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SECTION A – (10 X 2= 20)
ANSWER ANY TEN QUESTIONS

1. Define E-Commerce.
E-Commerce (Electronic Commerce) refers to the buying and selling of goods and services over the internet. It involves transactions between businesses, consumers, or both through digital platforms. E-commerce can include various activities, such as:
· Online shopping: Consumers purchasing products or services from online stores.
· B2B (Business-to-Business): Transactions between businesses.
· B2C (Business-to-Consumer): Transactions between businesses and individual consumers.
· C2C (Consumer-to-Consumer): Transactions between individual consumers, often facilitated by platforms like eBay or Craigslist.
· C2B (Consumer-to-Business): Where individuals sell products or services to businesses, such as freelance work or user-generated content.
E-commerce typically involves elements like payment systems, product listings, customer service, and digital marketing, making it a crucial component of modern business

2. Show the expansion of OECD & WWW.
  OECD: Organization for Economic Cooperation and Development
  WWW: World Wide Web
3. Write about Business to Consumer briefly.
Business to Consumer (B2C) refers to the business model where companies sell products or services directly to individual consumers. This is the most common model in e-commerce, where businesses use digital platforms, such as websites or mobile apps, to market and sell goods or services to end-users.
Key Characteristics of B2C:
1. Direct Transactions: The business interacts directly with consumers, without the need for intermediaries.
2. Online Stores: Most B2C businesses operate through e-commerce websites, enabling customers to browse products, make purchases, and arrange for delivery or digital services.
3. Wide Reach: B2C businesses often have a broad customer base, as they target individual consumers worldwide or locally.
4. Payment Systems: Payment for goods or services is typically done through digital payment methods such as credit/debit cards, online wallets, or digital currencies.
5. Customer Experience: The focus is often on creating a seamless, user-friendly experience with features like personalized recommendations, customer support, and easy returns.
Examples of B2C businesses include online retailers like Amazon, streaming services like Netflix, and travel booking platforms like Expedia.

4. Tell about E-Tailing
E-Tailing (Electronic Tailing) refers to the sale of goods and services to consumers over the internet, essentially online retail. It is a form of e-commerce where businesses sell products directly to consumers through digital platforms like websites, mobile apps, or online marketplaces.
Key Features of E-Tailing:
1. Online Stores: E-tailers operate online shops where consumers can browse, search for products, and make purchases. These stores may be dedicated websites or part of larger online marketplaces (e.g., Amazon, eBay).
2. Product Variety: E-tailers often offer a wide range of products, from physical goods (electronics, clothing, home goods) to digital services (streaming, software, downloadable content).
3. Convenience: One of the major benefits of e-tailing is convenience—consumers can shop from anywhere, at any time, without visiting a physical store.
4. Digital Payment Options: E-tail businesses typically provide various payment methods, including credit cards, digital wallets, and other online payment systems.
5. Delivery & Logistics: E-tailers arrange for product delivery to customers, either through their own logistics network or by partnering with third-party carriers like UPS or FedEx. Some offer same-day or next-day delivery to enhance customer satisfaction.
6. Customer Engagement: E-tailers focus heavily on customer experience, offering features like product reviews, personalized recommendations, customer support, and easy return policies.

5. Outline the Internet audience.
Internet Audience: An Outline
The internet audience refers to the diverse group of individuals who access and interact with online content, services, and platforms. Understanding the internet audience is crucial for businesses, marketers, content creators, and developers to effectively reach and engage users.
1. Demographic Characteristics
2. Geographic Distribution
3. Behavioural Characteristics
4. Psychographic Characteristics

6. E-services refer to services provided over the internet, allowing businesses and individuals to deliver, access, or manage various tasks digitally. Below are some key categories of e-services:
E-Banking: Online banking services that allow customers to check balances, transfer funds, pay bills, and manage accounts through secure websites or mobile apps.
E-Learning: Educational services offered online, such as courses, tutorials, webinars, and certification programs, typically provided by platforms like Coursera, Udemy, or Khan Academy.
E-Government Services: Government-related services available online, including tax filing, license renewals, voter registration, and public records access.
E-Healthcare: Digital healthcare services, such as online consultations, telemedicine, health monitoring apps, and appointment scheduling.
E-Ticketing: The sale of tickets for events, transportation, or entertainment through online platforms (e.g., booking flights, concert tickets, or cinema passes).
E-Consulting: Professional advisory services provided over the internet, including business consulting, legal advice, and financial planning, often via video calls or chat.
E-Commerce Support Services: Services related to online retail, such as digital marketing, SEO, online payment gateways, and customer support systems.

7. Threats in computer systems can be classified into various categories based on their nature, source, and impact. The following are the main classifications:
1. External Threats
2. Internal Threats
3. Physical Threats
4. Software Vulnerabilities
5. Human Threats
6. Network Threats
7. Reputation Threats
8. Legal and Compliance Threats


8. EPS stands for Earnings Per Share. It’s a financial metric used to indicate the profitability of a company, representing the portion of a company's profit allocated to each outstanding share of common stock. EPS is commonly used by investors to gauge a company's profitability and is often a key factor in determining stock price.
The basic formula for EPS is:
EPS=Net Income−Preferred DividendsAverage Outstanding Shares\text{EPS} = \frac{\text{Net Income} - \text{Preferred Dividends}}{\text{Average Outstanding Shares}}EPS=Average Outstanding SharesNet Income−Preferred Dividends​
Types of EPS:
Basic EPS: Uses the straightforward formula above.
Diluted EPS: Accounts for potential shares from options, warrants, or convertible securities that could dilute existing shareholders' earnings.
EPS can be found in financial statements, typically within the income statement. It’s a fundamental metric in assessing investment quality and comparing companies within the same industry.

9. Recall any political issues in E-Commerce.
Political issues in e-commerce can have significant impacts on businesses, consumers, and economies. Here are some key political issues affecting the e-commerce industry:
1. Data Privacy and Security Regulations
2.  Cross-Border Trade and Tariffs
3. Intellectual Property Rights (IPR) and Counterfeit Goods
4. Taxation Policies
5. Labor and Employment Regulations
6. Censorship and Content Regulations
7. Cybersecurity and Fraud Prevention
10. Relate basic ethical concepts with commerce.    
Ethics in commerce involves applying moral principles to business activities to ensure fair, responsible, and beneficial interactions between companies, consumers, and society. basic ethical concepts and their relevance to commerce:
1. Honesty and Transparency
2. Fairness and Justice
3. Integrity
4. Respect for Rights
5. Responsibility and Accountability
11. E-Retailing (electronic retailing) and traditional retailing differ significantly in how they deliver products and services, engage customers, and operate
1. Access and Convenience
· E-Retailing: Offers 24/7 access, allowing customers to shop from anywhere with an internet connection. It's highly convenient for people with busy schedules or those who prefer online shopping.
· Traditional Retailing: Requires customers to visit physical stores during business hours, which may limit convenience. However, it allows immediate access to products without waiting for delivery.
2. Customer Experience
· E-Retailing: Primarily digital, often lacks the sensory experience of physically seeing and touching products. However, e-retailers compensate with features like virtual try-ons, product reviews, and live chats for support.
· Traditional Retailing: Allows customers to physically examine and try products, creating a more tangible experience. Customer service is also more personalized, as employees can assist directly.
3. Product Variety and Availability
· E-Retailing: Online stores often have larger inventories and broader selections, as they aren’t limited by physical space. Many e-retailers offer extensive product options, even from international markets.
· Traditional Retailing: Physical space limits the variety and quantity of products that can be displayed, but customers may find certain unique items not available online, especially in boutique stores.
4. Costs and Pricing
· E-Retailing: Typically offers lower prices due to reduced overhead costs (no need for physical stores). Prices can also change dynamically based on demand, competition, and other data-driven insights.
· Traditional Retailing: Physical stores have higher operating costs (rent, utilities, staff) which can lead to higher prices. However, customers often appreciate physical sales or discounts offered directly in-store.


12. EDI stands for Electronic Data Interchange. It is a standardized, electronic communication method that allows businesses to exchange documents, such as purchase orders, invoices, shipping notices, and other business transactions, directly between computer systems without the need for manual input.


SECTION B – (5 X 5 = 25)
ANSWER ANY FIVE QUESTIONS


13. The features of a good website include:

1. User-Friendly Design: Intuitive navigation, mobile responsiveness, and a consistent layout.
2. Fast Load Times: Quick loading pages improve user experience and retention.
3. High-Quality Content: Relevant, valuable, and SEO-friendly content with engaging media.
4. Clear Call-to-Actions (CTAs): Visible, action-driven CTAs to guide user actions.
5. Security: SSL encryption and data protection for user trust and safety.
6. Accessibility: Features that make the site usable for all, including people with disabilities.
7. Attractive Design: Professional, visually appealing design that aligns with the brand.
8. Easy Contact Options: Accessible contact information and support options.
9. Analytics and Tracking: Tools to monitor and improve user engagement and conversions.
10. Regular Updates: Consistent content updates and site maintenance for relevancy and functionality.
These features together create an effective, engaging, and reliable website.


14. 
1.Business-to-Consumer (B2C)
· Definition: A business sells products or services directly to individual consumers online.
· Example: Online retail stores like Amazon, Walmart, and Zara.
· Key Characteristics: Typically involves lower transaction amounts but higher volumes; focuses on customer experience, convenience, and competitive pricing.
2. Business-to-Business (B2B)
· Definition: Transactions occur between businesses, where one business sells products or services to another.
· Example: Alibaba (wholesale goods), bulk software sales (Microsoft, Salesforce).
· Key Characteristics: Involves larger transaction amounts, long-term contracts, and bulk orders; often focuses on supply chains, wholesale, and partnerships.
3. Consumer-to-Consumer (C2C)
· Definition: Consumers sell products or services directly to other consumers, often through a third-party platform.
· Example: eBay, Craigslist, Facebook Marketplace.
· Key Characteristics: Often involves second-hand goods or peer-to-peer services; platforms act as facilitators and may charge a fee for transactions.
4. Consumer-to-Business (C2B)
· Definition: Individuals sell products or services to businesses.
· Example: Freelancers on platforms like Upwork, stock photographers selling to companies.
· Key Characteristics: Individuals offer their skills, products, or services to businesses; commonly seen in freelancing, consulting, and content creation.
5. Business-to-Government (B2G) or Business-to-Administration (B2A)
· Definition: Businesses provide products, services, or information to government agencies or public administrations.
· Example: Government contracting platforms or businesses providing IT services to government agencies.
· Key Characteristics: Involves tenders, bids, and compliance with government regulations; contracts are often long-term and subject to strict standards.
6. Government-to-Business (G2B)
· Definition: Governments provide services or information to businesses through online platforms.
· Example: Tax portals, government contract portals, business licensing, and regulation compliance platforms.
· Key Characteristics: Often involves licensing, compliance, and payment of government fees; aims to streamline interactions between government and businesses.
7. Government-to-Consumer (G2C)
· Definition: Government provides services or information directly to individuals online.
· Example: Tax filing portals, social security applications, online voting, and license renewals.
· Key Characteristics: Focused on convenience for citizens, improving accessibility to government services.
8. Direct-to-Consumer (D2C)
· Definition: A brand sells products directly to consumers online, bypassing traditional retailers or intermediaries.
· Example: Brands like Warby Parker, Glossier, and Casper.
· Key Characteristics: Allows companies to control branding, pricing, and customer experience; often leverages social media and digital marketing for reach.

15. key internet marketing technologies in India include:
· Search engine optimization (SEO)
A powerful channel that helps you reach your audience when they are actively looking for products, answers, or solutions. SEO can help you increase conversions, generate leads, and boost brand awareness. 
· Artificial intelligence (AI)
AI can help you identify customer needs and demands, automate business processes, and discover buying behavior patterns. AI applications like machine learning and deep learning can be used for content creation, ad monitoring, and interacting with customers. 



· Facebook
A popular social media platform that can help you engage potential consumers and increase revenue. You can use Facebook to select your audience based on interests, demographics, behavior patterns, and locations. 
· Email marketing
An effective way to stay in touch with your customer base, introduce new products or services, and provide discounts and promotions. Email marketing can be cost-effective and have a good return on investment. 
· Pay-per-click advertising (PPC)
A digital advertising model where advertisers pay a fee each time a user clicks on their ad. PPC can help you drive targeted traffic to your website. 
Other internet marketing technologies include:
· Social media optimization
· Data-driven technology
· Innovative searches
· Video marketing
· Geofencing
· Shoppable posts with single-channel commerce
· Content marketing 

16. Cybercrime is a broad range of illegal activities that use digital devices and networks to commit crimes. Cybercriminals exploit vulnerabilities in computer systems and networks to:
· Steal sensitive information
· Disrupt services
· Cause financial or reputational harm
· Commit fraud
· Commit identity theft
· Distribute malware
· Conduct large-scale data breaches 
Some examples of cybercrime include:
· Cyberextortion: A threat or attack that demands money to stop the attack
· Cryptojacking: Using scripts to mine cryptocurrencies without the user's consent
· Identity theft: Stealing a user's personal information to access their accounts or steal their identity
· Credit card fraud: Hacking into retailers' systems to get customers' credit card or banking information
· Cyberespionage: Hacking into systems or networks to gain access to confidential information
· Software piracy: Unlawfully copying, distributing, or using software programs 
To protect yourself from cybercrime, you can:
· Be mindful of the URLs you click on
· Avoid clicking on links that look like spam or are unfamiliar
· Enable online transaction security if your internet security product has this functionality 

17. Compare and contrast the ethical and social issues in e-commerce

E-commerce businesses face a variety of ethical and social issues, including:
· Data privacy
E-commerce businesses collect a lot of data from customers, which can be used for marketing purposes. However, this data can be vulnerable to leaks, breaches, and misuse. 
· Selling to minors
It can be difficult to regulate the sale of alcohol and tobacco to minors online, unlike in a physical store. 
· Socially vulnerable populations
E-commerce businesses should consider the impact on socially vulnerable populations. 
· Discrimination
E-commerce businesses should consider issues related to employment and health insurance discrimination. 
· Race and ethnicity
E-commerce businesses should consider issues related to race and ethnicity. 
Other ethical issues in e-commerce include:
Online piracy, Web tracking, Cyber-squatting, Web spoofing, Email spamming, Counterfeit products, and Unreliable customer service

18. The role of automation and AI in e-commerce.           

Artificial intelligence (AI) and automation are critical technologies in e-commerce that can help businesses improve their operations, enhance customer experiences, and increase sales: 
· Personalization
AI can analyze customer data to provide personalized product recommendations, marketing, and advertising. 
· Automation
Automation can streamline operations by transferring data between systems and minimizing manual intervention. For example, automation can automate follow-up abandoned cart inquiries. 
· Inventory management
AI and automation can help businesses optimize inventory levels, predict demand, and prevent stockouts. 
· Logistics
AI and automation can help businesses optimize supply chains and improve delivery times. 
· Customer service
AI can help businesses automate customer service queries and provide helpful responses through chatbots. 
· Pricing
AI can help businesses optimize pricing strategies through dynamic pricing, which changes prices based on supply and demand. 
· Video marketing
AI can help businesses understand which visuals will likely lead to a sale. 
· Machine learning
Machine learning can help AI adapt to new circumstances and make unique adjustments to decision-making. 
Together, AI and automation can help e-commerce businesses create a more efficient sales process, increase customer retention, and improve the overall shopping experience. 

19.  EBT process.   

The Electronic Benefits Transfer (EBT) process can be classified into distinct stages based on its operation and purpose. Here is a classification of the EBT process:

1. Enrollment and Authorization
· Description: Eligible individuals are enrolled in government benefit programs (e.g., SNAP, TANF). Once verified, they are issued an EBT card.
· Key Activities:
· Submission and verification of personal information.
· Eligibility determination based on criteria such as income, family size, or employment status.
· Issuance of EBT card with a secure PIN.
· Stakeholders: Government agencies, beneficiaries, and card issuers.

2. Benefit Distribution
· Description: The allocated benefits are electronically transferred to the individual's EBT account at scheduled intervals.
· Key Activities:
· Loading of funds or benefits into the recipient's account by the government.
· Notification of fund availability (if applicable).
· Stakeholders: Program administrators, beneficiaries.

3. Benefit Utilization
· Description: Beneficiaries use the EBT card to access benefits for approved purposes.
· Key Activities:
· Point-of-Sale (POS) Transactions: Using the card at authorized retailers for purchases (e.g., groceries under SNAP).
· ATM Withdrawals: For cash benefits (e.g., TANF, in some cases).
· Ensuring purchases comply with program guidelines (e.g., no alcohol or tobacco for SNAP).
· Stakeholders: Retailers, beneficiaries, EBT processing systems.

4. Transaction Processing
· Description: The backend processing of EBT transactions to ensure accuracy and fraud prevention.
· Key Activities:
· Verification of card details and available balance.
· Real-time transaction approval or denial based on guidelines.
· Secure transmission of transaction data.
· Stakeholders: Payment processors, retailers, government agencies.

5. Monitoring and Reporting
· Description: Tracking and auditing EBT usage to ensure compliance, detect fraud, and improve efficiency.
· Key Activities:
· Reviewing transaction data for irregularities.
· Reporting suspicious activity.
· Program evaluation and updates.
· Stakeholders: Government agencies, fraud detection units, auditors.

6. Maintenance and Support
· Description: Ongoing management and support of the EBT system.
· Key Activities:
· Addressing technical issues (e.g., card malfunctions).
· Updating cardholders on changes to the system.
· Resolving beneficiary grievances and disputes.
· Stakeholders: EBT service providers, helpdesk teams, beneficiaries.

Classification by Functional Components
· Administrative Processes: Enrollment, benefit allocation, reporting.
· Technical Processes: Card issuance, transaction processing, fraud detection.
· Beneficiary-Focused Processes: Fund access, customer support.
This structured approach ensures that the EBT process operates efficiently, securely, and in compliance with program objectives.

20. Case Study Analysis: Zomato’s Deep Discounting Strategy

Background  
Zomato's introduction of Zomato Gold, a membership program offering free meals, drinks, and discounts at partner restaurants, aimed to boost customer acquisition and retention. While the initiative attracted a significant customer base, the deep discounting strategy strained relationships with partner restaurants, culminating in a boycott on August 15, 2019. Despite attempts to address the issue, Zomato struggled to balance customer satisfaction and partner profitability, leading to a standoff.

Core Issues Identified
1. Unsustainable Discount Model  
   - Heavy discounts attracted customers but led to substantial revenue losses for participating restaurants. This eroded profitability and put immense pressure on restaurant margins.

2. Erosion of Brand Value for Restaurants  
   - Restaurants began to feel commodified as the focus shifted to discounts rather than quality, service, or uniqueness, harming their long-term brand equity.

3. Customer Behaviour Change 
   - Deep discounts fostered a discount-hunting mentality among consumers, making them less loyal and more price-sensitive.

4. Ineffective Conflict Resolution 
   - Zomato's proposed solutions failed to address the fundamental issue of discounts, leaving restaurant partners dissatisfied.

5. Market Vulnerability  
   - The strained relationships and standoff with partners left Zomato exposed to competitive threats and potential takeovers.

Analysis of the Strategy
Strengths of the Strategy
Customer Acquisition: Attracted a large number of users, enhancing Zomato’s market presence.
Market Differentiation: The innovative offering made Zomato stand out among other Food Service Aggregators (FSAs).  

Weaknesses of the Strategy
Profitability Trade-offs: Short-term customer acquisition came at the expense of long-term profitability for both Zomato and its partners.
Dependence on Partnerships: The strategy's success relied heavily on restaurant participation, making Zomato vulnerable to partner dissatisfaction.  

Opportunities Missed
Flexible Models: Zomato could have introduced a tiered discount system or provided restaurants with more control over discounts offered.
Collaborative Growth: Instead of dictating terms, Zomato could have fostered collaborative solutions to benefit both parties.

Threats to Business
Loss of Credibility: A fallout with restaurant partners tarnishes Zomato's image as a trusted partner.
Competitive Landscape: Competitors could exploit the discord to strengthen their market position.

Recommendations
1. Revise the Discounting Model  
   - Introduce dynamic pricing based on restaurant preferences and customer segments.
   - Allow restaurants to customize discounts to align with their profitability goals.

2. Focus on Value-Added Services  
   - Shift the focus from discounts to offering value-added features such as better analytics, targeted marketing, and exclusive culinary events.

3. Engage in Dialogue with Partners
   - Create a joint committee comprising Zomato and restaurant representatives to ensure transparent and collaborative decision-making.

4. Educate Customers  
   - Transition customer focus from discounts to the overall dining experience by highlighting restaurant quality, unique offerings, and loyalty programs.

5. Strengthen Non-Discount Models
   - Promote other revenue streams such as in-app advertisements, premium memberships (without discounts), and exclusive partnerships.
Conclusion
Zomato's deep discounting strategy was a double-edged sword. While it boosted customer acquisition, it undermined restaurant profitability and long-term partnerships. To thrive, Zomato must pivot towards a more sustainable, value-driven business model that balances customer needs with partner interests. A collaborative approach and innovative solutions can rebuild trust and ensure mutual growth, safeguarding Zomato's position in the competitive FSA market.

21. B2B (business-to-business) and B2C (business-to-consumer) are two different models for selling products and services, and they differ in many ways, including:
· Customer type: B2B sells to other businesses, while B2C sells to individual consumers. 
· Purchase size: B2B transactions are typically larger than B2C transactions. For example, an insurance company might order hundreds of laptops at once, while a B2C customer might buy a few items of clothing. 
· Sales cycle: B2B sales cycles are usually longer than B2C sales cycles. 
· Buying process: B2B buyers often consult with multiple departments before making a purchase, while B2C buyers make decisions on their own or with family and friends. 
· Marketing: B2B marketing often uses facts, norms, and reasonable criteria, while B2C marketing uses emotional and storytelling-driven communication. 
· Products sold: B2B sells raw materials, intermediate products, and sometimes final products. B2C sells mainly final products, such as food, drinks, and household goods. 
· Conventions: B2B companies often use trade fairs and conventions to display their products and services, and to connect with potential customers. 
While B2B and B2C models are different, they both have advantages and disadvantages, and neither is necessarily better than the other.

22. E-services are services that are delivered using new media, such as the web, and can be categorized into the following types:
· E-business: Also known as e-commerce, these services are provided by businesses or non-government organizations (NGOs). 
· E-government: These services are provided by the government to citizens or businesses. 
· Web-enabled services: These services include banking, stock trading, and education. Other web-enabled services include: 
· Contact centre services 
· Business process outsourcing services
· Research and analytics 
· Finance and accounting 
· Debt collection 
· Cloud and infrastructure 
· Back office services 
· Market research services 
· Customer satisfaction survey services 
· Third party verification services 
E-services can raise concerns about privacy, such as fraudulent manipulation of data and reproduction of records without attribution. 

23. The digital economy is the economic activity that takes place online, connecting people, businesses, and devices through digital technology. It's characterized by the use of data to create personalized experiences and new business models. 
Here are some characteristics of the digital economy:
· Digital technologies
The digital economy is built on technologies like the internet, mobile technology, artificial intelligence (AI), virtual reality, blockchain, and the internet of things (IoT). 
· Online transactions
Digital technology enables online transactions, such as banking and insurance, that replace the need for physical products or in-person visits. 
· Data-driven
The digital economy is data-driven, collecting and analyzing large amounts of information to provide personalized experiences. 
· Global presence
The digital economy allows companies to reach more markets by making their products and services available to consumers anytime and anywhere. 
· Improved security
Digital technology, such as strong authentication for online payments, can make transactions more secure. 
The digital economy is transforming traditional industries and creating new ways to do business. For example, companies like Uber, Facebook, Alibaba, and Airbnb are successful in the digital economy, even though they don't own vehicles, create content, have inventory, or own real estate. 
The digital economy also presents challenges, such as national security concerns and labor market instability. Governments may need to implement policies to protect national security and privacy, while also facilitating cross-border data sharing. 

24. Privacy and information rights are ethical principles that involve respecting an individual's right to control their personal information:
· Respect for privacy
This principle emphasizes the importance of protecting individuals' privacy by obtaining their consent, implementing security measures, and allowing them to access, modify, or delete their data.
· Data security and protection
This principle involves safeguarding data from unauthorized access, breaches, and other forms of misuse.
· Fairness and non-discrimination
This principle ensures that data is collected, processed, and used in a fair manner that does not lead to discrimination. 
Here are some other ethical principles related to privacy and information rights:
· Lawful obtaining
Personal information should be lawfully obtained, usually through freely given consent. 
· Purpose
Data access requests should be tailored to a specific purpose. 
· Risk assessment
A risks, harms, and benefits assessment should be conducted before a new or substantially changed use of data. 
· Accountability
Privacy should be considered from an ethical point of view so that all individuals in an organization are accountable for protecting data. 
Privacy is an ethical principle, but it's also an obligation that's enforced by laws around the world.

