits fo QipiNumers

Al lability Huea soliction v Frovm | veridlos wers, information §
Lihdguity Can shop any fime from aoy place

Seli-contigumtion Can self-customize producis

Find barg Lise companson enging; pay less

Real-uime Dosmboad digial products guickly

No snles tax Somet %: changing

Enable telecommmuting Can work or study a1 home or

Social imeraction and ¢ S In social networks, get reviews, econumendations

Fing umicjoe items Using online puctons, collectible items con befound
Comiortable shopping Shop at youor leisune without pushy sales clerks bothering vou; open 2
BemeliTs fey Senc ey

Enable telecommuting Focilitie work at bome; less imffic, pollo

More and better pohlic services Prow idedd by e-govierm {e.g., e=health)

Ir vedd hor i BeruTiky Focalitmle domestic secorily

sedl xtar d of living Can by i and cheaper goodsfservices

Close the dignal divade Al pe n rurid areas and developimg countries o use more services and par

ey :I'ulll'u LR

Home ~.-’-..r\|'-|m' Less travel, @wir poliution




Limitation and bgrriers of EC
Technological limitations Non-technological limitations

1. Need for universal standards for quality, . 1. Security and privacy concerns deter
security, and reliability customers from buying.

2. The telecommunications bandwidth may 2. Lack of trust in sellers, in computers, and
be insufficient, especially for m-cominerce, paperless faceless transactions hinders
videos, and graphics buying
Software development tools are still 3. Resistance to change

evolving . Many legal and public policy issues are not
It is difficult to integrate Internet and EC resolved or are not clear

software with some existing (especially 5. National and international government

legacy) applications and databases regulations sometimes get in the way

Special Web servers are needed in addition ¢ Global competition intensifies
to the network servers, whichadd tothe 7 1 ¢ gificult to measure some of the costs

fi jt OLEC and benefits of EC \ 7
| t

ernet accessibility is still expensive 8. Not enough customers. Lack of
nd/oriingonvenient for many Large-scale

2C reca inés sper::ial automated
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A Framework for Electronic Commerce

B .ﬂﬂm tmﬂ Apﬁ-hmhﬂns
* Stocks Jobs * On-line banking

" » Procurement and purchasing* Malls » Online mm-!tetmg m&Mmg :

Hmmsheppmg »Auctions * Travel» On-line puh[uﬁmg

Technical standards
for documents,
secunty, and
network protocols

payment

People: Public
Buyers, sellers, policy,
intermediaries, legal, and

services, |S people, privacy

and management issues

Infrastructure H

__HEBN

Qrganizations:
Partners,
competitors,
associations,
government services

(1) (2) ()

Common business : Multimedia content
: : Messaging and
ser‘u;l::csulzga::;g:tture IDImaton dstribubon publisﬁ?ndgr:z?:;ﬁucture
cards/authentication RS- Rire (HTML, JAVA, World
electronic payment (E0% & 816, Eiyper Text Wide :Weh ‘:‘RML]
: Transfer Protocol) 2

dir&ctnriesfcatalogs}

(4)

Network infrastructure
(Telecom, cable TV
wireless, Internet)
(VAN, WAN, LAN,

Intranet, Extranet)

(5)

Management

Interfacing
infrastructure
(The databases,
customers, and
applications)




» Figure shows that the EC applications are supported by infrastructures, and their
implementation is dependent on four major areas (shown as supporting pillars) people,
public policy, technical standards and protocols, and other organizations.

» The EC management coordinates the applications, infrastructures, and pillars. It also
includes Internet marketing and advertisement.

» Information superhighway(i-way) infrastructure

» Intemmet, LAN, WAN, routers, etc
» lelecom, cable TV, wireless, etc
» Messaging and information distribution infrastructure
| » HIML, XML, email, HTTP, etc
pr-; Common business infrastructure
[ » 5@(1.111’(37 authentication, electronic payment, directories catalogs, etc
/ ' Web arghitecture
[ 7 Lhenh‘/sewm model .
O N- tlei' MFI“LITE‘CTLHE e.g. web servers, application servers, database servers, 5calabﬂ‘ry‘~ \&i /




EC can be conducted in an electronic market (e-marketplace), an online location
where buyers and sellers conduct commercial transactions such as selling goods,
services, or information.

Electronic markets are connected to sellers and buyers via the Internet or to its
counterpart within organizations, an intranet.

» An intranet is a corporate or government internal network that uses Internet tools,
such as Web browsers and Internet protocols.

» Another computer environment is an extranet, a network that uses Internet
' technology to link intranets of several organizations in a secure manner
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» Internet provides a worldwide collection of networks, linked with each other to
share information by using a common set of protocols.

» The Internet opens up the opportunity for people all over the world to get linked
inexpensively and consistently. Since it is a large network of people and information
around the world, the Internet is an enabler for e-commerce as because it allows
businesses to showcase and sell theirproducts and services online.

» It gives potential customers, prospects and business partners access to information
about these business houses and their products and services which might lead to
purchase.

> World Wide Web or commonly referred as WWW is a unique information space
where data and other internet resources are distinguished by URLs and can be get-
| atfable\ through internet. Web 1.0, web 2.0, web 3.0 gradually popular day B\y day
| [pfovide better services to customer.
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» The most interesting e-commerce application in recent years has been the
emergence of social and enterprise social networks.

» Originating from online communities, these networks are growing rapidly and
providing many new EC initiatives, revenue models, and business models

» A social network is a social entity composed of nodes (which are generally
individuals, groups, or organizations) that are connected by links such as hobbies,
friendship, or profession.

» The structures are often very complex. In its simplest form, a social network can be
' described by an image of the nodes and links.
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» We define social networking as the execution of any Web 2.0 activity, such as blogging or
having a presence in a social network. It also includes all activities conducted in social

hetworks.

Social commerce (SC), also known as social business, refers to e-commerce transactions
delivered via social media.

» Social commerce is considered a subset of e-commerce by some.
» More specifically, it is a combination of e-commerce, e-marketing, the supporting

technologies, and social media content.
Enterprise Social Networks
» Business-oriented social networks can be public, such as LinkedIn.com. As such, they are
' owned and managed by an independent company.

Another type of business-oriented social network is private, owned by corporations, and
operated inside them.

se ¢ ﬁie known as enterprise social networks (e.g., My Starbucks Idea). These can bé
!d' rected! toward customers and/ or company employeea
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» Social networking services (SNSs), such as LinkedIn and Facebook, provide and
host a Web space for communities of people to build their homepages for free.

» SNSs also provide basic support tools for conducting different activities and allow
many vendors to provide apps.

» Social networks are people oriented but increasingly are used for commercial
purposes also.

» For example, many performers, notably Justin Bieber, were discovered on YouTube.
Initially, social networks were used solely for social activities.

>/ Today, corporations have a great interest in the business aspects of social networks
(e.g., seelinkedin.com, a network used for recruiting, and collaboration and

'Fagebook for advertising)
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The following are examples of representative social networking services:

» Facebook.com: The most visited social networking website.

» YouTube.com and metacafe.com: Users can upload and view video clips.
» Flickr.com: Users share and comment on photos.

» LinkedIn.com: The major enterprise-oriented social network.

» Habbo.com: Entertaining country-specific sites for kids and adults.

» Pinterest.com: Provides a platform for organizing and sharing images.
>, Google + (plus.google.com): A business-oriented social network.

| MySpace.com: Facilitates socialization and entertainment for people of all ages.

»
[\_F Ingtagram.com: Provides a platform for sharing photos and videos

.
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» Mobile commerce (m-commerce), also known as m-business, refers to conducting e-
commerce by using mobile devices and wireless networks.

» m-commerce involves electronic transaction conducted by using mobile devices via
the Internet, corgorate Intranets, private communication lines, or over other
wireless networks.

» For example, paying for an item in-a vending machine or paying taxes with an
iPhone is considered m-commerce.

» M-commerce provides an opportunity to deliver new services to existing customers

and to attract new customers to EC anytime, anywhere.

» Initially, the small screen size and slow bandwidth limited the usefulness to
/ consumers.

> However, this situation is changing rapidly due to the widespread use ot
[\ smartphones and tablet computers.

T

# In addition, now consumers are more accepting of the handheld culture. . 4

F rthetmore, the adoption of m-commerce is accelerating due to the spread, of {4¢
networks/ (and soon 5G). Finally, free Wi-Fi Internet access in many locaff@;r}s .- be
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The scope of M-Commerce
Technical Foundation ‘ ?ﬁ"iﬂ"“: — Applications
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» Ubiquity. Ubiquity means being everywhere, especially at the same time. It is
facilitated by wireless computing. Given that Wi-Fi access is available in more and
more places, and that about half of all mobile phones are smartphones, we have
easier ubiquity.

» Convenience and capabilities. Having a mobile device increases the convenience of

communication. The functionality and usability of mobile devices are increasing,
while their physical size remains small and the cost is affordable. Unlike traditional

computers, mobile devices connect to the Internet almost instantly.

» Interactivity. Mobile systems allow for fast and easy interactions (e.g., via Twitter,
 tablets, or smartphones).

» Personalization. Mobile devices are personal devices. While several people may
share the same PC, a specific mobile device is usually used by one person.

' L allalatmn Knowing where a user is physically located in real time providés a

portunity to offer him or her relevant mobile advertisements, coupons, or other {

. rd
s hncesﬂi 1rtch services are known as location-based m-commerce. \“ “\ f

1 n,"ﬂ




M-commerce has many benefits to organizations, individuals, and society. As a
result, many believe that the future of EC is mobile applications.

Benefits for Organizations
Increases sales due to ease of ordering by customers from anywhere,
anytime
Allows location-based.commerce for more sales and revenue.

Provides an additional channel for advertising and distribution of coupons
(wider reach)

Increases customers’ loyalty.
Improves customer satisfaction through real-time apps

creases collaboration, advertisement, customer service, and sales by 1‘151 g
[ 1
o

'.!;-,Il-j_'nqblrejmany enterprise application R \ly )
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Facilitates CRM and collaboration.
Reduces employee training time and help desk resources.
. Improves time utilization and productivity of mobile employees.

11. Expedites information flow to and from mobile employees.

12. Delivers digitized products and services directly to mobile devices.
13. Reduces order lead-time and fulfillment cycle.

14. Allows tor lower, competitive pricing.

15. Ability to work at home and have flextime.

I




Benefits for Individuals and Customers

1,
2.
3.
4.
3.
6.
7,
8.
b
1P

Allows e-commerce from any place, anytime

Assists in shopping by providing real-time information and other shopping app.
Helps organization and communication while traveling

Expedites banking and financial services.

Provides rich media entertainment anytime and anywhere.

Facilitates the finding of new friends and whereabouts of existing ones.

Provides a choice of mobile devices for transactions.

Expedites communication (e.g., locate people, get fast answers to queries, compare
prices while in physical stores or via shopping comparison sites/apps)

Increases affordability over the cost of using desktop computing in some countries

N



Benetfits to Society

I

There are many benefits to society. For example, self-driving cars can
reduce accidents; smart cities can benefit the dwellers and visitors.

Contributions are in almost any field, from medical care and education
to law enforcement.

Significant reductions in energy expenses are achieved by using smart
grids.

Tratfic jams can be reduced by using wireless sensors and much more.
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Location-based commerce (I-commerce)

» It is refers to the use of location-finding systems such as GPS-enabled devices
or similar technologies (e.g cell-based stations) to find where a customer with
a mobile device or an object islocated and provide relevant services, such as
an advertisement or vehicle route optimization. LBC is also known as LBS
(location-based systems).

» LBS is “a software application for a[n] IP-capable mobile device that requires

knowledge about where the mobile device is located.

» L-commerce offers convenient services to consumers such as connections
. with friends, the ability to receive relevant and timely sales information,
| safety features (e.g. emergency assistance), and convenience (a user can locate
f\ what facility needed is nearby without consulting a directory or a map)

. sellers get the opportunity to advertise and provide or meet a customer%s ,
| ngeds in real time. In essence, LBC is the delivery of m-commerce N\

| ltlansa -Ps to individuals who are in a known specific location, at\g_gps e
. l,-tl' ey S l L | 1‘ / o
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Basic Concepts in L-Commerce:
Location-based m-commerce mainly includes five possible activities, all done in real time:

1. Location. Finding where a person (with a smartphone) or another mobile device or a thing
(e.g., a truck) is located

2. Navig[\.’;lltinn. Finding and illustrating a route from one location to another (e.g., as is done in
Google Maps)

3. Tracking. Monitoring the movements and whereabouts of people or objects (e.g., a truck,
airplane)

4. Mapping. Creating maps of certain geographical locations with superimposed data if
needed (e.g., GIS, Google Maps)

5. Timing. Determining the arrival or departure time of something at a specific location (e.g.,

r

arrival of a bus to a specific bus stop or an airplane to an airport)

»| For example, WeatherBug (weatherweatherbug.com) and Send Word Now
[\ (sendwordnow.com) have combined some of these five services to ensure the safety of

recenit development of I-commerce is known as real-time location systems (RTLS), 3

pcu t0n§r5, employees, and stores during severe weather and other emergencies.

1e used tg track and identify the location of objects in real time.




[ | f
L, Y.LV N Lemn, g o g g | £ gy ™™ ™ " ! = "
‘ ! \ ( ) | 'i \ |" 10N 3 1‘.' A J‘ f {' ‘) ||-‘ A Y™ O r( f— ] | - f
b e’ . | | N | LN P L S 8.0 1 it 11 et | N -

_— - _F"il | i

L-Commerce Infrastructure

L-commerce is based on an infrastructure. The components depend on the
applications. However, the following conditions usually exist:

1. Location finder (positioning) component. A GPS (or other device) that finds
the location of a person or a thing.

2. Mobile Positioning Center. This includes a server that manages the location
information received from the location finder.

3. User. The user can be a person or thing (e.g., a vehicle).

4. Mobile devices. The user needs a mobile device (e.g., a smartphone) that
iricludes a GPS or other feature that locates the location (position) of something
Of someone.

[\5 Mobile communication network. The network(s) that transfers user re%uests
b th sergfice providers and then transmits the reply to the user. [

- - L - bl . . 1
. application providers. Providers are reéponmble for seryicing g (
Ll 7 \ - " i W) I
isef’s request. They may use applications such as Gl YA
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1 -Commerce Infrastructure

L-commerce is based on an infrastructure. The components depend on the applications. However, the
following conditions usually exist:

1. Location finder (positioning) component. A GPS (or other device) that finds the location of a person or a
thing.

2. Mobile Positioning Center. This includes a server that manages the location information received from the
location finder.

3. User. The user can be a person or thing (e.g., a vehicle).

4. Mobile devices. The user needs a mobile device (e.g., a smartphone) that includes a GPS or other feature
that locates the location (position) of something or someone.

5. Mobile communication network. The network(s) that transfers user requests to the service providers and
then transmits the reply to the user.

6. Service or application providers. Providers are responsible for servicing a user’s request. They may use
pplications such as GIS

a
7./Data or content provider. Service providers usually need to acquire (e.g., geographic, financial, or other
’Earﬂ:a) in order to provide a reply to requests. Data may include maps, coupons, and GIS information.

{ Geographical information system (GIS). This includes maps, location of businesses, and more.
lication. In the United States and some other countries, LBS can be used only with peoplé’s

Ss1 pt-in). This requires an additional software app.
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Location-Based Services and Applications:

A location-based service (LBS) is a mobile device-based computerized
service, which utilizes information about the geographical position of a
user’s mobile device (e.g., mobile phone tracking) for delivering a service
(e.g., advertisers can target ads to specific location), to the user.

There are a large number of LBS applications. For a list of location-based
services (applications)

Location-based services can be used in marketing, operations, services,
nance, and so forth.

BS alse«lworks in asset tracking (e.g., of parcels at USPS or FedEx) aﬁd
y y¢hi icle kmg LBS also includes location-based games.

n% er ex ples of locatmn—based serwces are:

WA
._.f

i’
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Recommending public events in a city to tourists and residents
Asset recovery, for example, finding stolen cars

Pointing a user to the nearest business (e.g., a gas station) to his (her)
location

Providing detailed navigation from any place to any address
(sometimes with voice prompts)

. Locating things (such as trucks) and displaying them on the mobile
| device map

Inventory tracking in warehouses

Eehvermg alerts, such as notification of a real-time sale in a Specﬁc ﬁ
Rk

f/“f
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Lack of GPS in some mobile phones. Without GPS, it is difficult to use LBS.

However, GPS-enabled phones are increasing in availability. In addition, the
use of cell phone towers helps.

Accuracy of devices. Some of the location-finding tools are not too accurate.
A good, but expensive, GPS provides accuracy of 10 ft. Less accurate
locators provide accuracy of about 1500 ft.

The cost—benefit justification. The benefits of location-based services may
not justify the cost. For customers, it may be inconvenient to utilize the
service.

Limited network bandwidth. Wireless bandwidth is still limited. As
bandwidth improves with 4G and 5G, applications will expand, which will
h i crease the use of the technology:.

( k vasion of privacy. Many people are reluctant to disclose their
her¢ abouts and have their movements tracked.




» Business-to-business (B2B)

» Business-to-Consumer (B2C)

» Business-to-government (B2G)

» Consumer-to-consumer (C2C)
» Government to consumer (G2C)

Government-to-business (G2B)
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B2B e-commerce is simply defined as ecommerce between companies.

Website following B2B business model sells its product to an intermediate buyer who
then sells the product to the final customer. As an example, a wholesaler places an

order from a company's website and after receiving the consignment, sells the end
product to final customer who comes to buy the product at wholesaler's retail outlet
Examples:

Intel selling microprocessor to Dell

Hosts product ACCESSES
details product
1 > information

3 internet

Receives order
processes and
dispatches
product

Places an
order for the
product

Seller Business Buyer Business

B2EB Business Mode/
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Website following B2C business model sells its product directly to a customer. A
customer can view products shown on'the website of business organization. The
customer can choose a product and order the same. Website will send a notification to

the business organization via email and organization will dispatch the product/goods
to the customer.

Examples:

Grainger.com sells industrial supplies

details product

to large and small businesses oo iy e

@ s information

through its Web site Frity 5 Intemet

Receives order

Places an
order far the
product

processes and
dispatches

. product
Seller Business

B2C Business Mode/




Website following C2C business model helps consumer to sell their assets like
residential property, cars, motorcycles etc. or rent a room by publishing their
information on the website. Website may or may not charge the consumer for its

services. Another consumer may opt to buy the product of the first customer by
viewing the post/advertisement on the website.

Examples:
Example

Consumers and businesses trade with

edch other on eBay.com,olex.com

i Consumer

Consumer

1. Hosts the product with 2, Access product information
the porial from the portal

Internet Facilitator Interne
; = -

4. Buys products on the 3. Places an order on the
behalf of the huver portal

L
Seller 5. Sells product to the buyer

C2C Business Modea/
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In this model, a consumer approaches website showing multiple business
organizations for a particular service. Consumer places an estimate of amount he/she
wants to spend for a particular service. For example, comparison of interest rates of
personal loan/ car loan provided by various banks via website. Business organization
who fulfills the consumer's requirement within specified budget approaches the
customer and provides its services.

Website

Processes Order Places money for
particular service

receives products

Business Organization ‘ | Customer
Receives money .




B2G model is a variant of B2B model. Such websites are used by government to trade
and exchange information with various business organizations. Such websites are
accredited by the government and provide a medium to businesses to submit
application forms to the government.

e -

Business Organization |[ : | Website ‘J._ ‘ Government ‘

Goyernment uses B2G model website to approach business organizations.
websites

f \ i:' { — I

Government | —— | Website |[__>| Business Organization




Government uses G2C model website to appreach citizen in general. Such websites
support auctions of vehicles, machinery or any other material. Such website also
provides services like registration for birth, marriage or death certificates. Main
objectives of G2C website are to reduce average time for fulfilling people requests for
various government services.

Government Website

PSS
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10.

1. Define EC and e-business.

2. Distinguish between pure and partial EC.11.

3. Define intranets and extranets.
4. List the major components of the E

5. List five benefits each to customers,

organizations, and society. 14.

6., Define social networks.
7/ Describe the capabilities of social

15

fm§ social commerce.
9.1 Last the major technological and non-
. r'xﬁ'C' _nCJii__,gﬁtal barriers and limitations to18.

C12.

framework. 13.

f\ networking services (SNSs). 16.

17.

Describe some of the benefits of
studying EC.

Describe the key elements of the I-
commerce infrastructure.

What is GPS? How does it work?

What are some of the basic questions
addressed by location-based services?

Define geographical  information
systems. How do they relate to LBS?

. List the services enabled by LBS.

Describe social location-based
marketing. w

List some applications of LBC. =}

List the major barriers to LBC“.: \Q
N Want!
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26. Describe the major online enterprise
19. Define m-commerce. applications.

20. Briefly describe the five value-added2”- List five major mobility trends
attributes of m-commerce.

2]. List and briefly describe ‘eight major
drivers of m-commerce

22. Describe the framework of m-commerce
applications.

25. What are the major categories of m-
commerce applications?

DESL]‘{bE the landscape of m-commerce.

What |are the major benefits of m-

\gom mc’grcef?
1l L}
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