AV §pcalaall
Introduction to e-Bussiness 4zig i< Juey) §,1a) ) dasia
Internet <) a seda
calladl o) aaan 8 3 )dine Alahaiay ddayljia LS de pana Interconnection of networks

¢ Jlasy )ty 3 lasll Ao cilallatall asan iyl jhg8 Ja m
e slaall dalail ¢ 1

Transaction processing (TPS) < lalzall 4alles o
Management and Decision Support (MIS/DSS) _Lall a3} acay 3)lay)
(ERP) Enterprise Resource Planning Glawiall 2))ge Jagads o
Customer Relationship Management (CRM) ¢3leall CilEIe 3)l) o
Knowledge Management (KM) 4.l 3] o
Communication and social network systems dielaal) GlSuilly aylaty) odase
Talent Management Systems <lelil) 35la) alas o
A saly A peall agadl (LS Bk (e o184 axdis o) Cang — laajta Bl 2l Y Cilagleal) 3385 @
GAEIAYT Gaslad) ) suadlially oS50 ¢ Bl st diledl) Calaal) i) i laill cilileal) ¢ pulil) @
anl) Jid e aaail leaea Jolin — A gl Caglall
caals OF (8 AaSally ddjaall (G pany 53 sp Smamall (lsill @

e-commerce 4y, #SIYI 3 kil
Laay P e tL.J\ Jaliie
L) DA e i3 dylas cillalie
Al dles sl L 05S o) dajidty Ulale
Jalis e Ll (505 g SN Jlae ) cilasn Jiay o) i) ale (S Aig SSIYY Blanl) e e
g YD Jlae Y alal) dylatl cdlabeall gially JysailS lall 5a) Jpgasil il

e-bussiness 4y, SN JleeV1 3)la)

el e o i Y — slind) Jleels cullalis 2818 Jady ¢ A0 5K 8)latll (o gassl o sgiall 12ae
5)als Jlae¥) B )laly Ll e Saal) dards Lpae ilaslaall Jobiiy (A Sl e (sl —e )yl
e s Baguilly o lally Al (2l (il sall

(AY) Jleed clard i sale s e i) DA e JS 5 s IS drin Al —Lglali JleeYle



A 8 yalaall
Ag <) Jlee¥) il g1l
JsS 515 Ly ae Aaiipes allal) oladl 8 5pimial Cuulall GlSad e € dae (e deds 3035 sinternet
L) e a8 e dall (WWW) A gl 308l JS 5 el shaall 385U ot Y|
ge bl Jals 5 il cilaglaall o alalall cilaliial Ayl aaai , dalall 4S80 A< intranet
A adlse V) Jead) alalall e aalaion Vs leeg s o) A8 e b 2 chalaiall Aadily cillee
b O] Cilaliial Lol aasi 5 AalS Ll Jsaall Qllsiys ¢ dalall dunsd) 4S04 cextranet
iy iKY B Y e-e—'-&\ Glaaly g finally Gl el (e dalaial o
| Lalyal) clalbaally A A<y Jlasy) BN

B2G G2G C2G G2B By SIS Ayt e Jle )

I —

B2B B2C c2c

A g 1SN Jlee Y1 3yl
1A g SN Jlae W 3)la)  Aaas
e-commerce 4y, #SIY) 3kl e
customer relations management (CRM)lElal) 5))a)
business partnershipss\S,ill
electronic transactions within an organization duwwsell & 40, JSNT Gllaall ©
Ay yag8e a8 ST dun i)y Blalall Ll Aalles alad dayy e SN S Ayig SSNV) JlacY) il
partnersJeall ¢1S)45 suppliers (pagiell ae Gy JSGy Jaxt @
eMardl Ciladgig dalad 4l Jizadl o
Strategic- focus 55N Jle¥) 5o v/
A ) JleeY) Lm0 e3 g SEN) 3yl v/
A5 SN Jlee ) (e 2y ¥ (53
What is not E-Business
e-commerce 4y Syl 3ylaill Lasd qul v
i)y daaly) 4K <l ddlall e lalaal) s ud v
Slleally Adaitil) Apn gl Y1 (S (Al Ll V1
(JleB Jlee¥1) B2B o815 ¢ (il JeY) B2C Laié i v/
(ahie sai o oY) il (e 52N (Sly) gyl b ad v



g SN Jlee V) culillaia
Measurement _.lall v/
Flexibility 4 yall
Reengineering supply chains sl Judlu dwaw sale)
Process-centered Cllasll Je 385l

Security (V)

NN

Standardization and interoperability JalSilly (unliall g

Uaiaal 3515l
(e sball A alis) = (V1 JBal) e o) dalisy) salyy v/
Al Jaaill CallSs mgds v/
djaa) [ alail) A Lbay (ppend V)
LY/ eysall e BDa]) (ppuins V1
g lsally aagill v

Addaall ld saall
Gl ade g daadi] i) cUasy e
G o lanlly ALY il
Sy e lally vl dal<e
ANl Jysy Ay e
Adsally 4 5lall Jilusalle
Lia f o) Chlalatiafe

iyl gSyad Gl el
(Ol Go S paa o 5SAN Qe cllgiud) e 58 sille
veSanlly (p3)sall ae dals e
il alle
L le
4 el Jalge
idalille
zsisdl Haadl iy



Aig AV Jlas! 5)1a) aladind g9 cilicall

tiaig SN Jlae ¥ 3)l3) Byl (e ek 2ty Al Glileall

AV o S5 clilee 1Y

WY ddlhe dilacs ¢ (pa)sall pa dlia cile ghaally ¢ gyl 2aad ¢ bl il

procurement, ordering, replenishment of stock, payments, link with suppliers, production
control process,

Ltalal syt Ao S cldes 2Lk
desaan o JlaV) eV La s ccalanaly cCada ) cAdalall cale glaadl @)L oy yaills ¢ puils gal) Cilead
ANl ¢ Jasll

employee services, training, internal information sharing, recruiting, sales, workgroup
communication, electronic publishing

Jeaall 585l Sliles :BIG

e axll acd ccile iaall Aallaay coil) palsl Aallea e fitY) e a iy suilly Ay s 51 3 seal
promotional and marketing efforts, selling over the internet, processing purchase orders,
processing payments, customers support



AN 5 pialaal)

E-commerce 4, i<y 3)laill

Sl cnlS 2 ga “_LD'.'U:)_” ASud e cbﬁm} c\.\l\ Gldee st Lﬁi ‘Lﬁf“h‘mn—.’ c‘,u\ Dy iy LEJIA:’ PR B
Al A Y Jilugll Jleiny o5 . cilerd of Gilatite ol ads (g Bile Cilagadl)

Jaily acl E-business s i< Jee ) 5ol asegad cdig 5SN) Jee V) 5lal e abias o

Hlase <Y

Computer software >

Computer hardware >

Books >

Music >

Gifts >

>

>

Travel
Clothes

Gl g5

Brick —and Mortar sauléll & gull ISyl

Click —and —Mortar 5, 5 Wi SISy

Pure Online Organization &sis i<l sl iy cilS i
A ST 3)lailly 459 SV Jlae W1 Y e .

B2B

B2C

C2B
c2C

GOV - EG
B2E
Ay V) 3l S ke

V V VVYVYY

&l clle Transactions >
S| aY) Subscriptions
albley) Advertising
Glewd) Sales

vV V V VY



4 S 3l ~ e ki
(+os i JS) A ae
Aa fide 408 aladnul
Lashaall Jil 4818 Jagla
Clatindl) o Aibide Ll
gaall 4 gilall 2 saally A yhusal) yyaa
Lpagadlly oY) Glagia ilsi
ApSall ALl B Alen Lol 3lsh
AaSualin il e )@ 86
AN il llee oS5 Cilagydls Gl 35n v
A g iV 3l Culd e
AN iy jhlad @lS,all @) axe v

v
v
v
v
v
v
v
v

Ay Ailaslen DISLE dgag pe V)

Slalaall el leny 35 SN adgill Al 3k alay) v/

LDl lagyill Gl glanll all sl v/

oAl adinally Lald 48ld Jalse v/

G 4 g 5SIYI )l 358
- Ay SV 3ylaill aladiiad Aags L3 sakal) Jalsall aal asl: da)) o
el dlee alaily claglrall e Jgasdl 3 Gsill Al i

L P e i) e Jpanl) 8 depully (3183 PR Lllaall Glosheall e Jpaall doju : dopud) o
G PR e ledle Jpanll adains Al claisdl a4 Digital Products 4wl culaiially e
Alle il Jilis Lebiaais Download 3 Gkl e 883 ¢ ald ¢ gpalan « Aoy ¢ S/ Jis online
Fpalil) o) 8 lgle Jpeanl (80 Y Ball 038+ il s e g 1ygb i) o Juants pd
sl Bl of Aulal)

13 Callsall i e aelud gb Al aladind ) agm candly Ji V) e jlend) s AN (adis e

b Caadal) CalKall Cuasds)



o lausglly Bnall 3 A5l
OSlgally aaiiall G eUagll e aell g ydanl) Aalll e cn i) By e
ABY) e apal) axdis W Lo cdplead) dusjlaal) &
gy Alad dagyhay oSy cddalugl) 2 sale] 8 )y ol dpcal V) Lilugll Clisiiany cililsll o
aaiaall 45 S 3)lasll 23158
E-Government 4y yiSY1 da Sall 1 JBal Jaw (Jo G350 dadiall aliadly chladdldl s o
il alle A (e 5aS aae Jeiag couldll sl Admal) (gisa gl
Sl GlesSall 8 (e deciall Cleodll (gine g liy) o
Direct Sales Model bl aull =354
Michil Dell . legin ddauly (50 8ydlie ()5S5 AS5a05 (sl Op Al () aseiall 138 ny
dauly 9 daenl e Jabeill IS 13) Ll ccallSal) g iyl ) @lld (sasy daenlly 4530 o o Unussll a5mg @
gy eDlanl) o Gl (miad e
D sl e eyl Se o IS (adsy Cupi) e el e
Ay SN B)lasll 3 )gealll 4af
P sead dnl
g S plaall sasall dalle 40 A Hulas 225 p2e

RGP TSV NP PO

cDlipkill malp ag0na

Aadiiall Adalall Aakai¥) aa Lgiadaily g SV 5lanll Jay) dygmaa @
gl e )sead Anl

Apasadlly gl ae

OBl 8 mpagy Aigye A a0

AL Cld e il B2 Y N e LIS
Glianadill 3aazke 419 jSTYI 35lal

syl e Gl o
Cilaslaall dalail o Sispasll agle e
daabplly dauladl e gl el

Jaadl clddaly culd e CHINIDAI
N slaidy) e

Croailly Aoy [zl e



4 5SIY1 )laall 8 ddliall

thdliall Jo 3,5al Jalgall
S el e Wil (griddl Gy o
dagyudl iyl o
D) Jalaasl e

Sl daxs e
il )l laiial sl e
ddalsl) dcdliall
asina ol ALE A eudl ) G e ciidally 2ol eyl oS e
sl e i IS HElIL el S il e Y mes Y
Auolatie Clatial Jaas
g dlly Geull (& SHlially Claiiall e ALalS Cilaslaay (iidally Aol 2
1Al 3,08Y) (1o gads Ciladgl
Ll cpdslall e daell Slla < e
cOadall dpiaslaill 348ll Baly) s
LoRddT B () sall duasliill saall o
Abhall leaddly calamiall e njell Slla 560 Cagmy  ©

Balll CV Ll (& cpeliall pudlall e 32l



E-commerce Markets 435y 8)kaill (glomd daglyl) §palanal)

cilasles ol daad 5l ey il Jolo 5l Jlay giall Jolit) (giidially adll 4 il olSa s gl (35
V) L) e online oGl &y oSy (g yidially a3l 4 &L GlSa 1 g SV (Gl
Lo siaally caleadlly cilatially e sbeall Jals 2y Eua ELally e le il (o A5 1305 5N (315l

i S e llly o il 48 asing (31 ISl L Ay ST Bl o
Off line il e i conline il B oy ccleUaall aasiy ¢ (inglds A SSY) ool & @

Gaadyl) (3lod )y Aol (3151 e A

Online (A<M ) (Gsdl) oadiil) adl

Digital 4 ) laiidl) Al / A Sla3il)
a8l g slus s gl
Cay Y RS 4 (G| LN RS
b gall 5 i 35y o J Aalal) SASEN ) |
4 s )l gall 485 il sl
N é s.uj\ L_Q:lu:}

(il sl aal () . cppsidially Ao W) Ailae [ Layy @

gl I Bl e cleadlly claiall J) ocleglaall (385 1 Jia L Gand) b A Clleal) Jpguis @
cgudially 3Ll dpaplati 4 ild Ay Beudl

S e llgiall cead Jally e hailly gl Gilee 4 5 oA alaill gl S JSG Gl
Gyl palic

.2 dgasl) 48 ¢ Products @ladiall . Seller 4sW) . Customers byl .1

Jeaadl laly o ()5 &5 Gl : Back —end .ol 45l : Front —end .2

. oslawgl .3

clapes e o cnalilly ¢ sl iall Jlayl ¢ AgEl ¢ gadll : Jaadl plS54 4

- Ghslly laally eDleall 123 / Jia @ Sailasally asal) cilard .5



355 SN Gsall i saliall g
Baaly A8 6K adsa :Storefront Ay sty jadal)
(s A1 aiall pualic) g S aiall Cliealse
tedlaall iladd 1ad Akt 1 Jlall adal) dslaia 1§ guaill Abiiing dyaa L g 5SY) 2 IS
Choicemall.com ¢ g 5S1 jaliall e yoall 48 Guid S5e 2 E-Mall g 58Y) ladll aanal
5 Y1 Agladl 3Shall /abidl g i
.ebay.com adse Jie ccilarilly alull g 15 Z8S o :General aladl j$sall [ jaciall -1
Jadd 39 )l) A paradia 1200flowers.com i (dima deliay aam tpawidall j$al -2
callall ool QS aady rdalle | Aies dilaie aady tdgalle — el Sha [ jalie -3
:Pure —online Jie :dgig k¥l jaliall -4

Click — Mortar adse Jie ¢ 3558y (2 §oudl (e iAagjall jaliall -5

dalall 3laadlly Lalall 1)
G SGEN S Il eDlaall e Aima desenal (G i A8y :Private Markets daldd) (slsud)
Ladill caall delia 1fie deliall o Jlaall uit 8 358 23 pa Jand
Al Gyl 8 (e )l (g iday Aol Lot dagide 31l :Public Markets daladl §)gud)
Competition d.dliall
p Ag Ay Blall & dudliall Jalge
- Clagledl e Gand) 43S alids) e
PSRV PRYA B T3
Difference | Customization (apaiill [ <aBEaY!

oyt e a8 Y AVl e ddbide dal ay cllgid) tCEAYI

Personalization dueidll dals s il Gldialsa ¢l 3530 @llgiull 1 (amaidl)



daldl) §pdalaal)
g A Syladll A dudlial) Jalge
rclaglaall Ge Gl AAIS (aliss) - 1
Al (sm9 3250a Ol A i) e Slagleal (e Gl 5y
) Ay claglaall o Jilb oS e slianyy g Glatiall Glaslae e Sl oSy
Gl antiinall (Ko W (AT i) S ae Audlia 3 agraag) Gaildl alad jaS gaad Gl Jiay o
4 s peie
el G Ayl 4550 - 2
ISy clatiall n Al ded il e palal gally Ay SSYL Gl allge o HESH aaii e
clainall G A5 Jread) e Jgasis g
cAd sl Gty Jreall 2 Jslite A A5)all Ay dagpu iladd 5as) Adliall 58 (1o 124 3
ddliae als 3dls L oo Gl agale a3 (g€ ciland alal bl aludl (o Aagpad) 33580 aoai @
A (e at
Differentiation / Customization gemaddll / GdEAN| - 3
werAY) e ddliag dale o Jaeandl Wily @llgiudl Jady seidEdY)
Al alies ciaualPersonalization 4isla caus iiall clivalse ol 30l @llgiuall :gauaiil
CSa 1 A
) x4
leadll 5l aldl 1) ol (alaadY coadiill Gl (e A SN Bylaal 3 dadiie Sl e
A S Blaa) (ol Jale 138 e
Customer Service sMaall dadd. 5
A g FSN sylaill 8 Geedlial) e 3ssll aal) Lpndlinll saall & eDleall o digiall Bl e
1A g STV 3yladll (8 o Dlanll daad Sha alga (e
peeals B Glie Gl il 2 ISy agre Jialsilly o Danl g Jelall o
b ) dalad vie daee ol () gsnill Jagaal s Dleall cilily 32c 8 o LY o Maall ilasles pan
Aedgeas oo XUl edaall culills daglia o



: CRM gdkaadl cl@Me 3

teSlaall GlBle 3)lak Capmy Lo ) adng A9 ASIYI el 8 e Dlaall 400X o sgda Jiay
(Jandl ot Jilsy 5sis o Danll o lin) Caagr liailindls cillaally cluliadl (e e I e A8l 510
lall 5 clalinl a el 1) 5 cclaiie o clexd e Al ashy e Ludaly OIS elg Jaendl cilasles aiil A
tpanl lpdany aa 38l Juai Al uilsaldl e paall eDaall e 3y Jails
awlly Aiild) ldiKaly apaluall clelaial¥l Bia ¢ edeall e aluall Jeldill iuld) Colkal @lle
Ay S leaadly ¢ g ST
Lbadilly cdibually Ol Jie) dag S Gl dadil e lall 4 5 A cilleal) 48R0 clleal
(Lt ¢ bl delually cdygailly (Ble Yy Basulls
Aelially (e ysall (asallS ¢ 16580y oAV I ae Jelill dylaill clidi)
Dsaly Abgidl Gipadll cDlaal Lpladill Jal (e eDleall clle 3oy L)) bl Jias 2 il
glals ey Adedl Laall o Capxilly coDeadl Glle 3l Aadil #las o aSally cdplaill el

ad il Zuaylly calailally ¢ il

G1g i) asd Gladd

1458 ga Cladd daild Sladd
(ci yadll ..a_n) GOl gdaddl g il Jalis e
cpbll alad e Bl . dasg g yill g el g Qe .
s g s S O Gl -
(T .__,13;;):)‘_!}... )@)EuLu)j . ‘_;51“-_.3);;*-_.!-’_&:\:'..-_.! .

sl Ol L)




A il ualic
SN el A SV )laall g5l 35aall E-catalog (g A8 g gtlistl —1

s ALY S Lba pal G
(Als lasben ¢ 528 ¢ gea) 4 Dlaglaall (ape leld
il Al ilaglen o
sl mn il 2oy Ganalil A e digpe o
CSlaldl agags (el iz
Al Jlall alaillys e hall vie (@AY AplaY) llealls Lasiye ¢

A Eallislly (A) ol ol ¢ (A

: A iy ol atlist

g_dSAjc_\M * Mb ;Lul\d@_m °

Caaail) by Je il e @

Aldly il ae Tall Wsgus @ Al Aabail ae dday) Canany @
asladinl DA ) 3S5all 8 Jeud @ (AL ¢ ggraall)

(RS Canlselly A 53! e gty Aty ey @

el sad) e duvie 4l e

Search Engine dayll daa — 2
LAl cagl 8 Gy dae jedl s Google Jass a0
e (agula malin Hle Cal daa o
il e daadl 3 lgie o bxia) oS ¥ ledea Las 5a) 5558l 3 IS Giad) ilSaae cypglas
el e gl atall Jaky Gaall g iy e e alaieVl gn S S e i (Sa Y
e S Gl A ekl leaa Jalaill Jgad asuagy dpalide ClalSy 39 S adsall Ciladia jpead

Shopping Cart (3l 4 — 3
il e oL Ll ik JLsal .adall Ak Jlsa) Al L) ioe gl oK




E-Auction 48,8 cilafiall dwalud) § palaal)
: Auction &lajjall
coShall ) adlsas ¢ g SN Bondl (B padidl Capelii ¢ Ly Jiag ca Ma Basage Geull A1 4
Draw e adl bids (g e anin Potential Buyers (s jiiall asiyy cieliay (ayes Sl o
il clafall e
tlgra 8,56 Aaalon LT Sl Ly (Babay () Apatil) 4y
haally el dge (58 S itall pand e il (e Y Lan el e 8 e ull —1
bl gise 5l claiall Ji e 5yl ae 2
Aalud) e salhall o Aidal giial dad e 53 alle by (gl ald -3
E-Auctions dxig xSy cilalall
online &S Ladall cilaljall (uas o
Ebay.com )8 e cuil o il aull S8 selay ¢ iy A1 Dailiglly cuiyl aa sk o
d5ag e GGl Hoye aa el pah Cus <Dynamic Pricing bdill jamadll dgag alell adh e
o el o A il a5 S cgslainall o il (s dudlia
claljall 19
@il yaty, ulie je ¢ (@bl (ayms ¢ miie A One Buyer — One Seller daly g idia/aaly 2l -1
:gsil 13 Ak Many Buyer — One Seller (gsida 3 [ aaly adly —2
Al gl (ayn & Gr Jebigly s aaly miile () :English Auction  gjadady! el —
Ll il [ Jia dpmS GliaSyg milal 48 udi e iYankee Auction S e —w
One Buyer — Many Seller 4sl 3 [ aaly gsida -3
e Sall iladlially ciludlidl o
Dyeas IV oaped) didliad) odgn 3siy o
A e per Jiud ) el e Eus Reverse Auction Jawy! I asial abell ey
Many Buyer — Many Seller &g idu 33 [ dsly 320-4
Ald gl 8 g sl CNTy Aol T (Raaysll) ) GBome o
ol Alee 25 s e pge Juall ae ja JuadY Matching dlalie Jee oy



t Agig SSIY) clafiall ifsh
. @M\Em@@ﬂdﬁmd@m;&jcﬁu\@&ﬁ v
c el Gl o) sl V
cGsadl Gob ce gl el pasd V0
ol g (8 Clatiall e 38 LuaS Cipeai V
G ihall ailgd
cBae Glatia o JpasllspSdan v
el e dasladl ia g v
Aglaall (e g g8 v
(gridial) Jiay B Caplal o galll (Sa)) (gidiall dppulls dpasadll dall i v
eyl sl sl Gob e delil gl el Bulia ga cdabll Gaas 4 Dl V]
selajall al ilgd
@idally AL (e C¥sae 2o (s Al Cabia e 3030y 25my e lilly aad) Adee 1S5 1
alady Al e 23 adsall 3) Sl hL Sticking gdsally 3Ll -2
g Asty) claiall B ) gualll 4l
g 1aally sl sl -1
COpidall o el (e saganall A8 Ladl 2
.C2C Sl o &3 Al clalial) 8 dualiy (ol alani) =3
(Alsk 5580 el Aliey daglia ol Hlaca) Gy aliall 358 Jski 8 -4
wae ol by s el elgiil U8 5V Aaalll s el ki o o ¢ snipping ASie -5
yasilly kil e ahe ) zliady cculaball Jlae b A gualad) mabally 2kl 500 —6
Bartering a<aliall
Dl e gl 136 g5 A Aty SN aBlpall ians dagis Aaddy Aok Sl e e Jlaiiad o
sl Cilasbusal) e dcaiall aaies



M-commerce adiiiall 3 ladl)
Allsall Ciilsell Gl G o8 Aipha Jeads Band &
Jalaad sy ASAN Cailell il e
Gl (gl Dleal) Bl Jlsall e o o
sl g paalsil Aplaill GIAN aile S5
Ay SN Hlaall Jilse g8 fiay o

Direct Marketing _silsall & gl
caaly el g Alea Gagd V) el 0 praal ¢
cpekuadi A8jnal agilily Jalaty aginaling edleall ddle Gppb e Gy 5y o
@ dsall bl ) Aiph e Cpms padiudl Slea o asall 4ny by 2e il Cookie 4
caaisally Laldll (A Clasleall (s
At g o el e Claglas 4l (mjays cpisall 45l die il @glu SN oy o
sall axdtiadl @ e SN oo gl

Re-engineering 4waigl) 3als)
Jeall g i ¥ Al S8 alga & kil sale) ey el 3l 3 asedall Heda o
Adeall e i ¥V Le cdSaall cilghadl) Jib clleall ) ) Cangy 0

ality) salys Jaall )iy e Mgy o



daylud) § pcalaall
clalaiall o 4 5N Glaadd) WgBaad A SEY) gl eyl

Direct Marketing il (3, gusill
.Direct Sales Model 3Ll pll =350 (Dell 485 als) Michael Dell oha e jela
O ae il GlAN Jalal die Cang) S
g SN )il g K1 (3lpm) 25 o Mg Llaall Gsuill pal @
tGph oe elalany iy (Sl 5l Ao cleall Jlu) (Say G @
iyl e 3ypile aildle) , A Cilyedl Je aldle), Jdug , SMS, calgdl, galall 3yl
aeliSolus o Manll e 5ES Clasleall 5850 Lk L agilalaialy o Daell LSl laaly Logd @llia mual
ceDlanll cilalaial aiig ddpa o AN Sa ) Aadaillg clsaDU Bl (A
cedlaall aliad; Lo Coagind 3pilia Ay gud s &l e ihy ¢

Business Process Re-engineering (BPR) aylay! cillaall duaia sale)
Jaall dad Canzan ¥ AN QIS algwe A kil Bale) asgdall 138 Jay 0
lede i ¥ Lo (iSadl cilghaall Jil cilleall sl ) Ciagyy

Al s LalitY) 3alys Jaall )iy e gy ©

Business Process Re-engineering (BPR) a2y cilleall duia 33le) aggda
MIT 22 3aud Michael Hammer el JSik & e el
Lall 3))a¥ 15 ¢ a3 (Lladl 5)3Y) £ Cilygie EDE ) dabiiall 8 Aplal) Sl sisall avds
ey Tasdaatlly Llall 350y Qigs
Ll DU Lebioa 53y i) Taladdl ypusly (Jansgl) 8))3Y) s
Al 315 Llall 831 Cir Jml Aala o Lo Y
(A e sy (A Q] sl 5 e paliall 1T Caslisi e (BPR) asgda ol
S S clesleall 35 e adiad Al 4,000 claliidl sels ) duigll sale) aseie Gak s
S U85 Glagladll 4 e alaie W) 5 cilalaiall 3Sl) JSLell juial 23 Sl A



DAL sedll Jlag) il
L) iy alasi) Ll e
daclall @l yall Cile gana Ll o
coell) 3l ooy Has e

VLN 8)5s el sl sl

ol Al o A lanll Bl dyaad 30l

28kl Gagutll Lia
cchagid) sgenll Hlga) & A
Al Lgyall e
COAY) e Adlic 35ag a0 0
cJsanll Zgasall dpad sl dualll o
D) eDlanll g Ual Allad Ay o

Al Lkt g e il el o

(bl @l 53l Gagedll

q+ﬂ +H *#FS#H' .."+4-
éﬁ.njl J‘L'l_ﬁil___g tﬂl_}.ﬁ! f‘l&lﬁ-‘.‘iﬂjﬁ.ﬂ-ﬂl

e gleall B 43 g 4 g yall
el JeLatll ool

]



el Gasaall Jilia alall (3 pusl

JOE PEN{pg-TY Wi uilall (3 guasl)

eolaall aran A jie Jaac

Cagre e dieo Cagre e
ple ik el Fike
oran U ala
aeall m 58 sald a5

aa)golatl culd Ay gt Al ualad) i3 By gu Al

eSaall ¢l 52 ) e Saally Joliia Yyl

DALl (3ypuall dilly 4 SN BlonY) Jagens
A SN Bl il Juady leaally colaiiall g Aggus v
cllgiaally Al B s g [ p sl i Canseal Ag SN @)V
g A il Gyl e ()58 IS Leanallg codaall dadd aani Y
Al @) e cilatiall jaad) (aliasly sl G A ) Bladll Cueeud v
v

Al aladinl Juady akiiall Aysn | rans (ppndy mag i b Be S



4aalil) 3 pualaall
clalaiall o 4s 5N londd) Lgaad A SEY) gl cpisl] aqls
Customization _aveail
(0 Y gl Dala il s Yy cailillaia s i) oLl aanll (501 5)8 25ng ay ®
Alalial ae ae D Lo miiall Jargy paal Goll )l 4S8 5
csadly Ghlally Gl Hlaaly sludl o5l pavadd Jia

ilicalge Maaty igueS gl g N ehd o

Advertisement ldley!
Ay S Hladll Jlae (A 50Sll aaldall (o SDY) joas
Aeleas 5l Leslatiag Lendi e gl DleY) I clabiall mes anii
cllginal ) dekiidl Al Jhad) Ay @DeY) s
g AN Sylall pedas (oW Laly il )it e LS eyl cpplis o
ke s aeillles e Daad) Cangind 5ydlae Adle) Clea 4ungi Sl i) Gagudll joeks pa ¢
tGoh oo As S Sladl b 5l dgagall DY) Jloyl oy o
(g ASTY 2l e
e (araia adsal pise (e Jpanll 221
.Popup ads splll cldleyl o

clalliss 4l e Capetiy Jrandl DY) oda Cargins o

Ordering Systems k) iaf 4kl
(Rpaadll Alad) cCanlgll) Al Agy,hlly 25 2t als (IS Dlaall e callall 380 dadail cyslas o
iy Gob e dabualls Alelally de pully andy 3950 IS a0 e o2 cinpal o
d)hd\ &1} euﬂ.})” LA) C'_auﬂ\ d.\m).d tub O\L.i LA‘; (Ja.d\ AT e.l;luu .
o) ae gy e slaally VLN A 8 Jld) skl o bl S8 asgiall 138 adiny



Knowledge Organization 4yl ciladaiall
Aaal) il Al e opilly ( V1 Gulally bles Al (e aligiy Cnaally aaally 23 cladiie a0
Al L) Jaad sl clabiidl Cljres (e Cansal 48 el ciladaidl o
o Jle¥) Slaily copilasall (e g AN Jualgill o alaied Laia ciladiiall o Jaail 134 sl @
cJeall dapla iy o N sl 3k
el aa Jalall ey cleailaga Lo sy lehae diph juad o ciladiidl gl okl pal e
cCala sal) dlae§ Jlis el ol aladnnly oSl
ol sheall 48 aoiid ) cileUaill ST e 4 padll g Uil g Gl e Jhe ja o
LY Galall Gl sl 3aljy cjluad) gay Julis ) @lld ool o
dall caledl b g Al Gldaall (e HESN Gl (Say 0
Ay iKY 3ylaill ae |l Jsiudl 4 Mobile Technology 4t 4l

Tele-Commuting 2z e Jazll
Jeal) [yl AT glsa ) e e JEN) Commuting <(J3iall e Jeall 5l) amy e Jaall TElE
el ) Cladll el dllia s Vs eJiiall DA o gslany allall Jsa (alas) odle dllia
e o) peadl Gaulad) iy Jie cam oo sl ediall e Wladl e S JleeY1 (e LS Qllia
casedall Zlad 8 Jeadl) & ApalmY) CallSll Qs Caaglls LAS N il (i zliad Y g sl il

AWlall e il e lelY) yualic Caiad aelsall 8 4yl il 80 Tele-Commuting s ge Jeal) Wik

slally Jaall o bl lsi e f daalis) Jaall jig Candas

Al eleVls Jeall G Juaill dygaam 320 sled) yiliaa .41l Tele-Commuting e ge Jeall il

Agasall 280 gl e Al LY aelsally AN A s,



tamy oo Jeall alai@y) EY)

el 3 e A Jal b Gl Clygiana g i) o
Adlsled) cleliall g U b il dualiy) 3ol

e LV, Al gl s il i (e Al il iy o edenll i S5+
Al dhaiall 8 22y e Janll

e 2 e Jaall 2 lad Clagia pal ey el Akl o)liml Chaa a2 3aely Gam 3 oo Jaall Liing
e 505 @ (gAY Jsall & g ymall aillagl 8)d55 el Jsall ans G 5l Ay agn
g oo deadly Wedlatial (Say Ul 3yagll
gyl Jsall Calise g Jag )l Aseas ) el alladl & VLN 8 Gaay oA adill ool o
suse laa 8 aa o deadl  audy Gam a8 o oSad dapall shal e allally cilalall 4y Lo
Aale Adiay S SN sl Jleey Callally 26805 dan i Jleef 1 Jie

g oo Jeally lua aABDa (S apall allall (giie e dpjall ARl aag o



E-retailing duig s 4l slad Zaulill 3jcalaql)
Electronic Retailing auig sy 4g5aal 5,k
LA g pSIY) A33all 3)la e aalyg E-Tailing

iy e il J8 Janty ¢ Slgll dllginaly aall 2l o piadl gm 05 3 Jaswsl

Slall C¥lae i 4 oY) alaaia aulll LY dagi asedal) 11 ek

il e adse dlla Al 3jeall Adsall )laally amazon.com 8uSh adl 3Shay cdaig ST all <Blaa

ool edlee cilardy caludl a5 ¢ ualilly all (e AR UniYI paen Al 3ylas Aniil Joss

cshial) Al ddile ) dpass

ol Apapadlly audys cClaiall atiyiy ey (e Gl 1oSleiuall il e Bxaly oy

Dhle 100 I Josi o 08 e 10 iy AT A35a5 3)lail Adladl Lgind) Cilapsall aaa! cilbilany) jul

ALE Sl gt (S Y0

1dgig Sy Al (§am A Qe
b Qe Al sl (1
CSlaslES e g saally g pdliall i gusall aa
ceSanll ) Jsaasll dc )Ll 5)lgally 3yaall o oShiay @
LY aladinly agiledd (JUad apugd agiSay
b Omlg ALY Al Ll (2
eBay <Amazon Jt.
sl alladl 8 Alas Jlae sSBa Y ladaa o
BHlaill G dape Qs oSty o
D Osdalll il (3

taaall shusgiay Hla g «Cul ddse PlA e (slery (3l 4
Aigyall dpaldl 2 Olialy Caill e a3yl @lldy eyl alaainy S S<Y1aa o
9SS Goull ana e %45 Sl o

P(laaddly aludl Jlaa (B) dpig SV Al §,las Jela
(ra danisia 3S) 80 Gald adga el
Online Malls 3yiluall 3yt Glaasa 3yl e °



reAY) o lagsa adad) s
, Acal)) adliadl , AsSall culedY) Ay SN 33ea), | Cilina g Calana , ial) Clgn )
. Bladl, 4y ls 25 2SI e, sy 2249 hsaay S

leaall, @bl , chasadl, Gedll, Jaeatlly dawall clgl , caalll, i gally (S0

daalill 450 A< Al 3,0 cilialga

el Alle Akt cldle aw -1
o6 B5ises Olgrme Garias J8 e Ol 3539
e claiiall e slaey!
ol Al e adliay ae Jalail
Qb S S claiiall g (e BSY)
Al Slialpal @3 Al e slaieY!

N o o r WwoN

i) 3l 8 5asmse k) pilindl Guged

1Ag SN Ajal B)lad adlga plarg Jad Gl
Aaaly dee Ayl ) ey
i) e e b ol p RlSal hlall MieY).2
gaa (s Al Blad 3 saill Aphainly (dalal) MEey).3
(A sutl) Cailall) ¢ Deall daxd Jlea) 4
LByl 8 LSl s Jaall5
(Eplay! Gailsall) shala ilimay ) Jaih liny el V) Alladl 8 39 5SNT Jaall ol f LA ey .6



1Agig Sy gl cilgdd g gl
Mail-order retailers that go online sl guh oe 4l el gy quikall -1
cridally Al e (ol om ) e 4 ALl Gagailly ¢ el (o audy Gl e ¢
(Ol sl Gyl e eDaal) ) il il gy ¢ disall 51 Clell Bpha oo ey (gidall o
:Direct marketing from manufacturers giaall 3k oo pdlall( Bagail)azdl .2
Y e gimall 1¢Shay il 53l gl 318 Gk e °
OSlgiaall aa bl JUaVl Gph e pedlonl agd delll (Ko ¢
Osinadl 5,80l 4Be A (e claiiall e Clagleall o S 58 o Jgeaal) dllgiidl (Say
Del Computers yisgweSl J 4S8 :Jbe o
Pure-play e-tailers ;g sy azadl jShal cipall -3
Al Leay gy Biind o (50 i) Gyl e (Slgiall jdlie JS3 s )l GISEN o e
Click —and-mortar retailers ulhll quua 43523 a3 -4
3y Blendl) Gyl e (Y e lamg) Lkl 3l 3 agllac] G55 o3 A5jadll Hla aa @
Aagd leay Jseeall daaall oas 3l mortar retailers dadi aul
el bl adl cilaos g el ok e dball gall Lad gsadiyy o
Internet (online) malls §;&kall Gisudll Glaaza -5
YY) clde ) e (g 38 g ST alial e el g ag e By S Goud Sha @
AU bay Gl Ayl iy (e Slaiiall e el e Sl (S0 #
Al 5SS aliall G IS0 cAilaiul She i e
Baaly 3ya Gadilly adall ahyg o gyladll 3S)all JAka ddliaall jaliall Jalasoaly Geud e aadind

smallbusiness.yahoo.com/merchant gl jaie :lbiad e



Customer Behaviordligiwall & gl 38lall 3 jalsll
A gl el
ASska agds lgiuall o Capaill @l Gaiys ¢ e JSE A ae s SN Gl Ja
Baane dadd ) iiey Galadl ol L8 JATY d4xdy s aatieall @lgls agd (e ol Caagl)
bl gl Jypanes (€Al e cJlaeYl Jlays AV e JS IS ag dllgiuall dlgls Ay
S gl @l Ay 3200
ayal) cole Wadll HLialy G gud) Ljas A0 sall Ay el @l CalES) o
Sl pailady Glals 8 bl dagpud) laiuaN)
OnSlgiunall Lpuitll lalany) 8 8l L eDlaad 3580 g Al cileosl) uuaty gk
iy sl il i) dae) vie aaiaall 8 32l ally ol Slelye
sl LAl 8 5nsall A8LAN dalsall o capaill
oS ellgiall gl 3 g
tsle Gl adingy celpall il llgiall Manl 43S agh o aaild) saclise 58 4ka il
Al i Altiee i L (Lede syl (Sa V) Aiiie Slpiia o
ehall I8 3as) Adee A (pSlgiand) il
il (LAl jadl isall oLl e

One-to-One Marketing 34 34 oa (gagill
tleesi (e B8 Adpylay e Daall IS Jalay (A (Basudll Jaad o
e iy eSleall Claliial ae dualsill o GG S Ll alaly gAY Bl e
Al agilale
ot Jalge 32 e dsaill 138 aaiay
Personalization gadall -
tGpb oo Glld 2y b Glgiuall pe GlbleYy claiially ccilordll dllas 5 o
ol JS0 padtiial e Gleslaall e Jaall
il o GSlgiaall @lslu 4l o
AU AGL o )ya) bl Juas o

LYYy ;b:j .



Cookies jusssll -
gisall e Akl Ly Jamay ccllginall Slea o A SV 5ylaill adisa Ledasty clile
sl Led 093 8pa JS (8 adsall pald e lilall o4 3ol )8 a5
AL ae (Al agye A ek el oooly e
:User Profile aaidwall cila -
(mne Jaand Ll el clially (€ sblly clbiadlly ccnldlaiall oy
:Customer Loyalty sl ¢¥y
e el o Gaudliall e el Aol ade aa cCilpay ilpe Lgadd 458N (e e bl eDlaall a5lae Jay ¢
Ada] agi¥glaa
o8 Gb o 4 By SBle Ly cdieally 1530 o A8 by o Jaadl G BaS B Gl by o
Al @leadl) Juadl
el gaall e il e e SIOEN e oSlaall o5 292y 0
:e-loyalty sl e¥y
A g ST Al 5yl lS i) e danll £y Jmy
:Trust in EC 4339 <) 3l 8 483
i) e 3yilall B2C 3an & 0Slgiual Qi) 350y aal e saaly 480 Hoen o
:daall @ilbilaay) ey
calll Hedll gdsale Gy Oguis Jall ool 650 OSlgindl (0 %80 ¢
Loty A A5l ety AL e p e Gseas Sl e %90

(585 sl 05 On Clapdlaal) 3523l )l 0S5 Canalll e SN e %87 ¢

Cilaslaall ol
Apen I e sy Aleel 510y Aplasll asliia die 3, 5N 5)laill pe vl Sah maal
el iy Ay el Jily Ciliaas Jumil a L e il B S adlsall 8 Jonill il (Sa 0
A g SV 5l #lad e gie paf 23 lagleall (ol Lpagadll o
dha AsdlSa Al ol A pSNI CDlalaall o palatl Gl aias alladl Jgd e paall Cudli e

dojba Glige G DA e Olaleall @l Glea ) Ciagn (oAl 05md) (8 250 5all A0la glasll



305 A1 Bl L) pimpas Al sl (Bl e

Social Engineering :4elaay! duxgl -1

Phishing s sblha¥l -2

man in the middle attack ctlull (alyiel a8l JoS5ig 0 Jde claagdl =3
Replay Attack Juy! sale) asaa —4

LSl adall Jilus -5

Ay s ye Gl Aiacaiall 3yuadll Jilll cilers -6

Aaal A5 Sl 5)la) o))

Jidll 3)50m Led ek NEPS S5y s laglaall 05 Al dp SV 8)laill adlge pe Jaledll pasiisall e —1
clyidial ey L iy Gl Lala¥) 2l Gph el adall -2

el Camaay 448 )5 50 AalS alasinl- 3

oo e (A elld 5% o it 5 aastuaaly paladl Sleall DA (e daig Y B)laill adlge pe Jalaill =5
Okl A e aal oS Y s

g prally 3)seall Aty S adlsal) pa Jalaill -8



E-payment g syl adall jde dgalall §palaall
Al il (3,
AT LS S5 LS a5l DAY add e JIsal) i sa tadall
tet Aulsill adall 3k
Money Orders asull <1l Personal Cheques dsaiill cilulll Cash gaall adall e

4 Sy adall 55k

Credit and Debit Cards ¥ caudly (lasyl cildlay

Digital Currency 4., «dall Debit Cards V! sl Credit Cards glasy) e

Smart cards 453l <y SNl Peer-to-Peer Methods aill aill 3,k E-Wallets 4.yl Lilaall o
A Sy adall g5k laal dalse
isle adall diph loal adiey

Repudiation _=d))l Trace-ability 3,38l oz Convenience w3l

Fraud protection Juwia¥! ¢ 4lall Financial risk 4l jhlaall o

oA adall (Bl bl
sVl il e wadll e Gallinall (Sl ade adll Js age )y cpialall eDlaall Sl o
cedaadl e lan jaS 23 U8 e adal) A8k J o L ialall pdlaad) dvagad Glaia ¢
3y shaially Aatlil) Bl aa Jalsil

28080 5080 & 53 g Ao pus D Lalaall S (alasil Alall Aig yall £ g SN adal) cilylay)

Gacapadll Al Alaly dysell oo RISH e o gnel (iayel ALKl Al COabaall s Al sebaded)
ol el Ay SV el el il 3k ST Credit Cards gty el
ol Gy cpandll A8l aualiy ) 16 A8y JSI ¢

S iy 3

Bladll aalg Al edlaal HSh iy s
Alalas Balgd padiun (gulall S Al Le chlpyiliall 5638 S agd (al Hlaall e
Glilee e aall Jaad Visa, nochargeback.com, VeriSign :olaiy! cililh, ddslas lSH)d o



Digital Currency 4!l c:Nleall
Al gl cililea 4l Sllaa e ke dpadll el o
IS5 OMA (e g Jalall iy iy S )il wdlse o g Jalays coluaal) 3 38 gidall gy @
ol Jle
A SN pladll Jlad ) clegad) dosi @
claall aua) o FEY iy (oladl Gy ) il zlag Y
www.ecash.com -
E-Wallets 4, x<Iy) Lilall

Ay A B)lall adlse (lanys dallad) Cluwsall Gy G ASHS el WAL 5

s caxdinaal Aap cillaimy ilasaall Jlals < lsill ada (g o dlanll dg Y1 ailaall (Sai o

Ay SN el
«@-Cash 4u, Sy cile dadlly c@-Cheques du Sy clSuill (n)as 4y 3K Lilsall oSy o
oLy clilag cula slaas
Peer-to-Peer Methods xll il 5,k
.(eCash.com) s i1 apll Gob e Sy @l -
PayPal.com ;s sSN! adall JUas e
(A Sy bl e Jaladll die) 43 Gige JO Ciph oy ¢
P JlY e
ile gdae Jl) allayy cabuall dlae by Jupall as8y
oY) Ay 3yl e abinal) Qlaa 3 cile siadl Jupall gy o
(AN 3l Gk oo e sl ool Sl @ 0
il Gl el oS Gl ) e giad) i il (S e
Smart Cards 483 & SN
Ligpsl (o alaiiaV) Aaild Ay L daede JigmeS Aagyd i @y £ 0
ol s cCalsel) Ll iy cselly (Jiilly camaall el cilas o Jpmall it
PIN axtiedlly Gald Cagpe o) J) bty dals @il sph ge el 5 0
sl Guh g el wis coliladl od e G Jand 4830 CLSL oSy e

ASA @ Sl Jlase A 33)) MasterCard «GemPlus «<ilSys i e


http://www.ecash.com/
http://www.ecash.com/

e 4550 §palaal)
E-business Strategy asig 58y el daagiliul
fanhiudl 4 L
gl ) gpkl & e
(sl 3 hail) RS aad Lalpayl e
e oladl (8 5SS AN o S5 dnilau)

La il i) Caloal
Baa Gladdy Ciladie aadh ¢
A Qe e DY) .
A Jlee¥) malin JlS)
T DY BATA PENV I
Jaadl Gt i
lagleall Jals o
Jae) Gallss | padas o
Aol i) Lgiian ol oSy ) dgudlill il
deaadiadl Gl Laldy Geudl cilelad e <0
Adlial) e calias ) clatill 2l o
il Gillee g bl ) all Clgl aladtial e
Apase WAl calias Al ekl JShay SERYT el Calag

Generic Strategies dalall 4l yuay|

cedale laglial EDB DA e 3 5N Jee V) Ll delua a0
PP Y\ EENE SO IR E PR

.Overall cost leadership idlaay! dal<ill 328 —1

.Differentiation .l -2

.Focus <l -3



Overall cost leadership ddlaay! dassll sald
Se il Ll Ale
B8y Cadlill (add

gl JSaal) e

Aalall i)l Adlye o

el clileall Cuad e

coaskilly Sadl Callss Jlss e

laadl) Julay e

DY) Jds e

Differentiation il
s U o Sadiag 38 e o L) o8 el (e Al 58l -
ila slaal) 438 Ayl llall g Aranadl oyl Aaddll LV Jagpd agludll 35al) ¢ jaaill Sy
Sl ddedl) calaingl
Focus .Syl
Adhaall o) 5l @Yl baa e ein sl (uilall desana o S 4 aaly o
Alall da JS0 ddagiaall Gl dadd Jsa Al ol a0
ceds Gl e Audliall (e Juadl Blelds 50 1Sy Gauall il i) Cangll daxd e 508 35500 of
allSal (madas ol Gead) lalia) jeas PIA Ga el Giad Ll o PR e G800 (Kay 0
Mgl (paadill DA o
Al dasl A (adle
Ll Ll
Qs & o
il alads) e



Aol 33all yans

Competitive Analysis dudlial Jalas

Alalally dm)lall i) e cileglaall iy aiiy aa)

SWOI Ana(ys/s

st'rengfhs Weaxnesses

Oppartuniti@s
SWOT Jiss
Callall Lmisia aludly ccnlaiiall desis chplall dnandl€ oot L) 35,00 32k Jelse :Strengths

cOandliall 35 il gall ()50 Jana g i) (Aalladl i) ddal) Qi sl :Weaknesses
Bley ¢ Ahasall pasl S L lghe sl (S A8 Byl m)la Jalse :Opportunities
cmls U e cnlaiia) aysi o Lendly cddliall cillasall can,y

Adliall 30y <26l anaall pilgall ¢ Jia olefiad Loy 4S50 3yl G)\i Jalse : Threats

Lty Al

:Z\S}.ﬁ\ -

AN dalall il e gie o L
Bl il e 300 (ol @ L
colal) EDlee 3853l s 3L

ASal dasase dad kel L
cedlanll (e pand Al cilialiie¥) SE L



:Cmadlial) —

A Gpudlie 20 il o2 G

foid s sa Lo ®

foball Lape Goudliall 55 (e

farnedl dliSay e

Bagally ccleaally land) Gun o Cpudlially 230 430 b 4 L o
1@l -

fiplas cldle TG aal & L o

ficliall pad g2 sa o °

foball Lape Gouliall 55 Sa

Clgiardy asii Al sudl lelad 2ae S o

Bagally ccilaadlly lanll Cua (e g sudlially 2580 Ljlie 230 58 L

Axdgiall salll Gl Sl A L

13y eell Apily (LN Juadl ab ga @



The Thirteen Lecture dc 4G 3ualadll

E-bussiness asg sy Jlasy)

E-commerce g S 5lal

* Process .of buying, selllng,.transferrlng, J lasally clatindl Jolss Jis cats sy il
exchanging products, services, or

information over computer networks Lpuladl QISAN e Glaginal

« Pure versus partial ol Jilie 4
= Based on degree of digitization Lyl dapn bl e
o Product .
zw v
o Process '
o Intermediary e v
Ly v
Pure requires all three components to be fully Ly sl DN b Sall wan (o ol 4
digitized BANE
« Internet versus non-Internet A pae Qe sy
*= Most are Internet based cull As Jde <Y
= May be value-added networks or local Gl ) Aalaall dadl) iy il )< N
area networks Adal 3Ll
E-commerce Transactions 41 SV 3lally ™ alaall

. ‘
» Business-to-business (B2B) (B2B) Juuel dgnsall Jlee!

+ Business-to-consumer (B2C) (B2C) cigiuall ) JlecY)
« Consumer-to-consumer (C2C) (C2C) llginall ) llgiall
« Consumer-to-business (C2B) (C2B) iylsi 4, ) il
+ Government-to-citizens (G2C) (G2C) L) Gbalsal dasSall

» Collaborative commerce between partners

* Business to employees

* Intrabusiness / Intraorganizational commerce
* Mobile commerce (M-commerce)
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3)adll Intrabusiness / Intraorganizational
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Scope of E-commerce
Applications supported by infrastructure
+ Hardware
» Software
= Messaging, multimedia, interfaces,
business services
* Networks
= communications
Support areas
* People
» Legal and public policy and regulations
* Marketing and advertisements
» Support services ranging from payments to
order delivery
* Business partnerships like joint ventures,
e-marketplaces, affiliations
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Advantages
. Expands marketplace globally
. Expands availability of resources
. Shortens marketing-distribution channels
. Decreases expenses
. Reduces inventory
. Aids small businesses in competing
. Enables specialized niches
. Quicker delivery of information
. Enables individuals to work from home
. Facilitates delivery of public services
. Allows for purchase of goods at lowered
prices
. Enables customization, personalization
. Decreases costs to customers, while

increasing their choices

Allows for 24 hour shopping

Makes electronic auctions possible

Enables people to interact in electronic
communities
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Limitations

Lack of universal standards
Insufficient bandwidth
Software-development tools are
still evolving

Integration difficulties

Need for special Web servers in
addition to network servers
Accessibility expensive
Unresolved legal issues

Lack of national and international
governmental regulations

Lack of mature methodologies to
measure benefits and justify
Customer resistance

Security questions

Insufficient number of buyers
and sellers for profitable e-
commerce operations
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E-commerce Mechanisms
Electronic auctions
» Competitive market mechanisms
» Forward auctions
o Sellers place offers and
buyers make sequential
bids
= Reverse auctions
o Sellers are invited to
submit bids on product or
service buyer wants
Bartering
« Exchange of goods or services without
money transactions
Portals
» Information gateways
= Single point of access through
Web browser
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Business to Consumer Applications
E-tailing
» Storefronts
= General or specialized
= May be extensions of
physical stores
+ E-Malls
» Collection of stores
under single Internet
address
* Manufacturers may sell direct
* Retailers may act as
intermediaries
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Discovering Customer Desires
» Software agent search engines

Intelligent agents

Monitor site activity
Searching and filtering
agents for customers
Comparison agents

» Electronic questionnaires
» Site tracking

Cookies, Web bugs,
spyware

+ Collaborative filtering through
inference of interest
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E-commerce CRM
* During life cycle of product

Determine customer
requirements

Help customer acquire
product or service
Ongoing support

Aid in disposal

* Tools available

FAQs

E-mail messaging

Track status of order
Personalization of Web
pages and information at
vendor’s site

Chat rooms and
communities
Web-based call centers
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Consumer Behavior Models
» Study of consumer behavior
= Attempts to explain what
consumers purchase and
where, when, how much
and why they buy
« Consumer behavior models
» Predict wide range of
consumer decisions
= Based on background
demographic factors and
other intervening, more
immediate variables
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Security in Electronic Payments
« Authentication of all parties
» Protection of data from alteration
or destruction during
transmission

» Protection from buyer’s
unjustified repudiation

* Privacy

» Customer safety

» Protection of information at
seller’s end
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Legal and Ethical Issues
* Fraud
» Seller’'s and buyer’s
* Buyer protection
» Seller protection
» Unwarranted repudiation
» |ntellectual property rights
= Domain names
* Privacy issues
= Cookies
= Web tracking
» Sales of lists
» Monitoring e-mails and site
visits
» Taxation
» Disintermediation
 Intellectual Property issues
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Internet Marketing and Electronic Retailing
What Sells Well on the Internet?

» Computer hardware and software

« Consumer electronics

» Office supplies

» Sporting goods

» Books and music
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Characteristics of Successful E-Tailing

High brand recognition
A guarantee provided by
highly reliable or well-
known vendors

Digitized format
Relatively inexpensive
items

Frequently purchased

il E-daalll ailad
i latll Ak e GlgeY)

Wgjma ol Ll L Gise riae U8 (e Dlaa
Lo AdlSa 2 2l

QLY (e LIS 8 Wgha S A agl

items bl Clialsall aludl
. Com.modlltles with standard b s 4a (S Yl g yeall Lo 5l
specifications o
« Well-known packaged S
items that cannot be
opened even in a
traditional store
Traditional Payment Methods Ladall aadll 3k
Payment: The transfer of money from . L . N
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» Personal Cheques )
« Money orders (Bank note) (clall 3,834) < 1sall
. Creqllt cards S iy
» Debit cards
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Selection of Payment Method

Based on:

Convenience
Trace-ability
Repudiation
Financial risk
Fraud protection

Attacks on traditional methods?
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Credit Cards

» Avery common method of
payment

» Cards are issued by a bank

* Unique 16-digit number
(including check digits) and an
expiration date

» Third party authorization
companies verify purchases
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E-Payment Pros/Cons

Pros:
» Potential for great flexibility
* Low transaction costs
* Rapid and diverse
purchase power
Cons:

» Perfect copying of
transactions is possible

* Vulnerability to world-wide

attack

» Lack of anonymity,
potential for privacy
intrusion
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Various E-Payment Methods
* Credit and Debit card
» Digital Currency
« E-Wallets
* Peer-to-Peer Methods
 Smart card
* Micro-payments
« B2B
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What is Strategy

« Strategy is the roadmap to
success.

« Strategy answers the question
what business are you in?

» Strategy determines how you
compete within the market you
are in.

» Strategy focuses the company in
a unified direction.
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Strategic Questions
The Company

* What is your uniqueness?

* Where are you vulnerable?

» Why are you losing existing
customers?

* Where is the greatest value
created in the company?

« What are the most common
objections you hear from
customers?

The competition

* Who are the top 3 competitors?

* What are their strengths?

* Where are they vulnerable?

* Where can you attack?

* How do you compare on price,
service, quality, etc?

The market

* What are 3 important trends?

* How is the industry changing?

* How many market segments do
you serve?

* Where is the greatest growth
potential?

* Which of your customers are doing
well and why?
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Competitive Advantage Can Be Achieved
By Strateqgy:

» Concentrating on particular market
segments (niche markets)

» QOffering products which differ from
the competition (product
differentiation)

» Using alternative distribution
channels and manufacturing
processes

+ Employing selective pricing and
fundamentally different cost
structures
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SWOT

Strengths — those factors of the -
company that provide for its
success. A good reputation, quality
products or low cost producer.
Weaknesses — those factors that are
a disadvantage for the company. A
high cost producer, a high employee
turnover, or much competition.
Opportunities — those factors that
are outside the company’s control,
but are areas in which they could
capitalize. A changing demographic
profile, competition closing plants or
e-business allowing for wider
distribution of products.

Threats — those items outside the -
control of the company and that may
hinder it. Items such as new laws, a
recession or increased competition.
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