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 E-Commerce is a daily part of our lives.

 We order clothes, food, and electronics online, we use

credit cards every day, pay via Apple Pay in public

transport.

 So, eCommerce is fully integrated into our lives and it‘s

so hard to imagine our life without it.



 E-commerce means using the Internet and the web for

business transactions and/or commercial transactions.

 Digitally enabled transactions include all transactions

mediated by digital technology and platform; that is,

transactions that occur over the Internet and the web.



 ‗E-commerce‘ and ‗online shopping‘ are often used

interchangeably.

 But at its core e-commerce is much broader than this –

it embodies a concept for doing business online,

incorporating a multitude of different services

e.g. making online payments, booking flights etc.





 Definition of eCommerce.

“eCommerce, also known as electronic commerce or 

eBusiness, is buying and selling goods and services 

over the internet”.



 eCommerce is pretty much like physical retail.

 We buy and sell.

 The difference is that eCommerce operates

DIGITALLY.





 For example,

 The numbers of consumer brand retail sites like

Amazon(dot)com and Flipkart(dot)com which normally

provides information about products and also allows

monetary transactions to happen over the internet





 Development of Business-Relationship:

 As their direct contact in between the company and the

consumer, their business relationship will be enhanced.

Hence the area of the market can be increased.



 Better-Customer Service:

 As it is done round the clock, the customer will always

have online help regarding the products.

 As all the information is furnished to the customer, it

becomes easy to him to choose the best product among

all other alternatives.



 Getting more Customers:

 In these days it becomes the mandate of the companies

to double its customers, and this can be done by

rendering the value add service and maintaining the

quality.



 Lower Prices:

 Managing an online storefront is far cheaper than an

offline, brick and mortar store.

 Typically less staff are required to manage an online

shop as web-based management systems.



 Accessibility and Convenience:

 Unlike many offline stores, consumers can access e-

commerce websites 24 hours a day. Customers can read

about services, browse products and place orders

whenever they wish. In that sense, online shopping

is extremely convenient and gives the consumer more

control.



 Wider Choice:

 For the past twenty years, the growth of online

shopping has to a large extent been based around

increased choice.

 With an almost endless choice of brands and products

to choose from, consumers are not limited by the

availability of specific products in their local town, city

or country. Items can be sourced and shipped globally.



 B2B is one of the most common types of e-commerce. This

is when a transaction of goods or services occurs between

two businesses.

 In E-Commerce B2B, transactions are usually carried out

through Electronic Data Interchange or EDI.

 EDI is an automated format of exchanging information

between businesses over private networks.

 For Example- Manufacturers and wholesalers are B2B

companies.



 Customer to Business or C2B refers to E-Commerce

activities, which use reverse pricing models where

the customer determines the price of the product or

services.

 For example – tele workers and online auctions

are C2B processes.



 Customer to Customer or C2C refers to E-Commerce

activities, which uses an auction style model.

 Customers are also the business and C2C enables

customers to directly deal with each other.

 An example of this is peer auction giant, E Bay,

olx.



 M-commerce (mobile commerce) is the buying and

selling of goods and services through wireless

technology i.e., handheld devices such as cellular

telephones and personal digital assistants.

 Japan is seen as a global leader in m-commerce.





 The biggest social media site, Facebook, realized that

it could keep its users on-site longer by offering a

platform to buy and sell goods and services.

 A sale that takes place on a mobile device via

Facebook would be considered both m-commerce

and F-commerce.



 The term e-commerce does not come into existence

without the help of the internet.





 It is a process of conducting business online.

 Internet reduces the costing of business expenditure.

 The Internet offers the common people to be more

connected with the rest of the world.

 It creates a web net among several community people,

variety of businesses and different needs of the crowd.



 Prior to the Web, the Internet was all text—no graphics,

animations, sound, or video.

 The Web made it possible to include these elements.





 The World Wide Web (WWW), commonly known as the

Web, is an information system where documents and

other web resources are identified by Uniform Resource

Locators (URLs, such as https://example.com/), which

may be interlinked by hyperlinks, and are accessible over

the Internet

 It provided a multimedia interface to resources available

on the Internet.





 It is easy to get the Internet and the Web confused, but

they are not the same thing.

 The Internet is the actual network.

 It is made up of wires, cables, satellites, and rules for

exchanging information between computers connected to

the network.

Being connected to this network is often described as

being online.







































 A vendor refers to an individual or company that sells

something to another individual or entity.

 Vendors can be utilized at different spots in the supply

chain, and with multiple occurrences throughout.

 The term vendor can encompass retailers or suppliers

broadly with what is often a component in a larger

product.





 The B2C type of vendor sells directly to the consumer.

 They sell generally completed products to the end-user

or even product components.

 It can be a retail store.

 A vendor can be an online retailer.

 Some vendors even specialize in providing consumer

services.

 Vendors provide a wide-ranging volume of products to

the end consumer.



 The B2G type of vendor sells to the government.

 In the defense industry, there are many vendors that sell

different types of equipment through government contracts.

 Some examples of B2G vendors include Raytheon and

Lockheed Martin, which sells defense products and

components to the Army



 A B2B vendor is one that sells primarily to other vendors.

 An example of a B2B vendor is Panasonic, which sells

batteries to Tesla, or

 microchip manufacturers, such as Intel or Advanced Micro

Devices, which sell components to personal computer

manufacturers.





 Ecommerce software provides the customer facing

front end component of an online business.

 Online businesses, like all other businesses, need

additional software to manage back end functions such

as accounting, order management, inventory

management, and customer service.
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 Traditional marketing is a rather broad category that

incorporates many forms of advertising and marketing.

 It's the most recognizable types of marketing,

encompassing the advertisements that we see and hear

every day.

 Most traditional marketing strategies fall under one of four

categories: print, broadcast, direct mail, and telephone.



 Marketing activities continue to evolve from traditional

strategies to nontraditional methods that involve the

Internet.

 Both traditional and nontraditional marketing have

advantages and disadvantages.



Traditional 
Marketing

Direct 
Mail

Print Broadcast Referral



 Direct-mail marketing creates awareness of a product

through postcards, brochures, letters and fliers sent

through mail.

 Direct mail is called a targeted type of marketing strategy

because information is sent to a specific target market.

 However, direct-mail marketing can be expensive as a

business incurs design and printing costs as well as

postage expenses to reach its target.



 Print marketing includes advertising products and services

through newspapers and magazines.

 Print marketing is both a mass-marketing and niche-

marketing strategy.

 As a mass-marketing strategy, printed advertisements reach

different classes of people, who might or might not have an

interest in the product.

 In magazines, print marketing reaches out to the niche market

that reads the magazine, such as women, fathers, teens or car

lovers.



 Television and radio are traditional avenues still widely

used.

 Broadcast marketing reaches a large audience within a

limited period of time.

 However, broadcast messages have a shorter lifespan

compared with printed messages.

 Additionally, marketing through television and radio is

costlier, compared with other forms of traditional marketing.



 Referral marketing, also known as word of mouth, relies on

customers to spread information about products or services.

 Referral is not a strategic or planned marketing activity, but it

might help a business build a loyal client base.

 It also costs close to nothing for the business.

 However, a business shouldn't rely primarily on referral

marketing; it should combine this with the other types of

marketing to reach a wider target market.



 We can easily reach a group of audience, 

 Reuse and recycling, 

 Hard copies can be easily processed, 

 Greater exposure. 



 It takes more time to reach people, 

 Based on our stories the product will reach more 

people, 

 Expensive high, 

 Nowadays most of the people prefer online 

marketing than traditional marketing 



 E-marketing is referred to those strategies and techniques

which utilized online ways to reach target customers.

 There are millions of Internet users that daily access

different websites using a variety of tools like computers,

laptops, tablet and smart or android phone devices, and

the number of internet users are increasing very rapidly.



 E-marketing also known as online or internet advertising

which uses the internet technology to promote online

message to customer.

 E-marketing examples are email or social media

advertising, web banners and mobile advertising.



 A web presence is a location on the World Wide Web where a

person, business, or some other entity is represented

 Examples of a web presence for a person could be a personal

website, a blog, a profile page, a wiki page, or a social media

point of presence

 e.g. a LinkedIn profile, a Facebook account, or a Twitter

account.



 Examples of a web presence for a business or some other

entity could be a corporate website, a microsite, a page

on a review site, a wiki page, or a social media point of

presence

 (e.g., a LinkedIn company page and/or group, a Facebook

business/brand/product page, or a Twitter account).



 Every web presence is associated with a unique web

address to distinguish one point of presence from another.

 A Web presence (or Web site) is a collection of Web files on

a particular subject that includes a beginning file called a

home page .



 For creating a web site that is effective, the following objectives

should be considered:

 To attract visitors to the Web site.

 To make the site interesting so that the visitor stay and explore.

 To persuade the visitors to follow the site's links to obtain

information.

 To create the desired image of the organisation in the visitors

mind.

 To reinforce positive images that the visitor may already have

about the organisation.



 Why do Visitors arrive at a Web site?

 To obtain general information about the company or

organisation.

 Learning about the company's products or services.

 Buying the products and services offered by the company.

 Finding out the services conditions and warranties

applicable for the products they have purchased.



 Why do Visitors arrive at a Web site?

 Obtaining financial information helpful in making

investment or credit granting decision.

 Identifying the people who manage the company or

organisation.

 Business should try to meet the following goals while

constructing their Web Sites:

 Convey an integrated image of the organisation



 Why do Visitors arrive at a Web site?

 Offer easily accessible facts about the organisation.

 Allow visitors to experience the site in different ways and at

different levels.

 Provide visitors with a meaningful two way interactive

communication link with the organisation.

 Sustain visitor attention and encourage return visits.

 Offer easily accessible information about products and services

and how to use them.



 A website can help broadcast information about your

organization to the general public.

 It can help you increase awareness of your organization, pass

information to your employees or volunteers, or publicize

fundraising events.

 With these instructions, you will be able to quickly and easily

create a well‐organized website.



Planning

Acquiring a Domain 
Name: A domain 

name is the ―easy to 
remember nickname

Registering Your 
Domain Name

Securing a Web 
Server to Host Your 

Website

Secure Software to 
Design Your Website

Content Management 
Systems



 Marketing is the activity, set of institutions and processes for

creating, communicating, delivering, and exchanging offers that

have value for customers, clients, partners, and society at large.

 Marketing changes the perspective of a person.

 There are two approaches of marketing:

 Traditional marketing

 Online marketing



 Online marketing is advertising and marketing the products or

services of a business over Internet.

 Online marketing relies upon websites or emails to reach to the users

and it is combined with e-commerce to facilitate the business

transactions.

 In online marketing, you can promote the products and services via

websites, blogs, email, social media, forums, and mobile Apps.

 Online marketing is also termed as Internet marketing, Web

marketing, or simply, OLM.



 There are three new market segments which are as follows,

 Cyber buyers

 These are professionals who spend a good deal of time online,

mainly at their places of business.

 These professionals often have to make complex purchasing

decisions that require reams of data and difficult to locate

sources of supply, all within a tight time frame.

 That is a perfect fit with the capabilities of online technology.



 Cyber consumers

 These are the home computer users wired upto commercial

online services and the internet.

 Cyber surfers

 They use online technology to expand their horizons, challenge

their abilities, and for fun.

 This segment is typically younger and possesses shorter

attention spams.



 Online marketing is a set of tools and methodologies used for

promoting products and services through the internet.

 Online marketing includes a wider range of marketing elements

than traditional business marketing due to the extra channels and

marketing mechanisms available on the internet.

 Online marketing enables you to build relations with customers

and prospects through regular, low-cost personalized

communication, reflecting the move away from mass marketing.



 Low costs: Large audiences are reachable at a fraction of

traditional advertising budgets, allowing businesses to create

appealing consumer ads.

 Flexibility and convenience: Consumers may research and

purchase products and services at their leisure.

 Analytics: Efficient statistical results are facilitated without

extra costs.



 Multiple options: Advertising tools include pay-per-click

advertising, email marketing and local search integration (like

Google Maps).

 Demographic targeting: Consumers can be demographically

targeted much more effectively in an online rather than an

offline process.



 In this unit, you have learnt about the traditional marketing and e

marketing, web presence goals, site adhesion and benefits of

online marketing.

 This knowledge would make you understand the difference

between traditional marketing and E-Marketing and needs of the

web, content and format used to develop the e-commerce

website for transaction.

 Thus, the E-Marketing unit would have brought you to closer to

know the concept of benefits of online marketing.
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 Traditional Marketing; 

 E-Marketing; 

 Identifying Web Presence Goals 



 Electronic Customer Relationship Management (E-

CRM) is the application of Internet-based technologies

such as emails, websites, chat rooms, forums and other

channels to achieve CRM objectives.

 It is a well-structured and coordinated process of CRM

that automates the processes in marketing, sales and

customer service.



 An effective E-CRM increases the efficiency of the

processes as well as improves the interactions with

customers and enables businesses to customize products

and services that meet the customers‗ individual needs.

 E-CRM, or Electronic Customer Relationship

Management, is an integrated online sales, marketing and

service strategy that are used to identify, attract and retain

an organization‗s customers.



 It describes improved and increased communication

between an organisation and its clients by creating and

enhancing customer interaction through innovative

technology.

 E-CRM software provides profiles and histories of each

interaction the organisation has with its customers, making

it an important tool for all small and medium businesses.



 As we implement eCRM process, there are three steps life cycle:

 1. Data collection: About customers preference information for

actively and passively ways via website, email, questionnaire.

 2. Data aggregation: Filter and analysis for firm's specific needs to

fulfill their customers.

 3. Customer interaction: According to customer's need, company

provides the proper feedback to them.

 eCRM can be defined as activities to manage customer

relationships by using the Internet, web browsers or other

electronic touch points.



 Marketing automation refers to the software that allows

you to automate activities and operationalize

communications with the goal of managing the repetitive

and time-consuming tasks.

 Marketing Automation is a subset of customer relationship

management (CRM) or customer experience

management (CXM) that focuses on the definition,

segmentation, scheduling and tracking of marketing

campaigns.



Marketing Automation can be defined as a process where 

technology is used to automate several repetitive tasks that 

are undertaken on a regular basis in a marketing 

campaign. 

 https://www.getresponse.com/features/marketing-

automation

https://www.getresponse.com/features/marketing-automation
https://www.getresponse.com/features/marketing-automation
https://www.getresponse.com/features/marketing-automation
https://www.getresponse.com/features/marketing-automation
https://www.getresponse.com/features/marketing-automation
https://www.getresponse.com/features/marketing-automation
https://www.getresponse.com/features/marketing-automation
https://www.getresponse.com/features/marketing-automation
https://www.getresponse.com/features/marketing-automation


Marketing Automation can be defined as a process where 

technology is used to automate several repetitive tasks that 

are undertaken on a regular basis in a marketing 

campaign. 

 There are three categories of marketing automation

software:

Marketing 
intelligence

Marketing 
automation

Advanced 
workflow 

automation



 Marketing intelligence

 A marketing intelligence system is a set of procedures and

sources that can be used to obtain information about

developments in the marketing environment.

 Uses tracking codes in social media, email and WebPages to

track the behavior of anyone interested in a product or service

to gain a measure of intent.

 It can record which social media group or thread they followed,

which link was clicked on in an email or which search term

was used to access a website.





 Marketing automation

 Commonly used in business-to-business (B2B), business-to-

government (B2G), or longer sales cycle business-to-

consumer (B2C) sales cycles, Marketing Automation

involves multiple areas of marketing





 Encompasses automation of internal marketing processes.

 These include budgeting and planning, workflow and

approvals, the marketing calendar, internal collaboration,

digital asset creation and management and essentially

everything that supports the operational efficiency of the

internal marketing function



 Enterprise Customer Management (ECM) at its core is an

organizational wide approach to placing the customer at

the center of all business decisions.

 Before an organization can implement CRM, the

organization should be aware of potential problems and

possible to be deal with them when necessary.

 At the organization level, business should establish a joint

operation between different sectors that are associated

with the customer to be more effective.



 The main challenges that an organization may encounter

in implementing CRM can be divided into three main

cases:

 Initial start-up costs: It is one of the CRM challenges

that the organization may have invested a large amount of

customer management tools. There may be some specific

applications of these tools, they hardly can be shared in

difficult sectors.



 Integrated practical tools: Organizations need tools to

integrate applications based on customer life cycles and

interactions with the customer is created.

 The organization need to manage the customer interaction

to different languages and currencies



 Cooperation various sectors:

 CRM is an integrated approach and requires the

cooperation of the business which had previously operated

as autonomous.

 Data that are gathered in one section should be shared in

all other parts.

 Some of the sectors to share their data with others may be

Unsatisfied or reluctant



 To create a customer-centered culture it is necessary to

extend the capabilities of knowledge and as well as the

necessary tools to meet customer needs with appropriate

products and services.



 There can be multiple definitions of CRM from different

perspectives: From the viewpoint of the Management,

CRM can be defined as an organized approach of

developing, managing, and maintaining a profitable

relationship with customers.

 By equating the term with technology, the IT

organizations define CRM as software that assists

marketing, merchandising, selling, and smooth service

operations of a business.



 The primary goal of CRM is to increase customer loyalty

and in turn improve business profitability.

 It shows the ingredients that work together to form a

successful CRM system.
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•Supply Chain Management can be defined as the management of flow of products

and services, which begins from the origin of products and ends at the product‘s

consumption.

•It also comprises movement and storage of raw materials that are involved in work

in progress, inventory and fully furnished goods.

•The main objective of supply chain management is to monitor and relate production,

distribution, and shipment of products and services.

•This can be done by companies with a very good and tight hold over internal

inventories, production, distribution, internal productions and sales.

Supply Chain Management



Supply Chain Management



 Supply chain management basically merges the supply

and demand management. It uses different strategies and

approaches to view the entire chain and work efficiently at

each and every step involved in the chain.

 Every unit that participates in the process must aim to

minimize the costs and help the companies to improve

their long term performance, while also creating value for

its stakeholders and customers.

 This process can also minimize the rates by eradicating

the unnecessary expenses, movements and handling.



 Develops better customer relationship and service.

 Creates better delivery mechanisms for products and 

services in demand with minimum delay.

 Improvises productivity and business functions.

 Minimizes warehouse and transportation costs.

 Minimizes direct and indirect costs.



 Assists in achieving shipping of right products to the right place at the 

right time.

 Enhances inventory management, supporting the successful execution 

of just-in-time stock models.

 Assists companies in adapting to the challenges of globalization, 

economic upheaval, expanding consumer expectations, and related 

differences.

 Assists companies in minimizing waste, driving out costs, and 

achieving efficiencies throughout the supply chain process.



 Supply chain partners work collaboratively at different levels to

maximize resource productivity, construct standardized processes,

remove duplicate efforts and minimize inventory levels.

 Minimization of supply chain expenses is very essential, especially

when there are economic uncertainties in companies regarding their

wish to conserve capital.

 Cost efficient and cheap products are necessary, but supply chain

managers need to concentrate on value creation for their customers.



 Exceeding the customers‘ expectations on a regular basis is the best

way to satisfy them.

 Increased expectations of clients for higher product variety,

customized goods, off-season availability of inventory and rapid

fulfillment at a cost comparable to in-store offerings should be

matched.

 To meet consumer expectations, merchants need to leverage inventory

as a shared resource and utilize the distributed order management

technology to complete orders from the optimal node in the supply

chain.





 Plan

 The initial stage of the supply chain process is the planning stage. We

need to develop a plan or strategy in order to address how the

products and services will satisfy the demands and necessities of the

customers. In this stage, the planning should mainly focus on

designing a strategy that yields maximum profit.

 For managing all the resources required for designing products and

providing services, a strategy has to be designed by the companies.

Supply chain management mainly focuses on planning and

developing a set of metrics.



 Develop(Source)

 After planning, the next step involves developing or sourcing. In this

stage, we mainly concentrate on building a strong relationship with

suppliers of the raw materials required for production. This involves

not only identifying dependable suppliers but also determining

different planning methods for shipping, delivery, and payment of the

product.

 Companies need to select suppliers to deliver the items and services they require to

develop their product. So in this stage, the supply chain managers need to construct

a set of pricing, delivery and payment processes with suppliers and also create the

metrics for controlling and improving the relationships.



 Develop(Source)

 Finally, the supply chain managers can combine all these processes

for handling their goods and services inventory. This handling

comprises receiving and examining shipments, transferring them to

the manufacturing facilities and authorizing supplier payments.



 Make

 The third step in the supply chain management process is the

manufacturing or making of products that were demanded by the

customer. In this stage, the products are designed, produced, tested,

packaged, and synchronized for delivery.

 Here, the task of the supply chain manager is to schedule all the

activities required for manufacturing, testing, packaging and

preparation for delivery. This stage is considered as the most metric-

intensive unit of the supply chain, where firms can gauge the quality

levels, production output and worker productivity.



 Deliver

 The fourth stage is the delivery stage. Here the products are delivered

to the customer at the destined location by the supplier. This stage is

basically the logistics phase, where customer orders are accepted and

delivery of the goods is planned.

 The delivery stage is often referred as logistics, where firms

collaborate for the receipt of orders from customers, establish a

network of warehouses, pick carriers to deliver products to customers

and set up an invoicing system to receive payments.



 Return

 The last and final stage of supply chain management is referred as the

return. In the stage, defective or damaged goods are returned to the

supplier by the customer. Here, the companies need to deal with

customer queries and respond to their complaints etc.

 This stage often tends to be a problematic section of the supply chain

for many companies. The planners of supply chain need to discover a

responsive and flexible network for accepting damaged, defective and

extra products back from their customers and facilitating the return

process for customers who have issues with delivered products.



 Supply chain management can be defined as a systematic flow of

materials, goods, and related information among suppliers,

companies, retailers, and consumers.

 Types

 There are three different types of flow in supply chain management −

 Material flow

 Information/Data flow

 Money flow





 Material flow includes a smooth flow of an item from the producer to the

consumer. This is possible through various warehouses among distributors, dealers

and retailers.

 The main challenge we face is in ensuring that the material flows as inventory

quickly without any stoppage through different points in the chain. The quicker it

moves, the better it is for the enterprise, as it minimizes the cash cycle.

 The item can also flow from the consumer to the producer for any kind of repairs, or

exchange for an end of life material.

 Finally, completed goods flow from customers to their consumers through different

agencies. A process known as 3PL is in place in this scenario. There is also an

internal flow within the customer company.



 Information Flow

 Information/data flow comprises the request for quotation, purchase

order, monthly schedules, engineering change requests, quality

complaints and reports on supplier performance from customer side to

the supplier.

 From the producer‘s side to the consumer‘s side, the information flow

consists of the presentation of the company, offer, confirmation of

purchase order, reports on action taken on deviation, dispatch details,

report on inventory, invoices, etc.



 Information Flow

 For a successful supply chain, regular interaction is necessary

between the producer and the consumer. In many instances, we can

see that other partners like distributors, dealers, retailers, logistic

service providers participate in the information network.

 In addition to this, several departments at the producer and consumer

side are also a part of the information loop. Here we need to note that

the internal information flow with the customer for in-house

manufacture is different.



 Money Flow

 On the basis of the invoice raised by the producer, the clients examine

the order for correctness. If the claims are correct, money flows from

the clients to the respective producer. Flow of money is also observed

from the producer side to the clients in the form of debit notes.

 In short, to achieve an efficient and effective supply chain, it is

essential to manage all three flows properly with minimal efforts. It is

a difficult task for a supply chain manager to identify which

information is critical for decision-making. Therefore, he or she

would prefer to have the visibility of all flows on the click of a button.





 E-Supply chain management is practiced in manufacturing

industries.

 E-SCM involves using internet to carry out value added

activities so that the products produced by the manufacturer

meets customers‘ and result in good return on investment.

 Internet technology to facilitate information exchange and

communication in business networks has emerged as an

innovative approach further exploring value-adding

opportunities in supply chains.



 E-SCM Tie together all the players in the extended enterprise, from

raw materials to final point of distribution.

 E-SCM Gives real-time market information to these players, allowing

them to anticipate and adjust their operations in response to market

conditions.

 E-SCM helps eliminate costly stockpiling against demand spikes,

freeing up resources, and reducing costs.



 E-SCM Lower costs, improve speed, and increase the accuracy of

data sharing within the extended enterprise.

 E-SCM a truly integrated supply chain creates value-for the

enterprise, its supply chain partners, and its shareholders.

 E-SCM is particularly relevant to diversified business houses with

complex supply chain networks, to companies with wide distribution

systems, and to enterprises that depend on a large number of out-

sourced products.







 1. In this, data transfer is online, so no paperwork has to be done.

 2. This satisfies the whole seller and distributor as the product is

received by the right person at the right time.

 3. There is very little possibility of mistakes in this.

 4. It is very cheap.

 In this, the delivery speed of the product is very fast and logical.

 6. The quality is very good.

 7. An efficient SCM maintains the quality then it satisfies the

customer.



 The fundamental challenge for supply chain management is how to

efficiently integrate and optimize supply chain operations with

dispersed marketplaces and characteristic demands using the latest

advances in information technology.

 eBusiness using Internet technology to facilitate information

exchange and communication in business networks has emerged as an

innovative approach further exploring value-adding opportunities in

supply chains. The e-business approach plans and executes front-end

and back-end operations in a supply chain using Web-based

applications.



 ―Electronic supply chain management (e-SCM) is the collaborative

use of technology to enhance business-to-business processes and

improve speed, agility, real-time control, and customer satisfaction.

 Not about technology change alone, e-SCM is about culture change

and changes in management policy, performance metrics, business

processes, and organizational structures across the supply chain.

 The networked relationships change the traditional supply chain

information flows from linear transmission to end-toend connections,

i.e. information can be transferred directly from any partner of the

supply chain to another partner without distortion and delay.



 Supply Chain Replenishment.

 Supply chain replenishment encompasses the integrated production

and distribution processes.

 Companies can use replenishment information to reduce inventories,

eliminate stocking points, and increase the velocity of replenishment

by synchronizing supply and demand information across the extended

enterprise.



 E-Procurement.

 It is the use of web-based technology to support the key procurement

processes, including requisitioning, sourcing, contracting, ordering,

and payment.

 E-procurement supports the purchase of both direct and indirect

materials and employs several web-based functions, such as online

catalogs, contracts, purchase orders, and shipping notices.



 Supply Chain Monitoring and Control Using RFID.

 This is one of the most promising applications of RFID

(Radio-Frequency Identification).



 Inventory Management Using Wireless Devices. 

 Many organizations are now achieving improvements in 

inventory management by using combinations of bar-coding 

technologies (or RFID) and wireless devices. 



 Collaborative Planning.

 It is a business practice that combines the business

knowledge and forecasts of multiple players along a supply

chain to improve the planning and fulfillment of customer

demand.

 Collaborative planning requires buyers and sellers to

develop shared demand forecasts and supply plans for how

to support demand.



 Collaborative Design and Product Development.

 It involves the use of product design and development

techniques across multiple companies to improve product

launch success and reduce time to market.

 During product development, engineering and design

drawings can be shared over a secure network among the

contracting firm, testing facility, marketing firm, and

downstream manufacturing and service companies.



 E-Logistics.

 It is the use of web-based technologies to support the

material acquisition, warehousing, and transportation

processes.

 E-logistics enables distribution to couple routing

optimization with inventory-tracking information. For

example, Internet-based freight auctions enable spot buying

of trucking capacity.



 It improves efficiency

 It reduces inventory

 It reduces cost

 It helps to take competitive advantage over competitors.

 It increases ability to implement just-in-time delivery,

increases on-time deliveries, which enhances customer

satisfaction.



 It reduces cycle time, increases revenue, by providing

improved customer service.

 It improves order fulfillment, order management, decision

making, forecasting, demand planning, and

warehouse/distribution activities.

 It reduces paperwork, administrative overheads, inventory

build-up, and the number of hands that handle goods on

their way to the end-user i.e., the customer.
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 Over the last decade, the use of information technology to

support the exchange of information, both within and

between organizations, has been constantly growing.

 One of the most important areas of growth has been the

application of technology to the exchange of structured

information between companies, generally referred to as

"Electronic Data Interchange" or just EDI



 ED1 is, above all, a way of conducting inter-organizational

transactions electronically

 Electronic Data Interchange is 'the inter-company

computer-to-computer communication of standard

business transactions in a standard format that permits

the receiver to perform the intended transaction' (Sokol,

1989, p.12).



 Inter-company' specifically refers to the electronic

transmission of data between different companies. This

implies that two or more companies trade electronically and

that they must have common communications capabilities.

As this is not always the case, the companies involved

either purchase communication hardware and software, or

seek the services of a third-party service provider to act as

intermediary.



 EDI stands for Electronic Data Interchange. EDI is an

electronic way of transferring business documents in an

organization internally, between its various departments or

externally with suppliers, customers, or any subsidiaries.

 In EDI, paper documents are replaced with electronic

documents such as word documents, spreadsheets, etc.





 Following are the few important documents used in EDI −

 Invoices

 Purchase orders

 Shipping Requests

 Acknowledgement

 Business Correspondence letters

 Financial information letters



 A program generates a file that contains the processed

document.

 The document is converted into an agreed standard format.

 The file containing the document is sent electronically on

the network.

 The trading partner receives the file.

 An acknowledgement document is generated and sent to the

originating organization.



 Reduction in data entry errors. − Chances of errors are

much less while using a computer for data entry.

 Shorter processing life cycle − Orders can be processed as

soon as they are entered into the system. It reduces the

processing time of the transfer documents.

 Electronic form of data − It is quite easy to transfer or

share the data, as it is present in electronic format.



 Reduction in paperwork − As a lot of paper documents are

replaced with electronic documents, there is a huge

reduction in paperwork.

 Cost Effective − As time is saved and orders are processed

very effectively, EDI proves to be highly cost effective.

 Standard Means of communication − EDI enforces

standards on the content of data and its format which leads

to clearer communication.











 The electronic payment system has grown increasingly over

the last decades due to the growing spread of internet-based

banking and shopping.

 As the world advances more with technology development,

we can see the rise of electronic payment systems and

payment processing devices.

 As these increase, improve, and provide ever more secure

online payment transactions the percentage of check and

cash transactions will decrease.



 An e-payment system is a way of making transactions or

paying for goods and services through an electronic

medium, without the use of checks or cash.

 It‘s also called an electronic payment system or online

payment system.



 Internet payment systems refer to the various methods by

which individuals and companies doing business online

collect money from their customers in exchange for the

goods and services they provide.

 A number of different forms of payment exist for online

purchases, and more are being developed all the time.



 E-commerce sites use electronic payment, where electronic

payment refers to paperless monetary transactions.

 Electronic payment has revolutionized the business

processing by reducing the paperwork, transaction costs,

and labor cost.

 Being user friendly and less time-consuming than manual

processing, it helps business organization to expand its

market reach/expansion.



 Credit Card

 Debit Card

 Smart Card

 E-Money

 Electronic Fund Transfer (EFT)



 It is a very popular electronic payment method to transfer money from

one bank account to another bank account.

 Accounts can be in the same bank or different banks.

 Fund transfer can be done using ATM (Automated Teller Machine) or

using a computer.



 NEFT or National Electronics Funds Transfer

 RTGS or Real Time Gross Settlement

 IMPS or Immediate Payment Service.



 The National Electronic Funds Transfer is a nation-wide money

transfer system which allows customers with the facility to

electronically transfer funds from their respective bank accounts to

any other account of the same bank or of any other bank network.

 Not just individuals but also firms and corporate organizations may

use the NEFT system to transfer funds to and fro.

 Any sum of money can be transferred using the NEFT system with a

maximum of Rs. 10, 00, 000/-



 Funds transfer through NEFT requires a transferring bank and a

destination bank. With the RBI organizing the records of all the bank

branches at a centralized database, almost all the banks are enabled to

carry out an NEFT transaction.

 Before transferring funds via NEFT you register the beneficiary,

receiving funds. For this you must possess information such as name

of the recipient, recipient‘s bank name, a valid account number

belonging to the recipient and his respective bank‘s IFSC code. These

fields are mandatory for a funds transfer to be authorized and

processed.



 Real Time Gross Settlement as the name suggests is a real time funds

transfer system which facilitates you to transfer funds from one bank

to another in real time or on a gross basis.

 The transaction isn‘t put on a waiting list and cleared out instantly.

 RTGS payment gateway, maintained by the Reserve Bank of India

makes transactions between banks electronically.

 The transferred amount is instantly deducted from the account of one

banks and credited to the other bank‘s account.



 Users such as individuals, companies or firms can transfer large sums

using the RTGS system.

 The minimum value that can be transferred using RTGS is Rs. 2

Lakhs and above.

 However there is no upper cap on the amount that can be transacted.



 Majority of the funds transferred using electronic channels are

processed via NEFT or RTGS. But as the funds could only be cleared

in batches using these transfer gateways, the National Payments

Corporation of India introduced a pilot mobile payment project also

known as the Immediate Payment Service (IMPS). Available to Indian

public, IMPS offers instant electronic transfer service using mobile

phones. IMPS interbank transfer service is available 24X7 and allows

you to use your mobile phones to access your account and to

authorize transfer of funds between accounts and banks. The IMPS

service also features a secure transfer gateway and an immediate

confirmation on fulfilled orders.



 The digital token based payment system is a new form of electronic

payment system which is based on electronic tokens rather than e-

cheque or e-cash.

 The electronic tokens are generated by the bank or some financial

institutions.

 Hence we can say that the electronic tokens are equivalent to the cash

which are to be made by the bank. Categories of Electronic Tokens:-



 1. Cash or Real Time:-

 In this mode of electronic tokens transactions takes place via the

exchange of electronic currency (e-cash).

 2. Debit or Prepaid:-

 In this electronic payment system the prepaid facilities are provided.

It means that for transactions of information user pay in advance. This

technology are used in smart card, electronic purses etc.



 3. Credit or Postpaid;-

 These types of electronic token based on the identity of customers

which issue a card, their authentication and verification by a third

party. In this system the server authenticates the customers and then

verifies their identity through the bank. After all these processing the

transaction take place.



 1. Nature of transaction for which instrument is designed:-

 In this category, the design issues of token take place. It may be

designed to handle micro payments. It may be designed for

conventional products. Some tokens are designed specifically and

other generally. The design issue involves involvement of parties,

purchase interaction and average amount.

 2. Means of Settlement:-

 The Digital Tokens are used when their format must be in cash, credit,

electronic bill payments etc. Most transaction settlement methods use

credit cards while other used proxies for values.



 3. Approach to Security, Anonymity and Authentication:-

 Since the electronic token are vary from system to system when the

business transaction take place.

 So it is necessary to secure it by intruders and hackers. For this

purpose various security features are provided with electronic tokens

such as the method of encryption.

 The encryption method use the digital signatures of the customers for

verification and authentication.



 4. Risk Factors:-

 The electronic tokens may be worthless and if the Nowadays,

internet-based EFT is getting popular.

 In this case, a customer uses the website provided by the bank, logs in

to the bank's website and registers another bank account.

 He/she then places a request to transfer certain amount to that

account.



 A payment system is a set of processes and technologies that transfer

monetary value from one entity or person to another.

 Payments are typically made in exchange for the provision of goods,

services or to satisfy a legal obligation.

 They can be made in a variety of currencies using several methods

such as cash, checks, electronic payments and cards.

 The essence of a payment system is that it uses cash-substitutes, such

as checks or electronic messages, to create the debits and credits that

transfer value.



 A modern payment system directly integrates to your point of sale and

delivers a robust payment experience for both merchant and customer.

 It connects merchants to a total payment ecosystem, from merchant

services to remote terminal solutions, to hardware procurement



1. Complete 
Payment Flexibility 

2. Revolutionary 
Pricing 

3. Get Paid Faster 

4. Secure Payment 
and POS Integration 

5. Remote Terminal 
Management 

6. Lower 
Operational Costs 

7. Access to 
Premium Payment 

Services 



 Security is an essential part of any transaction that takes place over

the internet. Customers will lose his/her faith in e-business if its

security is compromised. Following are the essential requirements for

safe e-payments/transactions −

 Confidentiality − Information should not be accessible to an

unauthorized person. It should not be intercepted during the

transmission.

 Integrity − Infor mation should not be altered during its transmission

over the network.



 Availability − Information should be available wherever and

whenever required within a time limit specified.

 Authenticity − There should be a mechanism to authenticate a user

before giving him/her an access to the required information.

 Non-Repudiability − It is the protection against the denial of order or

denial of payment. Once a sender sends a message, the sender should

not be able to deny sending the message. Similarly, the recipient of

message should not be able to deny the receipt.



 Encryption − Information should be encrypted and decrypted only by

an authorized user.

 Auditability − Data should be recorded in such a way that it can be

audited for integrity requirements.



 Encryption − It is a very effective and practical way to safeguard the

data being transmitted over the network. Sender of the information

encrypts the data using a secret code and only the specified receiver

can decrypt the data using the same or a different secret code.

 Digital Signature − Digital signature ensures the authenticity of the

information. A digital signature is an e-signature authenticated

through encryption and password.

 Security Certificates − Security certificate is a unique digital id used

to verify the identity of an individual website or user.



 With the rapid development of technology, internet plays a significant

role in changing the banking scenario.

 The use of internet as a delivery channel for banking services is

increasing widely in banking sector.

 Internet banking facilities enable financial institution and customers to

access their accounts, transactions and getting information financial

products & services.

 Internet banking (e-banking) facilitates customers to avail various

small and large value banking products and services through

electronic channels.



 Internet banking comprises banking activities or services which can

be avail by the customers at any point of time and from any places

with their convenience, it is also called PC banking, online banking,

cyber banking, virtual banking, etc.

 Internet banking delivers banking services through the open-access

computer network i.e. Internet, directly to customers home that can be

used with different electronic devices such as personal computer,

mobile phone with a browser or desktop software, digital television.



 Benefits for costumers

 Less waiting time:

 Ease and Convenience:

 24/7 Availability:

 Self service channel:

 Save time and money:



 Benefits for banks

 Increased Profitability:

 Cost effective mechanism:

 Reach where there is no branch:

 Improve Customer relationship:-

 Eco-friendly image:



 In order to provide effective and secure banking transactions, the

following major controls must be ensured.

 Authenticity controls: To verify identity to individuals like password,

pin etc.

 Accuracy control: To ensure the correctness of the data, following

across the network

 Completeness control: To make sure that no data is missing

 Redundancy controls: To see that data is traveled and processed only

once and there is no repetitive sending of data



 Privacy control: To protect the data from inadvertent or unauthorized

access.

 Audit trail controls: To ensure keeping chronological role of events

that are occurred in the system,

 Existence controls: To make sure that ongoing availability of all the

system resources with the same throughout.



 Efficiency: To ensure that the system uses minimum resources, to

achieve the desired goal.

 Firewall controls: To prevent unauthorized users accessing the private

network, which are connected to Internet?

 Encryption controls: To enable only those who possess secret key to

decrypt the cyber text.





 Encryption – Process of converting electronic data into another form,

called cipher text, which cannot be easily understood by anyone

except the authorized parties. This assures data security.

 Decryption– Process of translating code to data.

 Message is encrypted at the sender's side using various encryption

algorithms and decrypted at the receiver's end with the help of the

decryption algorithms.

 When some message is to be kept secure like username, password,

etc., encryption and decryption techniques are used to assure data

security



 Message authentication − When the verifier validates the digital

signature using public key of a sender, he is assured that signature has

been created only by sender who possess the corresponding secret

private key and no one else.

 Data Integrity − In ca se an attacker has access to the data and

modifies it, the digital signature verification at receiver end fails. The

hash of modified data and the output provided by the verification

algorithm will not match. Hence, receiver can safely deny the

message assuming that data integrity has been breached.



 Non-repudiation − Since it is assumed that only the signer has the

knowledge of the signature key, he can only create unique signature

on a given data.

 Thus the receiver can present data and the digital signature to a third

party as evidence if any dispute arises in the future.





 The receiver after receiving the encrypted data and signature on it,

first verifies the signature using sender‘s public key.

 After ensuring the validity of the signature, he then retrieves the data

through decryption using his private key.



 Government.

 The U.S. Government Publishing Office (GPO) publishes electronic

versions of budgets, public and private laws, and congressional bills

with digital signatures.

 Digital signatures are used by governments worldwide for a variety of

reasons, including processing tax returns, verifying business-to-

government (B2G) transactions, ratifying laws and managing

contracts.



 Healthcare.

 Digital signatures are used in the healthcare industry to improve the

efficiency of treatment and administrative processes, to strengthen

data security, for e-prescribing and hospital ad missions.

 The use of digital signatures in healthcare must comply with the

Health Insurance Portability and Accountability Act (HIPAA) of 1996.



 Manufacturing.

 Manufacturing companies use digital signatures to speed up

processes, including product design, quality assurance (QA),

manufacturing enhancements, marketing and sales.

 The use of digital signatures in manufacturing is governed by the

International Organization for Standardization (ISO) and the National

Institute of Standards and Technology (NIST) Digital Manufacturing

Certificate (DMC).
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 Buying and selling products and services through mobile devices are

the new trend. A housewife can purchase her kitchen appliances from

the comfort of her living room, a busy person can order lunch from

office, one can use mobile platforms to sell goods and services − all

with a few clicks.

 Mobile Commerce (m-commerce) can be widely defined as ―any

transaction, involving the transfer of ownership or rights to use goods

and services, which is initiated and/or completed by using mobile

access to computer-mediated networks with the help of an electronic

device‖.



 Business-to-consumer (B2C) mobile commerce (m-commerce) refers

to consumers sharing information and purchasing products and

services from sellers with their mobile devices.

 With the continuous development of telecommunication technology,

mobile services ranges from email receiving and sending, shopping

for goods and services, playing online interactive games, trading

stocks and shares, reserve tickets, conduct banking and monetary

transactions and even link to social networking sites to connect with

friends. Mobile commerce constitutes payment for such goods,

services and information.



 Mobile commerce or simply M-Commerce means engaging users in a

buy or sell process via a mobile device.

 For instance, when someone buys an Android app or an iPhone app,

that person is engaged in m-commerce.

 There are a number of content assets that can be bought and sold via a

mobile device such as games, applications, ringtones, subscriptions

etc.



 The simplest way to describe mobile commerce would be the buying

and selling of products – or the conduct of commercial transactions

and activities – through telecommunication and other mobile devices

that run or operate on wireless network technologies.



mCommerce
eCommerce

History From the 1990s From the 1970s

Definition

mCommerce, or Mobile Commerce, 

refers to the process of buying and 

selling products and services with the 

use of internet/cellular data via 

wireless handheld devices.

eCommerce, or Electronic 

Commerce, refers to the 

activities of buying and 

selling products and 

services with the use of 

electronic systems such as 

the internet.

Similarity
Simply put, both of these definitions 

refer to online transactions.



mCommerce
eCommerce

Devices used
Handheld devices such as 

smartphones and tablets
Computers, laptops, …

Reachability

With push notifications in 

place, mobile commerce can 

reach a wider range of users 

even when they‘re on the go.

Limited



mCommerce
eCommerce

Mobility

High: Users can make 

transactions everywhere as 

long as they are connected 

to the Internet.

Low: Users can make 

transactions on their 

computers and laptops 

with limited mobility

Ease of Use

User Experience on 

mobile devices is 

optimized for as little taps-

on-screen per transaction 

as possible

Harder to navigate in the 

desktop websites of 

eCommerce stores



mCommerce
eCommerce

Platform Web stores and native apps Web stores

Payment Gateway

Caller‘s rate, mobile 

banking or user‘s credit 

card

Credit Cards

Location-tracking 

capability
Yes No



mCommerce
eCommerce

Security

Rely on the web 

security combined 

with built-in mobile 

security features

Rely mainly on the 

web security





 1. Mobile banking:

 Mobile banking is an electronic medium of managing and making

bank transactions via-a mobile device which is very popular now a

day such as ―Net Banking‖ by which customer has a bank account in

a respective bank can handle their bank account as well as can view

his/ her banking details for which banks use their apps for mob ile

banking.

 For example, State bank of India has a YONO app for their net

banking functions



 2. Mobile shopping:

 Mobile shopping is nothing but what we called online shopping in

general terms, i.e., purchase made through various applications online

such as, purchase of the book from amazon or purchase of a bottle

from Flipkart is termed as mobile shopping.



 3. Mobile payment:

 Online transaction payment such as buying railway tickets, movie

tickets, bill payments through mobile phones by way of various

gateways and applications such as Phone Pay, Google Pay, is known

as Mobile payment.



 4. Mobile advertising:

 Mobile advertising is a way of advertising through SMS, mobile web

posters, push-up notifications.

 Companies use this service to promote their products and services by

giving their ads in between the contents generally searched by the

users so that if there is any user who has a plan of purchasing their

category of product will review their product and their sale will rise.



 Ubiquity:

 The most distinct advantage of mobile commerce is its ubiquity.

 With internet-enabled mobile devices, users can obtain any

information required.

 Also, the emerging mobile commerce applications allow users to

engage in activities such as instant messaging, linking to social

networking websites, conducting financial transactions or looking up

for weather news.



 Dissemination:

 The wireless infrastructure that supports instantaneous delivery of

data to mobile devices allows an efficient distribution of information

to a population.

 Personalization:

 With the massive amount of information available on the Internet, it is

important that the content users receive is relevant. Mobile commerce

companies can create applications that allow customizable

information and services applicable to users.



 Localization:

 Another significant feature will be the ability to identify user‘s

physical location with prompted the creation of location-based

applications.

 Mobility

 Mobile commerce involves the use of portable mobile or cellular

devices, such as mobile phones, smartphones and tablets.



 Portability results in closer proximity between businesses and their

consumers, meaning it is now possible for businesses to reach their

target audience faster.

 The parties are not restricted by physical or geographical locations

when doing commerce, be it purchasing a product, completing a bank

transaction, or even bidding on an auction.

 In addition, the technology and devices that power mobile commerce

are also available and readily accessible.

 As such, the probability of the businesses making a sale is also higher.



 Comfort, convenience and spontaneity

 Many people prefer making their purchases over their desktop or

laptop computers, in the comfort of their own homes or offices,

instead of making that trip to the physical store or location of the

goods or services that they want to buy.



 Electricity requirement

 In e-commerce, a constant connection to an electric outlet is

mandatory to power the devices.

 Thanks to the increased usage and flexibility of mobile devices which

come with their own batteries, shopping via mobile devices is

possible even without electricity.



 M-COMMERCE FOR FINANCE

 The customer (using the mobile) can pay from their bank account

using mobile commerce facilities.

 Mobile users can transfer funds between account or receive any

information related to finance from financial institutions or banks.

 WAP based mobile devices allow the user to access the internet or the

website of the financial institutions.



 M-COMMERCE FOR RETAIL AND AFTER SALE SERVICES

 Companies can also make online catalog of products so that the

mobile users can access the catalog from their mobile devices.

 Customers are able to shop, place orders or hire services and pay for

dues through mobile phones.



 M-COMMERCE AND MOBILE MARKETING

 It is easy for business organizations to send text messages to promote

a new product or carryout any form of promotional campaign.

 For example, Reliance Fresh sends the customer an SMS stating the

reward points earned by them when they purchase goods from

Reliance.

 Even if some changes are brought in providing reward points, they are

informed to the customer in order to encourage sales.



 M-COMMERCE AND MOBILE TICKETING

 Airline tickets can be purchased through mobile phone.

 It also enables users of mobile phone to make changes in their tickets.

 For example, With ―flybuy SMS‖ launched by Kingfisher Airlines and

paymate, customers can get the details of Kingfisher airlines flights

by sending SMS.

 The customer can book the ticket after receiving a reply.

 Besides the above, movie tickets can also be booked through mobile

phones.



 M-COMMERCE AND MOBILE ENTERTAINMENT

 Mobile terminal acts as a portable music player.

 Downloading ringtones has become successful m-commerce

application.

 Mobile phone manufacturers and wireless providers are making good

money by selling different kinds of customized ringtones.



 M-COMMERCE FOR HOTEL RESERVATIONS

 Using mobile devices, customer can reserve for restaurants and hotels

according to their needs.

 M-COMMERCE IN HEALTHCARE AND MEDICINE

 Wireless services are used in healthcare and medicine for billing, lab

ordering, referrals, prescriptions and clinical decisions.

 For example, in United States, healthcare professionals are able to

obtain patient information from any location by getting connected

wirelessly to the hospital‘s information system.



 M-COMMERCE FOR INTRA-OFFICE COMMUNICATION

 Sales personnel, who are always on the move, may need to access to

the company information system to check price of products.

 But mobile allows the traveling sales personnel to track inventory and

maintain communication with seniors at ease.

 Traveling salesmen do not have to wait for long to get approval from

the seniors.

 Any information could be transferred easily and quickly with the help

of mobile devices.

 It removes barriers in intra-office communication.



 M-COMMERCE FOR INFORMATION

 Mobiles enable customers to get information like sport news or

political news of their choice.

 For example, today through SMS, students are able to check their

university results or public examination results.

 M-COMMERCE FOR GAMING

 Customers can play multi player games through mobiles.

 Mobile games are very popular with colorful displays and it generates

good revenue.



 E-bills: This includes mobile vouchers, mobile coupons to be

redeemed and even loyalty points or cards system.

 Auctions: Online auctions having now been developed to be made

available via mobile phones as well.

 Stock Market Reports and even stock market trading over mobile

applications.



 Increases the amount of customer retention by being easily accessible

to them

 Wider variety of commodities and services

 More options for selecting the product

 Convenient for the consumer to compare the pricing, product reviews,

and making purchases without the use of a computer.

 Multiple options for payments like the credit card and debit card

payments,

 Better user experience



 The technology required to set up M-commerce at the moment is very

expensive.

 The initial cost to begin a business is very high.

 In developing countries, the network signal is not very good and the

providers are not capable of providing good speed.

 Due to this, it is not suitable for data transfer.



 There is a risk of security- Although it is quite safe these days, there is

always a chance of data leaking and intrusions.

 A poorly designed app can lead to lesser number of purchases because

of customer dissatisfaction.

 Mobile payment is still not available across many locations in the

world.



 There are many different benefits of having mobile commerce for the

business, and there are many reasons why people all over the world

are trying to adopt this amazing technique for their businesses.

 There is seamless communication between the marketers and the

customers with the help mobile commerce, and there is also an

improvement in the sales process too.


