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Q%@“ Internet and World
Wide Web

While the Internet is now universally recognized as being an impor-
tant business medium, many business owners and managers remain
unclear about what it can do for them. In Chapter 1, we will gain
this understanding and comprehend why, when and how people use
the Internet and the World Wide Web.

E-Business Essentials

Warm-up Questions
1. How often do you use Internet?
2. Why do you go on the Internet?
3. What kinds of web sites do you often visit?
4. Are you interested in English web sites? Which ones do you know well?

The ABC of Internet and World Wide Web

The Internet

The Internet is a global network connecting millions of computers. More than 100
countries are linked into exchanges of data, news and opinions.

Unlike online services, which are centrally controlled, the Internet is decentralized
by design. Each Internet computer, called a host, is independent. Its operators can
choose which Internet services to use and which local services to make available to the
global Internet community. Remarkably, this anarchy by design works exceedingly well.

There are a variety of ways to access the Internet. Most online services, such as
America Online, offer access to some Internet services. It is also possible to gain access
through a commercial Internet Service Provider ( ISP).

The World Wide Web

The World Wide Web is a system of Internet servers that support specially formatted

documents. The documents are formatted in a markup language called HTML ( Hypertext
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Markup Language) that supports links to other documents, as well as graphics, audio,
and video files. This means you can jump from one document to another simply by clic-
king on hot spots. Not all Internet servers are part of the World Wide Web.

There are several applications called Web browsers that make it easy to access the
World Wide Web; two of the most popular being Netscape Navigator and Microsoft’s In-
ternet Explorer. :

The Difference between the Internet and the World Wide Web

Many people use the terms Internet and World Wide Web ( the Web) interchangea-
bly, but in fact the two terms are not synonymous. The Internet and the Web are two
separate but related things. The Internet is a massive network of networks, a networking
infrastructure. It connects millions of computers together globally, forming a network in
which any computer can communicate with any other computer as long as they are both
connected to the Internet. ‘Information that travels over the Internet does so via a variety
of languages known as protocols.

The World Wide Web, or simply Web, is a way of accessing information over the
medium of the Internet. It is an information-sharing model that is built on top of the In-
ternet. The Web uses the HTTP protocol, only one of the languages spoken over the In-
temet, to transmit data. Web services, which use HTTP to allow applications to commu-
nicate in order to exchange business logic, use the Web to share information. The Web
also utilizes browsers, such as Internet Explorer or Netscape, to access Web documents
called Web pages that are linked to each other via hyperlinks. Web documents also con-
tain graphics, sounds, text and video.

The Web is just one of the ways that information can be disseminated over the Inter-
net. The Intémet, not the Web, is also used for e-mail, which relies on SMTP, USENET
news groups, instant messaging and FTP. So the Web is just a portion of the Internet,
albeit a large portion, but the two terms are not synonymous and should not be confus-
ed.

The Brief History of the Internet and the World Wide Web

In 1968, a pioneering long-haul wide area network was funded by DARPA. DARPA
is an agency of the US Department of Defense responsible for the development of new
technology for use by the military. The network was called ARPAnet ( Advanced Re-
search Projects Agency Network). It then became operational and served as the basis
for early networking research, as well as a central backbone during the development of
the Internet. Quickly realizing the usefulness of such a network, researchers at colleges
and universities soon began using it to share data. In the 1980s the military portion of the
early Internet became a separate network called the MILnet. Meanwhile, the National
Science Foundation (NSF') began overseeing the remaining non-military portions, which
is called the NSFnet. Thousands of commercial (. com or . co), university (.ac or
. edu) and other research networks (. org, . net) began connecting to the NSFnet.
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Until the advent of the World Wide Web in 1990, the Internet was almost entirely un-
known outside universities and corporate research departments and was accessed mostly
via command line interfaces such as Telnet and FTP. Since then it has grown to become
an almost-ubiquitous aspect of modern information systems, becoming highly commer-
cial and a widely accepted medium for all sorts of customer relations such as advertis-
ing, brand building, and online sales and services. Its original spirit of cooperation and
freedom have, to a great extent, survived this explosive transformation with the result
that the vast majority of information available on the Internet is free of charge.

2. data. Distinct pieces of information, usually formatted in a special way.

3. host: A computer that is connected to a TCP/IP network, including the Internet.
Each host has a unique IP address.

4. America Online: A popular online service. It is often abbreviated as AOL.

5. ISP. Internet Service Provider, a company that provides access to the Internet. For a
monthly fee, the service provider gives the user a software package, user name,
password and access phone number, Equipped with a modem, the user can then log
on to the Internet and browse the World Wide Web, and send and receive e-mail.

6. hot spot: An area of a graphics object, or a section of text, that activates a function
when selected. Hot spots are particularly common in multimedia applications, where
selecting a hot spot can make the application display a picture, run a video, or open
a new window of information.

7. Netscape Navigator: Netscape Communication’s popular Web browser. There are
many versions of Navigator, and it runs on all the major platforms — Windows,
Macintoshes, and UNIX.

8. Microsoft’s Internet Explorer: Often abbreviated as IE, Microsoft's Web browser.
Like Netscape Navigator, Internet Explorer enables you to view Web pages. Both
browsers support Java and JavaScript. Internet Explorer also supports ActiveX.

9. protocol: An agreed-upon format for transmitting data between two devices.

10. hyperlink: An element in an electronic document that links to another place in the

same document or to an entirely different document.

11. SMTP: Short for Simple Mail Transfer Protocol, a protocol for sending e-mail mes-

sages between servers.

12. USENET: A worldwide bulletin board system that can be accessed through the Inter-

net or through many online services.

13. instant messaging: Abbreviated IM, a type of communications service that enables
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you to create a kind of private chat room with another individual in order to commu-
nicate in real time over the Internet.

14, FTP. Short for File Transfer Protocol, the protocol for exchanging files over the In-
ternet.

15. MiILnet: Military Network.

16. NSFnét: National Science Foundation Network.

! Questions for Further Discussion

1. How is the Internet different from the internet (with a small “i”)?
2. How can we benefit from the using of Internet?

Online Reading Material

The Internet and Business

When the Internet began to be used for commercial purposes back in the mid-1990s,
no one could have predicted the effect it would have on the business world. Web sites
were viewed as optional extras that looked impressive, but didn't actually do very
much. © E-mail was treated with suspicion and considered by many as either an imper-
sonal or an impractical way of communicating. Now, however, things are different. As
millions of people around the world now use the Internet on a regular basis, any busi-
ness worth its salt is expected to have a Web site and to keep in touch via e-mail.

Cheaper Internet access, ever faster and more powerful connections and the rise of
the “mobile Internet” have all played their part in the online revolution. ® The main fac-
tor, though, is the Internet itself: a vast network of information and resources that also
allows people to interact with each other from anywhere in the world. However, it is not
enough to recognize the significance of the Internet without understanding what it means
for your business. We therefore need to take a closer look at how the Internet is used.
Understanding the Internet

Succeeding at e-Business is not a question of six-figure marketing budgets or tech-
nological wizardry. Rather, it is about understanding how and why people use the Inter-
net. There are four main reasons for people going on the Internet. These are;

¢ To find information

¢ To be entertained

e Tointeract

e To shop

If a website cannot satisfy any of the above criteria (and many don't) , it is unlikely
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to become a cyber success. If, on the other hand, you design your e-Business efforts
from the perspective of the end-user, you will be on the right track. This “outside-in”
approach is the key to every effective site, from Amazon to Yahoo!. Even if your online
activity is only intended to support or supplement your offline business, you must be
able to offer something of real substance, be it information, entertainment, interaction or
fantastic products. ® Furthermore , although the world population of e-shoppers is rapidly
on the increase, online shopping is a completely different practice to shopping on the
high street. ® For a start, nobody is going to just “Pass by” your site and make a spur of
the moment purchase. ® People who arrive at your site are there because they have
sought you out, not because you have an attractive workplace or because you are con-
veniently located. ‘

Businesses are now expected to inform and interact with their customers at a closer
level than ever before. The old business cry of “location, location, location” has now
been overshadowed by the voice of e-Business; “information, information, informa-
tion. ”

Another difference is that you have a lot more competition. While a record shop in
Cambridge may be the only seller of rare jazz album in that area, on the Web, there will
be many other places people can visit to satisfy their jazz cravings. This means that sim-
ply laying out your wares isn't enough. No matter how “niche” your business is, the
chances are that there are other people out there doing something similar ( for instance,
there are over 100 websites out there selling nothing but hot chili sauce). The Internet
may have made the world a smaller place, but it has made the market a whole lot larger,
You therefore need to add value to your website, and to differentiate your e-Business
from its competition. This is the challenge.

Five Web watch words
To succeed on the Internet, it is important to realize that what works well in the
real world may not work online, and vice versa.
The Internet is not just a new form of media—it brings with it a whole set of ground
rules. These rules are centered on five Web watch words: speed, intimacy, communica-
tion, information and interactivity. ® ,
® Speed The Internet is said to move at seven times the speed of normal time.
It's expected that e-mail messages are responded to on the same day, websites
are continually being updated and online markets evolve within a matter of
weeks. A

e Intimacy Although the Internet is often viewed as cold and inhuman, it actual-
ly allows businesses to get closer to their customers than ever before. As Kevin
Roberts, CEO of Saatchi & Saatchi Worldwide, says, “people open up and share
how they feel on the Net—something they just don't do in more classical re-
search formats such as focus groups. ”
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¢ Communication The Internet aids communication both between a business
and its customers, and within the business. The convenience of e-mail and the
accessibility of websites mean that employers and customers are less likely to be
kept in the dark.

o Information The Web is the world’s largest and most up-to-date research
library. You can find out more information about your competitors, your custom-
ers and your industry than ever before. At the same time, people will also be
able to find out more about you. On the Internet—as in the X Files—the truth is
always out there.

o Interactivity Unlike traditional media, the Intemet is highly interactive. One
of the consequences of this is that people pull information towards them®. This
means that on the Net more effort is sometimes needed to differentiate your busi-
ness from its competition. The Net's interactivity makes it possible for users to
tailor information according to their own particular requirements. It therefore al-
lows a business to communicate on a one-to-one level with all its customers
simultaneously. Instead of broadcasting your message to the world in general,
the Net enables you to narrowcast and communicate with individuals on their
own terms.

Doing business from the “outside in”

E-Business experts generally agree that the secret to online success is doing busi-
ness from the outside in. Essentially this means that instead of starting with what you do
and how you do it, you start with what the customer wants. The Internet is a “pull” not
“push” medium. Users pull the data they need towards them—in cyberspace there is no
successful way of pushing your business message on to people who haven't asked for
it. ® “Spamming” (the act of sendmg junk e-mail) is, after all, the ultimate breach of
online etiquette.

As the Internet is a two-way medium, it enables a great deal of consumer feedback.
Companies can interact with customers and discover what they really think about their
service.

Net benefits

The time when the Internet was the preserve of desktop computers is now over as it
can now be accessed via mobile phones, TV sets, even passport photo booths. 9 As the
dividing line between cyberspace and the real world becomes blurred, the Internet is in-
creasingly seen as significant for business that have traditionally remained offline.

. Although the Internet has the poténtial to make your business environment more
competitive, it should not be seen as a threat. It is, instead, an opportunity to consoli-
date and build on your business achievements.

The benefits of the Internet for real-world business are clear. It can help in all the

following areas
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Saving money The Internet can help your business save on the administration
costs of taking orders by automating the process. E-mail can help you save on
stationery costs, and online marketing often proves a lot more cost-effective
than marketing offline.

Improving customer service By increasing the possibilities for communication
between your business and its customers, you can offer an improved level of
service to your existing customers.

Keeping records of your activities Because the Intemmet enables you to store
information, you can keep track of all business correspondence very easily.
Attracting new staff The World Wide Web is now one of the most important
resources for job seekers. According to a survey conducted by the UK Organiza-
tion Jobtrack, 79 per cent of college and university students say that the quality
of a potential employer’s Web site is an important factor when deciding whether
or not to apply for a job there.

Preserving your market share The Internet is not only a means of expanding
your business, it is also a way to protect and hold on to the market you have al-
ready established. Real-world business risk losing out to slick start-ups if they
don’t embrace the Internet with open arms. ®

Making money The Internet offers business new ways of making additional
revenue. As well as providing a new platform from which to sell your products,
you can also make money from affiliate programs, selling advertising space,
securing sponsorship and various other methods. ®

Going worldwide Your website can help you reach a world-wide market as ge-
ographical limitations are all but eliminated. ®

Being in constant contact The Internet transforms your 9 to 5 business into a
24-hour operation. Your Web site works while you are asleep.

Knowing your market As the Internet is interactive, you can receive constant
feedback from your audience. The Internet can therefore help you take market
research to a whole new level.

More than the Web

When people think of the Internet, they tend to think of the World Wide Web. In
part, this may be explained by the fact that the media’s coverage of the Internet tends to
centre on websites. ® The fact remains, however, that e-mail, not the Web, is the most

widely used Internet application. Most. people who log on to the Net do so either to send

or to receive e-mail messages. In fact, it is possible to do e-Business without using the

Web at all. E-mail can be used to improve communications both within and outside your

business.
The Internet and the real world
Although to a certain extent the Internet can be seen as separated to the “brick and
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