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Abstract

The said research paper involves a study of the impact of Electronic Commerce on Business.
The research study has highlighted the Management Information Systems, Finance and
Accounting, Marketing and Computer Sciences of E-Commerce on Business. E-commerce is
a way of conducting business over the Internet. Though it is a relatively new concept, it has
the potential to alter the traditional form of economic activities. Already it affects such large
sectors as communications, finance and retail trade and holds promises in areas such as
education, health and government. The largest effects may be associated not with many of the
impacts that command the most attention but with less visible, but potentially more pervasive,
effects on routine business activities. The integration of Electronic Commerce and Business
will bring a renaissance in marketing function. As it present opportunities to get close to the
customer to bring the customer inside the company, to explore new product ideas and pretest
them against real customers.
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Introduction
E-commerce has a significant impact on business costs and productivity. E-Commerce has a
chance to be widely adopted due to its simple applications. Thus it has a large economic
impact. Electronic Commerce provides the capability of buying and selling products and
information on the internet and other on-line service. Electronic commerce or e-commerce
refers to a wide range of online business activities for products and services. Electronic
commerce is transforming the marketplace by changing firms’ business models, by
shapingrelations among market actors, and by contributing to changes in market structure. Itis
difficult to single out theimpact of electronic commerce. Some businesses addresses three
themes associatedwith electronic commerce and the organizational changes it entails: changes
in business models,changes in market structure and opportunities for economic growth
created by organizational change.Electronic commerce creates the possibility of new models
for organizing production and transactingbusiness, by offering inters modality and
complementarily – not only substitution – in business models.
Conceptual Background of the Research Study
Today's world is a world of IT, BT and Beauty. In the age of Globalization,
tremendous progress in science and technology has brought changes in to the world of trade,
commerce,banking & marketing. Electronic commerce expands the marketplace to national
and international markets. It decreases the cost of creating processing, distributing and
retrieving paper based information. The Importance of E-Commerce is very wide because it
reduces the transaction cost. Reduced transaction cost leads to consumer empowerment. In
short E-Commerce is bringing about a very big change in commerce and marketing.
Research Methodology
For the said present research study is based on the secondary data. Such secondary
data is collected from various reference books on E-Commerce, E-Business, Marketing
Management, Marketing Research, Mobile Commerce, Internet Marketing, Electronic
Advertising, Economics, Commerce, Management, Banking etc. For the said research study
the secondary data is also collected from the various National and International Research
Books and Journalswhich are related to E-Commerce, Internet, Commerce, Banking,
Management and Information Technology.
Objectives of the Research Study
1. To study the theoretical concept of E-Commerce.
2. To study the E-Commerce Models of Business.
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3. To study the impact of E-Commerce on Business.
4. To study the benefits of E-Commerce to Organizations, Consumers and Society.
5. To study the barriers to E-Commerce.
Hypothesis of the Research Study
1. E-Commerce reduces the time between the outlay of capital and the receipt of products
and services.
2. The use of internet for business marketing the goods and services are increasing day by
day.
3. The impact of E -Commerce is positively affecting on business marketing.
E-Commerce Models
Creating an e-commerce solution mainly involves creating and deploying an ecommerce site.The first step in the development of an e-commerce site is to identify the ecommerce model.Depending on the parties involved in the transaction, e-commerce can be
classified into main 4 models.These arediscuss as follows:
1. Business-to-Business (B2B) Model
This is said to be the fastest growing sector of e-commerce. The B2B model is predicted to
become the largest value sector of the industry within a few years.The B2B model involves
electronic transactions for ordering, purchasing, as well as otheradministrative tasks between
houses. It includes trading goods, such as business subscriptions,professional services,
manufacturing, and wholesale dealings. Sometimes in the B2B model,business may exist
between virtual companies, neither of which may have any physical existence.In such cases,
business is conducted only through the Internet.The main twoadvantages of the B2B model
such as it can efficiently maintain the movement of the supply chain and the manufacturing
andprocuring processes, and it can automate corporate processes to deliver the right products
and services quickly andcost-effectively.
2. Business-to-Consumer (B2C) Model
The B2C model involves transactions between business organizations and consumers. It
appliesto any business organization that sells its products or services to consumers over the
Internet.These sites displayproduct information in an online catalog and store it in a database.
The B2Cmodel also includes services online banking, travel services, and health
information.The B2C model of e-commerce is more prone to the security threats because
individualconsumers provide their credit card and personal information n the site of a
businessorganization. In addition, the consumer might doubt that his information is secured

© Association of Academic Researchers and Faculties (AARF)
A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories.

Page | 75

and usedeffectively by the business organization. This is the main reason why the B2C model
is not verywidely accepted. Therefore, it becomes very essential for the business
organizations to providesecurity mechanisms that can guarantee a consumer for securing
business information.
3. Consumer-to-Consumer (C2C) Model
The C2C model involves transaction between consumers. Here, a consumer sells directly
toanother consumer. Online auction Web sitesthat provide a consumer to advertise and sell
their products online to another consumer.However, it is essential that both the seller and the
buyer must register with the auction site. Whilethe seller needs to pay a fixed fee to the
online auction house to sell their products, the buyer canbid without paying any fee. The site
brings the buyer and seller together to conduct deals.Any buyer can now browse the siteof
www.ebay.com to search for the product he interested in. If the buyer comes across such a
product, heplaces an order for the same on the Web site of eBay. EBay now purchase the
product from theseller and then, sells it to the buyer. In this way, though the transaction is
between two customers,an organization acts as an interface between the two organizations.
4. Consumer-to-Business (C2B) Model
The C2B model involves a transaction that is conducted between a consumer and a
businessorganization. It is similar to the B2C model, however, the difference is that in this
case theconsumer is the seller and the business organization is the buyer. In this kind of a
transaction, theconsumers decide the price of a particular product rather than the supplier.
This category includesindividuals who sell products and services to organizations. In addition
to the models discussed so far, five new models are being worked on that
involvestransactions between the government and other entities, such as consumer,
businessorganizations, and other governments. All these transactions that involve government
as oneentity are called e-governance.
The various models in the E-Governance scenario are:
a) Government-to-Government (G2G) model: This model involves transactions between
2governments. For example, if the Indian government wants to by oil from the
Arabiangovernment, the transaction involved are categorized in the G2G model.
b) Government-to-Consumer (G2C) model: In this model, the government transacts
withan individual consumer. For example, a government can enforce laws pertaining to
taxpayments on individual consumers over the Internet by using the G2C model.
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c) Consumer-to-Government (C2G) model: In this model, an individual consumer
interactswith the government. For example, a consumer can pay his income tax or house
taxonline. The transactions involved in this case are C2G transactions.
d) Government-to-Business (G2B) model: This model involves transactions between
agovernment and business organizations. For example, the government plans to build a
flyover. For this, the government requests for tenders from various contractors.
Governmentcan do this over the Internet by using the G2B model.
e) Business-to-Government (B2G) model: In this model, the business houses transact
withthe government over the Internet. For example, similar to an individual
consumer,business houses can also pay their taxes on the Internet.
The Impact of Electronic Commerce on Business
1. Management Information Systems – Analysis, design and implementation of e-business
systems within an organization; issues of integration of front-end and back-end systems
2. Human Resource Management – Issues of on-line recruiting, home working and
‘Intrapreneurs’ works on a project by project basis replacing permanent employees.
3. Finance and Accounting –On-line banking; issues of transaction costs; accounting and
auditingimplications where ‘intangible’ assets and human capital must be tangibly valued
in an increasingly knowledge based economy.
4. Economics –The impact of e-commerce on local and global economies; understanding
the concepts ofa digital and knowledge-based economy and how this fits into economic
theory
5. Production and Operations Management –The impact of on-line processing has led to
reducedcycletimes. It takes seconds to deliver digitized products and services
electronically; similarly the time for processing orders can be reduced by more than 90
per cent from days to minutes. Production systems are integrated with finance marketing
and other functional systems as well as with business partners and customers.
6. Marketing – Issues of on-line advertising, marketing strategies and consumer behavior
and cultures. One of the areas in which it impacts particularly is direct marketing. In the
past this was mainly door-to door, home parties and mail order using catalogues or
leaflets.
7. Computer Sciences – Development of different network and computing technologies
and languages to support e-commerce and e-business, for example linking front and back
office legacy systems with the ‘web based’ technology.
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8. Business Law and Ethics – The different legal and ethical issues that havearisen as a
result of aglobal ‘virtual’ market issues such as copyrightlaws, privacy of customer
information, legality of electronic contractsetc.
The Benefits of E-Commerce to Business, Consumers and Society
The previous sections have included discussions about what e-commerce is and its
impact, but what are the benefits of e-commerce? What does it offer and why do it? The
benefits of e-commerce can be seen to affect threemajor stakeholders: Business
Organizations, Consumers and Society.
1. Benefits of E-Commerce to Business
a) International Marketplace - What used to be a single physical marketplacelocated in a
geographical area has now become a borderless marketplaceincluding national and
international markets? By becoming e-commerceenabled, businesses now have access to
people all around the world. Ineffect all e-commerce businesses have become virtual
multinationalcorporations.
b) Operational Cost Savings - The cost of creating, processing, distributing,storing and
retrieving paper-based information has decreased.
c) Mass Customization - E-commerce has revolutionized the way consumersbuy goods and
services. The processing allows for products andservices to be customized to the
customer’s requirements. In the past whenFord first started making motor cars, customers
could have any color solong as it was black. Now customers can configure a car
according to theirspecifications within minutes on-line via the www.ford.com website.
d) Lower Telecommunications Cost - The Internet is much cheaper than valueadded
networks (VANs) which were based on leasing telephone lines for thesole use of the
organization and its authorized partners. It is also cheaper tosend a fax or e-mail via the
Internet than direct dialing.
e) Digitization of Products and Processes - Particularly in the case of softwareand
music/video products, this can be downloaded or e-mailed directly to customers via the
Internet in digital or electronic format.
f) No more 24-hour-time Constraints - Businesses can be contacted by orcontact
customers or suppliers at any time.
b) More Choices - Customers not only have a whole range of products thatthey can choose
from and customize, but also an international selection ofsuppliers.
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c) Price Comparisons - Customers can ‘shop’ around the world and conductcomparisons
either directly by visiting different sites, or by visiting a singlesite where prices are
aggregated from a number of providers and compared. SRJIS/BIMONTHLY/ RAJNEESH
SHAHJEE (3130-3140)
d) Improved Delivery Processes - This can range from the immediate deliveryof digitized
or electronic goods such as software or audio-visual files bydownloading via the Internet,
to the on-line tracking of the progress ofpackages being delivered by mail or courier.
e) An Environment of Competition - Where substantial discounts can be foundor value
added, as different retailers vie for customers. It also allows manyindividual customers to
aggregate their orders together into a single orderpresented to wholesalers or
manufacturers and obtain a more competitiveprice.
3. Benefits of E-Commerce to Society
a) Enables more Flexible Working Practices -This enhances the quality of life for a whole
host of people in society, enabling them to work from home. Notonly is this more
convenient and provides happier and less stressful workingenvironments, it also
potentially reduces environmental pollution asfewer people have to travel to work
regularly.
b) Connects People - Enables people in developing countries and rural areasto enjoy and
access products, services, information and other people whichotherwise would not be so
easily available to them.
c) Facilitates Delivery of Public Services - For example, health services availableover the
Internet (on-line consultation with doctors or nurses) filingtaxes over the Internet through
the Inland Revenue website.
The Barriers of E-Commerce
The drivers of e-commerce were identified and summarized there are barriers to the
growth and development ofe-commerce. Numerous reports and surveys identify the different
kinds ofbarriers, and many of them focus on security as being one of the largestinhibitors to
and problems for e-commerce. Different nations are atdifferent stages of development of ecommerce and as such the issues thatare relevant to one nation may not be relevant to
another. Similarly, theissues that are relevant to the type of organization also differ. Overall,
all kindsof organizations have similar barriers but with different emphases for discuss as
follows:
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1. Commercial Infrastructure - Relates to issues such as international trade agreements,
taxation laws and other legal agreements that facilitate all kinds of on-line trading and so
is a barrier relevant to all types of businesses.
2. Technology Infrastructure - Deals with issues of standardization of systems and
applications, which is a particular concern for larger organizations who want to
implement solutions such as value chain integration and e-supply chain management.
3. Internet Infrastructure - Deals with issues such as availability and quality of the
Internet in terms of speed and reliability. This barrier is of particular concern to Business
to Consumer organizations, since their business relies more on general consumers, and so
the ease with which the general public can connect to the Internet has a direct impact on
their Web-based business.
4. Security -In its broadest term is one of the most significant barriers toe-commerce both
within the organization and external to it. Identified as Security and Encryption; Trust and
Risk; User Authentication and Lack of Public Key Infrastructure; Fraud and Risk of Loss
it relates to the development of a broader security infrastructure and it also relates to the
kinds of measures barriers to e-commerce businesses can take to improve security.
5. Interoperability of systems– This is identified as one of the major barriers for large USbased Business to Business corporations. This refers specifically to implementation and
compatibility problems of integrating new e-commerce applications with existing legacy
systems and resources within organizations. This problem also extends to interacting with
systems of business partners and stakeholders.
6. Lack of Qualified Personnel- This is a particularly strong concern because internally
they do not have sufficient resources to attract and maintain their own support staff to
develop a sophisticated technology infrastructure. With regards to third parties, the
qualified personnel tended to work for larger organizations.
Conclusion
This research paper involves a study of the inability to find the product or services of interest
quickly is the biggest barrier to effective marketing this problem may be overcome through
E- commerce, where number of companies offer several products thought the net. In Short,
Indian e-commerce has to face many difficulties in web marketing because of infrastructural
difficulties and computer illiteracy. Majority of the customers live in rural areas do not
sufficient knowledge about computer and internet. Some of customers in urban areas do not
have credit facilities and therefore online buying and selling of goods is limited to urban class
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having knowledge of computer internet if Indian marketers take into account essentials of
good website they can definitely make success marketing in international markets.
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