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Features of e-commerce:
Ubiquity: It means found everywhere. It liberates the market from being restricted to a physical space and makes it possible to shop from your desktop, at home, at work, or even from your car, using mobile commerce. The result is called a marketspace. From a consumer point of view, ubiquity reduces transaction costs-the costs of participating in a market. To transact it is no longer necessary that you spend time and money traveling to a market. 

Global Reach: E-commerce technology permits commercial transactions to cross cultural and national boundaries far more conveninently and cost-effectively than is true in traditional commerce. The potential market size for e-commerce merchants is roughly equal to the size of the world’s online population.

Universal Standards: The technical standards for conducting, e-commerce, are universal standards-they are shared by all nations around the world. The universal technical standards of the Internet and e-commerce greatly lower market entry costs. At the same time, for consumers, universal standards reduce search costs-the effort required to find suitable products. And users of the Internet, both businesses and individuals, experience, benefits that arise because everyone uses the same technology. With e-commerce technologies, it is possible for the first time in history to easily find many of the suppliers, prices, and delivery terms of a specific product anywhere in the world.

Richness: The Internet has the potential for offering considerably more information richness than traditional media such as printing presses, radio, and television because it is interactive and can adjust the message to individual users. Chatting with an online sales person, and use of audio visuals marks its richness.

Interactivity: e-commerce technologies allow two way communication between merchant and consumer. Traditional television, cannot ask viewers any questions or enter into conversations with them, and it cannot request that customer information be entered all of these activities are possible on an e-commerce Web site. Interactivity allows an online merchant to engage a consumer in ways similar to a face to face experience, and on a much more massive, global scale.
Information Density: The Internet and the Web vastly increase information density. E-commerce technologies reduce information collection, storage, processing, and communication costs. These technologies increase greatly the currency, accuracy, and timeliness of information-making information more useful and important. Information becomes more plentiful, less expensive and of higher quality.

Personalization / Customization:


E-commerce technologies allows personalization merchants can target their marketing messages to specific individuals by adjusting the message to a person’s name, interests, and past purchases. The technology also permits customization – changing the delivered product or service based on a user’s preferences or prior behavior.


E-commerce technologies have evolved to be much more social by allowing users to create and share content in the form of text, videos, music, or photos with a worldwide community. Using these forms of communication, users are able to create new social networks and strengthen existing ones. 

Type of e-commerce:

Business-to-Consumer (B2C) E-commerce: The most commonly discussed type of e-commerce is Business-to-Consumer (B2C) e-commerce, in which online business attempt to reach individual consumers. Even though B2C is comparatively small. It has grown within the B2C category, there are many different types of business models. portals, online retailers, content providers, transaction brokers, service providers and community providers.
Business-to-Business (B2B) E-Commerce: Business-to-Business (B2B) e-commerce, in which business focus on selling to other business, is the largest from of e-commerce. Here transactions takes place between & businessmen. Final consumer is not involved in B2B.
Consumer-to-consumer (C2C) E-Commerce: Consumer-to-consumer (C2C) e-commerce provides a way for consumers to sell to each other, with the help of an online market maker. In C2C e-commerce, the consumer prepares the product for market, places the product for auction or sale, and relies on the market provide catalog, search engine, and transaction-clearing capabilities so that products can be easily displayed, discovered, and purchased.
Peer-to-Peer (P2P) E-commerce : Peer-to-peer technology enables Internet users to share files and computer resources directly without having to go through a central Web server. In peer-to-peer’s form no intermediary is required. The most widely used P2P networks are used for downloading large video files and mostly for music files. Some of this downloading and sharing is legal.

Mobile Commerce (M-commerce): Mobile commerce, or m-commerce, refers to the use of wireless digital devices to enable transactions on the Web. M-commerce involves the use of wireless networks to connect cell phones. Once connected, mobile consumers can conduct transactions, including stock trades, in-store price comparisons, banking, travel reservations, and more.
Business Revenue Models in E-Commerce:


A firm’s revenue model describes how the firm will earn revenue, generate profits, and produce a superior return on invested capital. The function of business organizations is both to generate profits and to produce returns on invested capital.

In the advertising revenue model, a Web site that offers its users content, services, and/or products also provides a forum for advertisements and receives fees from advertisers. Those Web sites that are able to attract the greatest viewership or that have a highly specialized, differentiated viewership and are able to retain user attention are able to charge higher advertising rates. Yahoo, for instant, derives a significant amount of revenue from search engine and other forms of online advertising.


In the subscription revenue model, a Web site that offers its users content or services charges a subscription fee for access to some or all of its offerings. The content offered high-value-added, premium offering that is not readily available elsewhere nor easily replicated. They may charge montly, years or one-time charges.


In the transaction fee revenue model, a company receives a fee for enabling or executing a transaction. e-Bay provides an online auction marketplace and receives a small transaction fee from a seller if the seller  is successful in selling the item. An online stockbroker, receives transaction fees each time it executes a stock transaction on behalf of a customer.


In the sales revenue model, companies derive revenue by selling goods, information, or services to customers. Companies such as Amazon (while sells books music, and other products all have sales revenue models e.g. amazon.com.


In the affiliate revenue model, sites that steer business to an “affiliate” receive a referral fee or percentage of the revenue from any resulting sales. It makes money by connecting companies with potential customers by offering special deals to its members. 

B2CModels:

Portal:

Portal offers users powerful Web search tools as well as an integrated package of content and services, such as news, e-mail, instant messaging, calendars, shopping, music downloads, video streaming, and more. They are marketed as places where consumers will want to start their Web searching and hopefully stay a long time to read news, find entertainment, and meet other people. Portals do not sell anything directly. Portals generate revenue primarily by charging advertisers for ad placement, collecting referral fees for steering customers to other sites, and charging for premium services.


Google and Ask.com can also be considered portals of a sort, but currently focus primarily on offering search services. They generate revenues primarily from search engine advertising sales and also from affiliate referral fees.

E-Tailer:


Online retail stores are often called as e-tailers. Customers have to connect to the Internet to check their inventory and place an order. Some e-tailers, are subsidiaries or divisions of existing physical stores and carry the same products. Several other variations of e-tailers are online versions of direct mail catalogs, online mails, and manufacturer-direct online sales. Every Internet user is a potential customer. Customers who feel time-started are even better prospects. e.g. bluenife.com.

Content Provider: 


Content providers distribute information content, such as digital video, music, photos, text and artwork, over the Web. Digital music, movies, and television have become an increasingly important part of the market.


Content providers make money by charging a subscription fee and many others, charge customers for content downloads in addition to or in place of a subscription fee.


Not all online content providers charge for their information. Users can access news and information at these sites without paying. These popular sites make money in other ways, such as through advertising on the site. However, “free content” is limited to headlines and text and in depth articles or video delivery is sold for a fee. The key to becoming a successful content provider is owning the content.
Transactions Broker:


Sites that process transactions for consumers are transaction brokers. The largest industries using this model are financial services, travel services, and job placement services. the online transaction broker’s of saves money and time. Most transaction brokers provide timely information and opinions. Sites such as Monster.com offer job searchers a national marketplace for their talents and employers a national resource for that talent. Both employers and ob seekers are attracted by the convenience. Online stock brokers charge commissions that are less than traditional brokers.

Transaction brokers make money each time a transaction occurs. Attracting new customers and encouraging them to trade frequently are the keys to generating more revenue for these companies.

Market Creator:


Market creators build a digital environment in which buyers and sellers can meet, display products, search for products, and establish prices. eBay’s auction business model is to create a digital electronic environment for buyers and sellers to meet, agree on a price, and transact. This is different from transaction brokers who actually carry out the transaction for their customers, acting as agents in larger markets. At eBay, the buyers and sellers are their own agents. Each sale on eBay nets the company a commission based on the percentage of the item’s sales price. 


The market opportunity for market creators is potentially vast. Only if the, firm has the financial resources and marketing plan to attract sufficient sellers and buyers to the marketplace.

Service Provider:


While e-tailers sell products online service providers offer services online. Online services include photo sharing, video sharing, and user-generated content. Google has developed online applications such as Google Maps.


Service providers use a variety of revenue models. Some charge a fee, or monthly subscriptions, while others generate revenue from other sources, such as through advertising and by collecting personal information that is useful in direct marketing.


Service providers offers consumers valuable, convenient, time-saving, and low-cost alternatives to traditional service, providers.


The market opportunity for service providers is as large as the variety of services that can be provided and potentially is much larger than the market opportunity for physical goods.

Community Provider:


Community Provider are Sites for like-minded individuals to meet and converse much easier, without the limitations of geography and time. Community providers are sites that create a digital online environment where people with similar interests can transact, share interests, photos, videos; communicate with like minded people; receive interest-related information.


Community providers create a fast, convenient, one stop site where users can focus on their most important concerns and interests, share the experience with friends, and learn more about their own interests. Community providers revenue model includes subscription fees, sales revenues, transaction fees, affiliate fees, and advertising fees e.g. Huggies.com.

E-Commerce Security:


Integrity refers to the ability to ensure that information being displayed on a Website, or transmitted or received over the Internet, has not been altered in any way by an unauthorized party. If an unauthorized person intercepts and changes the contents of an online communication, the integrity of the message has been compromised because the communication no longer represents what the original sender intended.


Nonrepudiation refers to the ability to ensure that e-commerce participants do not deny their online actions. The availability of free e-mail accounts makes it easy for a person to post comments or send a message and perhaps later deny doing so. Even when a customer uses a real name a message and e-mail address, it is easy for that customer to order merchandise online and then later deny.


Authenticity refers to the ability the identity of a person or entity with whom you are dealing on the Internet. 


Confidentiality refers to the ability to ensure that messages and data are available only to those who are authorized to view them. Privacy refers to the ability to control the use of informations customer provides about himself or herself.


They must protect that information from unauthorized use.


Availability refers to the ability to ensure that an e-commerce site continues to function as intended.

Encryption:

Encryption is the process of transforming plain text or data into cipher text that cannot be read by anyone other than the sender and the receiver. The purpose of encryption is (a) to secure stored information and (b) to secure information transmission. Encryption can provide

· Message integrity – provides assurance that the message has not been altered.

· Nonrepudiation – prevents the user from denying he or she sent the message.

· Authentication – provides verification of the identify of the person (or computer) sending the message.

· Confidentiality – gives assurance that the message was not read by others.

This transformation of plain text to cipher text is accomplished by using a key or cipher. A key (or cipher) is any method for transforming plain text to cipher text.

Secure Sockets Layer (SSL)


The most common form of securing channels is through the Secure Sockets Layer (SSL). When you receive a message from a server on the Web with which you will be communicating through a secure channel, this means you will be using SSL to establish a secure negotiated session. A secure negotiated session is a client-server session in which the URL of the requested document, along with the contents, contents of forms, and the cookies exchanged, are encrypted. For instance, your credit card number that you entered into a form would be encrypted. A session key is a unique symmetric encryption key chosen just for this single secure session.


The SSL protocol provides data encryption, server authentication, optional client authentication, and message integrity for TCP / IP connections.


SSL was designed to address the treat of authenticity by allowing users to verify another user’s identity or the identity of a server. It also protects the integrity of the message exchanged.


While the SSL protocol provides secure transactions between merchant and consumer, it only guarantees server-side authentication.

E-Commerce Payment Systems:

Digital Cash:

Digital cash (also called e-cash) was one of the first forms of alternative payment systems developed for e-commerce. The basic idea behind all digital cash systems is payment over the Internet by transmitting unique, authenticated tokens representing cash value from consumer to merchants. Users would deposit money in a bank or provide a credit cash. Banks would issue digital tokens (unique encrypted numbers) for various denominations of cash, and consumers could ‘spend’ these at merchants’ sites. Merchants would in turn deposit these electronic tokens in its bank. DigiCash, First Virtual, and Millicent, all early pioneers in digital cash.

online Stored value Payment Systems:


Online stored value payment systems permit consumers to make instant, online payments to merchants and other individuals based on value stored in an online account.


PayPal enables individuals and business with e-mail accounts to make and receive payments up to a specified limit.


When you make a payment using PayPal, you e-mail the payment to the merchant’s PayPal account. PayPal transfers the amount from your credit or checking account to the merchants, bank account. No personal credit information has to be shared among the users, and the service can be used by individuals to pay one, another even in small amounts.


Smart cards are another kind of stored value system based on credit card sized, plastic cards with embedded chips that store personal information that can be used to support mobile wireless e-commerce payments. They are not used from home PCs to purchase goods, but can be used to pay for generally small ticket items by waving the card at a reader, or passing it through a reader. Whereas credit cards store a single charge account number in the magnetic strip on the back, smart cards can hold 100 times more data, including multiple credit card numbers and information regarding health insurance, transportation, personal identification, bank accounts. This capacity makes them an attractive alternative to carrying a dozen or so credit and ID cards in a  physical wallet. Smart cards can also require a password, adding another layer of security.
Digital Accumulating Balance Payment Systems:


Digital accumulating balance payment systems allow users to make micropayments and purchases on the Web, accumulating a debit balance for which they are billed at the end of the month. Like a utility or phone bill, consumers are expected to pay the entire balance at the end of the month using a checking or credit card account. Digital accumulating balance systems are ideal for purchasing intellectual property on the Web such as single music tracks, chapters of books, or articles from a newspaper such as ringtones and games. Balances accumulate and customers are billed monthly with their regular phone bill.

Digital Checking Payment System :

Digital checking payment systems is based on the consumer’s existing checking account. When a consumer wishes to pay by check at a merchant site that offers this service an online authorization form appears that mimics the appearance of a paper check. The user is prompted to fill in checking account information, including a valid check, number, bank, number, and bank account number. To authorize payment a user must type his or her full name. The payment information is matched against various databases containing information on known bad check writers, real-time information from the customer’s bank about current bank account status, fraud databases, and an address verification system to verify the customer’s name and address. It then produces a check or electronic debit for the amount of the purchase as indicated on the check, and delivers it to the merchant. The check is deposited by the merchant and routed to the consumer’s bank for payment, just like a check written from a checkbook. Digital checking has not been successful. 

E-Commerce Information:
Packet Switching:

Packet switching is a method of slicing digital messages into discrete units called packets, sending the packets along different communication paths as they become available, and then reassembling the packets once they arrive at their destination.

Transmission Control Protocol / Internet Protocol (TCP / IP)


Transmission Control Protocol / Internet Protocol was developed have protocol to govern the formatting ordening compressing, and error-checking of messages, as well as specify the speed of transmission and means by which devices on the network will indicate they have stopped sending and / or receiving message.


TCP establishes the connections among sending and receiving Web computers, and makes sure that packets sent by one computer are received in the same sequence by the other, without any packets missing. IP provides the Internet’s addressing scheme and is responsible for the actual delivery of the packets.
Domain Names, DNS, and URLs

An IP address can be represented by a natural language convention called a domain name. The doman name system (DNS) allows expressions such as Cnet.com to stand for a numeric IP address. A uniform Resource Locator (URL) which is the address used by a Web browser to identify the location of content on the Web, also uses a domain name as part of the URL. A typical URL contains the protocol to be used when accessing the address, followed by its location. 
