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E-Business, Eighth Edition provides complete coverage of the key business and technology elements of electronic
commerce. The book does not assume that readers have any previous electronic commerce knowledge or
experience,In 1998, having spent several years doing electronic commerce research, consulting, and corporate
training, | began developing an undergraduate business school course and an MBA-level course in electronic
commerce. Although | had used a variety of books and other materials in my corporate training work, | was
concerned that those materials would not work well in university courses because they were written at widely
varying levels and did not have the pedagogic organization and features, such as review questions, that are so
important to students.After searching for a textbook that offered balanced coverage of both the business and
technology elements of electronic commerce, | concluded that no such book existed. The first edition of
E-Business was written to fill that void. In the subsequent editions, | have worked to improve the book and keep it
current with the rapid changes in this dynamic field. The eighth edition includes many updates to the content that
reflect the rapid changes that are occurring in electronic commerce today.

Page 2



oot

ERERERN

ooodoo@ooboyso)oooboobooobooboooboobooobooboo
gooboobobboooooobobobbtodoodobobbobbtbooooooobbbbbouog
gooboobobboooooobobobbtodoodobobbbbooooooobbbbbooog
gobbbbbuoooogobbbbbuoooogobbbbboooooobobbbboodaod
OO0o00ob0obobobOobobobDoooooobobobobobooboooooOwebd
gobbobbbuooooobbbboboooogobbooo
ooooo@obooboyso)yoooooooboboboboboooooooobooboDbo
gobbobbbuoogooobbbobbuoooogobbobbooooooobobbooog
goon

OO00O0O0OE-BusinessO OO0 OQOOOO

Page 3



oot

ERERERN

GaryPO SchneiderD D 0000000000 ODOODOOWiliamSOPerlrothD 0000000 ODO0O
O00000000bOO0DbOO0oDOO0DO0oDOO0oO0O00bO0obOO0obOOoDOOoDOoDOobDOooOOoOobOOoD
00000000000 DO0DO0O0DO0DO0DOU00O0O0bO0oDbOO0DOODOOosOobOobOoD

O InterfacesC] O O IS Auditl) Conlrol Joumald O [0 Joumal oflnformation SystemsD 0 0 OO0 0000 OO
ool dnooidobo0bo0obDbO0oUbOdoDDOdAccounling InformationSystems and
TechnologyReporterD D D 0D OO0 OD0OODOODOOODOOODOOOOOOOOOOODLOODODbDOD
OOCPA(UDODO)DODI14OO

Page 4



oot

ERERERN

Preface

Partl:Introduction

Chapter 1 Introduction to Electronic Commerce
Electronic Commercel] The Second Wave

Electronic Commerce and Electronic Business
Categories of Electronic Commerce

The Development and Growth of Electronic Commerce
The Dot-Com Boom[ Bust[] and Rebirth

The Second Wave of Electronic Commerce

Business Models] Revenue Modelsd and Business Processes
Focus on Specific Business Processes

Role of Merchandising

productl] Process Suitability to Electronic Commerce
Advantages of Electronic Commerce

Disadvantages of Electronic Commerce

Economic Forces and ElectroniO Commerce
Transaction Costs

Markets and Hierarchies

Using Electronic Commerce to Reduce Transaction Costs
Network Economic Structures

Network Effects

Using Electronic Commerce to Create Network Effects
Identifying Electronic commerce Opportunities

Strategic Business Unit Value Chains

Industry Value Chains

SWOT Analysis[] Evaluating Business Unit opportunities
International Nature of Electronic Commerce

Trust Issues on the Web

Language Issues

Cultural Issues

Culture and Government

Infrastructure Issues

Summary

Key Terms

Review Questions

Exercises

Cases

For Further Study and Research

Chapter 2 Technology Infrastructure: The Internet and the World Wide Web
The Internet and the World Wide Web

Origins of the Internet

New Uses for the Internet

Commercial Use of the Internet

Growth of the Internet

Emergence 0f the WOrld Wide Web

Packet-Switched Networks

Routing Packets

Page 5



oot

Internet Protocols
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[0 O O Network EffectsEconomists have found that most activities yield less value as the amount of consumption
increases. For example, a person who consumes one hamburger obtains a certain amount of value from that
consumption. As the person consumes more hamburgers, the value pro-vided by each hamburger decreases. Few
people find the fifth hamburger as enjoyable as the first. This characteristic of economic activity is called the law of
diminishing returns. In networks, an interesting exception to the law of diminishing returns occurs. As more people
or organizations participate in a network, the value of the network to each participant increases. This increase in
value is called a network effect. To understand how network effects work, consider an early user of a fax machine.
When fax machines were first introduced, few companies had fax machines. The value of each fax machine
increased as more companies purchased fax machines. As the network of fax machines grew, the capability of each
individual fax machine increased because it could be used to communicate with more companies. The increase in
the value of each fax machine is the result of a network effect.
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