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To the Reader

If you are like me, you cannot perform your job or organize your social life effectively
without using e-mail and the Web. Our reliance on these technologies and the extent to
which we take them for granted are a testament to the impact that the Internet and the
Web have on our lives. These technologies have created a better-informed consumer and
a manager who is equipped with up-to-the-second information. New communities have
emerged and supply chains have been redesigned. In general, the opportunities created
due to the unique properties of these technologies allow us to set higher goals for our
businesses and to meet them more effectively.

By embarking on this educational journey, you have put yourself in a position to be a leader
in tomorrow’s organization. This book was not written for the student who is seeking a
career in information systems alone; rather, it was written for the leader who wants to gal-
vanize an organization to embrace and fully apply the capabilities of this new technology.

I want to take this opportunity to welcome you to your education on e-commerce. Writ-
ing this book has been a lot of fun for me and I sincerely hope that you get a lot out of it.
[ have tried to be balanced in presenting both the advantages and disadvantages of some
of the new ideas. I encourage you to adopt a similar open and critical stance when read-
ing this book. I expect you will especially enjoy the cases in the book.

You are welcome to e-mail me at sandeep@u.washington.edu with your thoughts and
comments while you are reading this book or afterward.

To the Instructor

Let me first thank you for choosing this textbook. I have worked hard to create a product
that is inspirational and an excellent eéducational experience for your students. | hope you
find that it meets your needs.

This book was written to help managers harness the transformative power of the Internet

to meet business objectives effectively. It is intended as a comprehensive resource for
such managers.
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This textbook is ideal for an introductory or survey e-commerce class in an MBA program
or an undergraduate e-commerce class.

This text has many strengths and unique features, including:

Placing E-Commerce in the Right Context. The text provides the proper perspective on the
rise and fall of dot-coms. The causes of the dot-com failures are analyzed, report cards on

the different sectors of e-commerce are provided, and the challenges of the future are dis-
cussed.

Unique Topic Coverage. This text covers unique topics not found in many other books
(e.g., Open Source, Online Research, M-Commerce, Peer-to-Peer Systems); some topics are
covered in great depth (e.g., Technical Appendix in the E-Auctions chapter). New ideas

are approached in the context of respected theories, and managerial frameworks are dis- -
cussed.

Interdisciplinary Approach. This text relies on information and theories from many dis-

ciplines. These different perspectives have been melded to create an integrative overview
of the field.

Success-Failure Coverage. Adopting a balanced style of writing, this book presents both
the positives and negatives of new ideas. In-depth case studies analyze well-known com-
panies (e.g., Amazon.com and eBay). Rather than limiting the discussion to successes, the

text also includes several cases that cover failures (e.g., Microsoft’s Slate.com and
Boo.com).

Learning Objectives. Learning Objectives appear at the beginning of each chapter and
highlight the major goals to keep in mind while reading through each chapter.

Executive Summaries. An Executive Summary is provided for each chapter, which sum-
marizes the chapter content, ideal for today’s busy student.

E-Tasks. End-of-chapter exercises direct students to the Internet, offering numerous

opportunities for hands-on learning (e.g., an online scavenger hunt and a viral market-
ing exercise).

Discussion Questions. Discussion questions are provided for each chapter, which push
students to utilize their critical thinking skills and lead to great class discussions.

Multi-Course Flexibility. Written with a managerial focus, this book can be utilized in a
variety of courses in information systems, marketing, and management.

Dedicated Web Site. The site, http://krishnamurthy.swcollege.com, features additional
case studies keeping the content fresh and current. I have committed to updating the
Amazon.com, eBay, and NTT DoCoMo cases at least twice a year.

You are welcome to e-mail me at sandeep@u.washington.edu with your thoughts and com-
ments while you are reading this book or afterward.

PREFACE
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