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Prefac

In 1849 a group of settlers travelling west towards the Promised Land, California, entered a
then unnamed valley. The valley presented a harsh environment with a barrier of mountains to the
west making the way forward unclear. Some of the settlers lost their lives as they sought to find a
route west hefore eventually reaching California and what was to become one of the most prosperous
places on Earth. As the group left the valley, one of the women in the group turned and said
*Goodbye, Death Valley’ and hence the valley got its name.

The route to e-business success is also not straightforward and similarly fraught with difficul-
ties of selecting the correct strategic direction and surviving in an increasingly harsh competitive en-
vironment. Not all who follow the route survive. However, the competitive drivers to follow this
route, such as demand from customers and adoption by competitors make this journey essential.
The rewards are evident from those adopters who identified the opportunity early and steered their
companies in the right direction.

This book is intended to equip current and future managers with some of the knowledge and
practical skills to help them navigate their organization towards e-business.

A primary aim of this book is to identify and review the key management decisions required by
organizations moving to e-business and consider the process by which these decisions can be taken.
Key guestions are; What approach to e-business strategy do we follow? How much do we need to
invest in e-business? Which processes should be our e-business priorities? Should we adopt new bus-
iness and revenue models? What are the main changes that need to be made to the organization to fa-
cilitate e-business?

Given the broad scope of e-business, this book takes an integrative approach drawing on new
and existing approaches and models from many disciplines including information systems, strategy,
marketing, supply and value chain management, operations and human resources management.

What is e-business management?

As we will see in Chapter 1, electronic business (e-business) is aimed at enhancing the competi-
tiveness of an organization by deploying innovative information and communications technology
throughout an organization and beyond, through links to partners and customers. [t does not simply
involve using technology to automate existing processes, but should also involve using technology to
help change these processes. To be successful in managing e-business, a breadth of knowledge is
needed of different business processes and activities from across the value chain such as marketing
and sales, through new product development, manufacturing and inbound and outbound logistics.
Organizations also need to manage the change required by new processes and technology through
what have traditionally been support activities such as human resources management.

From this definition, it is apparent that e-business involves looking at how electronic communi-
cations can be used to enhance all aspects of an organization's supply chain management. It also in-
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volves optimizing an organization’s value chain, a related concept that describes the different
value-adding activities that connect a company’s supply side with its demand side. The e-business
cra also involves management of a network of interrelated value chains or value networks.

What is e-commerce management?

To this point we have exclusively used the term ‘e-business’, but what of ‘e-commerce’? Both
these terms are applied in a variety of ways; to some they mean the same, to others they are quite
different. As explained in Chapter 1, what is most important is that they are applied consistently
within organizations so that employees and external stakeholders are clear about how the organiza-
tion can exploit electronic communications. The distinction made in this book is to use electronic
commerce (e-commerce) to refer to all types of electronic transactions between organizations and
stakeholders whether they are financial transactions or exchanges of information or other services.
These e-commerce transactions are either buy-side e-commerce or sell-side e-commerce and the man-
agement issues involved with each aspect are considered separately in Part 2 of the book. E-business
is applied as a broader term encompassing e-commerce but also including all electronic transactions
within an organization.

Management of e-commerce involves prioritizing buy-side and sell-side activities and putting in
place the plans and resources to deliver the identified benefits. These plans need to focus on man-
agement of the many risks to success, some of which you may have experienced when using e-com-
merce sites, from technical problems such as transactions that fail, sites that are difficult to use or
are too slow, through to problems with customer service or fulfilment, which also indicate failure of
management.

How is this book structured?

The overall structure of the book shown in Figure P.1 follows a logical sequence: introducing
e-business terms, concepts and history of development in Part I ; reviewing alternative strategic ap-
proaches and applications of e-business in Part 2; and how strategy can be implemented in Part 3.
Within this overall structure, differences in how electronic communications are used to support dif-
ferent business processes are considered separately. This is achieved by distinguishing between how
electronic communications are used, from buy-side e-commerce aspects of supply chain management
in Chapters 6 and 7, to the marketing perspective of sell-side e-commerce in Chapters 8 and 9.
Figure P.1 shows the emphasis of perspective for the particular chapters.

Part 1 ;. Introduction (Chapters 1-4)
Part 1 introduces e-business and e-commerce. It seeks to clarify basic terms and concepts by
looking at different interpretations of terms and applications through case studies.
® Chapter 1 : Introduction to e-business and e-commerce. Definition of the meaning and scope
of e-business and e-commerce. Introduction to business use of the Internet-what are the ben-
efits and barriers to adoption and how widely used is it?
® Chapter 2 E-commerce fundamentals. Introduction to new business models and market-
place structures enabled by electronic communications.
® Chapter 3: E-business infrastructure. Background on the hardware, software and telecom-
munications that need to be managed to achieve e-business.
® Chapter 4 : E-environment. Describes the macro-environment of an organization that pres-
ents opportunities and constraints on strategy and implementation.

Part 2. Strategy and applications (Chapters 5-9)
In Part 2 of the book approaches to developing e-business strategy and applications are re-
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Figure P. 1  Structure of the book

viewed for the organization as a whole (Chapter 5) and with an emphasis on buy-side e-commerce
(Chapters 6 and 7) and sell-side e-commerce (Chapters 7 and 8) .
® Chapter 5 : E-business strategy. Approaches to developing e-business strategy. Differences
from traditional strategic approaches. Relation to IS strategy.
® Chapter 6: Supply chain management. A supply chain perspective on strategy with exam-
ples of how technology can be applied to increase supply chain and value chain efficiency. -
® Chapter 7 ; E-procurement. Evaluation of the benefits and practical issues of adopting e-pro-
curement.
® Chapter8: E-marketing. A sell-side e-commerce perspective to e-business., reviewing differ-
ences in marketing required through digital media. Structured around developing an e-mar-
keting plan.
® Chapter 9: Customer relationship management. Reviews marketing techniques that apply
e-commerce for acquiring and retaining customers.

Part 3 : Implementation (Chapters 10-12)
Management of e-business implementation is described in Part 3 of the book in which we exam-
ine practical management issues involved with creating and maintaining e-business soltitions.
® Chapter 10 : Change management. How to manage the organizationial, human and technolo-
gy changes required in the move to e-business. o g2
® Chapter 11 : Analysis and design. We discuss the main issues of analysis and desigrilr'ais'ed
by e-commerce systems that need to be discussed by managers and solutions providers.
® Chapter 12'. Implementation and maintenance. How should e-commerce systems be man-
aged and monitored once they are live? '
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Who should use this book?

Students

This book has been created as the main student text for undergraduate and postgraduate
students taking specialist marketing courses or modules which cover e-business, e-commerce or
e-marketing. The book is relevant to students who are;

8 undergraduates on business programmes which inciude modules on the use of the Internet
and e-commerce. This includes specialist degrees such as electronic business, electronic
commerce, Internet marketing and marketing or general business degrees such as business
studies and business administration and business mandgement;

® undergraduate project students who select this topic for final-year projects or dissertations—
this book is an excellent source of resources for these students;

® undergraduates completing work placement involved with different aspects of e-business
such as managing the intranet or company web site;

® postgraduates students on specialist masters degrees in electronic commerce , electronic busi-
ness or e-marketing and generic MBA, Certificate in Management , Diploma in Manage-
ment Studies which involve modules or electives for electronic commerce and digital market-

ing.

What does the book o ffer to lecturers teaching these courses?

The book is intended to be a comprehensive guide to all aspects of deploying c-business and e
commerce within an organization. The book builds on existing theories and concepts and questions
the validity of these models in the light of the differences between the Internet and other media. The

“book references the emerging body of literature specific to e-business, e-commerce and e-marketing.
As such, it can be used across several modules. Lecturers will find the book has a good range of
case studies, activities and exercises to support their teaching. These activities assist in using the
book for student-centred learning as part of directed study. Web links given in the text and at the
end of each chapter highlight key information sources for particular topies.

Practitioners

There is also much of relevance in this book for the industry professional mcluding:

® Senior managers and directors seeking to apply the right e-business and e-commerce approa-
ches to benefit their organization.

® [nformation systems managers who are developing and implementing e-business and e-com-
merce strategies.

® Marketing managers responsible for defining an e-marketing strategy and implementing and
maintaining the company web site.

® Supply chain, logistics and procurement managers wanting to see examples of best practice
in using e-commerce for supply chain management.

® Technical project managers or webmasters who may understand the technical details of
building a site, but have a limited knowledge of business or marketing fundamentals.

Student learning features

A range of features have been incorporated into this book to help the reader get the most out of
it. They have been designed to assist understanding, reinforce learning and help readers find infor-
mation easily. The features are described in the order you will encounter them.



At the

start of each chapter

Chapter at a glance : a list of main topics, ‘focus on’ topics and case studies.

Learning outcomes : a list describing what readers can learn through reading the chapter and
completing the activities.

Management issues ; a summary of main issues or decisions faced by managers related to the
chapter topic arca.

Web support . additional material on Companion Web Site.

Links to other chapters: a summary of related topics in other chapters.

Introductions: succinct summaries of the relevance of the topic to marketing students and
practitioners together with content and structure.

In each chapter

At the

Activities: Short activities in the main text that develop concepts and understanding, often
by relating 1o student experience or through refercnce to web sites. Model answers are pro-
vided te activities at the end of the chapter where applicable.

Case studies; Real-world examples of issues facing companies that implement e-business.
Questions at the end of the case study highlight the main learning points from each case
study.

Running case studies: The B2B Company and The B2C Company. These two cases are used
throughout the book in activities to encourage students to think about solutions to commonly
faced management decisions related to a partilar topic. Managers can substitute their own
organization to reflect on how they are approaching an issue. The two companies are intro-
duced in Chapter 1.

‘Focus on’ sections: More detailed coverage of specific topics of interest.

Questions for debate: Suggestions for discussion of significant issues for managers involved
with the transformation required for e-business.

Definitions; When significant terms are first introduced the main text contains succinct defi-
nitions in the margin for easy reference.

Web links . Where appropriate, web addresses are given for further information, particularly
those to update information.

Chapter summartes : Intended as revision aids and to summarize the main learning points

from the chapter.

end of each chapter

Sel f-assessment exercises: short guestions which will test understanding of terms and con-
cepts described in the chapter.

Discussion questions : require longer essay-style answers discussing themes from the chapter,
and can be used for essays or as debate questions in seminars.

Essay questions ; conventional essay questions.

Examination questions ; typical short-answer questions found in exams and can also be used
for revision.

References; these are references to books, articles or papers referred to within the chapter.
Further reading : supplementary texts or papers on the main themes of the chapter. Where
appropriate a brief commentary is provided on recommended supplementary reading on the
main themes of the chapters.

Web links . these are significant sites that provide further information on the concepts and
topics of the chapter. All web site references within the chapter, for example company
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sites, are not repeated here. The web site address prefix ‘http: //’ is omitted from www
links for clarity.

At the end of the book ‘
® Glossary: a list of all definitions of key terms and phrases used within the main text.
® Index: all key words and abbreviations referred to in the main text.

Learning techniques

The book is intended to support a range of learning styles. It can be used for an active or
student-centred learning approach whereby students attempt the activities through reflecting on
questions posed, answering questions and then comparing to a suggested answer at. the end of the
chapter. Alternatively, students can proceed straight to suggested answers in a more traditional
learning approach, which still encourages reflection about the topic.

Module guide

The table below presents one mapping of how the book could bé used in different weekly lec-
tures and seminars through the core eleven weeks of a module where the focus is on management is-
sues of e-business and e-commerce.

A full-set of Powerpoint slides and accompanying notes to assist lecturers in preparing lectures
is available on the lecturer’s side of the Companion Web Site.
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Continue

Enhancements for the second edition

The successful chapter structure of the first edition has been retamed, but many other changes
have been incorporated based on lecturer and student feedback. The main changes are as follows:

1. The popular running case studies for the B2B and B2C companies have been enhanced with
more detail and additional activities, and a table of activities is provided in Chapter 1.

2. The majority of cases have been updated except for those that enable learning through taking
a historical perspective, e. g. Tastminute. com, Chapter 2, Deutsche Bank, Chapter 5 and easy]Jet,
Chapter 8. o

3. More detail and some additional activities and case studies have been prowded for these top-
1CS: 9 (e {

® Managing intranets, extranets and SPAM (Chapter 3).

® Intranet governance and new 3G mobile access technologies (Chapter 3). b aid

® Data protection and disability legislation (Chapter 4).

® Implications of globalization (Chapter4).

® E-government (Chapter 4) and public-service-sector cases (Chapter 10).

® Content management systems (Chapters 3 and 12).

® How the Internet provides new opportunities to vary the marketing mix (Chapter 8).

® Characteristics of e-marketing communications and new online marketing tools (Chapter 9).

® Knowledge management (Chapter 10).

4. Smarter Searching guide detailing online e-business resources and how to find good-quality
information rapidly using the Google search engine is available on the Companion Web Site
(www. booksites. net/chaffey).
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This timeline supports Activity 3. 2. This considers the diffusion of technological innovation at
home and in the workplace. The author first started using a computer regularly when he was 18,
yet his 4-year-old daughter is already an Internet user. Readers can compare their own adoption of
computer technology at home and at work. How do you think the use of the Internet and its stcces-
sors for e-commerce and e-entertainment will change as successive generations become increasingly

computer-literate? v i e ) D)
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