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What we call ‘Progress’ is the exchange of
one nuisance for another nuisance.

H. H. Havelock
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Preface

Electronic Commerce, or e-Commerce as we shall refer to it, is a hot topic. The
press has just discovered it; governments and boardrooms see it as the essence
of business strategy, and stock markets have gone mad for any company with a
small tumover, large losses and an Internet connection.

The Internet and e-Commerce need some perspective. The first perspective is that
e-Commerce did not just happen in 1998. Car companies and supermarkets have
been doing e-Commerce for many years; their e~Commerce technology is called
electronic data interchange (EDI). Airline seats have also been sold using
e-Commerce systems; that technology is called an electronic market. The French
public have also been doing it since 1983, but they do it in French with a system
calied Télétel.

This book looks at all three of these e-Commerce technologies: EDI, Electronic
Markets and Internet e-Commerce. The examination encompasses both the
business case for e-Commerce systems and the technology required for their
impiementation.

Part 1 is a single chapter. It looks at definitions of e-Commerce and introduces the
concept of a trade cycle analysis, 'a model that will be further developed in the
remainder of the book.

The business case for e-Commerce is examined in Part 2. Business use of
e-Commerce is examined in the context of the value chain and competitive
advantage systems. An approach to developing a business strategy for
e-Commerce is proposed. The business study is rounded off with an examination
of e-Commerce in the passenger air transport industry.

Business to business transactions are characterised by formalised trade
exchanges within long-term supplier relationships. Part 3 looks at the use of all
three e-Commerce technologies for business to business transactions but
concentrates on the use of EDI for regular, repeat trade transactions.

Part 4 examines the use of e-Commerce for business to consumer transactions.
Consumer e-Commerce is, for most organisations, the latest element of
e-Commerce. The principal technology is the Internet; the web and the use and
implementation of e-Shops is examined.

The book is completed in Part 5 by the concluding chapter. The three e-
Commerce technologies faciiitate an electronically co-ordinated value chain -
arguably a pre-requisite for the competitive implementation of e-Commerce
systems.



XViii PREFACE

The book is planned for use both by students and business people:

¢ For the student reader the book covers the full range of topics that might
reasonably be expected on an Information Technology / Information
Systems, e-Commerce course. The book includes suggestions for
exercises and further reading at the end of every chapter.

+ For the business reader the book presents the business case but also
makes clear the practical implications of implementing e-Commerce
systems, a combination not normally available in business books.

The book includes an introduction to ED! Standards and to formatting a web page
using HTML.

The book is accompanied by extensive supporting material on the web. The use of
the web allows for additional material and examples and it includes an ‘e--
Commerce kit'. The web material is to be updated on a regular basis and enables
us to keep the overall package up-to-date with developments in this fast moving
field.

The web site for the book is at: hitp:/Aww.mcgraw-hill.co.uk/textbooks/whiteley.

Trademarks:

Products and services referred to in this book may be trademark and protected
under license. The author and publisher make no claim, express or implied, to
these trademarks.
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