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PREFACE

Aspects of E-commerce: A Course Book is designed for English majors who
are taking E-commerce as a minor major. As a course book, it assumes that the
readers are with strong English language background, sufficient prerequisite
knowledge in Internet Technology and Business Management to fully
appreciate the contents of this book.

This book captures the entire scope of E-commerce by probing the business
issues, technology issues, and societal issues related to all topics. As a course
book, it also addresses the evolution of E-commerce, including lessons of both
successful and unsuccessful E-commerce ventures and provides a framework
for critical thinking about the field. Case studies, questions and projects are at
the end of the chapters for in-depth study and follow-up practice.

Considering the time allocation for the conduction of this course, we
organize the contents of this book into 10 chapters. Chapter 1, Chapter 2,
Chapter 5, Chapter 6, Chapter 7, Chapter 8, and Chapter 10 are compiled by
Zhang Huaming, Chapter 3, Chapter 4, and Glossary are compiled by Zhao
Huan, and Chapter 7, Chapter 8 and Chapter 9 by Lan Ruoyu.

Due to the time impact and the compilers’ limitations of knowledge, this
book may contain errors. We apologize for all the errors in advance; meanwhile
we appreciate comments, suggestions, and other feedback to continue to
improve the book.

Zhang Huaming
Zhao Huan

Lan Ruoyu
June 18, 2005
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CHAPTER 1

Overview of Internet and E-commerce

Leaming objectives

€ Understand Internet, web, WWW, EDI, E-business and E-commerce.

@ Learn the activities encompassed by electronic commerce and the role of the
Internet and World Wide Web.

@ Understand the benefits that can be achieved through the use of electronic
commerce.

@ Understand the new economic paradigms and various electronic commerce
models.

¢ Examine the general nature of business strategies concerning electronic
commerce.

Infroduction

Electronic commerce is one of the most common business terms in use as
we embark on the century of new economic paradigms. So what exactly is
electronic commerce and will the term still be important in the years to come, or
will it be just another overused and discarded buzzword? How did it come into
being? What benefits it can bring to us? Since Internet and the World Wide
Web ( WWW ) as enablers of electronic commerce, so we will examine the
history and the development of Internet and WWW as well as their impact on
traditional business models. Therefore, Internet, web, WWW, EDI,
E-business and E-commerce will be the main focus of this Chapter.
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What is the Intemet?

The Internet is an open world wide communications network, linking
countless thousands of computer networks, through a mixture of private and
public telephone linés. The Internet provides users with access to electronic
mail, news, training and instruction, maps, computer files, games, and
countless volumes of information on virtually any subject. It even . links
customers to commercial web sites, where they can compare and buy products
without ever leaving home.

Its component networks are individually run by government agencies,
universities, commercial and voluntary organizations. No single organization
owns or controls the Internet, though there is an Internet Society that co-
ordinates and sets standard for its use.

1. The origins of Internet

The Internet grew out of a long-distance network developed ( by the US
Government’s Advanced Research Projects Agency) in the late 1960s. During
the Cold War, the United States Defense Department’s Advanced Research
Projects Agency (ARPA) began to work on the Internet — originally known as
the ARPA net to see if the nation could form a telecommunications network
that could survive a nuclear attack. ARPA’s design called for transmitted
information to be broken up into small chunks, called plackets, so that they
could be sent over multiple paths to a single destination for reassembly. Thus,
if one portion of the network were disabled, the packets would simply be routed
through a different portion. ARPA felt that this scheme would make the
network very resistant to attack. The fast, high-volume telephone links proved
reliable and the network was extended over the next 10 years to connect 200
computers in military and research establishments throughout the US and
overseas. It demonstrated clearly that internetworking (interlinking networks)
was both practical and highly useful. Some US universities followed by setting



