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Abstract
Business had gone through a great revolution in the past few 
years, and all credit goes to the convergence of computers and 
telecommunication technologies and Internet Service Providers 
(ISPs) which facilitate connection of computers to the internet.
The internet has spawned many innovations in business between 
commercial organizations between individual and commercial 
organization and between individual and individual. Everything 
of our need is available on internet and we now have access to 
almost every knick-knack of our daily lives at competitive prices 
on the internet. In this paper, we have discussed about the concept 
of e-Commerce and its application domain.
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I. Introduction
Even today, some considerable time after the so called ‘dot 
com/Internet revolution’, electronic commerce (e-Commerce) 
remains a relatively new, emerging and constantly changing area 
of business management and information technology. There has 
been and continues to be much publicity and discussion about 
e-Commerce. Library catalogues and shelves are filled with books 
and articles on the subject. However, there remains a sense of 
confusion, suspicion and misunderstanding surrounding the area, 
which has been exacerbated by the different contexts in which 
electronic commerce is used, coupled with the myriad related 
buzzwords and acronyms [1].

II. What is e-Commerce?
E-Commerce is buying and selling goods and products over 
internet. E-Commerce includes not only buying and selling 
goods over Internet, but also various business processes within 
individual organizations that support the goal and transformation 
of economic activity into digital media Exchange information, 
content, agreements, and services among parties that is connected 
to through the Internet. 

Fig. 1: Basic Structure of e-Commerce

Electronic commerce includes the use of computing and 
communication technologies in financial business, online airline 
reservation, order processing, inventory management. Historically 
speaking, the best known idea in electronic commerce has been 
Electronic Data Interchange (EDI) [2]. EDI is the electronic 
transfer of a standardized business transaction between a sender 
and receiver computer, over some kind of private network or 
Value Added Network (VAN). Both sides would have to have 
the same application software. EDI was developed to integrate 
information across larger parts of an organization’s value chain 
from design to maintenance so that manufacturers could share 
information with designers, maintenance and other partners and 
stakeholders [1].

III. Domain of e- Commerce

Fig. 2: Areas of e-Commerce

A. Marketing
In the past this was mainly door-to-door, home parties (like the 
Tupperware parties) and mail order using catalogues. But now 
it has developed into e-marketing spawning ‘CRM’ (customer 
relationship management) data mining like by creating new 
channels for direct sales and promotion.

B. Computer Sciences
Development of different network and computing technologies 
and languages to support e-Commerce and e-business, for example 
linking front and back office legacy systems with the ‘web-based’ 
technology

C. Finance and Accounting
On-line banking; issues of transaction costs; accounting and 
auditing implications where ‘intangible’ assets and human capital 
must be tangibly valued in an increasingly knowledge based 
economy.

D. Economics
The impact of e-Commerce on local and global economies; 
understanding the concepts of a digital and knowledge-based 
economy and how this fits into economic theory.
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E. Production and Operations Management
The impact of on-line processing has led to reduced cycle 
times. It takes seconds to deliver digitized products and services 
electronically; similarly the time for processing orders can be 
reduced by more than 90 per cent from days to minutes. 

F. Production and Operations Management (manufact-
uring) 
Web-based Enterprise Resource Planning systems (ERP) can  be 
used to forward orders directly to designers and/or production floor 
within seconds.In sub-assembler companies, where a product is 
assembled from a number of different components sourced from 
a number of manufacturers, communication, collaboration and 
coordination are critical – so electronic bidding can yield cheaper 
components and having flexible and adaptable procurement 
systems allows fast changes at a minimum cost so inventories 
can be minimized and money saved.

G. Management Information Systems
Analysis, design and implementation of e-business systems within 
an organization; issues of integration of front-end and back-end 
systems.

IV. Key Drivers of e-Commerce

A. Technological Factors
The degree of advancement of the telecommunications 
infrastructure which provides access to the new technology for 
business and consumers.

B. Political Factors
Including the role of government in creating government legislation, 
initiatives and funding to support the use and development of 
e-Commerce and information technology.

C. Social Factors
Incorporating the level and advancement in IT education and 
training which will enable both potential buyers and the workforce 
to understand and use the new technology.

D. Economic Factors
Including the general wealth and commercial health of the nation 
and the elements that contributes to it [1].

V. E-Commerce in Different Countries

Fig. 3: Growth of e-Commerce

A. China
In contrast to western countries, China is one of the late adopters 
of e-Commerce, since the majority of the IT/e-Commerce 
infrastructure was not established until the late 1990s (Tan and 
Wu 2004). However, China was able to catch up with the rest of 
the world in the adoption of e-Commerce technologies including 
email, websites, intranets, extranets and mobiletechnologies. On 
the other hand, the leapfrog approach to adoption has caused the 
deficient deployment of traditional e-Commerce technologies 
such as Electronic Data Interchange (EDI) and Electronic Funds 
Transfer (EFT). This has severely restricted China’s e-Commerce 
development despite the widespread adoption of other e-Commerce 
technologies. The top 4 drivers for e-Commerce adoption in China 
are: market expansion for existing products, customer demand, 
entering new markets and cost reduction. In general, wholesale 
and retail firms consider “customer demand” as the most important 
driver [7].

B. India
Highly concentrated urban areas with very high literacy rates, 
a vast rural population with fast increasing literacy rate, a 
rapidly growing internet user base, technology advancement and 
adoption and such other factors make India a dream destination 
for e-Commerce players.
India’s e-Commerce industry is on the growth curve and 
experiencing a spurt in growth. The Online Travel Industry is 
the biggest segment in e-Commerce and is booming due largely 
to the Internet-savvy urban population. The other segments, 
categorized under online non-travel industry, include e-Tailing 
(online retail), online classifieds and Digital Downloads (still in 
a nascent stage). Mobile Commerce is also growing rapidly and 
proving to be a stable and secure supplement to e-Commerce due 
to the record growth in mobile user base in India, in recent years. 
Growth drivers and barriers are present in equal measures for new 
e-Commerce ventures [8].

C. U.S.A.
Total sales via ecommerce have grown from $27.6 billion in 2000 
to $143.4 billion in 2009; a compound annual growth of 20.11%.
this is an impressive accomplishment, given the economic turmoil 
that a country has experienced during this period. Growth in total 
ecommerce is steady but slowing down [11].

Fig. 4: Growth of e-Commerce in U.S. in Last Few Years
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US e-Commerce Inhibitors
The current economic downturn, plus geopolitical uncertainty • 
surrounding the aftermath of the terrorist attacks on the US 
in September of 2001. 
Skepticism in the US business community that has resulted • 
from the rise and fall of the dotcoms 
The US’s laggard position in the diffusion of wireless • 
technology 
Data and transaction security issues as businesses invest more • 
of their strategy in Ecommerce 
Lack of standard platforms and infrastructure to enable B2B • 
Systems Integration[10]

VI. Importance of e-Commerce

A. Exploitation of New Business
Broadly speaking, electronic commerce emphasizes the generation 
and exploitation of new .business opportunities and to use popular 
phrases: “generate business value” or “do more with less”.

B. Enabling the Customers
Electronic Commerce is enabling the customer to have an increasing 
say in what products are made, how products are made and how 
services are delivered (movement from a slow order fulfillment 
process with little understanding of what is taking place inside the 
firm, to a faster and rt1ore open process with customers having 
greater control.

C. Improvement of Business Transaction
Electronic Commerce endeavors to improve the execution of 
business transaction over various networks.
Effective Performance-It leads to more effective performance i.e. 
better quality, greater customer satisfaction and better corporate 
decision making.

D. Greater Economic Efficiency
We may achieve greater economic efficiency (lower cost) and more 
rapid exchange (high speed, accelerated, or real-time interaction) 
with the help of electronic commerce.

E. Execution of Information
It enables the execution of information-laden transactions between 
two or more parties using inter connected networks. These 
networks can be a combination of ‘plain old telephone system’ 
(POTS), Cable TV, leased lines and wireless. Information based 
transactions are creating new ways of doing business and even 
new types of business.

F. Incorporating Transaction
Electronic Commerce also inco11’orates transaction management, 
which organizes, routes, processes and tracks transactions. It 
also includes consumers making electronic payments and funds 
transfers.

G. Increasing of Revenue
Firm use technology to either lower operating costs or increase 
revenue. Electronic Commerce has the Potential to increase 
revenue by creating new markets for old products, creating 
new information-based products, and establishing new service 
delivery channels to better serve and interact with customers. 
The transaction management aspect of electronic commerce can 
also enable firms to reduce operating costs by enabling better 

coordination in the sales, production and distribution processes 
and to consolidate operations arid reduce overhead.

H. Reduction of Friction
Electronic Commerce research and its associated implementations 
is to reduce the “friction” in on line transactions frictions is often 
described in economics as transaction cost. It can arise from 
inefficient market structures and inefficient combinations of the 
technological activities required to make a transaction. Ultimately, 
the reduction of friction in online commerce will enable smoother 
transaction between buyers, intermediaries and sellers.

H. Facilitating of Network Form
Electronic Commerce is also impacting business .to business 
interactions. It facilitates the network form of organization where 
small flexible firms rely on other partner, companies for component 
supplies and product distribution to meet changing customer 
demand more effectively. Hence, an end to end relationship 
management solution is a desirable goal that is needed to manage 
the chain of networks linking customers, workers, suppliers, 
distributors and even competitors. The management of “online 
transactions” in the supply chain assumes a central role.

I. Facilitating for Organizational Model
It is facilitating an organizational model that is fundamentally 
different from the past. It is a control organization to the information 
based organization. The emerging forms of techno-organizational 
structure involve changes in managerial responsibilities, 
communication and information flows and work group structures 
[12].

VII. Application of e-Commerce with 3G Wireless Commu-
nication

Airlines are offering reservation services over the wireless 1. 
Web, allowing schedule checking and flight changes. Services 
such Fidelity’s Instant Broker allows wireless stock trading. 
Combining GPS with wireless devices allows out-of-town 
travelers to and a restaurant, makes a reservation, and receives 
directions to its location. Wireless entertainment is also 
surfacing, with multi-player games that can be played from 
a phone or handheld device.  
Shoppers are poised to benefit a great deal from wireless 2. 
e-Commerce. Applications such as E-compare (www.
ecompare.com) will allow users to check the prices of a 
product at other locations through their mobile device while 
shopping in a brick and-mortar store. BarPoint.com (www.
barpoint.com) promises consumers the ability to actually scan 
in a bar code of an item for real-time product information 
and pricing.
Final payments can be made through a charge card, e-cash, 3. 
or even billed to a telephone company or Internet service 
provider. 
Even before most cell-phones become web-enabled and 4. 
have screen displays, they can be used for e-Commerce. 
With services like those from Tell Me (www.tellme.com) 
and Quack (www.quack.com), anyone can make a free call 
and use simple voice commands to get information about 
restaurants, sports, movies, lotteries, weather, taxis, airlines, 
stock quotes, or horoscopes. This voice interface to the web 
makes valuable e-Commerce information available to anyone 
from anywhere using wireless technology, even if they have 
no computer and no ISP!
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Wireless technology is perfectly suited for bringing 5. 
e-Commerce to automobiles and other forms of transportation 
.Telematics such as the OnStar system (www.onstar.com) put 
distressed travelers in immediate contact with assistance and 
direct hungry travelers to the nearest appropriate restaurant. 
Traffic advisory systems can guide a driver to his or her 
destination or warn of impending traffic jams.
Wireless technologies and e-Commerce also facilitate the 6. 
redesign of other organizational activities. Companies that 
use a just-in-time (JIT) manufacturing approach can track 
inventory through wireless transmitters and can also track the 
location of vehicles bringing materials to be processed.
The medical industry has begun to benefit from e-Commerce 7. 
through physician use of wireless prescription pads that feed 
orders directly into a pharmacy’s information system. Vending 
machines can be wirelessly networked, and can automatically 
call for more supplies or maintenance. Sales people can go 
literally anywhere in the field and access product information 
and customer accounts. Students can become part of a virtual 
campus and maintain complete connectivity and interactivity 
with classroom activities and school resources [5].

VIII. Mobile Commerce and e- Commerce
It combines two highly explosive technologies, Internet and 
wireless communications. M-commerce enables you to do 
business with your customer at any time and any place without 
any geographical constraint theoretically. M-commerce creates 
new business opportunities for different players, including mobile 
network operators, equipment manufacturers, content providers, 
solution developers, and system integrators. However, there are 
still quite a lot of issues that have to be addressed and resolved 
for different players in order to have general acceptance from 
mobile users.

IX. Characteristics of m-Commerce

A. Convenience and Accessibility
In an m-commerce world, people are not constrained by time 
and place.

B. Diversity
Web browser assisted with email is the most common e-Commerce 
model. There are various methods to do m-commerce because of 
the diversity of mobile devices and wireless network services.

C. Personalization
Where the PC is often shared across multiple users, mobile devices 
are typically operated by and configured for a single user.

D. Limitation
Because of the device capability, connection reliability and 
security problems, and today’s m-commerce is mostly used in 
B2C and for small- and low-value items.

X. Benefits Offered by m-Commerce

A. For Consumers
Consumers can purchase the best prices in the marketplace. This 
can similarly be done right now via clicking on their mobile 
device.

B. For Service Providers
M-commerce provides a technology to increase merchants’ 
sales and drive management efficiency for service providers 
because companies can send product information to customers 
in time according to their personalized preference via a web page 
promotion or a mobile alert to increase their willingness to buy 
a product.

C. For Telecommunication Operators
The more the airtime used by customers, the more the revenue 
telecom operators can achieve. Furthermore,the operator can get 
money from fees charged to service providers for each m-commerce 
transaction [6].

XI. Promotion of e- Commerce

A. Marketing Plan
It should contain a detailed synopsis of the marketing channels to 
be used, budgetary considerations and the standard benchmarks to 
be used to measure the effectiveness of the marketing effort.

B. Offline Marketing Initiatives
All company literature, whether it be letterhead, print campaigns, 
business cards, and all forms of stationary should make mention 
of the companies web address.

C. Visitors Details
If offline media campaigns are used to drive traffic to a web site 
then the website should try to capture a sites visitor details. This 
is a form of lead conversion that allows a company to build a 
marketing database.

D. Offer Free Product
Offering a free whitepaper or some type of free product or service 
can act as an inducement to get people to submit their details to 
allow a follow up consultation that can lead to a sale.

E. Capturing Online Search Traffic
It is a part of any ecommerce promotion platform. Natural organic 
traffic is free traffic delivered to a website from search engine 
listings. It is the goal for every company to structure their website 
according to the search terms that best define its business activity 
and to seek top ten rankings for each of those terms. 

F. Pay Per Click
Traffic is the quickest way to deliver quality traffic to an e commerce 
promotion or site. By opening an account with Google, MSN or 
Yahoo, companies can bid on search terms that correspond to their 
business, create text advertisements and bid on search placements 
inside the search engines listings.

G. Use of Metrics
Metrics can be used to measure the conversions on site traffic and 
eliminate terms that do not convert to sales. This is a great way 
to deliver quality traffic that pays dividends.

H. Online Banners
Banners displayed on a search network can bring significant traffic 
to a site. By placing banner advertisements on high volume and 
relevant sites, a company can increase exposure and deliver 
targeted traffic to a site. This should be part of every of a company’s 
internet promotion strategy.
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I. Email Campaign Marketing
is a very effective e commerce promotion strategy. By delivering 
highly relevant and targeted traffic to an existing or potential 
customer base, you can promote your products and build a loyal 
customer base. It is a strategy that every online business should 
consider [13].

XII. Conclusion
E-Commerce has become feasible due to the convergence and 
integration of many technologies. There has been and continues 
to be much publicity and discussion about e-Commerce. Library 
catalogues and shelves are filled with books and articles on this 
subject and it is the thing which is popular and being used by 
whole world in today’s scenario and it has many applications in 
almost every field whether it is agriculture or Business. So, in 
future articles related to this will be discussed so as to promote 
this topic and make it a worldwide approach.
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