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ABSTRACT

The e-Commerce industry in India is growing at enagkable pace due to the high penetration of inderand
sophisticated electronic devices. However, themegeowth rate of e-Commerce in India is far lagginehind than other
developed countries. There are many big problentschallenged on the way of an online merchanttéradike safety
and security of online money transaction beinghiggest problem along with others have curbed theath expansion of
the online industry in the country. The currenteash discusses the current scenario of E-Commehee historical

background of E-Commerce, Challenges of E-Comnardebenefits of E-Commerce.
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INTRODUCTION

E-commerce activated in1995. It needs the digibalds for caring out their transactions. Digital de@re goods
that can be transported over a digital network fleauand Laudon, 2013). E-commerce is rapidly camgithe way in
which enterprises are interacting with each otteewell as with consumers and Governments. Asudtresfluctuations
in the landscape of ICTs, e-commerce is now rigiagidly in several emerging markets and emergingnemies
(UNCTAD/IER/2015). The technologies designed tofioye commercial transactions using the Interneerexolved as
quickly.

E-Commerce has greatly transformed the way hownlesses are conducted in the modern world as itsoffiege
benefits compared to the traditional business nusthélthough the benefits of using e-Commerce ihuginess are
plenteous, several experiments are faced by Orgamis using-Commerce systems in Botswana. OlatakuhKebonye
(2010) found that the main experiment faced byfitmes in their use of e-commerce technologies vedated to security

issues.

A.P Shemi and C.T. Procter (2013) perceived that stow speed of the internet is a key challenge for
e-commerce initiatives. Oreku et al (2009) noteat,tkven when the internet is available, it's comtid use is hampered
by lack of electricity, especially in rural areddost of the tourism companies are remotely basedrial areas and usually

experience frequent power outages.
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There is a shortage of e-Commerce specialists itsvBna and even third-party companies that support
e-Commerce. This forces organizations to hire eigtas from other countries. However, A.P Shemi @&n@. Procter
(2013) further found that ICT expertise that is thosbtained from non-citizen resident personneintda be dependent
upon for a long time due to a short-term contraecfice stipulated in the immigration policy of Batana. Majority of

these contracts are normally between two and ywaes.

E-COMMERCE DATABASE DESIGN
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Figure 1
The above figure 1.1 revealed the information alitbat E-commerce database design which is very usefu

understand the whole E-commerce structure.
HISTORY OF E-COMMERCE

e The first E-Commerce in history dates back to 188@&n a telegraph operator by the name Richard Sezos
after obtaining a shipment of watches that wassediby the local jeweler, used the telegraph fatselwatches
to fellow operators and railroad employees. In dtenaf months, he had saved up enough money tchégijob
to start his own business which later became SBaxehuck, and co. (Sears, 1863-1914).

» The internet began to advance in popularity ambeggeneral public in 1994.

* In 2000 a great number of business companies it/ttited States and Western Europe representedstaeiices

on the world wide web. At this time the meaningha word e-commerce was changed.

e History of E-commerce is unthinkable without Amazord Ebay, which were among the first internet canigs

to allow electronic transactions.

e Currently, there are 5 largest and most famousdumode internet retailers: Amazon, Dell, Staplesficef Depot
and Hewlett Packard. According to statistics, thestypopular categories of product sold on the Wavide

Web are music, books, computers, office suppliesather consumer electronics.
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e Amazon.com, Inc is one of the most famous e-comeneoenpanies and is located in Seattle, Washindi@A}.
It was founded in 1994 by Jeff Bezos and was onhefirst American e-commerce companies to satpcts

over the internet.

* Amazon is one of the first e-commerce businessesstablish an affiliate marketing program and ncayad
the company gets about 40% of its sales from aféi§ and third-party sellers who list and sell good the web-
site. In 2008 Amazon penetrated into the cinemaiarairrently sponsoring the film “The Stolen Childith

20thcentury Fox.
DEFINITION OF E-COMMERCE

Electronic commerce or EC -- is the buying andisglbf goods and services, or the transmittinguofds or data,
over an electronic network, primarily the intern&hese business transactions occur either as Isssiaébusiness,

business-to-consumer, consumer-to-consumer or pwTsto-business.

Electronic commerce (e-commerce) is the marketingjing and selling of merchandise or services dher
Internet. It encompasses the entire scope of oplinduct and service sales from start to finislktoBimerce tools include
computer platforms, applications, solutions, sesvend various software formats manufactured byrercerce service

providers and purchased by merchants to incredsemales.

Electronic commerce, commonly known as e-commeraesists of the buying and selling of productsesvises

over electronic systems such as the Internet amet computer networks.

The World Trade Organization defines e-commercé'&aspommerce is the production, distribution, marig

sales or delivery of goods and services by eletnmeans.

The Organization for Economic Co-operation and Dgweent (OECD) defines e-commerce as commercial
transactions, involving both organizations andvidtials, that are based upon the processing andrtiasion of digitized
data, including text, sound and visuals images thatl are carried out over open networks (like, itlternet) or closed

networks (like, AOL or Mintel) that have gatewayt@@an open network.

E-commerce (electronic-commerce) refers to busioessthe Internet. Websites such as Amazon.com,cBm,
and eBay are all e-commerce sites. The two majonsmf e-commerce are Business-to-Consumer (B2€Basiness-to-
Business (B2B). While companies like Amazon.comecahostly to consumers, other companies providedgand
services exclusively to other businesses. The téeHsusiness" and "e-tailing" are often used symamysly with e-

commerce. They refer to the same idea; they ateifesl to confuse people trying to learn compuens.
LITERATURE REVIEW

E-Business probably began with electronic dataréhiEnge in the 1960s (Zwass,1996). However, (M&8068)
suggests that it was only in the 1990s, primarigy the Internet, that e-Business has emerged aseafeature of many
organizations. In his opinion, the hope was th8usiness would revolutionize the ways in which oigations interact
with customers, employees, suppliers, and partr8wme saw e-Business as part of a recipe to staypetitive in the

global economy.
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E-commerce can be defined as the conducting ofnigugind selling of goods and services as well ambss
communication and transactions over computer ndtsvand through individual computers linked to therltf Wide Web
(Key IT Solutions, 2005). The potentials of e-comoeetechnologies applications in the constructmmustry include E-
marketing; E-selling/e-procurement of goods andvises; E-collaboration; E-finance; and E-customerviges and

relations (Veeramani et al., 2002).

The term “e-Business” has a very broad applicatiod means different things to different people ttkenmore,

its relation with e-commerce is at the source ofiyndisagreements. (Melao,2008).

The necessary technological solutions for e-sumgpblgin systems are readily available in the curraatket.
Some of the fundamental issues for successful ex@ge in construction, such as signature exchaRgdefson, 1999;
Asokan et al., 2000), secure payment (Shamir et288; Bellare et al., 2000), and fair contractingdels (Coscia et al.,
2000; Rohm &Pernul 2000; Liu et al., 2001) haveatly been addressed in broader business-to-bugB2B% projects.
E-commerce applications have enhanced the develuppnecess operations of a project and promotespration and
operation through the shared information networteay to diverse participants in the constructigopguchain (Jones &
Saad 2003).

Elizabeth Goldsmith and Sue L.T. McGregor (2000algred the impact of e-commerce on consumers, @ubli
policy, business, and education. A discussion dfipypolicy initiatives, research questions, andasl for future research
are given

Andrew D. Mitchell (2001) examined the key issuest telectronic commerce poses for Global tradewguas a
starting point the General Agreement on Trade ivi€es (GATS), the World Trade Organization (WT@yeement most

relevant to e-commerce.

Nir B. Kshetri (2001). This paper attempts to idignand synthesized the available evidence on ptedi of
magnitude, global distribution and forms of e-comere The analysis indicated that the twin forceglobalization and

major revolutions in ICT are fuelling the rapid gith of global e-commerce.

Mauricio S. Featherman, Joseph S. Valacich & JohiBlls (2006) examined whether consumer perceptidn
artificiality increase perceptions of e-servicekrishich has been shown to hamper consumer aceaptara variety of

online settings.

Young Jun Choil, Chung Suk Suh (2005) examinedirtipact of the death of geographical distance brbugh

about by e-marketplaces on market equilibrium awiss welfare.

(Arvindpanagariya, 2000) examined Economic isswEsed by e-commerce for the WTO and developing

countries-commerce offers unprecedented opporésriti both developing and developed countries.

Internet and e-commerce are closely wrapped tosveeveloped countries. But they can achieve tremend
benefits for developing countries if it is applt& as an ideal business purpose. E-commerceegaution in business
practices (Ohidujjaman, et al 2013).

According to Alwyn Didar Singh, the biggest issualdear in developing nations and their firms i$ lagk of

knowledge and expertise in introducing and engagir@ommerce but rather that of not engaging itaassult of not
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having a basic understanding and appreciatiorsgidtentials, the framework of its operation aral rihultiplier effect on
the economy in general as well as firms and workesarticular. The objective of this paper accogdto Alwyn Didar

Singh is actually an attempt to tackle these issues
OBJECTIVES OF STUDY
* To understand the current scenario of E-Commerce.
» To explore the historical background of E-Commerce.
» To define the Challenges of E-Commerce.
* To understand the benefits of E-Commerce.
RESEARCH METHODOLOGY

Research in common parlance refers to a seardtmfiwledge. Once can also define research as atificiemd
systematic search for patient information on a digeopic. In fact, research is an art of scieiotihvestigation. Research
is more than a set of skills, research activityaisvay of thinking, examining critical aspects, amtlerstanding and

formulating well define the procedure and develggisting new theories.

According to Clifford Woody, “Research comprises defining and redefining probleformulating the
hypothesis or suggested solutions, collecting, mimpag and evaluating data, making deductions &adling conclusions

and at preceding testing the conclusion to decidetier they fit the formulating hypothesis”

The paper has been written on the basis of secpridita. The secondary data were collected fromighasd books,
journals, research papers, magazines, daily newspayernet and official statistical documentseTdtudy is qualitative

in nature.
RESEARCH QUESTIONS

* What are the benefits of E-commerce?

» Does any challenge affect the E-commerce?

* What is the real history of E-commerce?
LIMITATION OF THE STUDY

The biggest hurdle is time and money.

BENEFITS OF E-COMMERCE

Time-Saving: E-Commerce is the time-saving process. It savest @fl time of people and gives the fastest

services to customers.

No Time Constraints: There is noany limit to use this process. Thererar@ny long-lasting problems in the

uses of E-commerce.
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Price/Product Comparison: This process always helps the customers to conpadifferentiate the products

quality and price with other products.
Cost Effective: It reduces the transportation cost and savesiie ti

Boundary-Less (Global Location):E-commerce is a boundary-less process. There amyndimitation because it

can be used globally.

Easy arrangement of products:Products can be arranged on the shelves withintesn With an online store, it is quite

easy.

Lowers Transaction Cost: E-commerce is much benefited to save the trandpmrtaost and speedily makes

arrangements of the products.

Flexible Target Market Segmentation: Target market segment here in e-commerce is médlezn be adapted

any time.

Direct Communication with Consumer: This process can be accessed or communicate threagial

networking sites, online selling and advertising et

Enhanced Customer Interaction: Fast feedback and comment forms are the main fsatir interact with

customers.

Simple and easier conversation of informationExpands information sharing among wholesalers aistbmers

and enables prompt quick just in time deliveries.

Easy Transactions:Financial transactions through electronic fund gfanare very fast and can be done from

any part of the world.

CHALLENGES OF E-COMMERCE
Attracting the Perfect Customer

Online shoppers don't shop the same way as theg tsdack in the day. They use Amazon to search fo
products (not just Google). They ask for recomna¢iots on Social Media. They use their smart phaoesad product

reviews while in-store and pay for purchases ualhgorts of payment methods.
Generating Targeted Traffic

Retailers can no longer dependent on one type ahredl to drive traffic to their online store. Thayst
effectively leverage SEO, PPC, email, social, @digg@ds, retargeting, mobile, shopping engines #ilites to help drive

qualified traffic to their online store. They mum visible where their audience is paying attentio
Capturing Quality Leads

Online retailers are spending a significant amafmhoney driving traffic to their online staréNith conversion

rates ranging between 1percent to 3percent, thesy pui a lot of effort in generating leads intoentb get the most out of

their marketing efforts. The money is in the liBuilding an email subscribers list is keys fordeterm success.
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Personalization

Modern e-Commerce thrives on delivering the bessgmalized experience to their consumers. Managing
repository of customer data is a challenge infitgglded to that e-Commerce companies have to stahel how to use
that data. Delivering customized content in therfaf advertisements, special offers etc. are sointkeomethods which

can be employed.
Ease of Use and Technology

Ease of use and advancements in technology haea gasnsumers more power and increased global cdiopet
in the e-Commerce sector. Omni-channel retailintpésway forward for e-Commerce. This places presen companies
to deal with technical issues of running an onlaere like: server issues, bandwidth issues, dyndPiaddress, data

privacy and security issues.
CONCLUSIONS

The e-Commerce industry in India is growing at maekable pace due to the high penetration of ieteamd
sophisticated electronic devices. However, thenmegewth rate of e-Commerde India is far lagging behind than other
developed countries. Today, e-commerce has somefiteens well as disadvantages. It faces lots allehges today.

People are becoming technology oriented and knevintiportance of technology.

According to recent data, e-Commerce spendingikas to $2.1 trillion in the past few years and wélach $5
trillion by 2020. Such rapid development promisegr@at future for the Indian e-commerce industritgatous a strong
market and improved customer demand. Despite theggess trends, many e-commerce businesses fakeooff within
their first year. It is worth discovering the var@experiments which the e-commerce industry faamesy. E-commerce in

spite of opportunity, hoopla, and hype, also b&aonnotations of challenges as well at the dame=
REFERENCES

1. Alice PhiriShemi (2012) Factors Affecting E-comneer8doption in Small and Medium Enterprises: An
Interpretive Study of Botswana Available from: phftusir.salford.ac.uk/28493/1/Shemi-Finalthesigf.p
[Accessed: 2nd, July, 2014] Art Overview”, pp. 53-8

2. Coscia E., Nicolodi S., Doyle R., Slade A., GintyShamsi T. A., loannou L. and Chrissohoos P.2d00). The
e-entry web-based e-commerce platform: an advanfradiructure supporting tendering, bidding and traot

negotiation.
3. Jones M. and Saad M. (2003).Managing InnovatioBamstruction, Thomas Telford Limited, London, UK.

4. Laudon, K. C., and Laudon, J. P. (2013).Managenéortination Systems: Managing the Digital Firm. Tweel

Editions. Pearson. Delhi.

5. Mauricio S. Featherman, Joseph S. Valacich& John \Mells (2006); Is that authentic or artificial?
Understanding consumer perceptions of risk in edserencounters; Inforamtion System Journal; Vol 2@06;
pp. 107-134.

I mpact Factor(JCC): 3.7985 - This article can be downloaded from www.impactjournals.us




[ 32 Sneha J. Joshi |

6. Melao, N. (2008), “E-Business Processes and E-BssifProcess Modeling: A State-of-the-

7. OlatokunWole, KebonyeMogotetsi (2010) E-Commerchriaogy Adoption by SMEs in Botswana. Internationa
Journal of Emerging Technologies and Society. [@e]liVol. 8, No. 1

8. Pederson T. P. (1999). Signing contracts and paglegtronically, Lecture materials on Data Secur®pringer-
Verlag 1561, Berlin, Germany, 134-157.

9. Shamir G., Ben-Or M. and Dolev D. (1998).A safe andlable payment infrastructure for trade of elentc
content, International Journal of Cooperative Infaation Systems, Vol. 7, 331-354.

10. V. Zwass, ‘Structure and macro-level impacts ofttedmic commerce: from technological infrastructure
electronic marketplaces’, http://www.mhhe.com/ bess/mis/zwass/ecpaper.html (accessed May 2001).

11. Veeramani R., Russel J.S., Chan C., Cusick N.,édh\. and Roo B.V.(2002). State-of-practice obetmerce
application in the construction industry, Cll ResgaReport, 180-11.

12. Young Jun Choil, Chung Suk Suh (2005); The degthydical distance: An economic analysis of thergeree
of electronic market places; pp.597-614.

13. Narwal, M. A. H. A. B. I. R., & Kant, R. A. V. R014). Role of e-commerce in consumer decision ngaki
International Journal Of Research in Business Maragnt, 2, 77-88.

14. S.R. Dindodia & Co [Online] http://www.srdinodia.edwp-content/uploads/2013/01/E-Commerce-Internaition
Approach.pdf

15. https://www.techopedia.com/definition/351/electmsodmmerce-e-commerce

16. https://searchcio.techtarget.com/definition/e-comuae

17. https://en.wikibooks.org/wiki/E-Commerce and_E-Bess/Concepts and_Definitions

18. https://techterms.com/definition/ecommerce

19. https://economictimes.indiatimes.com/small-biz/ratirlg-branding/marketing/six-key-challenges-facing-

modern-e-commerce/articleshow/61503054.cms

NAAS Rating: 3.10- Articles can be sent to editor @ mpactjournals.us




