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Unit T E-Commerce / E-Business
in the New Economy

The Internet

E-Commerce and e-Business are both, products of the Internet. The Internet is basically a
vast and ever increasing network of computers across the globe that are interconnected over
existing telecommunication networks. Simply described, it is a, or the, network of networks. It is
estimated that the number of persons connected to the Internet today well surpass 500 million,
closing the gap on the 700 million or so connected to the telephone. It is calculated that there are
over 90 million Internet hosts world-wide, facilitating a dramatic increase in the volume of trade
and information available online. The economic rationale of the Internet comes from e-Business
and its developmental and moral platform will come from its impact in areas such as

e-Government.
Defining E-Commerce and E-Business

It is important to elaborate on the definitions of e-Commerce and e-Business as that will
help determine the scope and perspective of this analytical paper. E-=Commerce has been simply
defined as conducting business on-line. In the World Trade Organization(WTO) Work
Programmer on Electronic Commerce, it is understood to mean the production, distribution,
marketing, sale or delivery of goods and services by electronic means. Broadly defined,
electronic commerce encompasses all kinds of commercial transactions that are concluded over
an electronic medium or network, essentially, the Internet. Electronic Commerce is a new way of
doing business. It is transacting or enabling the marketing, buying, and selling of goods and/or
information through an electronic media, specifically the Internet.

From a business point of view, e-Commerce is not limited to the purchase of a product. It
includes, besides e-mail and other communication platforms, all information or services that a
company may offer to its customers over the Net, from pre-purchase information to after-sale
service and support. There are essentially two major uses of e-Commerce. The first is to use it to
reduce transaction costs by increasing efficiency in the use of time and procedures and thus
lowering costs. The other is to use it both as a marketing tool to increase sales (and customer
services) as well as to create new business through it—for example, IT enabled business,
callcenters, software and maintenance services, etc. as well as “digital commerce”. It is thus a
tool for both existing businesses as well as an opportunity for new business, both for existing
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companies as well as for new entrants. E-Commerce is seen as being B2C(business to consumer),
B2B(business to business) and B2G(business to government). Of these three, B2B has been the
most successful though recent reverses in the stock market valuations of high-tech stocks and the
slowing down of the U.S. economy in particular is casting doubts on this. In future perhaps the
major gains and usage of e-Commerce and the Internet will come from “old economy”
enterprises using it, governments using it (e-Government), and social sectors using it
(e-education and e-health).

E-Business

E-Business is the application of Internet technologies to business processes. However it is
more than information technology tools or straight e-Commerce. It also implies that the
organization, especially its managers, are willing and receptive to radical changes that such new
business techniques and tools bring. It implies organizational process and organizational culture
re-engineering, for a true transition into the new economy. Its benefits come not just from the
efficiencies and automation of a company’s internal processes but from its ability to spread the
efficiency gains to the business systems of its suppliers and customers.

An e-Enterprise (participating in e-Business) is defined as an enterprise prepared to conduct
commerce in this new economy. This means it has created and embraced a business strategy
informed by changing economics, new opportunities, and new threats. It has laid down the
necessary technology infrastructure to support new business processes. It has used information
technology to hone internal processes such as human resources, work flow management, and
training. Thus prepared the enterprise is able to conduct e-Commerce: “the commercial
exchange of value (money, goods, services, or information) between an enterprise and an
external entity (an upstream supplier, a partner, or a down-stream customer) over a universal,
ubiquitous electronic medium.”

In order to appreciate the relevance of e-Business and its potential to impact on business and
development, it is important to understand that e-Commerce and e-Business are more than just
electronics and commerce / business added together. They represent an entirely new way of doing
business (including that of government) over a medium that changes the very rules of doing that
business. They are therefore far more about strategy and management than they are about
technology. In order to appreciate the importance of e-Business, it is important to see it from the
perspective of the transactional aspects of e-Business, those that represent the business between
the different players.

Therefore, E-Business is taken as the extension of business on to the Internet; the
re-engineering of business processes for digjtizing of the transactions; the restructuring of the
frameworks, both private and public to carry out the transactions seamlessly; and the
development of the capacity in society and enterprises for this.
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B3 Words and Expressions

interconnect [inta(:)ka'nekt] vt,  (EHMPERE
telecommunication [telikemju:nikeifen] n. B, KREWR, THEBN, BEE
surpass [$9:'pa:s] vt.  ABRE, M
host [haust] n.  FH
facilitate [fo'siliteit] vt fEER, #3), #HB) EES, (Ri#
rationale [reef e'na:li) n EXRE, B
developmental [divelep'mental] adj. KREM
elaborate on v. WA
analytical [zena'litikel] adj. AHETE, MEHTE
marketing ['ma:kitin] n. T8, EX
encompass [in'kampes] v. A, X%
entrant ['entrant} n.  HEAE, FEE, HLEE, FER, SMERE
casting ['ka:stin] n. & FE
receptive [ri'septiv] adj. ETESM, #EEHW
radical ['reedikel] adj. RAEM, BHEH, B

n  BESTF
infrastructure ['infra'straktf o] n. F#HE, EMTHAR
hone [heun] n. 4 B (JH A, mA, 1L, BE
entity ['entiti] n Lk
ubiquitous [ju: 'bikwites) adj. BILTEER, (A HEFELN
relevance n PHE, EXY
upstream ['Ap'stri:m] adv. [ b8, B, S

adj. WA LK
seamless ['si:mlis] adj. ETHAALN, THREM
&S Notes v

(1) It is estimated that the number of persons connected to the Internet today well surpass
500 million, closing the gap on the 700 million or so connected to the telephone. #fdi
i, BRESRBEBRMN L8 512, REEXRSA 7TLREIER .

(2) It includes, besides e-mail and other communication platforms, all information or
services that a company may offer to its customers over the Net, from pre-purchase
information to after-sale service and support. B} E-mail fIEMRRF &4, ELE
AT A LUEE MBS ME T 5 BREURS, AEBHIEEEIEERS
M HF.

(3) The other is to use it both as a marketing tool to increase sales (and customer services)
as well as to create new business through it—for example, IT enabled business,
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(4)

callcentres, software and maintenance services, etc. as well as “digital commerce”. 5
—AMEEIETEAMHEE (URBERS H—MEHLR, XHEEEEHL
KT R. Glwm, 15EEAREHAITIE, .. Tt SRS EMTFILHE
%

In order to appreciate the relevance of e-Business and its potential to impact on
business and development, it is important to understand that e-Commerce and
e-Business are more than just electronics and commerce/business added together. AT
AL T & BT R AL R B, EEN - SREERETH
HABFRHS AU B TFREL / BFHREERM.

E%} Questions

2)
3)

(4)
w Exercises

1.
(1)

)

€)

4)

)

2.

(D
)

(3)
4
)

What is the role of Internet in the new economy?

What is the definition of e-Commerce in the text?

According to the author, how to realize e-Business?

What is the relationship between e-Commerce and e-Business?

Translate the following into Chinese:

The Internet and e-Commerce impact at different levels and therefore must be
understood at diverse dimension.

As an example, e-Commerce is making it easier for artisans, musicians and other artists
in developing countries to access business-to-consumer world markets, cutting out
multiple layers of middlemen in the process.

Internet entrepreneurs can take advantage of metwork benefits only when enough
prospective customers and suppliers are online.

Studies show that the most important use of the Internet in developing countries is
limited to e-mail services—rather than World Wide Web services—which require
minimal time online.

Commercializing products electronically entails on-line credit card verification,
graphic displays of the products and the capacity to generate mail orders and delivery.

Translate the following into English:

TR RHCE R B N TR SR T HA, R ET R THENETHS.
%?ﬁﬁ#%%ﬁ%%&ﬁﬁﬁ%ﬂ%,EE%T%%%?%%ﬁKﬁﬁEF\
AR, EE. HERENBRYURRSE .

W R 4 RO A SRR R A UL R R

B 7 45 A 7 5 TR EL R I Y SE A e

T 40 i TR R T AL 5 i — FR BT A2
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E Further Reading

You can see the full paper with the title: 4 Rainbow Technology for a Rainbow People:
E-Business Capacity Development for the CARICOM. By Alwyn Didar Singh.

n Translation

MEFTHRFER / BFEEY

2 K N

BT R A M TR SN E AR LMY . DEMEFRE - NEXH AR RE
ekt EHNg, S BEMEIREK. BRMERKNE E_BMREMETH
Mk, @M. HrEEBIERMN LR T 512, REEAL 7T LHEIER,. #
geit, AFEEAFEY 9 THEMEERMEN, NMEELKXSMEREREEEN
K. HEMMZFHEREMRABTHETHS, MENKRMEFRBRIGFEURETE
FE BT BU55 S SUR I 9 .

oFH T AT R HLL

STEFRANBTFREENMEARAREEEEN, B EHERTHERAN T
WEMBEANA. BTFTHA—BHLCRE R R CHELHITHRLES. £ WTO XTHF
AR TS, SHEFARARTARTSETES. 208, B8, SHEHEY
UEMRS. I X Lo, BFERAS TR AMENRMRE, i ERET H KM 5ER &
RS . BTRAERITHLR SN —MFgE. sl aFnEsn, SR
B, SEERAS 5 A Ui e SR B R T RS .

MEDNEM ARE, EFEAAMNNERTHELMEE. B E-mail AHARZRFE 5,
EEEE AR LR MERASEENTEERERE, NEIERREERSM
SH. BTRAXFEEAEWMAN TN EERR. B2 TR ERE X
BAERX SR, UREERE:; B EEEEENIEMHEE (UERBERS H—1E
WTR, EEEEMLSH TR, S, FaEARENMTL, e, 4. 4
BERBFUHEEE. CHEFBABUEH—ILE, XE—RHFRFLEFHHL, X
EFENATMNF B A, 8RR N B2C (A 5MA). B2B (Al
&) F1B2G (M S5ERF) =F. FX=#F, B2B REKIIN, RERENG LaH

@ HEHRIEXTEE[TTE “E-Commerce” 5 “E-Business” W& HIX K, ALl “E-Commerce” ¥4 “H-F
FH”, “E-Business” %X “HEH/E”. EHMEXH, “E-Commerce” L5 “E-Business” FEEL X
%, WER CHTHE.
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BT E T #URRELFREEANTS ISR, K, B THAMERME X
B RMAZUWERET “IHEF” THALERE. BIF (BTES) HHEMLSH
T (R EFENETRE) ERHE.

€ F B &

HTAEREVSHBELETNAEBRNER. HEMMUERBRR TARERZL
METET, EEERELAR, HHIRMANETEE FEFERZXLEFNBUKARMIA
Fra kR ATk, AT LRAFLFNRERER, EEEREFALRBENAL UL
HiE. EHREAICRATFATRBRREMREMESL, iERE TEIMHRRELRY
BEEM AN ENE P R RERRES .

— AT (BMEFEEES B R ETEF &M T I RBLIEZ N
. XRETEEIAE T A HLFHRE. FHOHNMH N BRMERNLE g,
T OAHIE T HERBAREM R T ERRE. EERAEBEARRLT NEGE,
MANRE, THEREEMEI. 238E, SUgRrariR. £ -Meki—4
SMRSCIR (LIRS . SRR TS Z Il —MER. ERAANERET
WAHTME K&, Y. BREBED) HELHR.

BT HBETRSNXBEENTERALARENELE, BTN SREEMETH
TR TS AR TR / BENEARBM. EIIEBRALE SR
o, BT —F2EF MBS RN (BB S AR . B, A TFEAKRE,
ENEAERRAEEREE. A THRETAESNEENE, REEN RRENETHE
XHHHAMAREE, EHBTARARFELRNZS.

B, BTFHSRAAES R EBRMNOEMS. ERZHEFLLSRERE. 48
GHNER. TRAARAKBIIZIENERNT S, HATFRIEGM BT .




Unit 2 The Global E-Business Environment

%@ Text
Introduction

The past two years have seen considerable changes in the environment for e-Business, in the
technologies available and the way in which they are deployed. Some of these changes have
slowed the pace of e-Business development, and there have been some highly publicized
business collapses. Coupled with a major correction in April 2000, and the subsequent global
economic downturn, some companies think that e-Business is no longer an issue—that it can be
ignored, and that business can go on as it always has gone on. Such a belief is ill founded and
dangerous. ‘

E-Business continues to be one of the major issues facing businesses today. How quickly
they adapt, how well they adapt, and how flexibly they respond to changes in technology, in
business relationships and in customer behavior will determine their success, and indeed their
ability to survive. The adoption of e-Business is even more important for businesses in a global
economic downturn. Accenture analysis has shown that firms who use e-Business effectively are
able to generate revenue increases of 10% to 20% and cut costs by 20% to 45%. In an era when
firms will be facing an increasingly competitive environment, it is essential that they adopt

e-Business to cut costs and to drive revenues.
E-Business Revenues

Despite the economic slowdown, worldwide revenues from e-Business should continue to
grow strongly. eMarketer, an Internet consultancy estimates that worldwide revenues are
projected to grow to € 3.5 trillion by 2004. E-Business growth will be stronger in Europe than in
the US, as Europe catches up.

Business-to-business(B2B) rather than Business-to-consumer(B2C) revenues account for
the most significant element of e-Business revenues. While much of the hype surrounding
e-Business was in the business-to-consumer arena, it is now clear that business-to-business
e-Business provides the greatest opportunities for the enterprise sector. eMarketer estimated that
the relative importance of business-to-business e-Business will grow from 69% of total European
e-Business revenues in 2000 to 77% of total European e-Business revenues by 2004. In the US,
the relative share of business-to-business revenues will increase from 70% in 2000 to 88% of

total e-Business revenues by 2004.
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Business-to-Business

While most media attention has focused on companies that serve consumers, it is the use of
e-Business within and between companies that is of real importance. The use of e-Business by
companies to integrate their supply chains slashes transaction costs and offers companies real
tangible business benefits. For example, the use of e-Business in supply chain integration has led
to inventory reduction of 25% to 60%, and lowered overall supply chain costs by 25% to 50%.
Therefore it remains critical that the enterprise sector continues to develop and implement
e-Business strategies to build on their e-Business capabilities, and to seize on the real
opportunities that information and communication technologies(ICT) offer to increase revenues
and to reduce costs.

Stock Market Corrections and the Global Economic Downturn

The most significant event affecting the development of e-Business in the past two years is
the stock market correction of April 2000, which set a trend for lower valuations for technology
stocks. This caused, directly or indirectly:

e A shift in investment emphasis from dot-coms to dot-corps, and from pure-play

Internet companies to software products firms;

e  The spectacular collapse of a large number of dot-coms;

e An increase in merger and acquisition activity in the technology and Internet sector;

slower developments throughout the sector and among users.

The European technology sector was seriously hit by capital rationing in the
Telecommunications sector, due to the inflated prices paid by telecommunications companies for
3G licenses. The slowdown is, in large part, being driven by the proportionally greater exposure
of European technology firms to the Telecommunications sector. The terrorist attack on the
World Trade Center has accelerated the negative impact of these trends and sharply reduced
business and consumer confidence in the US and Europe. The immediate impact has been a delay
in investment decisions, particularly foreign investments and this has focused corporate attention
on cost reduction. However, while information technology capital investment in Europe is
projected to fall by $ 50 bn, or 20%, 'in 200!, Accenture research highlights that leading
companies are continuing to invest in ICT as a mechanism to increase revenues and reduce costs.

Change in the Rate of Adoption

Fears of a sustained recession in the US, the downturn in the technology sector, and the
subsequent shift in investment interest from dot-coms (pure-play Internet companies) to
dot-corps (existing companies who are using e-Business) have begun to affect the adoption of

e-Business.
Large enterprises are taking a more considered approach to the implementation of e-Business,
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since they no longer fear the loss of business to dot-com competitors; Internationally, the highly
publicized collapse of many dot-coms has reduced the perceived competitive threat from
e-Business. Increasingly, e-Business is being regarded as a process that can make existing
companies and Governments more efficient in how they manage suppliers, customers and
internal business processes. Given the complexity of integrating e-Business into existing business
processes, many organizations are incrementally adopting e-Business technologies in order to
increase revenues and to reduce costs, though activity is not as apparent as in the dot-com era.
However, the number of enterprises that are successfully implementing e-Business strategies is

growing.

B
Words and Expressions

considerable [kan'sidarabl] adj. AHEK (BF) 0, HALERER, HEORH
available [a'veilsbl] adj. ATHEIMN, WRIRM, 6, BTN, BN
deploy [di'plai] V. BT, BE
collapse [ko'leeps] n B, s, R ER
coupled ['kapld] adj. ELM, BKRM
publicize ['pAblisaiz] vt. H#
downturn {'daunta:n] n fECRR AT
ignore [ig'no:] vi.  ANEEER, BM, [ (FIEEARTD BERR
adapt [a'deept] vt.  fEERN,. 3
flexibly [‘fleksabli] adv. Sl R
respond [ris'pand] v. g, mapy, 1FH RN
survive [sa'vaiv] v. FHRT, B, E&
adoption [8'dop[en] n. FHI, W3
Accenture HBHE (HEELGWHEAE)
analysis [o'neelisis] n. . R
revenue [revinju:] n. BN, HEERA, Bl
competitive [kom petitiv] adj. FEHM
effectively [i'fektivli] adv. HRM, FhHth
consultancy [ken'saltant] n. B THE)
account for v. Vi, &, ek, B
hype [haip] n KEEEfe, R %
arena [o'ri:na] n. R, B8

vi.  fRIE, BB, BLAR, RIKL R
slash [sleef] v. WK, KEHIW, "HfE

n. B, CKIEED HIw
tangible ['teend3ebl] adj. YISEMY
capability [keipa'biliti] n. CERR) G680, e, KE, BTN

stock market n. B i
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acquisition [.eekwi'zif an] n. RE, KEY
spectacular [spek teekjula) adj. . BIAANBER, M
proportionally {pra'po:J anli] adv. f&tbfidh, MECEH, ELHs
mechanism ['mekonizem] n HLBEEE, U, PLE
sustain [ses'tein] vt O, fE, 4R B4
incrementally [inkri'mentsl] adj. By, MARM, HMKM, HEEK
complexity [kam'pleksiti] n H, EA4RE, £6Y, HRNED
&S Notes
(1) The past two years have seen considerable changes in the environment for e-Business,

2

3

in the technologies available and the way in which they are deployed. f£if 2 IR
i, ZEAT R AR RFT R B I B, F S MIRER A T AR,
How quickly they adapt, how well they adapt, and how flexibly they respond to
changes in technology, in business relationships and in customer behavior will
determine their success, and indeed their ability to survive. ENEXRRME Iakiv ks
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oy, SRR ERRE TAIAETRRES

While much of the hype surrounding e-Business was in the business-to-consumer arena,
it is now clear that business-to-business e-Business provides the greatest opportunities
for the enterprise sector in Ireland. /1R % RALELBAIIHE 1 7 & 75 I HE AR e
B2C BT, BEZEEEEROR: Sl 5 68 F i SR el sirlE
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@ Questions

M
@
3)

What is the global e-Business environment in the past two years?
What are the e-Business revenues?
What is e-Business’s contribution to job creation?

“ Exercises

1.
M

@

Translate the following into Chinese:

The downturn in the world economy and the technology markets has significantly
dampened the hype surrounding e-Business.

International research also highlights that, as the hype has subsided, many
organizations are developing long-term e-Business strategies, which are moving
beyond just developing a web site, to integrating ICTs and e-Business into all aspects

of their business processes.

(3) Companies and countries that do not respond dynamically to the challenges that



