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SECTION – A (10 X 2 = 20 Marks) 
Answer ALL Questions
	Q.No
	Unit
	Marks
	K Level
	CO Level

	1
	E-Commerce refers to the buying and selling of goods and services via electronic channels, primarily the internet.
	2
	K1
	CO1

	2
	E-Commerce: Online trading of goods/services; M-Commerce: Mobile-based commercial activities.
	2
	K2
	CO1

	3
	B2C (Business to Consumer) is a type of e-commerce where businesses sell directly to consumers online.
	2
	K1
	CO2

	4
	E-Tailing is the sale of retail goods through the internet or other electronic channels.
	2
	K2
	CO2

	5
	Online consumer behaviour refers to the actions and decision-making processes of customers using online platforms.
	2
	K1
	CO3

	6
	E-Services categories include: (1) Government to Citizen (G2C) services, and (2) Business to Consumer (B2C) services.
	2
	K2
	CO3

	7
	Credit cards, Debit cards, Net banking, UPI, E-wallets, and Cryptocurrency are some electronic payment systems.
	2
	K1
	CO4

	8
	A cyber crime network system refers to a structured group that uses digital means to perform illegal activities online.
	2
	K2
	CO4

	9
	Ethical Dilemma is a situation where a decision must be made between two morally conflicting choices.
	2
	K1
	CO5

	10
	Ethical issues in e-Commerce include privacy concerns, data security, intellectual property theft, and cyber fraud.
	2
	K2
	CO5



SECTION – B (5 X 5 = 25 Marks) 
Answer any FIVE Questions
	11
	Functions of E-Commerce
1. Buying and Selling – Facilitates online transactions of goods and services.
2. Marketing – Involves digital promotion and advertising of products.
3. Order Processing – Manages order placement, tracking, and fulfillment.
4. Payment – Supports electronic payment systems like cards, UPI, and wallets.
5. Customer Service – Offers support, complaint resolution, and queries handling.
6. Supply Chain Management – Coordinates inventory, logistics, and delivery systems.
	5
	K4
	CO1

	12
	Types of E-Commerce Business Models
1. B2B (Business to Business) – Transactions between companies (e.g., Alibaba).
2. B2C (Business to Consumer) – Businesses sell directly to individual customers (e.g., Amazon).
3. C2C (Consumer to Consumer) – Transactions between individual users (e.g., OLX, eBay).
4. C2B (Consumer to Business) – Individuals offer products/services to businesses (e.g., Freelancer platforms).
5. G2C (Government to Consumer) – Government provides services or information to the public (e.g., Income tax e-filing).
	5
	K4
	CO2

	13
	Marketing – Definition & Core Concepts
1. Needs, Wants, and Demands – Needs are basic human requirements; wants are shaped by culture; demands are wants backed by purchasing power.
2. Market Offering – Combination of products, services, and experiences offered to fulfill customer needs.
3. Value and Satisfaction – Value is the customer’s perception of benefit; satisfaction is the result of performance meeting expectations.
4. Exchange – The act of obtaining something by offering something in return.
5. Relationships – Building long-term connections with customers for repeat business and loyalty.
	5
	K4
	CO3

	14
	Cybercrime – Definition & Common Forms
1. Cybercrime – Refers to illegal activities conducted through digital devices or networks.
2. Hacking – Unauthorized access to systems or data.
3. Phishing – Fraudulent attempts to obtain sensitive information through fake emails or websites.
4. Identity Theft – Stealing someone's personal or financial information for misuse.
5. Malware Attacks – Use of malicious software like viruses, worms, or spyware to damage or disrupt systems.
6. Denial of Service (DoS) – Overloading a system to make it unavailable to users.
	5
	K4
	CO4

	15
	Resolving Ethical Dilemmas in E-Commerce
1. Transparency – Maintain clear communication about policies and practices.
2. Privacy Policies – Ensure strict adherence to data protection and confidentiality norms.
3. Stakeholder Consultation – Involve customers, employees, and other parties in ethical decision-making.
4. Legal Compliance – Follow relevant laws, regulations, and industry standards.
5. Ethical Guidelines – Establish internal codes of conduct to guide behavior in complex situations.
	5
	K3
	CO5

	16
	Benefits of E-Commerce
For Businesses
1. Cost Efficiency – Reduces operational costs like rent, staffing, and utilities.
2. Broader Reach – Access to a global customer base 24/7.
3. Data Insights – Ability to track consumer behavior and improve strategies.
For Consumers
4. Convenience – Shop anytime, anywhere with home delivery.
5. Price Comparison – Easy to compare prices across different sellers.
6. Variety – Access to a wide range of products and brands.
	5
	K4
	CO1

	17 
	Benefits of EDI
1. Reduces Paperwork – Minimizes use of manual documents, making transactions faster and eco-friendly.
2. Increases Speed – Enables real-time exchange of business data.
3. Improves Accuracy – Reduces errors caused by manual entry.
4. Cost Savings – Cuts down administrative and processing costs.
5. Better Inventory Management – Enhances stock tracking, demand forecasting, and order accuracy.
	5
	K3
	CO4

	18
	Ethical Concepts in Online Business
1. Honesty – Maintain truthful communication in product details, pricing, and policies.
2. Privacy – Protect customers' personal and financial information.
3. Transparency – Clearly disclose terms, conditions, and data usage policies.
4. Respect for Intellectual Property – Avoid unauthorized use of content, software, or trademarks.
5. Secure Transactions – Ensure safe and encrypted payment processes to build trust.
	5
	K4
	CO5





SECTION – C (2 X 15 = 30 Marks) 
Answer any TWO Questions of which Qn.No.19 is COMPULSORY
	19
	  Customer Behavior Analytics – Analyze user browsing and purchase history to understand preferences.
  Personalized Marketing – Send targeted emails, push notifications, and product recommendations.
  Improved App UX – Enhance user interface, reduce loading time, and simplify navigation.
  Loyalty Rewards – Offer points, discounts, or early access to deals for repeat customers.
  Quick Response Systems – Provide fast customer support via chatbots or service agents.
	15
	K6
	CO3

	20
	Role of Internet & World Wide Web in E-Commerce
1. Online Presence – Allows businesses to create websites and platforms for visibility.
2. Real-Time Communication – Facilitates instant interaction through emails, chat, and video calls.
3. Digital Transactions – Enables secure online payments and order processing.
4. Global Reach – Connects businesses to international markets and customers.
5. Multimedia Interaction – Supports videos, images, and animations to enhance user experience.
6. 24/7 Service – Provides round-the-clock accessibility, improving convenience and sales.
	15
	K5
	CO1

	21
	Traditional Retailing vs. E-Retailing
Traditional Retailing
1. Tactile Experience – Customers can physically examine products before buying.
2. Personal Service – Offers face-to-face interaction and immediate assistance.
3. Limited Reach – Restricted to local or regional markets.
E-Retailing
4. Convenience – Enables shopping anytime, anywhere.
5. Variety – Access to a wider range of products and brands.
6. Lower Cost – Reduces overheads, often leading to cheaper prices.
E-Retailing is more effective today due to technological advancements and shifting consumer preferences toward speed, choice, and digital ease.

	15
	K5
	CO2



