1. What are the three main broad impacts the Internet has on marketing? Chapter 6
Answer:  The Internet has had three broad impacts on marketing. First, the Internet as a communications medium has broadened the scope of marketing. Marketing messages can now easily reach a greater number of people. Second, the Internet has increased the richness of marketing communications by combining text, video, and audio content into rich messages. Some even think that the Web is a richer medium than television or video because of the complexity of messages and the huge amount of, and wide ranging, content that is available. Third, the Internet has greatly expanded the information intensity of the marketplace by providing marketers with fine-grained, detailed, real-time information about consumers as they transact in the marketplace. 

AACSB:  Analytic Skills
2. What is cloud computing? Ch3 
· Cloud computing refers to a model of computing in which firms and individuals obtain computing power and software applications over the Internet, rather than purchasing the hardware and software and installing it on their own computers. 
· Cloud computing is the fastest growing form of computing.
· Cloud computing is internet-based computing in which large groups of remote servers are networked to allow the centralized data storage, and online access to computer services or resources. Clouds can be classified as public, private or hybrid

· Cloud computing completes the transformation of the mobile platform by storing consumer content and software on Internet servers and making it available to any consumer-connected device from the desktop to a smartphone.

3. What is the top concern of Internet users about purchasing online?

The top concern of Internet users about purchasing online is the inability to see and touch before buying.

4. Name the three  key points of vulnerability in e-commerce environment. Ch4
From a technology perspective, there are three key points of vulnerability when

dealing with e-commerce: the client, the server, and the communications pipeline.
5. What is e-commerce? How does it differ from e-business? Chapter1
• E-commerce involves digitally enabled commercial transactions between and among organizations and individuals. Digitally enabled transactions include all those mediated by digital technology, meaning, for the most part, transactions that occur over the Internet, the Web and/or via mobile apps. Commercial transactions involve the exchange of value (e.g., money) across organizational or individual boundaries in return for products or services.

•E-business refers primarily to the digital enabling of transactions and processes within a firm, involving information systems under the control of the firm.

For the most part, e-business does not involve commercial transactions across organizational boundaries where value is exchanged.
6. What is a vertical market? Chapter 12
vertical marketplaces that serve specific industries, such as the automobile, aerospace, chemical, floral, or logging industries. 

7. What is the essential characteristic of Net marketplaces? Chapter 12
The essential characteristic of a Net marketplace is that they bring hundreds to thousand suppliers , each with electronic catalogs and potentially thousands of purchasing firms , into a single internet based environment to conduct trade. 

8. What is Spot Purchasing? Chapter 12
There are two different methods of purchasing goods: 


1. Contract purchases—long-term agreements to buy a specified amount of a product. There are pre-specified quality requirements and pre-specified terms. 
2. Spot purchases—involves the purchase of goods based on immediate needs in larger marketplaces that involve many suppliers. Generally, firms use spot purchasing for indirect goods, although in some cases, firms also use spot purchasing for direct goods. Spot purchasing (where purchases are episodic and anonymous-vendors and buyers do not have an ongoing relationship and may not know one another).

9. What is an Auction , Types of an Auctions. Chapter 11
Answer:  Auctions are dynamic pricing markets in which the prices vary depending on the competition among the participants who are buying or selling products or services. The four major types of Internet auctions are English, Dutch-Internet, name your own price, and group buying.

1) In an English Auction, a single item is up for sale from a single seller. Multiple buyers competing against one another within a specific time frame. The highest  مزايدbidder wins the object, as long as the high bid has exceeded the reserve bid set by the seller, below which he or she refuses to sell. 

2) In Dutch Internet Auctions, sellers with many identical items to sell list a minimum price or starting bid and buyers indicate both a bid price and a quantity desired. All winning bidders pay the lowest winning bid that clears the available quantity. Those with the highest bid are assured of receiving the quantity they desire, but only pay the amount of the lowest successful bid. This is referred to as a uniform pricing rule. 

3) In Name Your Own Price or Reverse Auctions, buyers specify the price they are willing to pay for an item and multiple sellers bid for their business. This is one example of discriminatory pricing in which winners may pay different amounts for the same product or service depending upon how much they have bid. 

4) In Group Buying Or Demand Aggregation Auctions, the more users who sign on to buy an item, the lower the price for the item falls. There are two principles at work. First, sellers are more likely to offer discounts to buyers purchasing in volume. Second, buyers increase their purchases as prices fall. Prices are expected to dynamically adjust to the volume of the order and the motivations of the sellers. 

AACSB:  Analytic Skills
10. Briefly discuss the three B2B Net marketplace business models. Chapter 2
Answer:  Three other B2B Net marketplace business models are e-distributor, e-procurement, and industry consortium. E-distributors supply products and services directly to individual businesses. 
1. The e-distributor operates much like its B2C counterparts, placing its catalog online and giving purchasing agents access to its product lines in a searchable format. An e-distributor is simply one company seeking to serve many customers. For an e-distributor critical mass involves having enough products and services to attract a large enough customer base. 

2. B2B e-procurement firms create and sell access to digital electronic marketplaces. One type of B2B e-procurement firm is a B2B service provider, which sells business services to other firms. Some common B2B business services are accounting, financial services, human resources management, and printing. 

3. Industry consortia are typically industry-owned vertical marketplaces that serve a specific industry. Industry consortia are usually funded by industry members, who pay for the creation of the site and contribute the initial operating capital. Then they typically charge firms that participate in the consortia transaction and subscription fees. 

11. What is collaborative commerce? Chapter 12
• Collaborative commerce is a direct extension of supply chain management systems and supply chain simplification. 
• The goal is for organizations to collaboratively design, develop, build, and manage products throughout their life cycles. 
• The focus has changed to the relationships between the supply chain participants. 
Collaborative commerce fosters the sharing of sensitive internal information between suppliers and purchasers. A rich communications environment is cultivated so that interfirm sharing of designs, production plans, inventory levels, and delivery schedules can take place. Strategic partners in a supply chain are connected for much broader purposes, including potentially the development of shared products.
12. What is Value chain management ?

Provided by e-procurement, include: automation of firm's entire procurement process on the buyer side and automation of selling business on the seller side. 
13. What does a multi-tier supply chain includes? Ch12
Multi-tier supply chain  is used to describe the complex series of transactions that exists between a single firm with multiple primary suppliers, the secondary suppliers who do business with those primary suppliers, and the tertiary suppliers who do business with the secondary suppliers.

 Multi-tier supply chain includes multiple suppliers :(the chain of primary, secondary, and tertiary suppliers).

14. How private industrial networks can be viewed as extended enterprises?
15. What is a Fair market value? Ch11  p727
Fair market value is the average of prices for a product or service in a variety of dynamic and fixed-price markets around the world.
16. What is transaction interference? Ch11 p753 AND table10.9
E-mailing buyers to warn them away from a seller
17. What is technological convergence? Chapter 10 التقارب/الاندمـاج التكنولوجـــي 
Technological convergence means the integration of previously separate platform functionality into hybrid devices that can combine the functionality of many different existing media platforms such as books, newspapers, television, radio and stereo equipment into one single device.. 
الإجابة كاملة تبع  Media Conv.

The concept of media convergence has three dimensions: 
• Technological convergence, which refers to the development of hybrid devices that can combine the functionality of two or more media platforms, such as books, newspapers, television, radio, and stereo equipment, into a single device.
• Content convergence, with respect to content design, production, and distribution.
• Industry convergence, which refers to the merger of media enterprises into powerful, synergistic combinations that can cross-market content on many different platforms and create works that use multiple platform. 
18. Name some ethical, social, or political issue that is presently in the news surrounding the Internet and e-commerce. Chapter 8
The major issues raised by e-commerce can be loosely categorized into four major dimensions:

• Information rights-What rights do individuals have to control their own personal information when Internet technologies make information collection so pervasive and efficient?

• Property rights-How can traditional intellectual property rights be enforced when perfect copies of protected works can be made and easily distributed worldwide via the Internet?

• Governance - Should the Internet and e-commerce be subject to public laws? If so, what law-making bodies have jurisdiction-state, federal, and/ or international?

• Public safety and welfare-What efforts should be undertaken to ensure equitable access to the Internet and e-commerce channels? Do certain online content and activities pose a threat to public safety and welfare?
19. Define the terms e-business and e-commerce and explain the difference. What is the key factor in determining if a transaction is "commerce"? 

20. What is the difference between internet and intranet?ch2 p126
The very same Internet technologies that make it possible to operate a worldwide public network can also be used by private and government organizations as internal networks. 
Intranet is a TCP/IP network located within a single organization for purposes of communications and information processing. 
Internet technologies are generally far less expensive than proprietary networks, and there is a global source of new applications that can run on intranets. In fact, all the applications available on the public Internet can be used in private intranets.
21. How has e-commerce changed the marketing of goods? Chapter 1
Answer:  E-commerce has greatly changed the marketing of goods. Before e-commerce was developed, the marketing and sale of goods was a mass-marketing and sales force-driven process. Marketers viewed consumers as passive targets of advertising campaigns. E-commerce has brought many new possibilities for marketing. The Internet and Web can deliver, to an audience of millions, rich marketing messages with text, video, and audio in a way not possible with traditional commerce technologies such as radio, television, or magazines. Merchants can target their marketing messages to specific individuals by adjusting the message to a person's name, interests, and past purchases. In addition, much information about the consumer can be gathered from the Web site the consumer visits. With the increase in information density, a great deal of information about the consumer's past purchases and behavior can be stored and used by online merchants. The result is a level of personalization and customization unthinkable with existing commerce technologies. 

22. features of Social Network chapter 6
Answer:  Four features of social e-commerce that are driving its growth are the following:

(1) Social sign-on: Signing in to various Web sites through social networks pages such as Facebook. This allows Web sites to receive valuable social profile information from Facebook and use it in their own marketing efforts.

(2) Collaborative shopping: Creating an environment where consumers can share their shopping experiences with one another by viewing products, chatting, or texting. 

(3) Network notification: Creating an environment where consumers can share their approval or disapproval of products, services, or content or share their geolocation with friends. Facebook's 

Like button is an example of this, as are Twitter tweets and followers.

(4) Social search (recommendation): Enabling an environment where consumers can ask their friends for advice on purchases of products, services, and content. For example, Amazon's social recommender system can use Facebook social profiles to recommend products.

AACSB:  Analytic Skills

23. List the eight Key Elements of a Business Model chapter 2
The eight elements of a business model are value proposition, revenue model, market opportunity, competitive environment, competitive advantage, market strategy, organizational development, and management team.
A successful business model effectively addresses eight key elements: 

t Value proposition—how a company’s product or service fulfills the needs of cus

tomers. Typical e-commerce value propositions include personalization, customization, convenience, and reduction of product search and price delivery costs.

t Revenue model—how the company plans to make money from its operations. 

Major e-commerce revenue models include the advertising model, subscription model, transaction fee model, sales model, and affiliate model.

t Market opportunity—the revenue potential within a company’s intended mar-ketspace.

t Competitive environment—the direct and indirect competitors doing business in the same marketspace, including how many there are and how profitable they are.

t Competitive advantage—the factors that differentiate the business from its competition, enabling it to provide a superior product at a lower cost.

t Market strategy—the plan a company develops that outlines how it will enter a market and attract customers.

t Organizational development—the process of defining all the functions within a business and the skills necessary to perform each job, as well as the process of recruiting and hiring strong employees.

t Management team—the group of individuals retained to guide the company’s growth and expansion.
24. What tools or technologies are available for providing interactivity and active content on a Web site? Chapter 4
Answer:  Among the tools that are available for providing interactivity on a Web site are widgets, mashups, CGI scripts, Java, Java Server Pages, JavaScript, Active Server Pages, ActiveX, VBScript, and Cold Fusion. 

Widgets are small chunks of code that execute automatically in your HTML Web page. They typically present users with dynamic content such as news headlines, calendars, clocks, weather, live TV, games and other functionality. 

Mashups pull functionality from one Web site and include it in another, such as a real-estate agent incorporating Google Maps data in his or her own Web site.

CGI or Common Gateway Interface is a set of standards for communications between a browser and a program running on a server that allows for interaction between the user and the server. CGI allows an executable program to access all of the information within incoming requests from clients. The program then generates the required output for a Web page and sends it back to the client through the Web server. For example, CGI scripts are behind the display of the contents of a shopping cart to a user. The CGI script retrieves the contents from a database and returns it to the server, which sends it as an HTML page to the user's client computer. All of the computing takes place on the server side, thus this is referred to as server-side computing. 

Active Server Pages (ASP) is Microsoft's version of server-side programming. In fact, ASP is now the major server-side Web programming technique for the Windows environment. It enables Web developers to easily create and open records from a database and execute programs within an HTML page. It also handles all of the various forms of interactivity found on e-commerce sites. 

Java is a programming language that allows programmers to create interactivity on the user's client computer. The leading browsers today have a Java Virtual Machine (VM) that enables Java applets to be downloaded to the client over the Web. Although Java can display interesting graphics and create small interactive programs such as calculators and calendars that are executed entirely on the user's computer thus saving considerable load on the server, it is not used extensively on corporate e-commerce sites for several reasons. First, the different vendors produce different versions of Java, resulting in applets built using proprietary versions that would only work well in the vendor's own browser or that would crash or malfunction in some browsers. Second, many firms will not allow Java applets through their firewalls for security reasons. 

Java Server Pages (JSP), like CGI and ASP, is a Web page coding standard. Developers use a combination of HTML, JSP scripts and Java to dynamically generate Web pages. Java servlets (small programs) are specified in the Web page and run on the Web server to modify pages before they are sent to the user. JSP is supported by most of the popular application servers on the market today. 

JavaScript is a programming language invented by Netscape that is used to control objects on HTML pages as well as the interactions with the browser. It is much more acceptable to corporations because it is more stable than Java and it is restricted to the operation of requested Web pages. It is used for many common, yet crucial functions such as verifying and validating customer input. For example, it is used to verify that a valid phone number or e-mail address has been entered. 

ActiveX is Microsoft's programming language that competes with Java, while VBScript is the competitor for JavaScript. ActiveX controls are the equivalent of Java applets, however, when the browser receives a Web page containing an ActiveX control, the browser simply runs the program on the page rather than downloading it to the client's computer. ActiveX also has full access to the client's resources (printers, networks, and hard drives), unlike Java. However, neither ActiveX nor VBScript work in any browser other than Internet Explorer. Due to the proprietary nature of Java, ActiveX, and VBScript, they are generally avoided by e-commerce site developers. CGI scripts, JSP and JavaScript are the leading tools for providing interactive content. 

ColdFusion is an integrated server-side environment for developing interactive Web applications. It combines an intuitive tag-based scripting language and a tag-based server scripting language (CFML) that lowers the cost of creating interactive features. It provides visual design, debugging and deployment tools that make it a complete Web application development platform. 

AACSB:  Analytic Skills
25. List the types of e-commerce

26. List any four most common Security Threats in the e-commerce environment? Ch4 p314 book
The most common and most damaging forms of security threats to e-commerce sites include:

• Malicious code-viruses, worms, 'Itojan horses, and bot networks are a threat to a system's integrity and continued operation, often changing how a system functions or altering documents created on the system.
Potentially unwanted programs (adware, spyware, etc.)-a kind of security threat that arises when programs are surreptitiously installed on your computer or computer network without your consent.

• Phishing-any deceptive, online attempt by a third party to obtain confidential information for financial gain.

• Hacking and cybervandalism-intentionally disrupting, defacing, or even destroying a site.

• Credit card fraud/theft-one of the most-feared occurrences and one of the main reasons more consumers do not participate in e-commerce. The most common cause of credit card fraud is a lost or stolen card that is used by someone else, followed by employee theft of customer numbers and stolen identities (criminals applying for credit cards using false identities).
27. What is cloud computing? What is its classification?
Classification : Isaa , Paas , Saas 
28. What are the issues to be aware of when using social advertising? Chapter 7
Answer:  There are several issues to be aware of when using social advertising. User comments can sometimes be negative and brand destruction can result. Corporate users should carefully watch submissions to their social network sites. Social networks can be influential, but not under all circumstances. For instance, research has shown social network influence may extend to closest friends but not to distant friends (influence is inversely related to size of the friendship group). Measuring the results of social advertising is also in its infancy and not well understood. 

AACSB:  Reflective Thinking

29. Identify and describe the various types of rich media ads and video ads. Chapter 7
Rich media ads employ Flash, HTML5, Java, JavaScript, and animation, sound, and interactivity. These ads tend to be more about branding than sales. Two types of rich media ads are interstitials and superstitials. 

An interstitial ad places a full-page message between the current and destination pages of a user. Interstitials are usually inserted within a single Web site and displayed as the user moves from one page to the next. The interstitial typically lasts ten seconds or less, then moving automatically to the page the user requested. Interstitials can also be deployed over an advertising network and appear as users move among Web sites. 

There are four main types of video ads. Linear video ads take over the currently playing video for a certain period of time. Nonlinear video ads run at the same time as currently playing video content and do not take over the screen. In-banner video ads are triggered by the user mousing over part of a banner ad and may expand to cover more area of the screen than the banner. Finally, in-text video ads are delivered when the user mouses over relevant text.

30. Discuss SCM Process. Ch12 p810
Supply chain management (SCM) refers to a wide variety of activities that firms and industries use to coordinate the key players in their procurement process. For the most part, today's procurement managers still work with telephones, e-mail, fax machines, face-to-face conversations, and instinct, relying on trusted long-term suppliers for their strategic purchases of goods directly involved in the production process. 

There have been a number of major developments in supply chain management over the last two decades that set the ground rules for understanding how B2B e-commerce works (or fails to work). These developments include just-in-time and lean production, supply chain simplification, adaptive supply chains, sustainable supply chains, electronic data interchange (EDI), supply chain management systems, and collaborative commerce.
31. What is the difference between privacy and information privacy? Chapter 8
Privacy is the moral right of individuals to be left alone, free from surveillance or interference from other individuals including the state. Information privacy includes both the right to prohibit certain information from being collected by either governments or businesses and the right to control the use of whatever information is collected about you. The core concept is the control of your own personal information.
32. Define the terms goods and services. Give examples of each. Chapter 9
The term goods refers to physical products. Services refers to performing activities for others around households, business firms, and institutions and includes medical, financial, real estate, travel, educational, legal, accounting, and other business services. 
However, in today's marketplace, distinction between a good and a service is not that clear-cut as manufacturers and retailers of physical goods increasingly sell support services that add value to the physical product. 

For example, warranties, insurance policies, after-sale repairs, and purchase loans are increasingly a large source of revenue for manufacturers and retailers. 

This marketplace evolution toward a model called "product-based services".

	Goods
	Services

	The term goods refers to physical products.
	Services refers to performing activities for others around households, business firms, and institutions and includes medical, financial, real estate, travel, educational, legal, accounting, and other business services.

	A goods is something you buy and consume. 

Goods are things that you can keep, eat, or use.
	A service is something that someone does for you. When you buy a service, you hire people to perform work. You are not buying something you can touch or hold.


33. Describe the three basic revenue models for digital content delivery.

Answer:  There are three revenue models for delivering content on the Internet. The two "pay" models are subscription (usually "all you can eat," meaning the amount of content that you can consume is unlimited) and a la carte (pay only for what you use). The third model uses advertising revenue to provide content for free, often with a "freemium" option, which makes additional content available for a cost. In many cases, all three of the models work in tandem and cooperatively: free content can drive customers to paid content, as music companies have discovered with services such as Pandora. 

AACSB:  Analytic Skills

34. What are the costs and risks for buyers at an auction and how have auction sites sought to reduce these risks? Chapter 11
The costs for buyers when they participate in an auction are delayed consumption, monitoring costs, equipment costs, trust risks, and fulfillment costs. 

1. Delayed consumption occurs because auctions can go on for days and the product must then be shipped to the buyer. 

2. Buyers will typically want to pay less for an item for which they cannot receive immediate gratification. 

3. Buyers must also spend time monitoring the bidding, returning to the site frequently to see if they need to raise their bid. 

4. They must also purchase, or have already purchased, computer systems and Internet service, and learned how to operate these systems. 

5. Since buyers must pay for packing, shipping and insurance, they will factor these fulfillment costs into their bid price.
6. Consumers also face an increased risk of experiencing a loss because online auctions are a major source of Internet fraud. 
الصعوبات: لازم يكون عنده خلفية في استخدام التقنية. 2 لازم يدخل كل شوي ويشوف السعر ادا زاد عشان يزيد عليه ويكسب الصفقة، خصوصا لان المزاد ممكن يطول لاكثر من يوم 3 المشتري يبغا سعر اقل والمزاد يرتفع السعر فيه. 4 قلق المشتري على البضاعة والتامين عليها وممتى ح توصل. 5 هل صاحب السلعة البائع موثوق او لا وهل ممكن ينصب علينا او لا ما نعرف

Auction sites have sought to reduce these trust risks through various methods including rating systems, watch lists, and proxy bidding. 
1- Rating systems are designed so that previous customers can evaluate sellers based upon their experience with them. These evaluations are posted on the site for other buyers to see. 
2- Watch lists allow buyers to monitor specific auctions as they proceed over a number of days and only pay close attention in the last few minutes of bidding. 
3- In proxy bidding systems, buyers can enter the maximum price they are willing to pay and the auction software will automatically place incremental bids as their original bid is surpassed.
4-  In addition, one partial solution to high monitoring costs is, ironically, fixed pricing. At eBay, consumers can reduce the cost of monitoring and waiting for auctions to end by simply clicking on the "Buy It Now!" button and paying a premium price.

عشان تقللي هذه المخاطر ممكن1 يعمل الموقع نظام ريفيو على البائعين عشان نعرف مستواهم من اليوزر الثانيين. 2 السماح للمشتري يحط حد اقصى للسعر اللي ممكن يدفعه عشان لا يدخل كل شوي ويتابع السالف. 3 نسمح لليورزر يسوي قائمة للمزادات اللي يبغا يتابعها ، عشان يسهل عليه الوصول
35. Discuss the impact social networks have had on how businesses operate, communicate, and serve their customers. Chapter 11
Answer:  Social networks have had a profound impact on how businesses operate, communicate, and serve their customers. The most visible business firm use of social networks is as a marketing and branding tool. More than 90% of the Fortune 500 have established Facebook pages similar to Web sites, where "fans" (actual or potential customers and their friends) can follow the business and its products and share opinions with the company and other fans. More than 80% of corporations have Twitter feeds for this purpose as well. A less visible marketing use of networks is its use as a powerful listening tool that has strengthened the role of customers and customer feedback systems inside a business. Dr. Pepper, for instance, has built up a fan base of over 10 million people who "Like" it on Facebook. Twitter has attracted more than 1,000 firms and over 140 active users worldwide, 20% of whom follow tweets from brand-name firms. Social networks are where corporate brands and reputations are formed, and firms today take very seriously the topic of "online reputation," as evidenced by social network posts, commentary, chat sessions, and "Likes." In this sense, social networks sites have become an extension of corporate customer relationship management systems and extend existing market research programs. Beyond branding, social network sites are being used increasingly as advertising platforms to contact a somewhat younger audience than Web sites and e-mail, and as customers increasingly shift their eyeballs to social networks. Rosetta Stone, for instance, uses its Facebook page to display videos of its learning technology, encourage discussions and reviews, and post changes in its learning tools.

36. What are the benefits to both the market-makers and consumers in an auction? Chapter 11
Answer:  The benefits of auctions are liquidity, price discovery, price transparency, market efficiency, lowered transaction costs, consumer aggregation, network effects, and market maker benefits.

Benefits of auctions include: 

• Liquidity: Sellers and buyers are connected in a global marketplace. 

• Price discovery: Even difficult-to-price items can be competitively priced based on supply and demand.

• Price transparency: Everyone in the world can see the asking and bidding prices for items, although prices can vary from auction site to auction site.

• Market efficiency: Consumers are offered access to a selection of goods that would be impossible to access physically, and consumer welfare is often increased due to reduced prices.

• Lower transaction costs: Merchants and consumers alike are benefited by the reduced costs of selling and purchasing goods compared to the physical marketplace.

• Consumer aggregation: A large number of consumers who are motivated to buy are amassed in one marketplace—a great convenience to the seller.

• Network effects: The larger an auction site becomes in the numbers of both users and products, the greater the benefits become, and therefore the more valuable a marketplace it becomes.

• Market-maker benefits: Auction sites have no inventory carrying costs or shipping costs, making them perhaps the ideal online business in that their main function is the transfer of information.

37. Explain the concept of media convergence.
Answer:  The term media convergence refers to digitally based changes in technology platform, content, and industry structure. Technological convergence means the integration of previously separate platform functionality into hybrid devices that can combine the functionality of many different existing media platforms such as books, newspapers, television, radio and stereo equipment. 

Content convergence has three dimensions: design, production, and distribution. 
Content design convergence occurs as content created in an older media technology is transferred to a new technology. Historically the initial transference involves little artistic change, but as the artists and producers learn how to use the new tools and how to deliver content more efficiently in the new media the new capabilities can be fully exploited and the art becomes measurably different. Content production convergence occurs when content, which is the most significant cost of content, is developed only once using technology that can deliver it to multiple different platforms. Production convergence drives content convergence as new tools are developed for economically producing content for delivery to multiple platforms. For example, the text produced in a word processing program can be easily converted to an HTML or PDF file for Web delivery. Distribution convergence occurs when the distributors and ultimate consumers have the devices needed to receive, store, and experience the product. 

Industry convergence refers to the merger of media enterprises into powerful, synergistic combinations that can cross-market content on many different platforms and create new works that use multiple platforms. Traditionally, each type of media—film, text, music, television—had its own separate industry, typically composed of very large players. However, the Internet has created forces that make the merger of traditionally separate firms in separate media industries a plausible—perhaps necessary—business proposition.

38. Define the procurement process. What are the seven basic steps in the procurement process?chapter 12
عمليات الشراء / هو انو الشركة تقوم بشراء مواد أولية من الموردين، وهذي المواد رح تستخدمها بصناعة منتجات تبيعها على المستهلكين
The procurement process refers to the way business firms purchase the goods they need in order to produce the goods they will ultimately sell to consumers. Firms purchase goods from a set of suppliers that in turn purchase their inputs from another set of suppliers.
ومجموعة العمليات الي تقوم بها الشركة من حيث شراء المنتجات من الموردين، التصنيع، الشحن ... كل هذي العمليات بين مجموعة من الشركات يطلق عليها سبلاي تشين .. 

These firms are linked in a series of connected transactions. The supply chain refers to this series of transactions, which links sets of firms that do business with each other. It includes not only the firms themselves but also the relationships between them and the processes that connect them. 
There are seven steps in the procurement process:  

1- Searching for suppliers for specific products 
2- Qualifying the sellers and the products they sell 
3- Negotiating prices, credit terms, escrow requirements, and quality requirements 
4- Scheduling delivery 
5- Issuing purchase orders 
6- Sending invoices 
7- Shipping the product 
39. Discuss the implications of each of the unique features of e-commerce technology for the overall business environment. Chapter 2
Answer:  
•The ubiquity of e-commerce creates new marketing channels and expands the size of the overall market. It also creates new efficiencies in industry operations and lowers the costs to firms of sales operations. By reducing the cost of information, the Internet provides each of the key players in the value chain for an industry with new opportunities to maximize their positions by lowering costs and/or raising prices. Manufacturers can develop direct relationships with their customers through their own Web sites and bypass the costs of distributors and retailers. Distributors can develop highly efficient inventory management systems to reduce their costs, and retailers can develop efficient customer relations management systems to strengthen their service to customers. Customers can use the Web to search for the best quality, prices and delivery methods thus reducing their transaction costs and the prices they pay for goods. 

•The global reach of e-commerce lowers barriers to entry and expands the market at the same time. This lowers the costs of both industry and firm operations through production and sales efficiencies. When the operational efficiency of an entire industry increases, it helps the industry to compete with alternative industries and lowers prices and adds value to consumers. 

•The universal standards of e-commerce lower barriers to entry while at the same time intensifying competition within an industry. Universal standards also reduce the costs for communications and computing enabling firms to engage in broad-scope strategies. Communications efficiencies can also enable firms to outsource some primary and secondary activities to specialized, more efficient providers without affecting the consumer. The Internet can also be used to precisely coordinate the steps in the value chain for a firm, thus reducing overall costs. 

•The richness of e-commerce reduces the strength of powerful distribution channels. It also allows firms to reduce their reliance on traditional sales forces and can enhance post-sales support services.

•The interactivity of e-commerce reduces the threat of substitutes through the enhanced use of customization. It also reduces industry and firm costs by enabling differentiation strategies. In their totality, the differentiation features of a product constitute the customer value proposition for a firm. The ability of the Web to personalize the shopping experience and to customize a product to the particular demands of each consumer are the most significant ways in which the interactivity of the Web can be used to differentiate products. 

•The use of Internet technology to personalize and customize a customer's experience or product reduces threats of substitutions, raises barriers to entry, reduces value chain costs by lessening reliance on sales forces, and enables personalized marketing strategies.

•The information density on the Web weakens powerful sales channels thus shifting bargaining power to the consumer, while also lowering the costs of obtaining, processing, and distributing information about suppliers and consumers. 

•The use of social technologies shifts programming and editorial decisions to consumers; creates substitute entertainment products; and energizes a large group of new suppliers.

•E-commerce firms can also leverage the ubiquitous nature, the global reach, the interactivity, and the information density of the Web to differentiate products and services. Firms can make it possible for consumers to purchase a product from home, work, or on the road, anywhere in the world. They can create Web-based experiences with unique interactive content and store and process product information, warranties, and helpful hints to differentiate their product and their firm from the competition.

40. Describe the purpose of intellectual property law and outline the main types of intellectual property protection. Chapter 8
Answer:  Intellectual property consists of all of the tangible and intangible products of the human mind. An example would be a musical composition or a machine you invent.
The purpose of intellectual property law is to balance two competing interests: the public and the private. The public interest is served by the creation of inventions, works of art, music, literature, and other types of intellectual expression. The private interest is served by rewarding creators of intellectual property by a time-limited monopoly that grants exclusive use to the creator. 

There are three main types of intellectual property protection: copyright, patent, and trademark law. 
Copyright law protects original forms of expression such as books, periodicals, and other forms of written expression, art, drawings, photographs, music, movies, performances, and computer programs. 
Patents grant the owner a 20-year exclusive monopoly on the ideas behind an invention. There are four types of inventions for which patents are granted under patent law: machines, manmade products, compositions of matter, and processing methods. 
Trademark law is used to protect trademarks—marks used to identify and distinguish goods and indicate their source. 

41. Explain why online career services are so well suited to the Web. Chapter 9
Job-hunting services have been one of the Internet's most successful online services because they save money for both job hunters and employers. Job resumes can be posted for free, many other career-related services can be easily accessed, and for a fee, job hunters can access lists of job openings that have been posted by companies. 

Online recruiting provides a more efficient and cost-effective means of linking employers and job hunters and reduces the total time-to-hire. Job hunters can easily build, update, and distribute their resumes, conduct job searches, and gather information on employers at their convenience and leisure. They can also take skills assessment tests, fill out personality assessment questionnaires, and access such services as personalized account management for job hunters, job search tools, employer blocking tools, organizational culture assessments and e-mail notifications when an appropriate job is newly listed on the site. 

Career recruitment is an information-intense business process that the Internet can automate, thus reducing search time and costs for all parties. In addition to matching job applicants with available positions, online sites also serve the larger function of automating this information-intense business process.
· Online recruiting
· More efficient, cost-effective, reduces total time-to-hire
· Enables job hunters to more easily distribute resumes while conducting job searches
· Ideally suited for Web due to information-intense nature of process
42. Explain the concept of media convergence.  Ch10
 
Answer: The term media convergence refers to digitally based changes in technology platform, content, and industry structure. Technological convergence means the integration of previously separate platform functionality into hybrid devices that can combine the functionality of many different existing media platforms such as books, newspapers, television, radio and stereo equipment.

43. Define and explain the relationship between the concepts supply chain management systems, supply chain simplification, and collaborative commerce. Chapter 12
Answer:  Supply chain management systems coordinate and link the activities of suppliers, shippers, and order entry systems to automate the order entry process from start to finish including the purchase, production, and moving of a product from a supplier to a purchasing firm. 

Supply chain simplification refers to the reduction of the size of a firm's supply chain. Firms today generally prefer to work closely with a strategic group of suppliers in order to reduce both product costs and administrative costs. Long-term contract purchases containing prespecified product quality requirements and prespecified timing goals have been proven to improve end-product quality and ensure uninterrupted production. These strategic partnership programs are essential for just-in-time production models. They often involve joint product development and design, integration of computer systems, and tight coupling of the production processes of two or more companies. Tight coupling is a method used to guarantee that suppliers accurately deliver the ordered parts at a specific time and to a particular location so that the production process is never interrupted due to a lack of parts. 

Supply chain simplification, focusing on strategic partners in the production process, ERP systems, and continuous inventory replenishment are the foundation for contemporary supply chain management (SCM) systems. Supply chain management systems continuously link the activities of buying, making, and moving products from suppliers to purchasing firms, as well as integrating the demand side of the business equation by including the order entry system in the process. With an SCM system and continuous replenishment, inventory is eliminated and production begins only when an order is received. 

Collaborative commerce is a direct extension of supply chain management systems and supply chain simplification. The goal is for organizations to collaboratively design, develop, build, and manage products throughout their life cycles. The focus has changed from the simplification of transactions to the relationships between the supply chain participants. Collaborative commerce fosters the sharing of sensitive internal information between suppliers and purchasers. A rich communications environment is cultivated so that interfirm sharing of designs, production plans, inventory levels, and delivery schedules can take place. Strategic partners in a supply chain are connected for much broader purposes, including potentially the development of shared products.

AACSB:  Analytic Skills

44. Explain how the Internet and the Web make e-commerce possible. Briefly discuss at least six features or services that support e-commerce.   Chapter 3
Answer:  The Internet and the Web have made commerce possible because they brought about an extraordinary expansion of digital services to millions of amateur computer users. The Web makes nearly all of the elements of rich human expression including color, text, images, photos, animations, sound, and video available, creating a unique environment in which to establish a commercial marketplace. Many of the Web's services and features support e-commerce, including e-mail, search engines, instant messaging (IM), chat, multimedia, and cookies.

E-mail, for example, can be used as a very effective marketing tool. E-commerce sites can buy e-mail lists from various sources and collate them with lists of their current customers to create a targeted advertising message that can be quickly and economically delivered and will produce a creditable response.

Search engines have also become a crucial tool on e-commerce sites, providing a method for customers to quickly locate the product category or a specific product they are looking for. 

Instant messaging has been added to some e-commerce Web sites as a method of accessing customer support personnel. 

Chat is a common feature of many Web sites, particularly those that focus on building a community of like-minded users. Chat enables a group of Web site visitors to bond and network and keeps visitors coming back to a site. 

Although the low bandwidth available during the early days of e-commerce limited the use of audio and video files, today, videos, Flash animations, and photographs are now common on Web sites. Companies use these tools to demonstrate the use of their products, display product features, or simply to create interesting and eye-catching sites to which visitors will return. Audio marketing materials, customer reports, and discussions are also often used on Web sites as e-commerce tools. Streaming video ads are also becoming commonplace. 

Finally, cookies are a very important tool used by marketers to collect and store information about a user. These small text files are sent to the user's computer so that information from the site will load more quickly the next time they visit. More importantly from the e-tailer's perspective, cookies can retain information about the customer such as the number of pages visited, products examined, and other detailed information about a customer's behavior. Cookies enable sites to recognize returning visitors and target specific customers with special offers and marketing messages.

AACSB:  Analytic Skills
45. Explain how an online credit card transaction works, identifying the parties involved and describing how SSL is involved?chapter 5
Answer:  The five parties involved in a credit card transaction are the consumer, the merchant, the clearinghouse, the merchant bank (acquiring bank), and the consumer's card issuing bank. The basic payment transaction process works like this: The consumer first makes an online payment by sending his or her credit card information via an online form at the merchant's Web site. Once this information is received by the merchant, the merchant software contacts a clearinghouse (a financial intermediary that authenticates credit cards and verifies account balances). The clearinghouse contacts the card issuing bank to verify the account information. Once verified, the issuing bank credits the account of the merchant at the merchant's bank. The debit to the consumer account is transmitted to the consumer in a monthly statement. 
SSL is involved in sending the consumer's credit card information safe at the merchant's Web site. When the consumer checks out using the merchant's shopping cart software, a secure tunnel through the Internet is created using SSL. Using encryption, SSL secures the session during which credit card information will be sent to the merchant and protects the information from interlopers on the Internet. 

46. Define and describe the functionality of customer relationship management (CRM) systems. Chapter 6
Answer:  Customer relationship management systems are an important Internet marketing technology. They serve as repositories for customer information that records all of the contacts a customer has with a firm including its Web site. CRM systems can generate a profile of each customer that is available to everyone in the firm who requests the data and they contain analytical software that will make this data valuable to the firm. 

In the past, firms generally did not maintain a single storehouse of customer information, and any customer data was organized along product lines with each product line maintaining a separate customer list. This information was often not even shared between product departments. CRMs are part of the evolution towards customer-centric and segmented market-based businesses, and away from this product-based model. 

CRMs use database technology with capabilities for assessing the needs of individual customers and differentiating products to meet those needs. The customer profiles generated by a CRM can include a map of the customer's relationship with the firm, the products they have bought and the frequency of purchases, the demographic and psychographic profile for each customer, profitability measures, a complete contact history, and marketing and sales information containing marketing campaigns that the customer received and the customer's responses to them. 

With these profiles, CRMs can be used to sell additional products and services, develop new products, increase product utilization, reduce marketing costs, identify and retain profitable customers, optimize service delivery costs, retain high lifetime value customers, enable personal communications, improve customer loyalty, and increase product profitability.

AACSB:  Reflective Thinking

47. Discuss the process of establishing a relationship with the customer, focusing on permission marketing, affiliate marketing, and viral marketing. Chapter 6
Answer:  Although traditional public relations and advertising media such as newspapers, magazines, direct mail campaigns, television, and radio remain crucial tools for establishing awareness of a firm and promoting brand recognition, there are a number of Internet technologies that can propel consumers to Web sites and encourage purchases. 

Permission marketing describes the strategy of obtaining permission from consumers before sending them informational or promotional messages. This marketing technique seeks to develop a relationship with the customer by asking them to opt-in to being exposed to promotional material or providing personal information to companies. The premise behind permission marketing is that advertising simply doesn't work as well as it used to, partly because consumers are so inundated with it, partly because it is so ubiquitous, and partly because people have learned to ignore it. Permission marketing uses incentives such as contests, sweepstakes, games, and special bonus prizes to entice consumers into providing personal information and completing online surveys. 

Affiliate marketing, on the other hand, is the online version of the referral phenomenon. Web sites agree to pay other Web sites a commission for new business opportunities that they refer to their site. Affiliate sites add a link to the company's Web site to their own site and encourage their patrons to visit the marketing partner's site. Some of these agreements are based strictly on sales generated, while others are based on the number of click-throughs that are generated or the number of new registrants that are generated from the link. Affiliate marketing can also be the performance-based process by which content Web sites are compensated for sending customers to merchant Web sites. This is the key benefit to affiliate marketing: It is based on a performance-based cost-per-action model that rewards affiliate sites based on a percentage of sales or other criteria. Qualified sales leads are rewarded with compensation. Affiliate marketing works best when affiliates choose products and services that match or supplement the content of their own Web site. 

Another technique, viral marketing, is the process of leveraging customer-to-customer communication to increase sales, brand awareness, and market coverage. It is the online version of word-of-mouth advertising as customers pass along a company's marketing message to friends, family, and colleagues. Although marketers may have a hard time identifying triggers that motivate customers to pass along marketing messages to friends or colleagues, if viral marketing works, customer acquisition costs and post-sales support services costs can be vastly reduced. The process of viral marketing can also involve users who do not know each other. Sites such as Epinions.com and Consumer Reports.org provide objective product reviews by people who have bought and used many different products and services. Both Epinions.com and CNET provide links to affiliate online retailers whose products are recommended or positively reviewed on their sites. Together, these three techniques have proven to be powerful drivers of Web site traffic and purchases.

AACSB:  Analytic Skills
48. How would you determine if an online marketing campaign to drive customers to your Web site has been successful? Chapter7
Answer:  The determination as to whether an online marketing campaign is effective depends on the goals of the campaign (branding or sales), the nature of the product, and the quality of the Web site you direct customers toward. The answers also depend on what you measure: the metrics from Web site logs and customer browsing histories. Some types of metrics measure the success of a Web site in achieving audience or market share by driving shoppers to the site. Important metrics here are impressions, click-through rate, view-through rate, stickiness, unique visitors, loyalty, and reach. Impressions are the number of times an ad is served. Click-through rate (CTR) measures the percentage of people exposed to an online advertisement who actually click on the advertisement. The view-through rate (VTR) measures the 30-day response rate to an ad. Hits are the number of http requests received by a firm's server. Hits can be misleading as a measure of Web site activity because a "hit" does not equal a page. A single page may account for several hits if the page contains multiple images or graphics. Stickiness (sometimes called duration) is the average length of time visitors remain at a Web site.

The measurement of unique visitors counts the number of distinct, unique visitors to a Web site, regardless of how many pages they view. Loyalty measures the percentage of visitors who return 

in a year. This can be a good indicator of a site's Web following, and perhaps the trust shoppers place in a site. Reach is typically a percentage of the total number of consumers in a market who visit a Web site. 

In getting customers to your Web site, you would want to see average or above average click-through rates for the types of ads you had run: For example, over .1% for display ads, over .5% for rich media ads, over 5% for a targeted e-mail, as well as an increase in the total number of unique visitors. However, ultimately it's the return on the investment in the ad campaign that counts. One of the advantages of online marketing is that online sales can generally be directly correlated with online marketing efforts. The online merchant can measure precisely just how much revenue is generated by specific banners or e-mail messages sent to prospective customers. One way to measure the effectiveness of online marketing is by looking at the ratio of additional revenue received divided by the cost of the campaign (revenue/cost). Any positive whole number means the campaign was worthwhile.

49. What is EDI chapter 12
هو معيار اتصالات لتبادل وثائق الشراء مثل الفواتير واوامر الشراء وفواتير الشحن وأرقام تخزين المنتجات
EDI (Electronic Data Interchange) is a communications standard for sharing business documents such as invoices, purchase orders, shipping bills, product stocking numbers (SKUs), and settlement information among a small number of firms. 
· It was developed to reduce the costs, delays, and errors inherent in the manual exchange of documents.
· Virtually all large firms have EDI systems, and most industry groups have industry standards for defining documents in that industry.

50. Discuss Following Terms , chapter 1
A) Consumer-to-consumer (C2C)

B) Social e-commerce 

C) Mobile e-commerce

D) Business-to-business (B2B)
Answer:  The main types of e-commerce are Business-to-Consumer (B2C), in which online businesses attempt to reach individual consumers; Business-to-Business (B2B), in which businesses focus on selling to other businesses; Consumer to Consumer (C2C), which provides a market in which consumers can sell goods to each other; mobile e-commerce (m-commerce), which refers to the use of wireless digital devices to enable Web transactions, social e-commerce, which is commerce enabled by social networks and online social relationships; and local e-commerce, which is e-commerce that is focused on engaging the customer based on his or her geographical location. 

There are five major types of e-commerce: 
• B2C involves businesses selling to consumers and is the type of e-commerce that most consumers are likely to encounter. In 2012, consumers in the United States will spend about $362 billion in B2C transactions.
• B2B e-commerce involves businesses selling to other businesses and is the largest form of e-commerce, with an estimated $4.1 trillion in transactions in the United States in 2012.
• C2C is a means for consumers to sell to each other. In C2C e-commerce, the consumer prepares the product for market, places the product for auction or sale, and relies on the market maker to provide catalog, search engine, and transaction clearing capabilities so that products can be easily displayed, discovered, and paid for.
• Social e-commerce is e-commerce that is enabled by social networks and online social relationships.
• M-commerce involves the use of wireless digital devices to enable transactions on the Web.
• Local e-commerce is a form of e-commerce that is focused on engaging the consumer based on his or her current geographic location.
