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Abstract – Overall, e-Commerce and associated channels are developing rapidly. In the coming years we can expect to see a number of different developments that will completely transform the way consumers purchase and interact with brands. Technology, coupled with consumer appetite, provides a perfect catalyst for these new trends to enter the mainstream. It’s simply a matter of understanding the complexities behind different forms of payments and utilizing various channels to capitalize on these growing opportunities. 
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I. Introduction

           The increasing popularity and necessicity of internet and web technologies has carved a niche for e-commerce and e-business in Indian Scenario. E-commerce and e-business have increasingly become a necessary component of business strategy and a strong catalyst for economic development. The integration of information and communications technology (ICT) in business has revolutionised relationships within organisations and those between and among organisations and individuals. Specifically, the use of ICT in business has enhanced productivity, encouraged greater customer participation and enabled mass customisation, besides reducing costs.

           With developments in the Internet and Web-based technologies, distinctions between traditional Markets and the global electronic market place are gradually being narrowed down. E-commerce when coupled with the appropriate strategy and policy approach enables small and medium scale enterprises to compete with large and capital-rich businesses.

II. What is E-Commerce?

           Electronic commerce or e-commerce refers to a wide range of online business activities for products and services. It also pertains to “any form of business transaction in which the parties interact electronically rather than by physical exchanges or direct physical contact.”

          E-commerce is usually associated with buying and selling over the Internet, or conducting any transaction involving the transfer of ownership or rights to use goods or services through a computer-mediated network. Though popular, this definition is not comprehensive enough to capture recent developments in this new and revolutionary business phenomenon. A more complete definition can be use of electronic communications and digital information processing technology in business transactions to create, transform, and redefine relationships for value creation between or among organizations, and between organizations and individuals.

          Even today, some considerable time after the so called ‘dot com/Internet revolution’, e-commerce remains a relatively new, emerging and constantly changing area of business management and information technology. E-commerce remained to be much publicised and discussed-about area. However, there remains a sense of confusion, suspicion and misunderstanding surrounding the area, which has been exacerbated by the different contexts in which electronic commerce is used, coupled with the myriad related buzzwords and acronyms. 

           In order to understand electronic commerce it is important to identify the different terms that are used, and to assess their origin and usage. Electronic commerce in simple concept is sharing business information, maintaining business relationships and conducting business transactions by means of telecommunications networks. In its purest form, electronic commerce has existed for over 40 years, originating from the electronic transmission of messages during the Berlin airlift in 1948. From this, electronic data interchange (EDI) was the next stage of e-commerce development. In the 1960s a cooperative effort between industry groups produced a first attempt at common electronic data formats. The formats, however, were only for purchasing, transportation and finance data and were used primarily for intra-industry transactions. 

         With the advent of the Internet, the term e-commerce began to include:

1. Electronic trading of physical goods and of intangibles such as information.

2. All the steps involved in trade, such as on-line marketing, ordering payment and support for delivery.

3. The electronic provision of services such as after sales support or on-line legal advice.

4. Electronic support for collaboration between companies such as collaborative on-line design and engineering or virtual business consultancy teams.
          The wide range of business activities related to e-commerce brought about a range of other new terms and phrases to describe the Internet phenomenon in other business sectors. Some of these focus on purchasing from on-line stores on the Internet. Since transactions go through the Internet and the Web, the terms I-commerce (Internet commerce), icommerce and even Web-commerce have been suggested but are now very rarely used.

            Other terms that are used for on-line retail selling include e-tailing, virtual-stores or cyber stores. A collection of these virtual stores is sometimes gathered into a ‘virtual mall’ or ‘cybermall’.

III. Is e-commerce the same as e-business?
           While some use e-commerce and e-business interchangeably, they are distinct concepts. In e-commerce, information and communications technology (ICT) is used in inter-business or inter-organizational transactions (transactions between and among firms/organizations) and in business-to-consumer transactions (transactions between firms/organizations and individuals).

            In e-business, on the other hand, ICT is used to enhance one’s business. It includes any process that a business organization (either a for-profit, governmental or non-profit entity) conducts over a computer-mediated network. More comprehensively e-business can be defined as the transformation of an organization’s processes to deliver additional customer value through the application of technologies, philosophies and computing paradigm of the new economy. There are three primary processes which are enhanced in e-business:

1. Production processes, which include procurement, ordering and replenishment of stocks; processing of payments; electronic links with suppliers; and production control processes, among others.

2. Customer-focused processes, which include promotional and marketing efforts, selling over the Internet, processing of customers’ purchase orders and payments, and customer support, among others.

3. Internal management processes, which include employee services, training, internal information-sharing, video-conferencing, and recruiting. Electronic applications enhance information flow between production and sales forces to improve sales force productivity. Workgroup communications and electronic publishing of internal business information are likewise made more efficient.
IV. Features of E-commerce

            The unique features of e-commerce technology include: 

· Ubiquity: It is available just about everywhere and at all times. 

· Global Reach: the potential market size is roughly equal to the size of the online population of the world. 

· Universal standards: The technical standards of the Internet, and therefore of conducting e-commerce, are shared by all of the nations in the world. 

· Richness: Information that is complex and content rich can be delivered without sacrificing reach. 

· Interactivity: E-commerce technologies allow two-way communication between the merchant and the consumer. 

· Information density: The total amount and quality of information available to all market participants is vastly increased and is cheaper to deliver. 

· Personalisation/Customisation: E-commerce technologies enable merchants to target their marketing messages to a person’s name, interests, and past purchases. They allow a merchant to change the product or service to suit the purchasing behavior and preferences of a consumer. 

· Social technology: User content generation and social networking technologies 

V. Most Acclaimed Types of E-Commerce
           The major different types of e-commerce are: business-to-business (B2B); business-to-consumer (B2C); business-to-government (B2G); consumer-to-consumer (C2C); and mobile commerce (m-commerce). The scope of this paper is limited to Business-to-Business (B2B) and Business-to-Consumer (B2C) types of e-commerce.

A. Business-to-Business (B2B) e-commerce

          B2B e-commerce is simply defined as e-commerce between companies. This is the type of e-commerce that deals with relationships between and among businesses. About 80% of e-commerce is of this type, and most experts predict that B2B ecommerce will continue to grow faster than the B2C segment. The B2B market has two primary components: e-frastructure and e-markets. E-frastructure is the architecture of B2B, primarily consisting of the following:

· Logistics - transportation, warehousing and distribution (e.g., Procter and Gamble);

· Application service providers - deployment, hosting and management of packaged software from a central facility (e.g., Oracle and Linkshare);

· Outsourcing of functions in the process of e-commerce, such as Web-hosting, security and customer care solutions (e.g., outsourcing providers such as eShare, NetSales, iXL Enterprises and Universal Access);

· Auction solutions software for the operation and maintenance of real-time auctions in the Internet (e.g., Moai Technologies and OpenSite Technologies);

· Content management software for the facilitation of Web site content management and delivery (e.g., Interwoven and ProcureNet); and

· Web-based commerce enablers (e.g., Commerce One, a browser-based, XML enabled purchasing automation software).

          E-markets are simply defined as Web sites where buyers and sellers interact with each other and conduct transactions. The more common B2B examples and best practice models are IBM, Hewlett Packard (HP), Cisco and Dell. Cisco, for instance, receives over 90% of its product orders over the Internet.

            Most B2B applications are in the areas of supplier management (especially purchase order processing), inventory management (i.e., managing order-ship-bill cycles), distribution management (especially in the transmission of shipping documents), channel management (i.e., information dissemination on changes in operational conditions), and payment management (e.g., electronic payment systems or EPS).

B. Business-to-Consumer (B2C) E-Commerce

            Business-to-consumer e-commerce, or commerce between companies and consumers, involves customers gathering information; purchasing physical goods (i.e. tangibles such as books or consumer products) or information goods (or goods of electronic material or digitized content, such as software, or e-books); and, for information goods, receiving products over an electronic network.

           It is the second largest and the earliest form of e-commerce. Its origins can be traced to online retailing (or e-tailing). Thus, the more common B2C business models are the online retailing companies such as Amazon.com, Drugstore.com, Beyond.com, Barnes and Noble and ToysRus. Other B2C examples involving information goods are E-Trade and Travelocity.

           The more common applications of this type of e-commerce are in the areas of purchasing products and information, and personal finance management, which pertain to the management of personal investments and finances with the use of online banking tools (e.g., Quicken).

            B2C e-commerce reduces transactions costs (particularly search costs) by increasing consumer access to information and allowing consumers to find the most competitive price for a product or service. B2C e-commerce also reduces market entry barriers since the cost of putting up and maintaining a Web site is much cheaper than installing a “brick-and-mortar” structure for a firm. In the case of information goods, B2C e-commerce is even more attractive because it saves firms from factoring in the additional cost of a physical distribution network. Moreover, for countries with a growing and robust Internet population, delivering information goods becomes increasingly feasible.

VI. The Impact of E-Commerce
            The impact of e-markets on the economy of developing countries is evident in the following:

Transaction costs: There are three cost areas that are significantly reduced through the conduct of e-commerce. First is the reduction of search costs, as buyers need not go through multiple intermediaries to search for information about suppliers, products and prices as in a traditional supply chain. In terms of effort, time and money spent, the Internet is a more efficient information channel than its traditional counterpart. In e-markets, buyers and sellers are gathered together into a single online trading community, reducing search costs even further. Second is the reduction in the costs of processing transactions (e.g. invoices, purchase orders and payment schemes), as e-commerce allows for the automation of transaction processes and therefore, the quick implementation of the same compared to other channels (such as the telephone and fax). Efficiency in trading processes and transactions is also enhanced through the e-market’s ability to process sales through online auctions. Third, online processing improves inventory management and logistics.

Disintermediation: Through e-markets, suppliers are able to interact and transact directly with buyers, thereby eliminating intermediaries and distributors. However, new forms of intermediaries are emerging. For instance, e-markets themselves can be considered as intermediaries because they come between suppliers and customers in the supply chain.

Transparency in pricing: Among the more evident benefits of e-markets is the increase in price transparency. The gathering of a large number of buyers and sellers in a single e-market reveals market price information and transaction processing to participants. The Internet allows for the publication of information on a single purchase or transaction, making the information readily accessible and available to all members of the e-market. Increased price transparency has the effect of pulling down price differentials in the market. In this context, buyers are provided much more time to compare prices and make better buying decisions. Moreover, B2B e-markets expand borders for dynamic and negotiated pricing wherein multiple buyers and sellers collectively participate in price-setting and two-way auctions. In such environments, prices can be set through automatic matching of bids and offers. In the e-marketplace, the requirements of both buyers and sellers are thus aggregated to reach competitive prices, which are lower than those resulting from individual actions.

Economies of scale and network effects: The rapid growth of e-commerce creates traditional supply-side cost-based economies of scale. Furthermore, the bringing together of a significant number of buyers and sellers provides the demand-side economies of scale or network effects. Each additional incremental participant in the e-market creates value for all participants in the demand side. More participants form a critical mass, which is a key in attracting more users to an e-market.

VII. Emerging Trends in E-commerce
            E-commerce is flourishing day by day as it is getting conducive atmosphere. With newer trends in e-markets more and more people are attracting towards it. Following are some of the emerging trends in e-commerce.
Social Commerce: As social media platforms like Facebook continue to take off, merchants will become more aware of consumer digital activity, recognizing the opportunity to harness it and target customers with special offers or reward them for their loyalty. For example, when a customer ‘likes’ a page on Facebook, merchants can then identify them as a potentially new customer – one who may not have interacted with the brand outside of the social space. And with more than 800 million active users on Facebook, this presents a clear opportunity that many will want to capitalize on as soon as possible.

Taking advantage of social commerce strategies also helps merchants become more targeted in the delivery of special offers. Facebook and other social media platforms will become the first step on the e-Commerce ladder for merchants that don’t want to build a whole website but want to start selling online quickly. After all, it’s a much more cost-effective and simple way for merchants to target their approach and engage directly with their customer base.

Flash Sales: In 2012, more merchants have launched limited-time offers as a way to boost sales and incentivize consumers. With flash sales, customers who interact with the brand online or via social media platforms such as Facebook got first or priority access to special deals. The number of consumers who prefer to shop online is increasing day by day, which means that merchants can expect to see an immediate response through email campaigns, online advertising techniques or social media campaigns. Since consumers will already be viewing the flash sale promotion via a medium that can take them directly to a purchasing platform whether that be on the Web or via a mobile device – they can browse and purchase more quickly than if they had to physically go to a store. 

Not only will this strategy serve as a new way for consumers to engage and purchase from their favorite brands, but it’s also a way for merchants to reward loyal customers and keep them coming back. If consumers believe they are more likely to receive deals by participating in such promotions, they will continue to interact with the brands online and through flash sales. 

Discount Codes: Over the past year there has been a huge surge in the number of discount codes accessed through mobile coupons and group buying strategies. Merchants have found new ways to reach consumers through companies like GroupOn with more than 50 million subscribers that send deals and discount codes straight to subscribers’ email inboxes. The popularity of discount codes for consumers will continue to rise, but merchants will need to identify ways to use them to drive loyalty, rather than one off opportunistic purchases. Merchants are also increasingly using QR codes as an e-Commerce strategy. To prove their worth, merchants will need to become more sophisticated and offer real value to entice late technology adopters. Educating consumers about QR codes and how to use them may be the bigger challenge since 87 percent of QR code scanners already expect to get some kind of deal or coupon when they scan the code. For those who don’t like the QR concept or are not yet familiar with its benefits, the codes shouldn’t be used at the expense of a good old fashioned URL.

Mobile Optimisation: m-Commerce is set to hit the mainstream next year and merchants are working to optimize their websites to create mobile versions. This includes developing payment pages or specific smartphone and tablet apps that have payment pages already embedded within them. Until now, apps have re-routed consumers to a website to complete purchases, but this is set to become integrated as technology develops to support the payment process.

Another driver of mobile optimisation is the consumer’s widespread frustration with the m-Commerce experience in general. Recent research from WorldPay shows that 39 percent of smartphone shoppers are frustrated by the length of the process when buying via their mobile device and 38 percent were irritated by the amount of information that needed to be entered. Entering information on a smartphone can often be tricky for those not accustomed to using the smaller keyboard or touch screen, especially when typos (typographical error) occur, forcing users to backtrack and edit various input fields all over again. For e-Commerce merchants to effectively capitalise, they need to maintain a simple, fast mobile shopping experience for customers.

International Buying: e-Commerce offers consumers more choice and merchants more opportunities to widen the customer net beyond traditional boundaries. This will certainly be a growing trend in 2012 and beyond. Looking oversees presents a whole host of prospective new consumers, made easily accessible through online channels. Merchants are becoming savvier to opportunities abroad and are adapting their sites to offer international customers their preferred local method of payment. All size businesses are benefitting from this wider customer base, especially smaller businesses that may have traditionally only sold to consumers in their geographic region.

 Merchants must take caution, however, when offering additional payment methods, to be aware of further compliance requirements or necessary security measures to avoid risk of fraudulent transactions. Luckily there are superior fraud prevention platforms, as well as extensive guidelines, available to merchants looking to start or expand their online business and capitalize on this rapidly growing opportunity.
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