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1. Introduction

The purpose of this paper is to take a look at this thing called electronic com-
merce; what is it and what is its current state of development? We will first try to
imagine where it is going by looking at an electronic commerce scenario that might
happen within the next five to ten years. This will be followed by: an attempt to
characterize electronic commerce, a discussion of the advantages of electronic com-
merce, security issues associated with electronic commerce, .and things to consider
when embarking on electronic commerce. Before starting, however, why the mter-
est in electronic commerce? For the most part, when we talk about electronic com-
merce, we are talking about doing business over the Internet. According to Frank
(1997), the number ‘of active Internet users by the year 2000 is estimated at 300
million. It is further estimated that there will be 380,000 companies online by this-
time. Besides this vast market potential and the fact that if your company doesn’t
get involved your competitor will, there are a number of distinct advantages to elec-
tronic commerce as will be discussed in Section 4 of this paper. As Frank puts it:

Those firms that become masters df Electronic Commerce will have vast new
opportunities made available to them. Those that do not will Quickly become
irrelevant, because competing in the new millennium without Electronic Com-

_ merce capabilities will be similar to trying to compete today without a salés
force or telephone. (p. 31)

First let’s see what a typical electronic commerce transaction might look like in, |
say, the year 2004.
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2. A Look at the Future

This example is taken from Alba, et al. (1997). Let’s see how Judy Jamison shops
for a new dress: |

Judy Jamison sits in front of her home electronic center reading her engage\—‘
ment calendar displayed on her television screen. She sees that she has ac-
cepted an invitation to a formal cocktail party on Friday night and she decides
to buy a new dress for the occasion. She switches to her personal electronic
shopper, BOB, and initiates the following exchange:
BOB: Do you wish to browse, go to a specific store, or buy a specific item?.
Judy: Specific item
BOB: Type of item?
Judy: Black dress |
BOB: Occasion? (ménu appears on screen)
Judy: Formal cocktail party
BOB: Price range? (menu appears)
Judy: $300-$500 ‘
BOB: 497 items have been identified. How many do you want to review?
Judy: just 5
[Five pictures of Judy in each dress appear on the screen with the price, brénd
name, and the IHS [interactive home shopping] retailer selling it listed beneath
each one. Judy clicks on one of the dresses and it is enlarged on the screen. -
Another click and Judy views the dress from different angles. Another click
and specifications such as fabric and laundering instructions appear. Judy re-
peats this routine with each dress. She selects the one she finds most appealing.
BOB knows her measurements and picks the size that fits her best. ]
BOB: How would you like to pay for this? (menu appears)
Judy: American Express |
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BOB: Nieman Marcus [the firm selling the dress Judy selected] suggests a Xie
scarf and Koslow belt to complement this dress. |
[Judy clicks on the items and they appear on the screen. Judy inspects these
items as she inspected the dresses. She decides to purchase both accessories.
BOB then asks Judy about delivery. Judy selects two-day delivery at a cost of
$5.00]
BOB: Just a reminder. You have not purchased hosiery in 30 days. Do you
wish to reorder at this time?
Judy: Yes |
BOB: Same shades?
Judy: Yes (p.. 39)

And, in a matter of minutes, Judy has accomplished a shopping task that would
normally have taken all afternoon and probably not resulted in as satisfying a result.
If this sounds too much like HAL and 2001, A Space Odyssey, don’t bet on it. With
the high stakes inherent in electronic commerce, the technology is moving quickly.
In fact, my prediction of this happening by 2004 may be overly conservative. Now

Jet’s try to understand just what electronic commerce is and what it isn’t.

3. What is Electronic Commerce?

The term “electronic commerce” covers a multitude of different activities rang-
ing from simply havin'gv an informational home page on the World Wide Web (or
“the Web”) to being able to complete a full buying/selling transaction (less the ac-
tual deliver of goods or services unless they can be delivefed electronically).” EDI
(electronic data interchange) and EFT (electronic funds transfer) areforrris of elec-
tronic commerce that have been around for years. However, because of the need to

use special networks and have all parties involved use the same special protocols,

1) Some goods and services can be delivered electronically such as software, financial infor-

mation, betting services, etc.
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 the use of these systems has generally been limited to larger organizations involved
in business-to-business transactions. Now with the advent of the Web and the ubig-
uitousness of Internet browsers (Netscape Navigator and Internet Explorer), the means
for companies to deal with almost anyone seems to have arrived.
Perhaps the best way to get a feel for electronic commerce is to cite some examples
of companies that seem to be making very successful use of electronic commerce
- today. Before doing thié, however, let’s return to Frank (1997) once more for a useful
working definition of electronic commerce. According to Frank, electronic com-
merce has two primary components: “(1) electronic commerce is the electronic ex-
change of information, goods, services, and payments [and] (2) electronic com-
merce is the creation and maintenance of Web-based relationships” (p. 32). In visu-
alizing the first component we can simply think about how one might buy some-
thing in a store: go to the store, get information on the product, select the product,
and pay for the product at the agreed upon price. These same actions occur over the
Web as we’ve suggested in the “Judy/BOB” example given at the beginning of this
paper. In fact, as that example shows, electronic commerce may make if much more
efficient to accomplish these gctions; for example, comparing prices of similar prod-
ucts. As for the second component, Frank says it is not just enough to offer a means for
transactions to take place, you must build a relationship with your customers that
fosters loyalty. This must be done in a virtual versus physical context. Frank sug-
gests these as key criteria: |
* A compelling Web site — make it interesting, enjoyable, and easy to shop at
your site.
* One-to-one customer interaction — keep track of each customers entire buy-
ing history so you can tailor your offerings accordingly.
* Community creation — have online clubs so customers can talk with others
and compére their experiences.
Now let’s look at a few examples. Perhaps one of the most famous is Amazon
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Books (http://www.amazon.com). This is a relatively new company that sell books
only on the Web. As its home page brags, it offers the largest selection with 2.5
million titles. According to Amazon, this compares very well with the largest chain
superstore which contains “only” 170,000 titles. But beyond this, Amazon seems to
have made a real science out of how to exploit the electronic medium to its fullest by
(see also Appendix A): « |

» Providing daily updates.

« Providing a list and summary of the latest reviews in the media.

+ Making it easy to order with a simple step-by-step procedure.

» Telling you what books other readers who bought the book you’re buying
have bought (e.g., see Appendix A, page 4). \

« Providing reviews and commentary on the book you are considering (includ-
ing other customers’ comments) (see Appendix A, pages 4 and 5).

+ Providing a secure means to send in your order information.

« Providing several shipping options. -

» Providing immediate e-mail feedback regarding the receipt of yoﬁr e-mail
order (see Appendix A, page 13) and, within a couple of day, advice that your
order has been shipped.

« Plus numerous other services such as a list of bestsellers and award winners,
games to play, an “Eyes” service to get information automatically about new
books in your area of interest, etc.

Due to its economies of scale and efficiencies afforded by a streamlined electronic
commerce ordering process, Amazon is able to offer discounts of 20% to 30%.
Another example from the retailing sector is Virtual Vineyards; another company
that came into being on the Web. Working in conjunction with wineries, Virtual
Vineyards offers a valuable service to both the wineries and wine lo{/ers. For the
small wineries especially, Virtual Vineyards provides an economical and affordable
marketing service. For the wine lover, Virtual Vineyards furnishes information about
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wine and then makes it relative easy to order online. Kalakota & Whinston (1997)
explain how the transaction takes place:

Once a selection is made, customers input their selection wifh the encrypted
credit card payment information, which is electrc;nically transmitted to Wells
Fargo Bank. The bank transfers the monéy from the customer’s credit card
account over Wells Fargo’s private electronic network. On payment, Virtual
Vineyards fulﬁl.ls the order from its warehouses. (p. 232)
; Virtual Vineyards also does sales follow-up, and direct mail and e-mail campaigns
in support of its online transactions. It makes money by receiving a percentage of
each sale (Kalakofa & Whinston, 1997).

In the world of finance, a very successful company is E*Trade Securities, Inc.
Charging only $14.95 per market listed trade, this Palo Alto, Calif. company per-
forms approximdtely 75,000 stock transactions a day. It represents portfolios Worth
$3.2 billion in assets (Kanellos, 1997).

Another financial enterprise is Security First National Bank (SFNB), the first to
offer electronic banking services. These services include all those one would expect
to find at a regular bank including CDs and money market accounts (see Appendix
' B). And, according to Kalakota & Whinston (1997), “Subject to regulatory approval,
SEFNB plans to offer brokerage, insurance, loans, and other financial services” (p.
203). Because their operations are online, SFNB expects to have s‘igniﬁcantly lower
operating costs which it can pass on in the form of lower fees than those customers
presently enjoy with conventional banks.

One type of business that is a natural to use electronic commerce is that done by
catalog. One prominent U.S. company that is expanding its catalog operations into
the world of electronic commerce is SkyMall. SkyMall produces a “catalog of cata-
logs” by offering the products of some 60 different catalog merchants such as
Brooksfone, Hammacher Schlemmer, and The Shérper Image. Its ﬁniqué approach
is to place its catalog in the seatback pockets (presently 70%) of the domestic flights
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in the U.S. (Wagner, 1997). Sijall plans to extensively promote its virtual mali on

TV and in its print catalog. Using some advanced technology that is run by a third-

. party company, LitleNet, Inc., SkyMall will be able to quickly route orders to the
appropriate places. According to Cox (1997):

Behind the scenes, customer orders will be forwarded to LitleNet’s network,

which offers a set of applications such as payment management and fraud check-

‘ing. The network routes the transaction to credit card companies, catalog ven-

dors and other relevant partners. LitleNet’s network returns a status report on

the customer’s order to the Skymall Web site.

4. The Advantages of Electronic Commerce

There are several advantages of electronic commerce. I will list a some of them
recognizing that there are probably many more, some as yet not even discovered.
Here is my list:

 Enhances business-to-business transactions.

* Less expensi?e.

+ A bétter way to sell certain goods.

» Provides a global reach.

« Especially suitable for catalog companies.

» Allows manufacturers more access to customers.

+ Makes it possible to offer special (added-value) services to customers.

¢ Requires no major capital investment. ‘

We will now consider each of these in more detail.

Enhances business-to-business transactions. Ferranti (1997) suggests one way
to enhance these transaction is to establish a closer relationship between producers
and their suppliers. One éxample is to electronically link the databases of these
companies; €.g., their inventories, production schedules, and distribution-informa-
tion databasés. Such an arrangement will make accurately forecasting supply-chain



Papers of the:Research Society of Commerce and Economics, Vol. XXXVIII No. 2
and inventory requirements much easier. Ferranti stresses that to do this it is neces-
sary to develop a trusting relationship with youf business partners sinbe they will be
getting access inside your firewall. But the payoff can be tremendous. As Ferranti
(1997) says:
Instead of a supplier exaggerating costs to get a better bargaining position with
a manufacturer, or a manufacturer overstating a deadline to ensure parts come
on time, companies that tie their information systems together share moré ac-
curate information in a timely manner, helping to get products to market quickly
and inexpensively.

As the use of extranets” continues to grow and companies become more closely
linked electronically with their suppliers, another Way electronic commerce can help
business-to-business transactions is by allowing several companies using the same
type of supplies to band to gether and take advantage to large volume purchase dis-
counts. This sort of thing benefits both the buyers and the seller. |

Ghosh (1997) provides this list of ways electronic commerce can help business-
to-business prospects and customers:

* Enter a Website, identify therhselves, and gain conﬁdential access to autho-

| rized information. |

** Use automated search tools to identify the exact product or products they are

seeking—in a matter of seconds.

*  Access in-depth pro‘duct information to compare products or determine if a

part meets their exact specifications.
-+ Obtain accurate, customer-specific pricing.

« Check product availability.

'+ Review total order costs, including tax and shipping expenses.

2) Extranets are simply intranets (within company networks based on Web technology) that
extend beyond the company to its partners, suppliers, and perhpas, selected customers. For

a discussion of intranets, see Austenfeld (1997).
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»  Order with the click of a button.

* Choose from a number of payment methods—personal or corporate credit card,

purchase order, or an established account.

» Track the status of an order until it is delivered. (p. 53)

An example of recent technology which is making these sort of business-to-busi-
ness transactions possible is OrderManager by SpaceWorks (Rockville, MD). Ac-
cording to Borg (1997, May), OrderManager provides “real-time inventory and or- |
der status; partner-specific pricing; and a fully searchable multimedia electronic
catalog help to create a self-service order management setting.”

Another way current electronic commerce technology will begin playing a big
role in improved business-to-business transactions is in the EDI arena. EDI, or elec-
tronic data interchange, is a form of electronic commerce and has been around for
about 30 yeafs. Dykeman (1997} distinguishes EDI from electronic commerce in
this way:

" EDI is defined as the computer-to-computer communication of business infor-
mation such as purchase orders, invoices, and bills of lading in a standard elec-
tronic format, between trading partners. EC [electronic commerce] includes
EDI, but further recognizes the need for inter-personal communication, trans-
fer of monies, and sharing common databases as additional activities.

According to Dykeman an estimated 30,000 U.S. businesses use EDI (less than
one half of one percent). EDI usually takes place over proprietary value-added net-
works (VANSs) that link two trading partners. The requirement to use VANs makes
EDI relatively expensive. Furthermore, it is somewhat inflexible. Because each part-
ner may use an EDI format different from that used by other partners, a separate
agreement is usually required for each partner. This makes Web based electronic
comumerce seem a natural to supplant EDI. However, what is more likely to happen
is that the technology will enable companies to continue using and benefiting from
EDI but with the Internet replacing the more expensive VANs. An example of where
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this is already happening is a product by Sterling Commerce, Inc. (Dallas) called
Web Link. This recently introduced software system contains electronic commerce
forms such as customer order forms, inx}oices, pufchase orders, schedules, and ship-
ping notices. Using Web Link, companies can extend their use of EDI to many more
partners; especially smaller suppliers who might not be able to afford a VAN type of
EDI. Another approach is called Web EDI which uses a secure Web server to con-
vert HTML” documents into EDI documents and vice versa (Wilde, 1997).

Less Expensive. Transaction costs can be considerably less with a well estab-
lished electronic commerce sité. According to an estimate in Borg (1997, March),
online transaction costs are one-sixth that of placing the same order through a hu-
man operator. And EDI transactions are thought to become three to ten times cheaper
using the Internet iqstead of a VAN (Wilde, 1977). McKeown and Watson (1996)
provide a couple of other examples of how Web based electronic commerce can
lower costs: information distribution and ordering. Using the Web to distribute in-
fqrrnation has become quite common now and is much less expensive than “méﬂing
out glossy brochures.” This is why you usually see a company’s Web address in its
print and TV advertisements; to encourage people to go there for information. By
~ using interactive forms, companies can have the customer complete the order form;
a step that is estimated to save about a third of the cost of having the same thing
done by telephone. In fact, since the customers can do this at anytime, companies
need less staffing for peak periods. Also, misunderstandings about the data such as
what is ordered, names, delivery instructions, etc. are avoided.

A Dbetter way to sell certain goods. To be honest, electronic commerce is not
the best way to sell everything. For example, when you go to buy furniture, you -
almost always want to see it and try it out. Of course this applies to many other areas

such as going to the dentist. However, there are many products that because they are |

3) HTML stands for hypertext markup language, the software language to create browser

. readable Web documents.
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‘basically commodities, are well specified, or easy to describe over the Web, do lend

themselves to electronic commerce selling. For example buying an airplane ticket
from point A to point B. Most people are interested in the best price and this can now
be done on the Internet electronically (Borsuk, 1997). Other examples are computer
products (well specified), groceries, over-the-counter drugs, and books. One par-
ticularly active area is software where Picarille (1997) notes that according to an
industryvnewsletter for softwaré developers, they expect that in the “next two to five
years, 33% of their revenue will be generated from online software sales.” Of course
one of the big advantages of selling software is that it can be delivered electroni-
cally. In fact, according to Picarille, some of the traditional diStributors have be-
come SO sophistibated in their operations that they’ve outsourced their payment and
software distribution processes.

Another good example is the selling of information, something thaf is even easier
than software to distribute over the Intérnet. For example, Dun & Bradstreet (D &
B) can now allow its customers to get assorted information on more than 45 millions
companies worldwide. In fact, D & B offers a variety of information services over

" the Web including various types of reports, special lists of companies for marketing
or competitive analysis, or family linkages information on more tﬁan a million cor-
porate families worldwide (anonymous, 1997, May). |

Provides a global reach. One of the great things about electronic commerce is

its ability to let you do business anywhere in the world. This is because the Internet
is a global network. Of course you must consider carefully just who your target
audience is if you want to most effectively exploit this advantage. One of the most
important things to think about is what language(s) to use. Although English is quite
common throughout the world, many potential customers may not know enough to
use your site. This point is addressed by Yoegel (1.997) who cites two notable ex-
amples: computer direct marketers Gateway 2000 and Sun Microsystems. Gateway’s
Web site offers customers from the following countries the chance to configure and
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order computers: Japan, France, the Netherlands, Germany, and Sweden (besides
the English-speaking countries of the U.S., Australia, and the U.K.). Sun
Microsystems provides its eléctronic commerce services in native languages to cus-
tomers from not only North America but also Europe and Japan.

Especially suitable for catalog companies. Since catalog‘companies are al-
ready set up to quickly process orders that come in by telephone or mail, it seems
natural for this sort of company to take advantage of some of the unique features of
electronic commerce. For example, the number of cétalog entries is theoretically
unlimifed. Also, it is possible to provide spécial services such as personalized assis-
tance. A good example of this is Lands’ End, a direct marketer of clothing. Its “Spe-
cialty Shopper” can provide a number of services such as coordinating outfits for a
" whole wardrobe (see Appendix C). Another strong attraction for catalog companies
is the fact that, with appropriate so‘ftwére, their back-end order systems can be con-
nected to the Web to streamline order fulfillment. Let’s take a look at a couple of
other examples. _

Already mentioned SkyMall represents some 60 merchants, offering their prod-
uct through it'catalogé found in the seatbacks of planes on 70% of U.S. domestic
flights. Using its same back-end systems for ;:redit card verification and order ful-
fillment, SkyMall will now leverage this catalog operation by operating a Web site
(Wagner, 1997). As mentioned, the back-end systems will be run by LitleNet, Inc.
and allow customers to places orders, have those orders forwarded to the appropri- -
ate merchant, check for ffaud, forward credit card information, and provide status
reports back to the customer (Cox, 1997).

Another catalog company that makes good use of electronic commerce is Seattle
based Recreational Equipment Inc. (REI), one of the largest outdoor retailers. As
described by Walter (1997, July 28a), REI makes the most of its electronic Web
catalog.:

So far, REI has used the Internet to offer more information on its products than
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is possible in any print catalog. Besides being able to list all of its inventory at
the [Web] site, REI also uses hyperlinks to interlace several _layers of informa-
tion about products. An entry for a particular brand of rock-climbing rope, for
example, displays a picture of the item along with a price and a detailed de-
scriptibn.

As with SkyMall, REI uses its existing order-processing system. Linking this
system to its Web site is a middleware product called WebSpeed by Progress Soft-
ware Co(rp. WebSpeed acts as a translator between the HTML code of the Web site
‘and the language of the back-end corporate transaction systems. Using this technol-
ogy, RED’s site can “respond to customers nearly as dynamically as a store clerk or
mail-order service representative” handliﬂg such things as inventory availability,
credit card approval, product reservations, etc. (Walter, July 28b). REI also offers
many other services to its customers, but more about that later.

Allows manufacturers more access to customeré. Both Negroponte (1997)
and Avery (1997) predict that more and more manufacturers Willl begin dealing di-
rectly with the customer; cutting out the middlemen. Negroponte mentions a couple
of examples. For example, the travel agent may soon become a thing of the past
unless, as he put it, they can “find new value to offer their customers.” Negfoponte
even asks why the Ford Motor Co. couldn’t, sdmeday, “sell directly, one by one, to
each customer.” With the technology of electronic commerce, he claims they could.
Of course, Ford would have to consider a whole new way of marketing in terms of
what roles its existing distribution infrastructure would play.

Avery also sees the need for many of today’s distributors to begin thinking about
new ways to provide value-added services. According to information qubted inAvery,
“By 2002, 60% of wholesale distributors will earn a majority of their profits from
post-sale services...” versus making most of their money by “buying low and selling
high.” Some reasons why certain manufacturers will be more likely to sell directly
include:

— 99 —
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« Can the product be delivered electronically? |

* Is the product consumed by computer-literate Internet enabled buyérs?

* Can the product be assembled anywhere?

 Is the product of high value [customer doesn’t mind the extra $10 to have it

delivered overnight versus going out on the local market to buy it]? (Avery, p.
51)

Besides the implications for the middlemen, this move towards more direct deal-
ing with the customer should make it possible to offer products at a considerable
discount. On the other hand, manufacturers will have to Work hard to compensate
for the personalized service a customer would normally get with his or her “friendly
ﬁeighborhood,dealer.” But, again, with the ever improving technology of the Web
and the speed with which many products can be shipped, this should be possible.

‘Makes it possible to offer special (added-value) services to customers. A
company we’ve already seen, REI, is an excellent example of offering these special,
value-added services. Turning again to Walter (1997, July 28a) and the rock-climb-
ing rope: “The [Web] site contains several péges of text that explain the differences
between different styles of ropes; and the benefits of each, as well as advice on
usage and storage.” Some other things REI is planning and may have already imple-
mented are:

«  Chat rooms for discussions on outdoor gear, activities, and destinations.

* Celebrity lectures, during which customers can talk to leading outdoor ex-

perts.

* An electronic bulletin board where customers can post used-gear ads and other

notices (Walter).

* Amazon Books is andther excellent example of a company that exploits the ad-
~ vantages of electronic commerce to offer a lot of value-added services (see above
under Section 3 for a list of some of these services). And, of course, everyone has
heard of the FedEx service of being able to check on the status of your shipment at
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anytime by going to its Web site and entering your package identiﬁcation number;
this versus calling the 800 number, getting a customer service representative, giving
your number, waiting for the person to query their computer and then saying “Sif,
you package is at...” (Negroponte, 1997).

Avery (1997) describes some of the services offered by computer resél_ler MicroAge
(Phoenix). For example, an online procurement service that automatically selects
the best components to meet a customer’s fit, function, and price requirements.
MicroAge also makes its product specs and pricing viewable to the entire supply
chain, provides delivery date and time information to customers, and feeds point-of-
sale data back to suppliers to improve their demand plans. As an aside, MicroAge’s
electronic ordering services have decreased per order costs from about $125to $15;
mostly due to the elimination of redundant paperwork (Avery).

Another company already mentioned that seems to excel in offering special ser-
vices via the Net is Dun and Bradstreet (D & B). For example, for its U.S. contract
customers, D & B offers services under the name Internet Access offering quick and
easy access to U.S. 'credit and global information and the capability to create cus-
tomized reports. Other features of Internet Access are: “...full descriptions and samples
of each available product to speed the decision-making process. New Visitor Help,
Customer Assistance, and Frequently Asked Questions (FAQs) appear on the main
menu to assist users in easily navi;gating to their chosen destination” (Anonymous,
1997, May). |

Requires no major capital investment. | Negroponte (1997) believes this is
one reason we will see (are seeing?) many small businesses coming online; espe-
cially those in the information industry where the product is “bits.”? “You and I can
ship them at the speed bf light, at almost no cost, to anywhere on the planet. No big -

capital costs. No warehouses. No heavy distribution costs” (p. 167). And, as he says,

4) “Bit” is short for binary digit; the smallest unit of information. In reality, however, most

information is moved in larger chunks such as bytes which consist of multiple bits.
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it doesn’t matter if we have one customer in each of 10,000 towns or 10,000 custom-
ers in one location.

The actual details of establishing a Web site are beyond the scope of this article
but references such as Cook & Sellers (1996) and Norton & Smith (1997) can pro-
vide this sort of guidance and estimated costs for various options. Epner (1997)
believes renting space on a large Web site versus building and maintaining your
- own is probably more cost effective in most cases. This approach will allow you to
| take advantage of the special backups and other technology at these sites to ensure
your site is always available to potential customers. Such space starts for as little as
$30 a month. Some costs factors cited iﬁ Notrton & Smith are:

* The amount of space you buy.

* The amount of development work required on your information to make it

WWW compatible.

* The use of an experienced graphic designer.

* The level of sophistication and use of graphics.

* The number and types of hypertext links to other documents.

*  The method and frequency of updating your pages.

There is software coming out now that can make creating a “storefront” much
casier. By the time you read this there will surely be more and even bettef solutions,
but Jurvis (1997) reviews three products: Cat@log 1.0 from the Vision Factory,
Internet StOreManager 2.0 from Outreach Communications, and HahtSite 2.0 from
‘Haht Software. As described by Jurvis:

A basic storefront provides a list of products that customers can browse online,
a method for the customers to add product selections to a virtual shopping
basket, and a way to submit and pay for the order [e.g., see Appendix A — the
Amazon Books example]. On the back end, orders are stored in an order data-
base and usually are processed manually.

Having discussed some of the advantages of electronic commerce, let us now
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turn to a major concern of people participating in electronic commerce: security.

5. Security Issues

To cover all the security issues and their possible solutions goes beyond the scope
of this paper. Instead, I shall discuss a couple of the more common approaches being
taken to make electronic commerce more secure. Just as with current telephone
ordering, the most common way to pay for a purchase is by credit card. However,
most consumers have been reluctant to give out their credit card number when deal-
ing with a merchant over the Web. Netscape Communications has developed a pro-
tocol called‘secure socket layer (SSL) which, when coupled with a secure server,
provides a secure path for customer information such as credit card numbers or any
other personal data. A good example of how this works is shown in Appendix A.
~ Page 7 of Appendix A shows what happens when you wish to order a book from
Amazon Books. At that point in the process, you are given the option of using
Amazon’s secure server. If you are using a Netscape browser (as I was) the SSL-
protocol is invoked and a key icon in the lower left hand corner of the screen goes
from “broken” to “unbroken.” Now everything sent to Amazon is encrypted. If us-
ers need assurances that the Amazon server really is secure, they can call up certifi-
cate information from the View menu (see Appendix D).

As you might note from page 7 of Appendix A, if for some reason you can’t make
this secure connection, you are encouraged to continue on a standard server. There
is some question in the literature as to whether sending your credit card number over
the Internet is secure but most of what I’ve read says it is; and probably more so than
other common practices such as when you give it to the cashier in a restaurant. That
is, it is considered very unlikely that someone attémpting to get your number would
be able to do so while it is in transit due to the nature of the Internet. In fact, the real
security risk is when your number reaches the merchant and resides on his or her
server in an unencrypted form. This is where another protocol comes into play called
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SET or Secure Electronic Transactions.

SET is now being implemented by both of the major credit card companies,
MasterCard and Visa. The advantage of SET is that not only is the credit card infor-
mation encrypted, it gets sent directly to the card-issuing bank, bypassing the
merchant’s server altogether. Here’s how Corbitt (1997) explains SET:

When cardholders register with a merchant both parties receive an online cre-
dential from their banks and this requires the bank to store encrypted data that
acts as the cardholder’s digital signature. Because of the involvement of
MasterCard and Visa the merchant does not see the cardholder’s details when
the holder downloads an order from the merchant’s Web site.

Instead, the details go via the card-issuing bank where the details are matched
against the encrypted digital signature, before entering either VisaNet [Visa’s
network] or the MasterCard network. When the details reach these networks
they are matched against existir;g user details and, if accepted, the network
authorizes the merchant to validate the transaction and the 1ssuing bank to de-
duct money from the cardholder’s account. (p. 25)

Of course, SSL. and SET only scratch the surface of security issues related to
electronic commerce. However, sincé they are bécoming some of the most common
forms of'security for consumer electronic commerce, they have been discussed here.
A later paper is planned that will address electronic commerce security 1ssues in
much greater detail. As a side point, the questibn of making electronic commerce
secure is probably becoming less an issue each day due to the tremendous attention
it is getting. As Kalakota & Whinston (1997) say: “Three factors are stimulating

interest among financial institutions in electronic payments: decreasing technology

costs, reduced operational and processing costs, and increasing online commerce”

(p. 153).
As a final point under security, the ability to create some sort of permanent rela-

tionship with your customers such as having them becomes “members” through an
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initial registration process, greatly reduces the complexities involved in ensuring
secure transactions (Schimidt, 1997). This is because you are no longer dealing with
an anonymous person; similaf to the situation when people become “members” of a
credit card company. This also has other advantages such as being able to tailor your

product or service to individual tastes and target advertising.

6. Things to Think About When Considering Electronic Commerce

Of course if you are considering doing business on the Web (and almost any
business could probably profit from a Web presence), you should familiarize your-
self with Internet, WWW, and electronic commerce basics. A book such as Cook &
Sellers (1996) will help you do this.This book covers such things as Internet/Web
basics; suggestibns for planning your site and selecting hardware and software; or-
der taking, collecting payments, and order filling/tracking; acquiring user demo-
graphics; and how to enhance your presence on the Web. There is also an extensive
section on security explaining the various “security” crimes you may encountér,
how you can protect yourself, ways to increase the security of cash and credit trans-
actions, and what to do if your security has been breached. Considering how fast the
electronic commerce field is moving, I recommend anyone considering electronic
commerce obtain the very latest guidance available. A good place to start might be
searching the Amazon Books database. |

Some other things to consider are offered by Ghosh (1997) with his “ten cardinal
rules”:

o Treat the Internet as a new medium. Instead of just putting old material online,
exploit what the Internet makes possible such as being able to provide unlim-
ited information, interaction with customers, and the capability to personalize
services on an individual basis.

Start with the customer. Know who your targét audience is and create servfces
that will appeal to that group of people.
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Build relationships. Keep your content fresh and customer relevant so your
customers keep coming back.

Expect change. Keep up with the technology (new browsers and capabilities)
and new ways to market and relate to the customer. However, beware of going

- for the latest fad; stick with the standards.

Build a service, not a Web site. Because I think this is Ghosh’s best advice, I
quote: “Customers do not come to a Web-based business simply because it
runs secure servers well. They want businesses that give them value for their
time and money; businesses they trust; businesses that know them; and busi-
nesses that give them options they cannot get anywhere else” (pp. 54-55). How
do we do this? One good way is to set up a membership system and have your
customers register with you. Also you can create intelligently designed direc-
tories that make it easy to find what they want and you can constantly improve
the content of your page(s) based on what your custoiners aré “telling” you.
Leverage existing business. Think about your current assets and build on these
using the Internet; things such as your brand names, operational infrastruc-
ture, and customer relationships. Where can the Internet help you? For ex-
ample by reducing the cost of customer acquisitiori or reducing churn.
'Expect measurable returns. Using your current costs as a benchmark, mea-
sure how much better you (should) do after establishing an electronic. com-
merce site.

Plan for success. The best way to do this is to invest in technol.ogy that (1)
makes attracting and maintaining customers easier, (2) can be supp_orte_d by
any browser, (3) follows stahdards, andl(4) can grow painlessly.

Act now. By being in the forefront of electronic commerce, you’ll begin learn-
ing what it’s all about just that much sooner. There is no faster way to “come
up on the power curve” than by trying to do something and learning from that
effort. Of coufse, that doesn’t mean doing it mindlessly; but rather following
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the best advice you can find.

Since your home page is key to the impression you make on potential customers,

its design is of utmost importance. Epner (1997) offers these tips for making a good

home page:

Make your home page load fast. Bring up text first and then continue with the
slower loading images. -

Make it look good. This probably means you need to employ a knowledgeable
professional designer. But be careful to not “over design” your page; make it

attractive but simple and something that prints out well.

Mate it interesting. Epner says put more than “fluff” on the site. I say don’t

put up any fluff. Give the users something of value to read; let them learn
useful things from ‘yourv page(s). Considér the previously cited the Amazon
Books (Appendix A) or REI (see Section 4) examples.

Realize the need for constant change. Users aren’t interested in outdated in-
formation and will be quickly turned off by it. Update your page at least weekly

if not daily.This will lend tremendous amount of credibility to your site.

- Finally, publicize your site. Do this so it becomes “the page of choice to get

information on a specific subject.” When your customers and prospects begin
to depend on your page for solid information and value, they will return time

and again, and they will tell others about it too.

A final set of things to consider when you are considering electronic commerce

comes from Alba, et al (1997). To be a successful electronic commerce retailer, they

say competitive advantage must be sought in one or more of the following areas: (1)

distribution efficiency, (2) assortments of complementary merchandise, (3) collec-

tion and utilization of customer information, (4) presentation of information through

electronic formats, and (5) unique merchandise.

Distribution efficiency. This is important because with electronic commerce,
the costs for deliveries and returns must be assumed by the seller and must be
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- included in the price.

Assortments of complementary merchandise. This is important, according to
Alba, et al. for two reasons: first, with more purchases shipping-costs are re-
duced and second, the electronic commerce retailer is in an ideal position to
do this (even, using intelligeht agents to put together items that complement
the main purchase).

Collection and utilization of customer information. This is where the “one to
one” marketing ideas of Peppers and Rodgers (1993) can be put into practice.
For example, “‘records can be constructed not only of what consumers bought,
but also what they inspected and for how long” (Alba, et al., p. 46).
Presentation of information through electronic formats. This means seeking
differentiation on the basis of atmospherics and service; but in a way that
takes advantage of the electronic commerce environment.

Unique merchandise. Alba, et al. suggest three ways: exclusively offered pri-
vate labels, “branded variants” (a variant of a manufacturer’s brand sold ex-
clusively), and offering assortments of complements tailored to customer needs

(e.g., creating bundles of complements available only separately elsewhere).

7. Some Final Comments

In concluding, it is worth mentioning that the U.S. government has been quick to
recognize the profound impact electronic commerce is likely to have on the world’s
future. So much so that it has issued “A Framework for Global Commerce” (anony-
mous, 1997, July). This framework contains five principles and nine “key areas.”
Examples of a couple of principles: “the private sector should lead” and “govern-
ments should avoid undue restrictions”; examples of key areas: “tariffs and taxa-
tion,” “electronic payment systems,” and “a uniform commercial code for electronic
commerce.” Notable for its foresightedness and laissez-faire approach to electronic

commerce, many American leaders have voiced their hope that other government
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will follow America’s lead in this area; p‘articularly with regard to refraining from
tariffs or undue control. (Nelson, 1997) |

The last thing I want to say is that by the time you read this the world of electronic
commerce will probably have changed considerably. As the technology continues to .
evolve at a rapid pace, problems related to efﬁcient order hémdling and security will
‘ surely soon be overcome. In fact, the Bob/Judy scenario at the beginning of this
article may be just around the corner. Those who jump on this bandwagon will be

the winners and the sooner they do this the more they will win.
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APPENDIX A
ATYPICAL ELECTRONIC COMMERCE ORDER
(printed from the WWW October 13, 1997, Japan time)

The following 13 pages show how a typical electronic commerce order takes place.
The company is Amazon Books; a company that does business only on the Web.  The

order was for the book Trust: The Social Virtues and the Creation of Prosperity by

Francis Fukuyama.
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WELCOME T

amazon.com

EaRBTH S BIGGEST BOOKSTORE
Tl

in hundreds of categories.

Win $1.009 in books. ~ Sell books from your Web site.
What the heek happened to our store?

]{}%} fimes Hif ¢
tles e

r%asn hookstare-

First-time visitors s;]_[c_k,h_gg

Sunday, October 12, 1997

What We're Reading...
Withabangora whimper, the 20th century is about to end, and
what better companion to have at your elbow than the erudlle
and entertmn:ng Stephen Jay Gould? In 0

, Gould tries to divine just what fascinates us about
the commg event. Along the way, he delves into dozens of
related issues--includmg calendars and cosmology--and
persuades us that "without these gems, these tiny acorns
bearing the blueprints of oak trees, essayists would be out of -
business." Gould himself should be in business for a long,
long time. For more great reading, visit Science and Nature.

Do you want book recommendations
tailored to YOUR tastes? Visit the
- Recomunendation..Center

In Computers & Internet @ Amazon.ooem
Why should 13-year-oids have all of me fun? We've got strategy guides for the Jatest
> s. Plus web development, programming,
computer science, software, and scores of other wired topics, reviewed in Computers
nieraet.

Al Oprah Books.
A 409% D,

Al The Time,
The new Oprah Book Ciub® plck is... Ernest Gaines's 4

, the tale of an unhkely friendship
between two black men in small-town Louisiana, It's 1948.
Jefferson is on death row, wrongly convicted of murder. Grant,
ateacher, dreams of leaving the South and its backward ways.
As their bond grows, the unexpected becomes a dignifying
force in this moving novel, a National Book Critics Circle
Award-winner.

In Bagtasllers ® Smazon.com

Anne Rice fiddles with blood, sex, and mus1c in her soon to be—published lem
After an intermission of more than 30 years, 8¢, [ Horse
Womar proves a worthy second act to Walter M111er s sci-fi milestone, A Canticle
Jor Lethowiiz . Plus, Arthur Golden and Steven Pinker make their debuts on our latest
bestseller Tist.

Search Our 2.5-Million-Title Catalog
Enter Keywords: |

or Browse by Subject

New Today
Reviewed in the k
Review on October 12: Another serious
miscréant is on the ioose in Calcb Carr's Lhe

ol gf Darkness , and only Doctor Laszlo
Kreizler can bring him--or her--to justice. Read
our jisterview to discover which century the
author truly inhabits, and which writers he truly
despises. ‘

The New York Times Book
Review calls Don DeLillo's
I "an astonishing
new novel." We think it's a
masterpiece. Read an article and
excemt in Literatuce & Fiction.

The deep dish is in on Courtney .
Love! Here s a Love-fest of fm;
wls‘xauuules plus a fevigw
new, no-Holes-barred bio, all in lim.,:anh&a_&

0

In Aryeh Lev Stollman's 7 Suphrates, the

past seems always on (he verge of engulﬁng the

present. Read w1 thoughts on

wrcstlmg thh ﬁctlonal and familial ghosts, in
CHO)

Read All About It

Italian playwright, comedian, and political
scourge Dario Fo won the Nobel Prize for
Literature on October 9... A jaunt to vaerpool
in search of Fab Four magic ... Mighty mariner
or despoiler of the Americas? October 12 is an
excellent occasion to reflect on Christopher
Columbus's hotly dlsputcd legacy.... Plus,
"This Day in History" in Read All A{gu it 1;

Books of the Day
Hot new fitles every day.

More to Explore
! s lQL ner K!‘SIJ!’!!I
042 Delivers

Autl "i‘lx‘

Resources for

c@wﬂmmm © 1996, 1997 Amazon.com, Inc.
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Enter Author and/or Title in the Flolds Below
You do not need to fill in both fields.

Authort | Fukuyama, F.
Search kyﬁ Exact Name Last, First Name (or Initials) Stazt of Last Name
P Author, Title, Subject Titles D
Quick. Search
____Exact Start of Title Title Word(s) Start(s) of Title Word(s)
ISBN BUTTON: BUTTON'
Publication Date Search Now Clear the Form
Power_Search
Author Search Tips / Title Search Tips
. 1 :

Bearch by Sublect
- Or you can browss.our.mest.ponulas titles, subject by subject.

Subject:s ‘

Exact Subject Start of Subject Subject Word(s) Start(s) of Subject Word(s)

Examples:

® Entering "'churchill, winsten in the Author field finds books dy Churchiil
without also finding the many books abour Churchill,

o Entering "foundation" in the Title field and "asimov" in the Author field finds
Isaac Asimov's Foundation novels.

@ Entering "Sucha' in the Author field and choosing "Start of Last Name" with
science fiction' in the Subject field finds novels by Somtow Sucharitkul, even if
you can't recall how to spell his name.

Copyright and disclaimer © 1996, 1997 Amazon.com, Inc.
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. Browse Revdespd i

) R«m@mﬂdattm

b Maddia

¢ Bestsallers

ubjeits

: : Eyy Your Ssarch Results
amazon,com for: the author(s) are like "Fukuyama, F."
12 items are shown below.
Bearch by
The End of History and the Last Man ~ Ships in 2-3 days
Authar, Title, Subject Francis Fukuyama / Paperback / Published 1993
. = Our Price: $10.40 ~ You Save: $2.60 (20%)
Quick Search o more gb is title
s8N B
n !. E -3 H ] " ! i ~
B Usually ships in 24 hours
Power Search : Francis Fukuyama / Hardcover / Published 1995
- Our Price: $17.50 ~ You Save: $7.50 (30%)
;. I 2 T Qi is title

E ks whil Ia : ci d of Prosperity ~ Ships in 2-3 days
Li;: s;g: o] o By Franc:s Fukuyama/ Paperback/ Pubhshed 1996
new book isyreleasI:d in whi)t,:h the ‘ Our Price: $12.00 ~ ~ You Save: $3.00 (20%)
author(s) are like "Fukuyama, F.". HOFE Qe s Lt
Sign up for Eyes! ingd_of ;_and ast
Francis Fukuyama/ Hardcover / Publlshcd 1992
(Publzsher Out Of Stock )

Francis Fukuyama / Paperback / Published 1989
Our Price: $7.50 + $1.35 special surcharge (Special Order)

R-3337-Usdp)
Francis Fukuyama / Paperback / Published 1986
Our Price: $7.50 + §1.35 special surcharge (Special Order)

Francxs Fukuyama / Paperback / Pubhsbed 1984
Our Price: $4.00 + $2.35 special surcharge (Special Order)

=Mi

Civi

Francis Fukuyama / Paperback /Pubhshed 1987 :
Our Price: $7.50 + $1.35 special surcharge (Special Order)

and d_Worl
Andrzej KO]'bOﬂSkl Francxs Fukuyama (Edltor) /Papcrback / Pubhshed 1987
Our Price: $14.36 ~ You Save: $3.59 (20%) (Special Order)

3 Sov"

Center for the Study of Soviet !mggmg'onal liehavmn
Andrzej Korbonski, Francis Fukuyama (Editor) / Hardcover / Published 1987
Our Price: $38.50 (Speaal Qrder)

> 2o clati * the Cold War/Mr-283-Usdp
Fram:ls Fukuyama Kongdan Oh / Paperback / Published 1993
QOur Price: $15.00 (Back Ordered)

QFC Qe i

irtual C fon’ Organization ~ Usually ships in 24 hours
Francis Fukuyama. et al / Paperback J Published 1997

Search Our 2.5-Milllon-Titte Catalog

of Browse by Subjeet i
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Trust : The Social Virtues and the Creation of Prosperity
by 13 "'L‘, 4 ”

List: $15.00
Our Price: $12.00
You Save: $3.00 (20%)

Availability: This itemn usually ships
within 2-3 days.

1st Free p Edition

Paperback

Published by Free Pr

Publication date: June 1, 1996

Dimensions (in inches): 9.20 x 6.14 x 1.27
[SBN: 0684825252

Check out these titles! Readers who bought Trust : The Social Virtues and the Creation of Prosperity also bought:

Synopsis: :
The author of The End of History argues that only societies with a high degree of social trust will be able to create flexible businesses that
will survive. Reprint. 25,000 first printing. :

Synopsis:
The bestselling author of The End of History explains the social principles of economic life and tells readers what they need to know to

win the coming struggle for global economic dominance. --This fext refers to the hardeover.edition. of this title.

Customer Comments B
pkaruman@fas.harvard.edu, 02/04/97, rating=9:

A brilliant synthesis of economic sociology

Many in the West look with disbelief and awe at the growth of the East Asian tigers in recent ycars. The author highlights how such
seemingly low trust societies may indeed be hampered by deeper cultural factors in the ever more competitive economic landscape of the
future. This book should be read by aspiring East Asian leaders of low trust societies before its too late.

A reader, 12/31/96, rating=9:

Very interesting and worthy ideas, if a little over general

Asks the question how people come to trust each other enough to create the vast sustaining enterprises of prosperity. A must-read for
world-philosophers, subject to the caveat that the generalization to nationalities can be attacked as weak, though this does not make it less
compelling.

John Denton (j.denton@rhbnc.ac.uk), 02/18/97, rating=9:

Highly original analysis of comparative economic performance .

As a result of his previous major work Francis Fukuyama achieved fame as the man who predicted 'the end of history’. With this new
work he has turned his attention from the political arena to consider comparative international economic performance. He describes the
broad theme of Trust; The Social Virtues and the Creation of Prosperity as follows; "that social capital has a significant impact on the
vitality and scale of economic organizations".

Many commentators have tried to evaluate the importance of culture in determining national economic success. Fukuyama claims to have
identified the key, performance-determining, aspect of national culture, namely, the level of trust present in a society. He maintains that
culture is of critical importance to everyday economic life and that only high trust societies can create the kind of large scale business
enterprises that are needed to compete in today's global economy.

The culturalist view of history attributes the success of Japan and later of other East Asian countries such as China, Hong Kong, Malaysia,
Singapore, South Korez and Taiwan to their common Confucian traditions and their concomitant cultural characteristics. However, the
traditional drawing of distinctions between Eastern and Western cultures is seen as too simplistic by Fukuyama, who points out the many
differences inherent in East Asian societies. He points out not only the differences between Japan and China, but also those between China
and Chinese societies abroad such as Taiwan and Hong Kong. This attention to detait and depth of analysis is one of the strengths of
Fukuyama's study.

To date, the debate on this topic has centred around culturalist explanations of the economic success of the Asia-Pacific Region, but
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Fukuyama has gone further by attempting to apply his thesis to all developed economies; Chinese, European, North American, Japanese
and former communist, Fukuyama, following Weber, sees the earlier economic success of Western Europe as culturally determined,
namely as a logical result of the Protestant work ethic. :

Fukuyama sees three types of trust; the first is based on the family, the second on voluntary associations outside the farnily, and the third is
the state. Each of these has a corresponding form of economic organisation; the family business, the professionally managed corporation
and the state-owned enterprise, respectively. Societies in which family ties are strong (and thus ties outside the family relatively weak)
have great difficulty creating large professionally managed corporations and look to the state to perform this critical economic function.
Societies with high levels of trust, and many voluntary associations can create large economic organisations without state support.

. Fukuyama cites China, Italy, France and South Korea as societies with a strong role for the family and weak voluntary assoctations, while
Japan, the United States, and Germany are said to have strong and plentiful associations beyond the family. The detail with which
Fukuyama supports each of these examples is truly impressive and betrays the depth of research that undoubtedly went into writing this
book. . -

Overali Trust: The Social Virtues and the Creation of Prosperity has to be considered a highly original work which has and will continue to
raise significant interest. While many will dispute Fuknyama's main contention that significant comparative advantages arise from
differences in levels of trust between countries, he offers a great deal of evidence to support an argument which is certainly correct at an
intuitive level.

--This text refers to the hardeover.edition of this title.

From Kirkus Reviews, 06/14/95:

Fukuyama offers a general theory of prosperity that provides provocative answers to certain of the questions he raised in The End of
History and the Last Man (1992). While conceding that neoclassical economists have uncovered important truths about markets and
money, the RAND Corp. analyst argues that they give a poor account of human behavior. In search of links missed by these practioners of
the dismal science, Fukuyama probes the impact of culture (broadly speaking, any society's inherited ethical habits) on economic life,
Focusing on such factors as trust (a community's shared expectation of honest, cooperative behavior outside the family) and social capital
(the values created by tradition, religion, or other means), the author examines the ability of various peoples to organize effectively for
commercial purposes without relying on blood ties or government intervention. Fukuyama surveys emergent as well as established
industrial powers (the US, Canada, China, Germany, Italy, Japan, Korea, et al.) to determine which might have superior reserves of
social capital. These reserves are important, he points out, because market-oriented societies in which there is a high degree of moral
consensus and cooperation have lower transaction costs and hence greater competitiveness. The author puts paid to any idea that the US is
a nation of rugged individualists; indeed, Americans are joiners without peer. He warns, though, that ongoing deterioration in the ties that
bind (e.g., declines in church attendance and membership in fraternal or voluntary organizations), coupled with a persistent rise in'divorce
rates and special- interest groups, could deplete the nation's social capital and over time levy an economic toll. In turn, he cautions, the -
weakening of civil authority could strengthen the state's judiciary and executive branches, an outcome that, he says, is in nobody’s best
interest. A challenging, elegant exegesis that puts intellectual meat on the bones of Benjamin Franklin's tip to his fellow revolutionaries at
the signing of the Declaration of Independence: **We must all hang together, or assuredly we shall all hang separately.” (Author tour) --
Copyright ©1995, Kirkus Associates, LP. All rights reserved. --This text refers to the hardcover.edition, of this title,

Look for similar books by subject:

Economics

MSEI’!I an j o3 .mi""!! asp_(l!"xs
Trust (Psvehology
Virtu

BUSINESSECONOMICS/FINANCE
i.e., each book mu.ét be in subject 1 AND subject 2 AND ...
® Iread this book, and I want to review it,

o [ am fhe Author and I want to comment on my book.
o 1am the Publisher and 1 want to comment on this book.

Srsrch Our 2.5-Milllon-Title Catxloy
Enter Keywords: |

N
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PEPrIPII

Items in your shopping cart:

BUTTON: ) BUTTON:
Proceed to Checkout Continue Shopping

Quantity and Title Information:

Available in 2-3 days

Tyust « The Soeind Virtues and the Creation of Srospuriy ; Francis Fukuyama; Paperback
List: $15.00 ~ Our Price: $12.00 ~ You Save: $3.00 (20%)

BUTTON:

Changed Qtys
- press it, your changes won't "stick.” Yourcan Sel the quantity to 0 (zero) to delete an item from your *
cart,

Please press this button if you of any items in your shopping cart. If you don't

Saarch Gur 3.5-Miflion-Title Catalog
Enter Keywords: |

ot Browse ky Sukject

o dbnub
ML
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. Rerommendation
Genteriit

setsellers

Ordering Online at Amazon.com Is Safe and Easy

Continue your order on our ¢

Our secure server software encrypts information, ensuring that Internet transactions stay private and
protected. Your name, address, and credit card number--plus everything else about your
order--can't be read by anyone else as the information travels from your computer 0 ours. And
once it reaches us, your credit card number is locked away in a computer that has no connection to
the Internet. The safety and security of your order is our number-one concern!

Continug with your order,

Did you get an error message when you tried to use our secure
server?

Continue your order on our stangard secver.

If you received an error message, you may have run into a firewall. Don't worry. You can still place
your order online. We'll use our standard server to process it, It's entirely safe to enter your order,
including your credit card number. It just won't be encrypted.

If you'd rather not send your credit card number over the Internet, just fill out our order form.
online, entering only your card's last five digits and its expiration date. Then, to finish placing your
order by phone, call;

(800) 201-7575 (toll-free in the USA and Canada)
(206) 694-2992 (outside the USA and Canada)

Be sure to fill out our order form and submit your order before calling. We'll give you these
phone numbers again when it's time to call in the rest of your credit card number.

Customer service representatives are available from 8 a.m. to 7 p.m. PST, Monday through Friday.
If you're calling outside these hours, please leave a message and we'll return your call during
regular business hours.

Continue your order on our gtandard server.

Baarch Our 2.5-pMilion-TRie Catolog
Enter Keywords: |

or Browse by Sulyject

Copyright and disclaimer © 1996, 1997 Amazon.com, Inc,
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Amazon.com
Completing Your Order is Easy
We encourage you to enter your credit card number online (why this is safe). However, ‘

you also have the option of phoning us with the number after completing the order
form. If you have any problems or questions, see the bottom of the page for details on
our toll-free (800) customer support number. :

1. Welcome.

Please enter your e-mail address: | _austen@shudo-u.ac. Jp
Please double check your ¢-mail address; one small typo and we
order.

ommunicate with you about your

I am a first-time customer. (You will be asked to create a password later on.)
1 am a returning customer, and my passwordis| . ..

Have you forgotten your password?

2. Select a payment method.
You will enter complete payment jnformation later in the order form. For now, you just need to choose your payment method.

credit card (Visa',.MaslerCard, Discover, American Express, or JCB only) (why this is safe}
chieck or money order (why this takes Jonger)

. . . BUTTON:
3. Is this order a gift? If not, click here 0 _onrinue

For gift orders, we will not print prices on the packing slip and you can include a personalized gift message in your order. These services
are free of charge. .

Please type your gift message, which will be printed on the packing slip (maximum 500 characters):

We can atso gift-wrap your order. The charge for gift-wrapping is $2.00 per order.

Please select one of the following gift-wraps:

Maps of th
World

Holstein Flowers Big Hearts Sunflowers

Big Batloons Animated
Animals

This order is a gift, but I prefer mo gift-wrapping.
We will try to use the gift-wrap you choose, but sometimes we have to make substitutions.

This order is not a gift.

IMPORTANT: Press this button to to the next page. You will still have a chance to

cancel or change your order.
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Amazon.com
Completing Your Order

4, Enter the shipping address.
You can select an address listed below as your shipping address by pressing the Use This Address button below i,

If you sefect anl address listed below, and have already used a credit card to pay for previous shipments to that address, you will be able to
use that credit card without having to give us the credit card number again, :

To enter a new address, see the buttons at the bottom of this page.

Robert B. Austenfeld, Jr.

Hiroshima Shudo University

1717 Ozuka, Numata-cho

Asaminami-ku, Hiroshima

Hiroshima .

731-31

Japan

Tel: 82-830-1146
BUTTON: as your shipping address
Use This Address

BUTTON:
Entera New US Address This includes Puerto Rico, USVL, Guam, APO/FPO, etc.

BUTTON:
Entera New Inter. Address for anywhere else in the world.

Copyright and disclaimer © 1996, 1997 Amazon.com, Inc.
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Amazon.com

Completing Your Order

5. Check your order.

Please verify that the items and guantities shown below are correct. Put a 0 (zero) in the Quantity field to remove a particular item from
your order, .

Quantity and Title Information:

Available in 2-3 days

ify ; Francis Fukuyama, Paperback
r $3.00 (20%)

6. Credit card information:

Since we already have a credit card on file for you, you can just click on the button next to it to use it for this order. Or, if you want to use
a different credit card, enter the credit card information in the space below.

caxrdholder Name 'card Type Last 5 Expires
Digits

R B Austenfeld Jr Mastercard 43932 i
None of the above; fill in the fields below instead
We recommend that you enter your full credit card number (why this is safe). If you wish to phone it in, enter only the last five digits. After
you have submitted your order you will be given a phone number to call
Credit card number: |

Type of credit card:  Visa  MasterCard _ Discover ~ American Express  JCB
Expiration date (mm/yy or mm/dd/yy): :

Cardholder's name as it appears on the credit card: |s
Zip or postal code of the billing address for this card: (

7. What is your name?

Your name, if it is different from the name on the credit card: !Robert B. Austenfeld, Jr.:

8. What shipping option would you like? (Click here for more about shipping options and prices.)

Shipping Method:
prices Standard Shipping (Averages 4-10 weeks)

prices WorldMail (Averages 7-21 business days)
WorldMail can be shipped to PO Boxes.

prices DHL Worldwide Express Shipping (Averages 1-4 business days) e A
DHL Worldwide Express cannot be shipped to PO Boxes.

Number of Shipments:
Make one shipment when complete order is ready (minitnizes shipping cost)
Ship as ordered books become available (af extra shipping cost)

BUTTON:
Press this button to continue

The next page shows you a summary of your order including its tetal cost. You may then submit your completed order or back up and
make changes.

Copyright and disclaimer © 1996, 1997 Amazon.com, Inc.
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Amazon.com

Your Amazon.com Order Summary

‘You may return any book in its original condition within 15 days after you have received your order for a full cash refund. We can only refund shipping costs if the
returt is a result of our error. Amazon.com, Inc. is Jocated at 1516 2nd Avenue, Seattle, WA 98101; however, returns should be sent to 549 South Dawson, PO,
Box 81410, Seattle, WA 98108-1310.

If any information on this page is incorrect, use your browser's back button to return to the order form and correct it.

When you have checked the information below, please

-BUTTON: PRESS THIS TO SUBMIT YOUR ORDER

Your order will NOT be processed until you press this button.

Your order reads as follows:

E-Mail Address: austen@shudo-u.ac.ijp
Ship Via: Standard International Shipping

Ship to: Robert B. Austenfeld, Jr.
Hiroshima shudo University
1717 Ozuka, Numata-cho
Asaminami-ku, Hiroshima
Hiroshima
731-31
Japan

Tel: 82-830-1146
Items:

® 1 copy of Trust : The Social Virtues and the Creation of Prosperity ; Francis Fukuyama; Paperback; @ $12.00 each

. Books subtotal: $ 12.00
Shipping: $ 5.95
Tax: $ 0.00
TOTAL DUE: $ 17.95

Your order will NOT be processed until you press this button.

We will notify you before processing your order should there be any change in price. See¢ our Pricing and Availa bility
Policy.

You may return any book in its original condition within 15 days for a full refund. See our Returns Policy,

If you have any difficuities filling out this order form, send e-mail to help@amazon.com or call (800) 201-7575. From outside the U.S.
or Canada, call (206) 694-2992. You may want to bookmark this page before calling so you can come back to this step in the ordering
process. :

HOME

1i 1d disclaimer © 1996, 1997 Amazon.com, Inc.
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Your order has been submitted. Thank you for shopping at Amazon.com.

Retarn o the Amazon.com Store.

Copyright and disclaimer © 1996, 1997 Amazon.com, Inc.
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Subject: Your Order with Amazon.com Books (#7672-3041956-757053)
Date: Mon, 13 Oct 1997 00:43:35 -0700 (PDT)
From: orders@amazon.com
To: austen @shudo-u.ac.jp

Thank you for ordering from Amazon.com!

Your order information appears below. If you need to
get in touch with us about your order, send an e-mail message to
orders@amazon.com {or just reply to this message).

-- Amazon.com Customer Service

Your order reads as follows:
E-mail address: austen@shudo-u.ac.jp
Ship via: Standard International Shipping

Ship to: Robert B. Austenfeld, Jr.
Hiroshima Shudo University
1717 Ozuka, Numata-cho
Asaminami-ku, Hiroshima
Hiroshima
731-31
Japan

Tel: 82-830-1146

1 copy of *"Prust : The Social Virtues and the Creation of Prosperity*
Francis Fukuyama; Paperback; @& $12.00 each

Books Subtotal: $ 12.00
Shipping: $ 5.95
Tax: $ 0,00
- TOTAL DUE: $ 17.85

Please note that you can view the status of your account and your
orders at any time through the *Your Account® link on the navigation
bar. After selecting either our secure server or standard server,
you'll be prompted to enter your e-mail address and password:

then click on the button marked *Account Maintenance.®

This will lead you to the account information page, where you can
examine your orders. Here, you have the opportunity to change your
e-mail address or your password, as well as check your subscriptions
to our Perscnal Netification Services.

Thank you.for shopping at Amazon.comi

Amazon.com
2.5 million titles, consistently low prices.
orders@amazon.com - LER; //wWWe , amazon. goms
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THE PRODUCTS OF SECURITY FIRST NATIONAL BANK
‘(printed from the WWW October 14, 1997)

Lobby ¥ Information Desk ¥ Products

. »
:l'nfgrm ation

A Higher Form Of Banking!

v

We've gone to great lengths to offer you something special; features and pricing you can't get
“from a traditional "brick and mortar" bank. Select one of the products below for information
and current yields. If you have any questions or concerns, call us at 1.800.SFNB.321
(1-800-736-2321) or g-mail us.

asic ecki Security First offers 20 free electronic payments monthly, on-line statements and
registers, on-line images of cleared checks and financial reporting!

Interest Checking All the convenience of Basic Checking plus interest and additional electronic bill
payments! Free with a $5,000 minimum balance! '

Credit _Cards Security First Network Bank is issuing Visa Classic and Visa Gold Cards to prequalified
customers! Transactions are updated as they clear - so you'li always know what's oti the
next statement. Enjoy one-click balance payment, even on the due date, worldwide
acceptance and our SecureMiles™ travel program!

asic Savings Benefit from a competitive interest rate on your savings - for a new car, a child’s
schooling or just putting cash aside. No monthly fee with our low minimum balance
requirement!

Money Markets  SFNB offers some of the highesi money market rates in the country! Keep your money
’ in an SENB Money Market, earn intercst, then transfer your funds to checking when it's
time to pay bills!

CDs Certificates of Deposit are an ex(remely' easy way Lo earn interest on your funds. We
offer some of the highest rates available. Compare for yourself!

Current Rates Current rates and monthly fees for our products.

Macro*World Full financial research, e-mail udpates of portfolio activity, news, market information
and more!

Our Guarantee Find out how Security First Network Bank stands behind your transactions 100% with

the No Risk Guarantee.

k ¥ Products

Contact us
phone: 1.800.SFNB.321, 24 hours 7 days
email:comments @sfnb.com

I
%% Equal Housing Lender | Member FDIC 23S

Credits© 1997 Security First Network Bank, Secugity Yiest Technologies
All Rights Reserved.
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INFORMATION ABOUT LANDS’ END’S SPECIALTY SHOPPER

(printed from the WWW September 4, 1997)

A Specialty Shopper can help you with everything from fabric care to what-to-wear. And
even help solve some of your shopping puzzles. '

Perhaps you'd like some suggestions as to what a very special person on your shopping list is likely to find
most pleasing, which tie sets off one of our handsome dress (or even sport) shirts, or which cut of our
pants will fit you best. Even how to get a spot off your favorite blouse or tie.

Whatever your questions - and we know you have plenty when you shop by catalog (whether printed or
on-line) - we have an expert with all the answers! Our mail order innovation called a Specialty Shopper.

A Specialty Shopper is like a trusted shop clerk.
She has all our products right at her {ingertips, and can tell you anything about their make, fit and fabric.

Take advantage of her fine eye for color by letting her coordinate an outfit or a whole wardrobe. She can
offer helpful hints to extend the life of your clothing. Tell you how to find the right size garment or
accessory. Stumped for gift ideas? She can help there too, with items you find in our Internet store or in
any of our catalogs - for men, women, kids or the home.

Solve your shopping dilemmas with one simple phone call.

Don't spend another minute worrying, You're not alone when you shop through Lands' End - expert
guidance is just a phone call (or a click of the mouse) away.

Just a sample of Specialty Shopper services

Coordinate outfits of a whole wardrobe

Find your correct size

Give garment details like construction, fit and fabric

Send you fabric swatches

Offer handy fabric care tips _

Help you make gift selections any time of year, including holiday time )
Keep a file on your sizes, tastes, past purchases, even address and credit card number

They're available to help you 7 days a week.

You can ask for a Specialty Shopper between 7:30 a.m. and midnight Central Time (1400 hours and 0600
hours GMT). Just call us at 1-800-963-4816 if you're calling from the U.S. or Canada; from other parts of
the world, call (International Access Code) 1-608-935-6170 and ask to speak with a Specialty Shopper. If
you would like you can fax us at (International Access Code) 1-608-935-4000. Or, c-muil your questions
and we'll get back to you.

Call as often as you like. There's absolutely no pressure, no hassles. She's convenient, friendly and
comforting. And her expertise is absolutely frec!

Intelligent Order Blank | nternet Store | Overstocks | Sccurity | Privacy | Site Map

—126—



Robert B. Austenfeld, Jr.: Electronic Commerce: An OQverview

APPENDIX D
A COPY OF AMAZON BOOKS’ SECURITY CERTIFICATE

(printed from the WWW October 13, 1997)
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