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Series 1: Foundations of E-Business and ICT

Series outline
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e 1.1.1 Meaning of E-Business
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o Part 1.2 Overview of Internet and Mobile Communication
e 1.2.1 Evolution of the Internet
e 1.2.2 Role of Mobile Telecommunication in E-Business
e 1.2.3ICT as a Driver of Global Connectivity
o Part 1.3 Importance of ICT in Business Alliances and Networking
e 1.3.1ICT Tools for Business Collaboration
e 1.3.2 Building Alliances through Online Platforms
e 1.3.3 Case Examples of ICT-enabled Networking
o Part 1.4 Competitive Advantages of E-Business
e 1.4.1 Cost Reduction and Efficiency Gains
e 1.4.2 Access to Global Markets
e 1.4.3 Customer Relationship Management through ICT

Introduction

In today’s interconnected world, businesses are no longer confined to physical boundaries.
Transactions, communication, and collaboration increasingly take place through digital
platforms, making e-business a vital component of modern commerce. Understanding the
foundations of e-business and information and communication technology (ICT) is essential for
learners who wish to grasp how organisations operate and compete in the global marketplace.

The aim of this Series. is to introduce you to the fundamental concepts of e-business and ICT, and
to equip you with the knowledge needed to explain their scope, relevance, and role in achieving
competitive advantage.

We:shall commence this Series by defining the concept of e-business and examining its scope
and importance. Next, we will explore the evolution of the internet and the role of mobile
communication in supporting e-business activities. Following that, we will analyse how ICT
facilitates networking and alliances among businesses. Finally, we will conclude by evaluating
the competitive advantages that organisations can achieve through the adoption of e-business
strategies.
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Series Learning Outcomes

Upon completing this Series, you should be able to:

e 1.1 define the concept of e-business and distinguish it from traditional business models;

e 1.2 explain the evolution of the internet and the role of mobile communication in e-
business,

e 1.3 analyse how ICT tools support business networking and alliances, and

e 1.4 evaluate the competitive advantages that organisations can achieve through e-
business.

1.1 Concept Definitions and Scope of E-Business

1.1.1 Meaning of e-business

E-business refers to the conduct of business processes on the internet or other digital networks.
It involves buying, selling, servicing, and collaborating through electronic platforms rather than
relying solely on physical interactions. Unlike traditional business, which depends heavily on
face-to-face transactions and physical infrastructure, 'e-business leverages digital tools to
streamline operations and reach wider audiences.
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Figure 1.1 Comparison of traditional and e-business processes
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Figure 1.1 Comparison of traditional and e-business processes

Fill in the blank: E-business refers to the conduct of business processes on the or other
digital networks.

1.1.2 Difference between e-business and traditional business

Traditional business models rely on physical stores, printed advertisements, and manual record
keeping. In contrast, e-business models use websites, online advertisements, and digital
databases. The key distinction lies in the medium of operation: traditional businesses are
location-bound, while e-businesses are accessible globally through the internet.
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Table 1.1 Differences between traditional business and

e-business
" reawe | Tt | Ewies
Physical storffont Online platform (global)
Communication Face-face, phone Email, chat, social media

Face-face:, phone
Advertisment Print, TV, radio Digital ads, SEO, sociaia
Customer Reach  Local/regional Global

Table 1.1 Differences between traditional business and e-business

Fill in the blank: Traditional businesses are usually -bound, while e-businesses are
accessible globally.

1.1.3 Importance of e-business in modern economy

The importance of e-business lies in its ability to reduce costs, increase efficiency, and expand
market reach. By using digital platforms, businesses can interact with customers in real time,
automate processes, and gather data for decision-making. E-business also enables small
enterprises to compete with larger organisations by providing affordable access to global
markets.

-

S | A-NET | ONLINE LEARNING VIDEO PLATFORM FOR POST-SECONDARY & HIGHER INSTITUTION STUDENTS



Box 1.1 Selected benefits of e-business
in modern economy

Selected benefits of e-business

in modern economy

» Cost reduction

- Efficiency

* Global reach

» Customer engagement

Box 1.1 Selected benefits of e-business in modern economy

Fill in the blank: One major importance of e-business is its ability to reduce

and increase
efficiency.

Pilot questions 1.1
1. Which term refers to conducting business processes through digital networks?

2. What is the main difference between traditional business and e-business in terms of
location?

3. List two features that distinguish e-business from traditional business.
4. Why is e-business important for small enterprises?

5. Identify one benefit of e-business in the modern economy.
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1.2 Overview of Internet and Mobile Communication

1.2.1 Evolution of the internet

The internet is a global network of interconnected computers and devices that enables the
exchange of information across vast distances. It began as a research project in the late twentieth
century and has since evolved into a powerful tool for communication, commerce, and
education. For businesses, the internet provides platforms for marketing, sales, and customer
service, making it indispensable in the modern economy.

Figure 1.2 Evolution of the internet
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Figure 1.2 Evolution of the internet

Fill in the blank: The internet is a global network of interconnected and devices that
enables information exchange.

1.2.2 Role of mobile telecommunication in e-business
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Mobile telecommunication refers to the transmission of voice, data, and multimedia through
wireless devices such as mobile phones and tablets. In e-business, mobile communication allows
customers to access services anytime and anywhere, thereby increasing convenience and
engagement. Mobile applications also provide businesses with tools to market products, process
payments, and deliver personalised services.
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Plate 1.1 Mobile telecomunication in e-business

Fill in'the blank: Mobile telecommunication allows customers to access services and
anywhere.

1.2.3 ICT as a driver of global connectivity

Information and communication technology (ICT) refers to the integration of computing and
telecommunication tools that facilitate the storage, retrieval, and transmission of information.
ICT drives global connectivity by linking businesses and customers across different regions.
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Through ICT, organisations can collaborate with partners, expand into new markets, and provide
services to diverse audiences.

Box 1.2 ICT as a driver of global
connecivity

ICT as a driver of global

capacity

Enables seamless international collaboration

Facilitates market expansion and new opportunities

Enhances real-rime customer engagement and support

Connects diverse businesses and individuals globally

Box 1.2 Selected benefits of e-business in modern economy

Fill in the blank: ICT facilitates the storage, retrieval, and of information.

Pilot questions 1.2
1. What is the internet, and why is it important for e-business?

2. How does mobile telecommunication support customer engagement in e-business?
3. Define ICT and explain its role in global connectivity.

4. Give one example of how mobile applications support e-business operations.

5. Why is ICT considered a driver of global connectivity?
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1.3 Importance of ICT in Business Alliances and Networking

1.3.1ICT tools for business collaboration

ICT tools are digital applications and platforms that enable businesses to communicate, share
information, and coordinate activities. Examples include email systems, video conferencing
software, cloud storage, and collaborative project management tools. These tools reduce
geographical barriers and allow organisations to work together seamlessly, regardless of
location.

Figure 1.3 ICT tools supporting business collaboration
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Figure 1.3 ICT tools supporting business collaboration

Fill in the blank: ICT tools such as conferencing and cloud storage reduce geographical
barriers in business collaboration.

1.3.2 Building alliances through online platforms
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Business alliances are partnerships formed between organisations to achieve shared goals.
Online platforms such as LinkedIn, B2B marketplaces, and industry-specific forums provide
opportunities for businesses to connect, share resources, and collaborate. These alliances often
lead to joint ventures, shared marketing campaigns, and expanded customer bases.
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Plate 1.2 Building alliances through online platforms

Fill in the blank: Online platforms such as provide opportunities for businesses to
connect and collaborate.

1.3.3 Case examples of ICT-enabled networking

ICT-enabled networking can be seen in cases where businesses use digital platforms to expand
their reach. For instance, small enterprises can join online marketplaces to access international
customers, while multinational corporations use cloud-based systems to coordinate operations
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across different countries. These examples highlight how ICT fosters inclusivity and efficiency
in business alliances.

Box 1.3 Case examples of ICT-enabled networking

Case examples of ICT-enabled networking

» Small enterprises joining online markeplaces

» Multanttional corporations using cloud systems for global
collaboration

« Startups leveraging social media for partnerships

* Remote teams using video conference for daily syncs

Box 1.3 Case examples of ICT-enabled networking

Fill in the blank: Small enterprises can join marketplaces to access international
customers.

Pilot questions 1.3
1.. What are ICT tools, and how do they support business collaboration?

2. Give two examples of online platforms that help businesses build alliances.
3. Explain the meaning of business alliances in the context of ICT.

4. Provide one case example of ICT-enabled networking.
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5. Why are ICT tools important for reducing geographical barriers in business?

1.4 Competitive Advantages of E-Business

1.4.1 Cost reduction and efficiency gains

One of the most significant advantages of e-business is its ability to reduce operational costs. By
automating processes such as order management, customer service, and inventory control,
businesses save time and resources. Efficiency gains are achieved through streamlined
workflows, reduced paperwork, and faster communication. These improvements allow
organisations to focus more on innovation and customer satisfaction.

Figure 1.4 Cost reduction and efficiency gains
in e-business

E-BUSINESS AUTOMATION

® Q
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* Reduced labor costs « Faster processing
* Less overhead * 24/7 operations
* Minimized errors « Automated workflows
» Paperless operations « Improved accuracy
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Figure 1.4 Cost reduction and efficiencly gains in e-business
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Fill in the blank: E-business reduces operational costs by automating processes such as
management and inventory control.

1.4.2 Access to global markets

E-business enables organisations to reach customers across the world without the need for
physical branches. Through websites, online marketplaces, and digital advertisements,
businesses can expand their customer base beyond local boundaries. This global access allows
even small enterprises to compete internationally and diversify their markets.

Plate 1.3 Access to global markets through e-business
Fill in the blank: E-business enables organisations to reach customers across the without
physical branches.

1.4.3 Customer relationship management through ICT
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Customer relationship management (CRM) refers to strategies and technologies used to
manage interactions with customers. In e-business, ICT tools such as customer databases,
chatbots, and personalised email campaigns help businesses build stronger relationships. These

tools allow organisations to track customer preferences, respond quickly to inquiries, and provide
tailored services that enhance loyalty.

Box 1.4 ICT tools for custonship
management

ICT tools for customer
relationship management

Box 1.4 ICT tools for relationgement

Fill in the blank: CRM refers to strategies and technologies used to manage with
customers.

Pilot questions 1.4
1. How does e-business reduce operational costs?

2. What is one way e-business improves efficiency?
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3. Explain how e-business provides access to global markets.
4. Define customer relationship management in the context of e-business.

5. Give two examples of ICT tools used in customer relationship management.

Series summary

This Series has introduced you to the foundations of e-business and the role of information.and
communication technology in modern commerce. Its purpose was to help you appreciate how
digital platforms transform business operations, reduce costs, and open access to global markets.
By exploring these ideas, you have seen how e-business differs from traditional business models
and why it is increasingly vital in today’s economy.

We began by defining e-business and examining its scope, then moved on to the evolution of the
internet and the role of mobile communication. Following that, we analysed how ICT tools
support collaboration and alliances, and finally we evaluated the competitive advantages that
organisations can achieve through e-business. In line with the Series Learning Outcomes, you
should now be able to define e-business, explain the role of internet and mobile communication,
analyse ICT-enabled networking, and evaluate the competitive advantages that e-business
provides.

Glossary of terms

o Business alliances: Partnerships formed between organisations to achieve shared goals,
often facilitated by online platforms.

e Customer relationship. management (CRM): Strategies and technologies used to
manage interactions with customers, often supported by ICT tools.

o E-business: The conduct of business processes using the internet or other digital
networks, including buying, selling, and collaboration.

e ICT (Information and communication technology): The integration of computing and
telecommunication tools that enable the storage, retrieval, and transmission of
information.

o ' ICT tools: Digital applications such as email, video conferencing, and cloud storage that
support communication and collaboration.

o Internet: A global network of interconnected computers and devices that enables the
exchange of information across vast distances.

e  Mobile telecommunication: The transmission of voice, data, and multimedia through
wireless devices such as mobile phones and tablets.

o Traditional business: Business models that rely on physical stores, printed
advertisements, and manual record keeping, often limited by location.
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Concept Check Questions [Series 1]
Objective questions

1. Which of the following best defines e-business? (Linked to SLO 1.1) a) Conducting
business only in physical stores b) Conducting business processes using digital networks
c) Advertising through newspapers d) Managing customers face-to-face

2. Which ICT tool is most suitable for real-time collaboration acrossdifferent countries?
(Linked to SLO 1.3) a) Printed letters b) Video conferencing software ¢) Physical
meetings d) Handwritten notes

3. Which of the following is a competitive advantage of e-business? (Linked to SLO 1.4) a)
Increased paperwork b) Reduced global reach c) Cost reduction through automation d)
Dependence on physical branches

Short-answer questions

4, Define e-business and explain how it differs from traditional business. (Linked to SLO
1.1)

5. Briefly describe the role of mobile telecommunication in supporting e-business. (Linked
to SLO 1.2)

6. Identify two ICT tools that'support business collaboration. (Linked to SLO 1.3)

7. Explain one way in which e-business provides access to global markets. (Linked to SLO
1.4)

Long-answer questions

8. Analyse how ICT tools enable business alliances and networking, providing examples.
(Linked to SLO 1.3)

o ' Basic response: Learners should explain that ICT tools such as email, video
conferencing, and online platforms allow businesses to collaborate, share
resources, and form alliances. Examples include LinkedIn for professional
networking and cloud systems for multinational coordination.

e Value-added response: Outstanding learners may extend the analysis by
discussing how ICT-enabled alliances foster innovation, reduce costs, and create
new business models. They may also compare the impact of ICT networking on
small enterprises versus multinational corporations.

9. Evaluate the competitive advantages of e-business, focusing on cost reduction, global
reach, and customer relationship management. (Linked to SLO 1.4)

o Basic response: Learners should highlight that e-business reduces costs through
automation, provides access to global markets via online platforms, and
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strengthens customer relationships through ICT tools such as databases and
chatbots.

e Value-added response: Outstanding learners may evaluate these advantages in
terms of sustainability, scalability, and long-term competitiveness. They may also
provide real-world examples of companies that have successfully leveraged these
advantages.

Answers to Concept Check Questions [Series 1]
1. b) Conducting business processes using digital networks
2. b) Video conferencing software
3. c¢) Cost reduction through automation

4. E-business is the conduct of business processes using digital networks, while traditional
business relies on physical stores and manual systems.

5. Mobile telecommunication allows customers to access services anytime and anywhere,
increasing convenience and engagement.

6. Examples include email systems and cloud storage platforms.

7. E-business provides access to global markets by enabling businesses to sell products
online to customers worldwide.

8. Basic response: ICT tools such as email, video conferencing, and online platforms
enable collaboration and alliances. Examples include LinkedIn and cloud systems.
Value-added response: ICT networking fosters innovation, reduces costs, and supports
both small enterprises and multinational corporations in different ways.

9. Basic response: E-business reduces costs, expands global reach, and enhances customer
relationships through ICT tools. Value-added response: These advantages contribute to
sustainability and competitiveness, with real-world examples such as Amazon and
Alibaba.

Answers to Pilot Questions [Series 1]
Part 1.1
o  E-business
o Location-bound
e Features include communication methods and customer reach
o [t allows small enterprises to compete globally
e Cost reduction
Part 1.2
e A global network of interconnected computers and devices
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e By enabling access anytime and anywhere
e ICT integrates computing and telecommunication tools for connectivity
e Mobile applications support marketing and payments
e ICT links businesses and customers globally
Part 1.3
o ICT tools are digital applications that support collaboration
o LinkedIn and B2B marketplaces
o Partnerships formed to achieve shared goals
e Small enterprises joining online marketplaces
e They reduce geographical barriers
Part 1.4
o By automating processes such as order management
e Through streamlined workflows and faster.communication
o By enabling businesses to reach customers worldwide
o CRM refers to strategies and technologies used to manage customer interactions

o Examples include customer databases and chatbots

Series 2:Internet, Mobile Communication,
and Website Design

Series Outline

e Part 2.1 Evolution and Structure of the Internet
e 2.1.1 Brief history of the internet
o 2.1.2 How the internet works (networks and protocols)
e 2.1.3 Role of the internet in e-business
o Part 2.2 Mobile Communication Technologies
e 2.2.1 Definition and importance of mobile communication
e 2.2.2 Mobile devices and applications in e-business
e 2.2.3 Advantages and challenges of mobile communication
o Part 2.3 Fundamentals of Website Design
e 2.3.1 Key components of a website (layout, navigation, content)
e 2.3.2 Principles of effective website design
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e 2.3.3 Role of websites in e-business operations
o Part 2.4 Internet Advertising and Website Integration
e 2.4.1 Concept of internet advertising
e 2.4.2 Integrating advertisements into websites
e 2.4.3 Achieving visibility and customer engagement through design

Introduction

The internet and mobile communication have transformed the way businesses operate, making it
possible to reach customers instantly and across borders. In today’s digital economy, websites
serve as the central hub for e-business activities, providing platforms for marketing, sales, and
customer engagement. This Series is designed to help you appreciate the technological
foundations that support e-business and to understand how effective website desigh contributes
to business success.

The aim of this Series is to equip you with the knowledge and skills to explain the evolution of
the internet, analyse mobile communication technologies, and apply principles of website design
for e-business operations.

We shall commence this Series by examining the eévolution and structure of the internet. Next,
we will explore mobile communication technologies and their role in supporting e-business.
Following that, we will study the fundamentals of website design, focusing on layout,
navigation, and content. Finally, we will conclude by considering how internet advertising can be
integrated into websites to achieve visibility and customer engagement.

Series Learning Outcomes
Upon completing this Series, you should be able to:
e 2.1 describe the evolution and structure of the internet and explain its role in e-business,

e 2.2 analyse mobile communication technologies and evaluate their advantages and
challenges in e-business,

o 2.3 apply principles of effective website design to support e-business operations, and

o | 2.4 explain how internet advertising can be integrated into websites to enhance visibility
and customer engagement.

241 Evolution and Structure of the Internet

2.1.1 Brief history of the internet

The internet is a global system of interconnected networks that allows information to be shared
across the world. It began in the late twentieth century as ARPANET, a research project funded
by the United States Department of Defence, and gradually expanded into a worldwide
communication tool. Over time, the internet evolved from simple text-based exchanges to
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multimedia-rich platforms that support commerce, education, and entertainment. For businesses,
this transformation created opportunities to reach customers far beyond local boundaries.

Figure 2.1 Timeline of internet evolution
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* Mobile Internet * Internet of Things
* ARPANET TCPIP, Domain Name * HTML, Web Browsers * Mobile Commerce, Al, I0T
* Email System (DNS) * E-commerce begins * Cloud Computing * Cloud Computing « Digital Marketplaces

Figure 2.1 Timeline of interet evolution

Fill in the blank: The internet began as , a research project funded by the United States
Department of Defence.

2.1.2 How the internet works (networks and protocols)

The internet functions through a system of networks and protocols. A network is a group of
interconnected devices that share information, while protocols are rules that govern how data is
transmitted. The most common protocol is TCP/IP (Transmission Control Protocol/Internet
Protocol), which ensures that data is broken into packets, transmitted, and reassembled correctly
at its destination. This structure allows millions of devices to communicate reliably across the
globe.
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Box 2.1 Key internet protocols

Key internet protocols

» TCP/IP (Transmission Control Protocol/ Internet
Protocol): Foundational suite for communication;
manages; manges data packet delivery.

e HTTP (Hypreret Newl Protocol):
For transfering hyperext; used for web page
communication

e HTPS (Hyperet Newerrew Protocol Secure):
Encrypted version of HTTP; ensurs secure data
transmistion

Box 2.1 Key internet protocols

Fill in'the blank: The most common internet protocol is , which ensures reliable
transmission of data packets.

2.1.3 Roleof the internet in e-business

The internet plays a central role in e-business by providing platforms for communication,
marketing, and transactions. Websites, online marketplaces, and social media channels allow
businesses to interact with customers in real time. The internet also supports innovations such as
online payments, cloud computing, and digital advertising, all of which enhance efficiency and
competitiveness. Without the internet, e-business would not exist in its current form.
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Plate 2.1 Role of the internet in e-business

Fill in'the blank: The internet supports innovations such as online payments, cloud computing,
and advertising.

Pilot questions 2.1
1.. What was the original name of the internet project?

2. Define the term “protocol” in the context of internet communication.
3. Which protocol ensures reliable transmission of data packets?
4. Explain one way the internet supports e-business operations.

5. Why is the internet considered central to the existence of e-business?
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2.2 Mobile Communication Technologies

2.2.1 Definition and importance of mobile communication

Mobile communication refers to the transmission of voice, data, and multimedia through
wireless devices such as mobile phones, tablets, and smart devices. It is important in e-business
because it allows customers and businesses to interact anytime and anywhere, thereby increasing
convenience and accessibility. Mobile communication also supports instant messaging, mobile
applications, and mobile payments, all of which enhance customer engagement and business
efficiency.

Plate 2.2 Mobile communication in e-business

Fill in the blank: Mobile communication allows customers and businesses to interact and
anywhere.
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2.2.2 Mobile devices and applications in e-business

Mobile devices are portable electronic tools such as smartphones and tablets that connect to
wireless networks. They serve as gateways to e-business platforms. Mobile applications (apps)
are software programmes designed to run on these devices, enabling users to shop, pay, and
communicate with businesses. Apps such as banking applications, e-commerce platforms, and
social media tools make transactions faster and more personalised.

Box 2.2 Examples of mobile applications in

Examples of mobile applications in
e-business

* Mobile banking and payment apps

* E-commerce and retail shopping apps
Social media and messaging aps for business c«
Food delivery and ride-sharing aps
Health and wellness tracking app

Box 2.2 Examples of mobile applications in e-business

Fill in the blank: Mobile applications are software programmes designed to run on
devices.

2.2.3 Advantages and challenges of mobile communication
Mobile communication offers several advantages, including convenience, real-time interaction,
and global accessibility. It allows businesses to reach customers directly through notifications,
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personalised offers, and mobile-friendly websites. However, challenges such as network
reliability, data security, and device compatibility must be addressed to ensure smooth

operations. Businesses that overcome these challenges can leverage mobile communication as a
powerful tool for growth.

Table 2.1 Advantages and challenges of mobile

communication

T
Convenience Network Reliability
Real-time Interaction Data Security
Global Reach Device Compatibiity

Table 2.1 Advantages and challenges of mobile communication

Fill in the blank: One challenge of mobile communication in e-business is ensuring
security.

Pilot questions 2.2
1. Define mobile communication and explain its importance in e-business.

2. What are mobile devices, and how do they support e-business?
3. Give two examples of mobile applications used in e-business.
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4. List two advantages of mobile communication in e-business.

5. Identify one challenge businesses face when using mobile communication.

2.3 Fundamentals of Website Design

2.3.1 Key components of a website (layout, navigation, content)

A website is a digital platform that presents information and services to users through the
internet. The key components of a website include layout, which refers to the arrangement of
elements on a page; navigation, which provides pathways for users to move between sections;
and content, which is the information presented in text, images, or multimedia. A well-
structured website ensures that users can easily find what they need and interact with the

business effectively.
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Figure 2.2 Key components of a website
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Figure 2.2 Key components of a website

Fill in the blank: The arrangement of elements on a web page is referred to as its

2.3:2 Principles.of effective website design

Effective website design is guided by principles such as simplicity, consistency, and
responsiveness. Simplicity ensures that the site is easy to use without unnecessary clutter.
Consistency means that colours, fonts, and layouts remain uniform across pages.
Responsiveness refers to the ability of a website to adapt to different devices, such as desktops,
tablets, and mobile phones. These principles help businesses create websites that are user-
friendly and accessible to diverse audiences.
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Box 2.3
of effective design

Principles of effective website design

Simplicity: Clean, minimalist design, easy to navigate

» Consistencty: Uniform look, feel, and branding
across all pages

» Responvississ: Adaptable to different screen
sizes (mobile, tablet, desktop)

User-Centric: Intutive, accessible, and focused on user needs

Visual Hierarchy: Guides the user’s eye to important elements

Box 2.3 Principles of effective website design

Fill in the blank: A responsive website adapts to different such as desktops, tablets, and
mobile phones.

2.3.3 Role of websites in e-business operations

Websites serve as the central hub for e-business operations. They provide platforms for
marketing, online sales, customer support, and information sharing. A well-designed website
enhances credibility, attracts customers, and supports business growth. For example, e-commerce
websites allow customers to browse products, make payments, and receive support without
visiting a physical store.

FW

S | A-NET | ONLINE LEARNING VIDEO PLATFORM FOR POST-SECONDARY & HIGHER INSTITUTION STUDENTS



Hena  Cocages Séz Sism

Astle Vioals & Soalsts

'\\/
Croeo toitl o stings Kesws fuotal 0OBS

Exsten 06
Cutan Liopls Staon ::wgm M S 2006

yies

.

Socmok guel Stoes
(15

30108

Foas hoied Goods
psios.
iom of G 2006
3018

gratang Uootied
$1008

Plate 2.3 Role of websites in e-business operations

Fill in'the blank: Websites enhance business credibility and attract by providing
platforms for marketing and sales.

Pilot questions 2.3
1.. Whatare the three key components of a website?

2.  Define the principle of responsiveness in website design.
3. Why is consistency important in website design?
4. Explain one role of websites in e-business operations.

5. Give an example of how an e-commerce website supports customer interaction.
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2.4 Internet Advertising and Website Integration

2.4.1 Concept of internet advertising

Internet advertising refers to the promotion of products and services through digital platforms
such as websites, search engines, and social media. Unlike traditional advertising, which relies
on print or broadcast media, internet advertising uses targeted strategies to reach specific
audiences. It is cost-effective, measurable, and interactive, allowing businesses to track customer
responses and adjust campaigns in real time.

Figure 2.3 Types of internet advertising

INTERNET
ADVERTISING

E& Banner Ads f%_?'—,j Search Engine Ads 8‘_5% Social Media Ads

¢ Display ads ¢ Paid search results * Targeted platforms
» Website placements « Keyword targeting » Feed placements
* Visual promotions ¢ Contextual ads « Interactive formats

Figure 2.3 Types of internet advertising

Fill in the blank: Internet advertising is the promotion of products and services through
platforms such as websites and social media.

2.4.2 Integrating advertisements into websites
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Integrating advertisements into websites involves placing promotional content within the site’s
layout to attract customer attention. Common methods include banner ads, pop-ups, and
sponsored content. Effective integration requires balance: advertisements should be visible but
not disruptive to user experience. Businesses often use analytics tools to determine the best
placement and design for maximum impact.

Plate 2.4 Integrating advertssments into websites

Fill in the blank: Integrating advertisements into websites requires balance so that ads are visible
but not to user experience.

2.4.3 Achieving visibility and customer engagement through design

Website design plays a crucial role in achieving visibility and customer engagement. A well-
designed site ensures that advertisements are placed strategically, content is engaging, and
navigation is smooth. Businesses use techniques such as search engine optimisation (SEO),
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interactive features, and multimedia content to attract and retain customers. When

advertisements are integrated thoughtfully, they enhance rather than detract from the overall user
experience.

Box 2.4 Strategies for achieving visibility and engagement

Strategies for achieving visibility and
engagement

* Search Engine Optimization (SEO): Improve ranking in search results
* Content Marketing: High-quality, relevant information

» Social Media Integration: Shareability and community

* Interactive Integration: Shareabiliy and community

* Interactive Features: Polls, quizes, and comments

* Multimedia Content: Videos, infographics, and podcasts

Box 2.4 Strategies for achieving visibility and engagement

Fill in the blank: Businesses use techniques such as optimisation to attract and retain
customers online.

Pilot'questions 2.4
1. Define internet advertising and explain how it differs from traditional advertising.

2. Give two examples of how advertisements can be integrated into websites.
3. Why is balance important when integrating advertisements into websites?

-
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4. List two strategies businesses use to achieve visibility and customer engagement through
website design.

5. Explain how internet advertising supports real-time customer interaction.

Series summary

This Series has explored the technological foundations that support e-business, focusing on the
internet, mobile communication, and website design. Its purpose was to help you understand how
these tools enable businesses to operate efficiently, reach wider audiences, and engage customers
effectively. By examining these areas, you have seen how digital technologies form the
backbone of modern commerce.

We began by tracing the evolution and structure of the internet, then moved on to mobile
communication technologies and their role in supporting e-business. Following that, we studied
the fundamentals of website design, including layout, navigation, and content. Finally, we
considered how internet advertising can be integrated into websites to achieve visibility and
customer engagement. In line with the Series Learning Outcomes; you should now be able to
describe the internet’s role in e-business, analyse mobile communication technologies, apply
principles of effective website design, and explain how advertising can be integrated into
websites to enhance customer engagement.

Glossary of terms

o Banner ads: Graphic advertisements displayed on websites, usually at the top or sides of
a page.

o Content: The information presented on a website, including text, images, and
multimedia.

o Internet advertising: Promotion of products and services through digital platforms such
as websites and social media.

o Layout: The arrangement of elements on a web page, including text, images, and
navigation menus.

e “Mobile applications (apps): Software programmes designed to run on mobile devices,
enabling users to shop, pay, and communicate.

e Mobile communication: Transmission of voice, data, and multimedia through wireless
devices such as smartphones and tablets.

o Navigation: Pathways that allow users to move between sections of a website.

o Protocol: A set of rules governing how data is transmitted across networks, such as
TCP/IP.

» Responsiveness: The ability of a website to adapt its layout and functionality to different
devices.

-
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e Search engine optimisation (SEQ): Techniques used to improve a website’s visibility in
search engine results.

o Website: A digital platform accessible via the internet that presents information and
services to users.

Concept Check Questions [Series 2]
Objective questions

1. Which protocol ensures reliable transmission of data packets across the internet? (Linked
to SLO 2.1) a) HTTP b) TCP/IP ¢) SMTP d) FTP

2. Which of the following is an example of a mobile application used in e-business? (Linked
to SLO 2.2) a) Printed catalogue b) Banking app c¢) Handwritten invoice d) Radio
broadcast

3. Which principle of website design ensures that a site‘adapts to different devices? (Linked
to SLO 2.3) a) Simplicity b) Responsiveness c¢) Consistency d) Navigation

Short-answer questions

4. Briefly describe the role of the internet in e-business. (Linked to SLO 2.1)

5. Define mobile communication and explain why it is important for e-business. (Linked to
SLO 2.2)

6. Identify two key components of a website. (Linked to SLO 2.3)

7. Explain one strategy businesses use to achieve visibility and customer engagement

through website design. (Linked to.SLO 2.4)
Long-answer questions

8. Analyse the;advantages and challenges of mobile communication in e-business. (Linked
to SLO 2.2)

e | Basic response: Learners should explain that mobile communication offers
convenience, real-time interaction, and global reach, but faces challenges such as
network reliability, data security, and device compatibility.

e Value-added response: Outstanding learners may extend the analysis by
discussing how businesses overcome these challenges through secure payment
systems, responsive design, and investment in reliable infrastructure.

9. Evaluate how effective website design and advertising integration contribute to customer
engagement. (Linked to SLO 2.3 and SLO 2.4)

o Basic response: Learners should highlight that effective design ensures
simplicity, consistency, and responsiveness, while advertising integration
enhances visibility and interaction.

-

o) LA-NET | ONLINE LEARNING VIDEO PLATFORM FOR POST-SECONDARY & HIGHER INSTITUTION STUDENTS



e Value-added response: Outstanding learners may evaluate these contributions in
terms of long-term brand loyalty, customer trust, and measurable outcomes such
as increased sales or traffic.

Answers to Concept Check Questions [Series 2]
1. b) TCP/IP
2. b) Banking app
3. b) Responsiveness

4. The internet provides platforms for communication, marketing, and transactions, making
it central to e-business.

5. Mobile communication is the transmission of voice, data, and multimedia through
wireless devices, important because it allows interaction anytime and anywhere.

6. Layout and navigation.

7. Search engine optimisation (SEO) is one strategy used to-achieve visibility and
engagement.

8. Basic response: Mobile communication offers convenience, real-time interaction, and
global reach but faces challenges such as network reliability, data security, and device
compatibility. Value-added response: Businesses address these challenges through
secure payment systems, responsive design, and investment in infrastructure.

9. Basic response: Effective website design ensures simplicity, consistency, and
responsiveness, while advertising integration enhances visibility. Value-added response:
These practices build brand loyalty, customer trust, and measurable outcomes such as
increased sales.

Answers to Pilot Questions [Series 2]
Part 2.1
e ARPANET
e (A set of rules for transmitting data
o TCP/IP
o By providing platforms for communication, marketing, and transactions
o  Because it enables e-business to exist and thrive
Part 2.2

o Transmission of voice, data, and multimedia through wireless devices; important for
accessibility

o Portable electronic tools such as smartphones and tablets

-
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Banking apps and e-commerce apps
Convenience and global reach

Data security

Part 2.3

Layout, navigation, and content

Responsiveness means adapting to different devices

It ensures uniformity across pages

Websites provide platforms for marketing, sales, and customer support

By allowing customers to browse products and make payments online

Part 2.4

Promotion of products and services through digital platforms; differs from traditional
advertising by being interactive and measurable

Banner ads and sponsored content
To avoid disrupting user experience
SEO and interactive features

By allowing businesses to track-and respond to customer interactions in real time

Series 3: Digital Marketing and Online
Advertisements

Series Outline

-

Part 3.1 Fundamentals of Digital Marketing
o 3.1.1 Definition and scope of digital marketing
o 3.1.2 Differences between digital and traditional marketing
e 3.1.3 Importance of digital marketing in e-business
Part 3.2 Online Advertising Channels and Strategies
e 3.2.1 Search engine marketing (SEM) and search engine optimisation (SEO)
e 3.2.2 Social media advertising
e 3.2.3 Display ads, video ads, and email marketing
Part 3.3 Measuring and Evaluating Online Advertising
e 3.3.1 Key performance indicators (KPIs) in digital marketing
e 3.3.2 Tools for tracking and analytics
e 3.3.3 Challenges in measuring effectiveness
Part 3.4 Ethical and Legal Considerations in Digital Marketing
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e 3.4.1 Data privacy and consumer protection
e 3.4.2 Ethical issues in online advertising
e 3.4.3 Regulatory frameworks and compliance

Introduction

Digital marketing has become the backbone of modern business promotion, offering tools and
strategies that go far beyond traditional methods. It enables organisations to reach targeted
audiences, measure the impact of campaigns, and adjust strategies in real time. Online
advertisements, in particular, provide cost-effective and interactive ways to engage customers,
making them essential for e-business success.

This Series is designed to help you understand the fundamentals of digital marketing, explore the
various online advertising channels, learn how to measure and evaluate advertising effectiveness,
and appreciate the ethical and legal considerations involved. By the end of this Series, you will
be equipped with both conceptual knowledge and practical insights into how businesses use
digital marketing to remain competitive in today’s digital economy.

Series Learning Outcomes
Upon completing this Series, you should be able to:

e 3.1 describe the fundamentals of digital marketing and explain its importance in e-
business,

o 3.2 analyse different online advertising channels and strategies,

o 3.3 evaluate the effectiveness of online advertising using key performance indicators and
analytics tools, and

e 3.4 explain ethical and legal considerations in digital marketing, including data privacy
and regulatory compliance.

3.1 fundamentals‘ef Digital Marketing

3.1.1 Definition'and scope of digital marketing

Digital marketing refers to the use of online platforms, digital technologies, and electronic
devices to promote products and services. Its scope includes activities such as search engine
optimisation (SEO), social media marketing, email campaigns, and online advertising. Unlike
traditional marketing, digital marketing allows businesses to reach targeted audiences, measure
campaign performance, and adjust strategies quickly.

-
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Figure 3.1 Scope of digital marketing

O SEO (Search Engine
N Optimization

Social Media Marketing @)%

» Keyword Targeting . gontent shaém'?d'
« Content Creation ommunity Building

« Backlinks « Paid Campaigns

DIGITAL
MARKETING

Email Marketing Online Advertising

* Newsletters « Display Ads

* Promotions « Search Ads
» Customer Jourenys « Video Ads

Figure 3.1 Scope of digital marketing

Fill in'the blank: Digital marketing refers to the use of platforms and technologies to
promote products and services.

3.1.2 Differences between digital and traditional marketing

Traditional marketing relies on tools such as newspapers, radio, and television, while digital
marketing uses websites, social media, and search engines. The key difference lies in
interactivity and measurability. Digital marketing allows businesses to track customer behaviour
in real time, whereas traditional marketing often provides limited feedback.

-
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Table 3.1 Differences betwen digital and traditional marketing

m Digital Marketing Traditional Marketing

Tools Internet, Social Media, Email, Print, TV, Radio, Billboards,
SEO Apps Direct Mail

Two-way, Real-time feedback

Interacivity One-way, Limited feedback

Reach Global, Targeted demograhics Mass audience

Measurabrility Analytics, ROI, Conversion Surveys, Sales Figures
Rates (Estimated)

Table 3.1 Differences betwen digital and traditional marketing

Fill in the blank: Traditional marketing relies on tools such as newspapers and radio, while
digital marketing uses and social media.

3.1.3 Importance of digital marketing in e-business

Digital marketing is vital in e-business because it provides cost-effective ways to reach global
audiences, build customer relationships, and measure success. It enables businesses to
personalise communication, engage customers through interactive content, and compete
effectively in crowded markets. Without digital marketing, e-businesses would struggle to attract
and retain customers in today’s digital economy.
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Box 3.1 Importance of digital marketing in e-business

Importance of digital marketing in e-business

* Cost-effctvenuss: Affordable compared to | traditional
media

Global Reach: Access to international markets 24/7

Personalization: Tailored messages for specific customers

Measurable Outcomes: Data-driven insights and ROI tracking

Engagement: Interactive content and community building

Agility: Quick adapation to market trends

Box 3.1 Importance of digital marketing in e-business
Fill in'the blank: Digital marketing enables businesses to personalise communication and engage

customers through content.

Pilot questions 3.1
1. Define digital marketing and explain its scope.

2. . What is one key difference between digital and traditional marketing?
3. Why is digital marketing important in e-business?
4. List two activities included in the scope of digital marketing.

5. Explain how digital marketing allows businesses to measure success.
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3.2 Online Advertising Channels and Strategies

3.2.1 Search engine marketing (SEM) and search engine optimisation (SEO)

Search engine marketing (SEM) refers to paid strategies that promote websites through search
engines, often using sponsored listings. Search engine optimisation (SEQ), on the other hand,
involves improving a website’s visibility in organic search results by optimising content,
keywords, and technical features. Together, SEM and SEO help businesses attract traffic.and
increase visibility online.

Figure 3.2 SEM and SEO
in online advertising

ONLINE

VISIBILITY

Paid Traffic Organic Traffic
SEM (Search Engine = SEO (Search Engine O\
Marketing) s Optimization
* Paid Adverisments * Organic Rankings
* Pay-Per-Click (PPC) * Content & Keywords
* Immediate Results * Long-term Strategy

IMPROVED TRAFFIC &

CONVERSIONS

Figure 3.2 SEM and SEO in online advertising

Fill in the blank: SEM refers to paid strategies, while SEO focuses on improving search
results.

3.2.2 Social media advertising

-
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Social media advertising uses platforms such as Facebook, Instagram, LinkedIn, and Twitter to
promote products and services. These platforms allow businesses to target specific audiences
based on demographics, interests, and behaviours. Social media ads can take the form of
sponsored posts, video ads, or interactive campaigns, making them highly engaging and cost-
effective.

Plate 3.1 Social media advertising in e-business

Fill in'the blank: Social media advertising allows businesses to target audiences based on
demographics, interests, and

3.2.3 Display ads, video ads, and email marketing

Display ads are visual advertisements placed on websites, often in the form of banners. Video
ads use multimedia to capture attention and are commonly found on platforms such as YouTube.
Email marketing involves sending promotional messages directly to customers’ inboxes, often
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personalised to increase engagement. These channels complement SEM and social media
advertising by diversifying how businesses reach and interact with customers.

Table 3.2 Types of online advertising channels

ot e

Display Ads

Video Ads

Email
Marketing

Static/animated images
Contextual placements

Short-form/long-form videos
Pre-roll/in-stram/out-stream

Personalized messages
Newsletters/promotions

Brand awareness
Targeted reach

High engagement
Compelling storytlying

Direct customer messages

Newsletmer communication
High ROI

Table 3.2 Types of online advertising channels

Fill in the blank:
customers’ inboxes.

Pilot questions 3.2
Define SEM and SEO and explain how they differ.

1.
2.

3.

-

S

What is one advantage of social media advertising?

marketing involves sending promotional messages directly to

Give two examples of online advertising channels apart from SEM and SEO.

Why are video ads considered effective in online advertising?

| \-NET | ONLINE LEARNING VIDEO PLATFORM FOR POST-SECONDARY & HIGHER INSTITUTION STUDENTS



5. Explain how email marketing supports customer engagement.

3.3 Measuring and Evaluating Online Advertising

3.3.1 Key performance indicators (KPIs) in digital marketing

Key performance indicators (KPIs) are measurable values that indicate how effectively.a
business is achieving its marketing objectives. In digital marketing, common KPIs include click-
through rate (CTR), conversion rate, cost per click (CPC), and return on investment (ROI). These
indicators help businesses assess whether their advertising strategies are successful and where
improvements are needed.

Box 3.2 Exammon KPIS in digital marketing

Common KPIS in digital marketing

Common KPIS in digital marketing

¢ CTR (Click-Through Rate: % of users who click on ad or link

¢ Conversion Rate: % of users who complete ano desired action (e.gl.,
purchase)

CPC (Cost-Per-Click): Cost incured for each click ad

ROI (Return-Per-Investment): Proffitability of marketing campaigns
campaigns

CPA (Cost-Per-Acquisation): Cost to acquire one customer, and podcasts
Engagement Rate: User intaraction with content (likes, shares, comments)

Box 3.2 Strategies for achieving visibility and engagement *

-
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Fill in the blank: KPIs are measurable values that indicate how effectively a business is
achieving its objectives.

3.3.2 Tools for tracking and analytics

Analytics tools are software applications that collect and interpret data about user behaviour and
campaign performance. Examples include Google Analytics, Facebook Insights, and email
tracking systems. These tools provide detailed reports on traffic sources, user engagement, and
conversion paths, enabling businesses to make informed decisions about their advertising
strategies.

Figure 3.3 Tools for tracking and analytics

&

Website Traffic

* Pageviews

* Unique Visitors
* Traffic Source

User Engagement Conversions
* Bounce Rate Analytics * Sales

* Time on Page * Sign-ups

* |nteractions Platforms * Goal Completions

Data-Driven Insights
& Optimization
e Performance Reports

e Customer Behavior
e Campaign Refimment

Figure 3.3 Tools for tracking and analytics

Fill in the blank: Analytics tools provide detailed reports on traffic sources, user engagement,
and paths.
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3.3.3 Challenges in measuring effectiveness

Measuring the effectiveness of online advertising can be challenging due to factors such as data
privacy restrictions, multiple customer touchpoints, and rapidly changing digital environments.
Attribution models, which attempt to assign credit to different marketing channels, often
complicate analysis. Despite these challenges, businesses must strive to use reliable data and
consistent methods to evaluate their campaigns.

Table 3.3 Challenges in measuring online
advertising effectioness

Challenge Description

Restrictions on data collection and tracking (€..,
Data Privacy cookies, GDPR) impacting audience targeting a
measurement accuracy

Complex customer journes involving

Multiple various channels and devices make in diffitui
Touchpoints difficult to attribute conversions to a single 3
single ad

Determning which specific ad or

Attribution Issues interaction desrves credit fo a conversion, espe
with long sales cycles and different
attribution models

Table 3.3 Challenges in measuring online advertising
effectvness

Fill in the blank: Attribution models attempt to assign to different marketing channels in
online advertising.

Pilot questions 3.3
1. Define KPIs and give two examples in digital marketing.

2. What is the role of analytics tools in evaluating online advertising?
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3. Explain one challenge businesses face when measuring advertising effectiveness.
4. Why are attribution models difficult to apply in digital marketing?

5. How do KPIs help businesses improve their advertising strategies?

3.4 Ethical and Legal Considerations in Digital Marketing

3.4.1 Data privacy and consumer protection

Data privacy is a critical issue in digital marketing because businesses collect and use customer
information to personalise campaigns. Consumer protection laws require that this data be
handled responsibly, with transparency and consent. Misuse of personal data can damage trust
and lead to legal consequences. Businesses must therefore adopt secure systems and.comply with
regulations such as the General Data Protection Regulation (GDPR).
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Box 3.3

Principles of data privacy in digital marketing

* Transparency: Clearly inform users about data
collection and usage.

* Consent: Obtain explicit permision before collecting for processing
personal data.

* Data Minimization: Collect only necesary data for specified
purpose.

* Security: Implement robust measures to protect data from
unahorized access.

e Compliance: Adhere relevant regulations like GDPR, CCPA, and e-Privacy

Box 3.3 Principles of data privacy in digital marketing

Fill in'the blank: Misuse of personal data can damage customer and lead to legal
consequences.

3.4.2 Ethical issues in online advertising

Ethical issues arise when advertisements mislead, exploit, or invade consumer privacy. Examples
include false claims, manipulative targeting, and intrusive pop-ups. Ethical digital marketing
requires honesty, respect for consumer autonomy, and sensitivity to cultural differences.
Businesses that uphold ethical standards build stronger relationships with customers and enhance
their reputation.
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Plate 3.2 Ethical issues in online advertising

@ Ethical Online Advertising ® Unthecal Practices

Ethical Practices

Y
= —

5 =

Personaized, not intrusive ads Misleading, spammy ads
&
: Fake News
Personaized, net intrusive ads .
@ Attt 3530l Miracle Cure EXPOSED! |©
b s%9 -
h » - -

Producis

ﬁ Eco-Friendly
<«

il
:

Plate 3.2 Ethical issues in online advertising

Fill in'the blank: Ethical digital marketing requires honesty, respect for consumer autonomy, and
sensitivity to differences.

3.4.3 Regulatory frameworks and compliance

Digital marketing is governed by regulatory frameworks that vary across regions. These
frameworks include laws on advertising standards, consumer rights, and data protection.
Compliance ensures that businesses avoid penalties and maintain credibility. Examples include
GDPR in Europe, CAN-SPAM Act in the United States, and Nigeria’s Data Protection
Regulation (NDPR). Businesses must stay updated on regulations to operate responsibly in
global markets.
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Table 3.4 Examples of regulatory
frameworks in digital marketing

GDPR (General of  Lawfluuss, Fairness, Transparency EU & EEA; impacts
Protectiart of the Potection global busineses
Regulation) * Consent & Data Subject Rights

* Data Protection by Design

CAN-SPMP Act (Controilling the * Accurate Headers & Subject Lines Commercial emails in the U.S.
Assault of Non-Solited Pornongny  « Opt-out Mechanism
Marketing Act)

* Physical Address Included

NDPR (Nigerin Data Protection Regulation)

NDPR (Nigerin Data Protection * Data Protection Principles Nigeria; applicable to
Regulation) » Lawvul Basis for Processing busineses processing
Nigorans’ data
* Data Audit & Compliance

Table 3.4 Examples of regulatory frameworks in digital marketing

Fill in the blank: Compliance with regulatory frameworks helps businesses avoid penalties and
maintain

Pilot questions 3.4
1. Why is data privacy important in digital marketing?

2. Give one example of an ethical issue in online advertising.
3. What principle ensures that customers agree to the use of their data?
4. Name two regulatory frameworks that govern digital marketing.

5. Explain how compliance with regulations benefits businesses.

-
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Series summary

This Series has introduced you to the essentials of digital marketing and online advertisements,
highlighting their role in strengthening e-business operations. Its purpose was to help you
understand how digital tools and strategies differ from traditional marketing, and why they are
critical for reaching global audiences and engaging customers effectively.

We began with the fundamentals of digital marketing, then explored online advertising channels
such as SEM, SEO, social media, display ads, video ads, and email marketing. Following that,
we examined how businesses measure and evaluate advertising effectiveness using KPIs and
analytics tools, while also considering the challenges of attribution and data privacy. Finally, we
addressed ethical and legal considerations, including consumer protection and regulatory
frameworks. In line with the Series Learning Outcomes, you should now be able to describe
digital marketing fundamentals, analyse advertising channels, evaluate effectiveness using KPIs,
and explain ethical and legal issues in digital marketing.

Glossary of terms

e Analytics tools: Software applications that collect and interpret data about user
behaviour and campaign performance.

o Attribution models: Methods used to assign credit to different marketing channels for
conversions.

e Click-through rate (CTR): A KPI that measures how often users click on an
advertisement compared to how often it is shown.

o Conversion rate: The percentage of users who take a desired action, such as making a
purchase.

o Data privacy: The protection of personal information collected and used in digital
marketing.

o Digital marketing: The use of online platforms and technologies to promote products
and services.

e Email marketing: Sending promotional messages directly to customers’ inboxes, often
personalised.

o Key performance indicators (KPIs): Measurable values that indicate the success of
digital marketing campaigns.

o Return on investment (ROI): A KPI that measures the profitability of marketing
activities relative to their cost.

o Search engine marketing (SEM): Paid strategies to promote websites through search
engines.

e Search engine optimisation (SEQ): Techniques to improve a website’s visibility in
organic search results.

-
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e Social media advertising: Promotion of products and services through platforms such as
Facebook, Instagram, and LinkedIn.

Concept Check Questions [Series 3]
Objective questions

1. Which of the following is a key difference between digital and traditional marketing?
(Linked to SLO 3.1) a) Digital marketing is less measurable b) Traditional marketing is
interactive c) Digital marketing allows real-time tracking d) Traditional marketing uses
websites

2. Which online advertising channel involves improving visibility in organic search results?
(Linked to SLO 3.2) a) SEM b) SEO c¢) Display ads d) Email marketing

3. Which KPI measures how often users click on an advertisement compared to how often it
is shown? (Linked to SLO 3.3) a) ROI b) CTR c¢) CPC d) Conversion rate

Short-answer questions

4, Define digital marketing and explain its importance in e-business. (Linked to SLO 3.1)
5. Give one example of a social media advertising strategy. (Linked to SLO 3.2)

6. Identify two KPIs used to measure online advertising effectiveness. (Linked to SLO 3.3)
7. Explain why data privacy is important in digital marketing. (Linked to SLO 3.4)

Long-answer questions

8. Analyse the advantages-and limitations of different online advertising channels such as
SEM, SEO, social media, and email marketing. (Linked to SLO 3.2)

o Basic response: Learners should explain that SEM and SEO improve visibility,
social media advertising targets specific audiences, and email marketing provides
personalised communication. Limitations include cost, competition, and privacy
concerns.

e Value-added response: Outstanding learners may extend the analysis by
comparing effectiveness across industries, discussing integration of channels, and
evaluating long-term customer engagement.

9. Evaluate the ethical and legal considerations in digital marketing, focusing on data
privacy, consumer protection, and regulatory compliance. (Linked to SLO 3.4)

e Basic response: Learners should highlight that businesses must respect customer
privacy, avoid misleading advertisements, and comply with regulations such as
GDPR or NDPR.

e Value-added response: Outstanding learners may evaluate how ethical practices
build trust and brand loyalty, and discuss challenges of compliance in global
markets with differing regulations.

-
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Answers to Concept Check Questions [Series 3]
1. c¢) Digital marketing allows real-time tracking
2. b) SEO
3. b)CTR

4. Digital marketing is the use of online platforms and technologies to promote products and
services. It is important because it provides cost-effective ways to reach global audiences
and measure success.

5. Sponsored posts on Facebook or Instagram.
6. CTR and conversion rate.

7. Data privacy ensures that customer information is handled responsibly, protecting trust
and avoiding legal issues.

8. Basic response: SEM and SEO improve visibility, social media targets audiences, and
email marketing personalises communication. Limitations include cost, competition, and
privacy concerns. Value-added response: Effectiveness varies across industries,
channels can be integrated for stronger impact, and long-term engagement depends on
customer trust.

9. Basic response: Businesses must respect privacy, avoid misleading ads, and comply with
regulations such as GDPR or NDPR. Value-added response: Ethical practices build trust
and loyalty, while compliance challenges arise in global markets with differing laws.

Answers to Pilot Questions [Series 3]
Part 3.1

o Digital marketing uses online platforms and technologies to promote products and
services.

o Digital marketing allows real-time tracking, unlike traditional marketing.
o It is important because it is cost-effective and measurable.
e ' SEO and email campaigns.
e By using KPIs such as CTR and ROL.
Part 3.2
e  SEM is paid promotion, SEO improves organic visibility.
e Social media advertising targets specific audiences.
e Display ads and video ads.
e Video ads are effective because they capture attention with multimedia.
o Email marketing supports engagement through personalised communication.

-
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Part 3.3
o KPIs are measurable values; examples include CTR and conversion rate.
e Analytics tools track user behaviour and campaign performance.
o Data privacy restrictions.
o Attribution models are difficult because of multiple customer touchpoints.
o KPIs help businesses identify strengths and weaknesses in campaigns.
Part 3.4
o Data privacy protects customer information and builds trust.
o False claims in advertisements.
o Consent.
e GDPR and NDPR.

o Compliance avoids penalties and builds credibility.

Series 4: E-Commerce Operations: Sales and
Payments

Series Outline

Part 4.1 Fundamentals of E-Commerce Sales
4.1.1 Definition and scope of e-commerce sales
4.1.2 Online sales channels (websites, marketplaces, social media)
4.1.3 Customer journey in e-commerce sales
Part 4.2 Order Processing and Fulfilment
4.2.1 Steps incorder processing (order placement, confirmation, tracking)
4.2.2 Inventory management in e-commerce
4.2.3 Logistics and delivery systems
Part 4.3 Payment Systems in E-Commerce
4.3.1 Types of online payment methods (credit/debit cards, mobile wallets, bank
transfers)
4.3.2 Payment gateways and their role
4.3.3 Security considerations in online payments
Part 4.4 Challenges and Best Practices in Sales and Payments
4.4.1 Common challenges (fraud, failed transactions, delivery delays)
4.4.2 Customer trust and satisfaction in sales and payments
4.4.3 Best practices for efficient and secure operations

-
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Introduction

E-commerce operations are the backbone of online business, enabling organisations to manage
sales and payments efficiently. This Series focuses on the processes that make online
transactions possible, from order placement to payment completion. By examining these
operations, you will gain insight into how businesses deliver seamless customer experiences
while ensuring security and trust in digital transactions.

The aim of this Series is to equip you with the knowledge and skills to understand e-commerce
sales channels, order processing and fulfilment, online payment systems, and the challenges and
best practices that shape successful operations.

We shall begin by exploring the fundamentals of e-commerce sales and the customer journey.
Next, we will examine order processing and fulfilment, including inventory management and
logistics. Following that, we will study online payment systems and security considerations.
Finally, we will conclude with challenges and best practices in sales and payments, focusing on
customer trust and operational efficiency.

Series Learning Outcomes
Upon completing this Series, you should be able to:
4.1 describe the fundamentals of e-commerce sales and explain the customer journey,

4.2 analyse the processes of order processing, inventory management, and fulfilment in e-
commerce,

4.3 explain different online payment systems and evaluate their security considerations, and

4.4 identify challenges in e-commerce sales and payments and propose best practices for
efficient and secure operations.

4.1 Fundamentals.of E-Caomimerce Sales

4.1.1 Definition and scope of e-commerce sales

E-commerce sales refer to the buying and selling of goods and services through online
platforms. The scope includes business-to-consumer (B2C), business-to-business (B2B),
consumer-to-consumer (C2C), and mobile commerce (m-commerce). These sales are facilitated
through websites, online marketplaces, and social media platforms, making them accessible to
global audiences.

-
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Figure 4.1 Types of e-commerce sales

B2C (Business-to-Consumer) B2B (Business-to-Business)
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C2C Consumer-to-Consumer) M-Commerce (Mobile Commerce)
* Online Marketplaces » Mobile Apps
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« Second-hand Goods Q% * On-the-go Shopping

Figure 4.1 Types of e-commerce sales

Fill in the blank: E-commerce sales refer to the buying and selling of goods and services through
platforms.

4.1.2 Online sales’channels (websites, marketplaces, social media)
E-commerce sales occur through multiple channels:

Websites: Businesses create their own online stores to sell directly to customers.

Marketplaces: Platforms such as Amazon, Jumia, and eBay allow multiple sellers to reach
large audiences.

Social media: Platforms like Instagram and Facebook enable businesses to sell products
directly through integrated shopping features.
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Plate 4.1 Online sales channels in e-commerce

1

Fill in'the blank: Platforms such as Amazon and Jumia are examples of online where
multiple sellers reach customers.

4.2.3 Customer journey in e-commerce sales

The customer journey in e-commerce sales typically involves stages such as awareness,
consideration, purchase, and post-purchase engagement. Businesses must design websites and
sales channels to guide customers smoothly through these stages. For example, product
recommendations and secure checkout processes encourage purchases, while follow-up emails
and customer support enhance post-purchase satisfaction.

-
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Box 4.1 Stages of the customer journey in e-commerce

Stages of the customer

journey in e-commerce

* Awareness: Potential customer learns about product/brand

* Consideration: Customer researches and
evaluates options

e Purchase: Customer completes the transaction

* Delivery: Customer receives the product

* Post-Purchase Engagement: Customer provides
feedback feedback, repeat purchases
loyalty

Box 4.1 Stages of the customer journey in e-commerce

Fill in'the blank: The customer journey in e-commerce typically involves stages such as
awareness, consideration, purchase, and engagement.

Pilot questions 4.1
Define e-commerce sales and explain their scope.

Give two examples of online sales channels.
What are the four main types of e-commerce sales?
List the stages of the customer journey in e-commerce.

Why is post-purchase engagement important in e-commerce sales?
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4.2 Order Processing and Fulfilment
4.2.1 Steps in order processing
Order processing in e-commerce involves several steps that ensure smooth transactions:

Order placement: Customers select products and place orders through websites or apps.

Order confirmation: The system verifies product availability and sends confirmation to the
customer.

Order tracking: Customers receive updates on the status of their orders until-delivery.

Figure 4.2
Steps in order processing

= O s
Order Placement Order Confirmation Order Tracking m

: é:d t: c’;m : gman/SI;AS Hatifeation * Real-time updates * Recive package
eckou ymenk .. - + Shipment status + Confirmation
* Payment + Payment Verification

Customer Journey

Figure 4.2
Steps in order processing

Fill in the blank: After order placement, the system verifies product availability and sends
to the customer.
il
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4.2.2 Inventory management in e-commerce

Inventory management ensures that businesses maintain the right stock levels to meet customer
demand. Techniques include real-time tracking, automated stock updates, and integration with
sales platforms. Effective inventory management reduces delays, prevents stockouts, and
improves customer satisfaction.

Techniques of inventory management in

e-commerce

* Real-time Tracking: Continuous monitoring of stock levels all channels

* Automated Stock Updates: Automatic adjustnent of inventory after
each sale or return

* Integration with Sales Platforms: Seamless data flow
between e-commerce sites, markeplaces, marketplaces, and
inventory systems

* Demand Forcasting: Using historical data to predict future stock needs
* Barcoding & RFID: Efficient scanning for accurate counts

Box 4.2 Techniques of invanagement in e-commerce

Fill in the blank: Effective inventory management reduces delays, prevents stockouts, and
imptroves customer

4.2.3 Logistics and delivery systems
Logistics and delivery systems are critical for fulfilling customer orders. They involve
warehousing, packaging, shipping, and last-mile delivery. Businesses often partner with logistics

-
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companies to ensure timely and reliable delivery. Innovations such as same-day delivery and
real-time tracking enhance customer experience and competitiveness in e-commerce.

Plate 4.2 Logistics and delivery systems in-commerce

Delivery Truck Last-Mile Delivery

Plate 4.2 Logistics and delivery systems in-ecommerce

Fill in the blank: Logistics and delivery systems involve warechousing, packaging, shipping, and
delivery.

Pilot questions 4.2
What are the main steps in order processing?

Explain why inventory management is important in e-commerce.
List two techniques used in inventory management.

What is last-mile delivery in logistics?

R | A\-NET | ONLINE LEARNING VIDEO PLATFORM FOR POST-SECONDARY & HIGHER INSTITUTION STUDENTS



How do logistics innovations improve customer experience?

4.3 Payment Systems in E-Commerce

4.3.1 Types of online payment methods
E-commerce relies on diverse payment methods to accommodate customer preferences:

Credit/debit cards: The most common method, enabling direct transactions through card
networks.

Mobile wallets: Apps such as PayPal, Apple Pay, and Flutterwave that store payment
information securely.

Bank transfers: Direct transfers from customer accounts to business accounts, often used for
larger purchases.

Cash on delivery (COD): Customers pay upon receiving goods, still popular in some
regions.

FW
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Table 4.1 Types of online payment methods

T N T

Credit/Debit Cards Widely accepted; Instant Convenience for customers
Fraud protection Secure transactions

Mobile Wallets (e.g.- One-tap payment Speed & ease of use

Apple Pay, Google Pay) Biormetic security Enhanced security

Integrated loyallty programs

Bank Transfers Direct from bank account Ideal for large purchases
No card required Low transaction fees
Secure (often)
Cash on Delivery (COD) Payment upon delivery, Trust-building for new customers

uppfont fraud risk for buyer Accessbility for yuunaked

Table 4.1 Types of online payment methods

Fill in the blank: Mobile wallets such as PayPal and Apple Pay store payment information

4.3.2 Payment gateways and their role

Payment gateways are secure platforms that process online transactions between customers and
businesses. They encrypt sensitive information, verify payment details, and ensure funds are
transferred safely. Examples include PayPal, Stripe, and Paystack. Payment gateways are
essential for building customer trust and enabling smooth e-commerce operations.

-
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Figure 4.3 Role of payment gateways in e-commerce
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Figure 4.3 Role of payment gateways in e-commerce

Fill in'the blank: Payment gateways encrypt sensitive information and ensure funds are
transferred

4.3.3 Security considerations in online payments

Security is critical in online payments to protect customer data and prevent fraud. Measures
include encryption, two-factor authentication, and compliance with standards such as PCI DSS
(Payment Card Industry Data Security Standard). Businesses must also educate customers about
safe practices, such as avoiding public Wi-Fi during transactions.
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Box 4.3 Security Measures
in Online Payments

@ Encryption
@ Two-Factor Authenntation (2FA)

@ PCI DSS Compliance

@ Customer Education

JINIIS

Fill in'the blank: Two=factor authentication adds an extra layer of to online payments.

Pilot questions 4.3
List four types of online payment methods used in e-commerce.

What is the role of payment gateways in online transactions?
Give two examples of payment gateways.
Explain one security measure used in online payments.

Why is customer education important in online payment security?
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4.4 Challenges and Best Practices in Sales and Payments

4.4.1 Common challenges
E-commerce operations face several challenges in managing sales and payments:

Fraud: Online transactions are vulnerable to identity theft and fraudulent activities.
Failed transactions: Technical errors or insufficient funds can disrupt payments.

Delivery delays: Logistics issues may cause late deliveries, reducing customer satisfaction.

; Table 4.2

Common Challenges in E-commerce Sales
and Payments

Challenge Description Impact

Unhotorized purchases, Financial loss,

Fraud chargebacks reputatioal damage

Payment processing Lost sales, customer

Failed Transactions errors, insuficient funds frustration

Logistical issues, shipping | Negative reviews,

Delivery Delays carrier problems customer churn

Fill in the blank: Online transactions are vulnerable to identity theft and activities.

4.4.2 Customer trust and satisfaction in sales and payments
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Customer trust is essential for successful e-commerce operations. Businesses must ensure secure
payment systems, transparent policies, and reliable delivery services. Satisfaction is enhanced
when customers experience smooth transactions, timely deliveries, and responsive customer
support. Trust and satisfaction directly influence repeat purchases and brand loyalty.

Plate 4.3

Customer Trust and Satisfaction in
E-commerce

FAST DELIVERY

Fill in the blank: Customer trust and satisfaction directly influence repeat purchases and brand

4.4.3 Best practices for efficient and secure operations
To overcome challenges, businesses adopt best practices such as:

Implementing fraud detection systems

Using secure payment gateways
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Offering multiple payment options
Providing clear return and refund policies

Partnering with reliable logistics providers

Box 4.4 Best Practices in
E-commerce Sales and Payments

@ Fraud Detection

@ Secure Payment Gateways

@ Multiple Payment Options
@ Clear Policies & Terms
@ Reliable Logistics & Shipping

Fill in the blank: Offering multiple payment options and clear refund policies are examples of
practices in e-commerce.

Pilot questions 4.4
Identify two common challenges in e-commerce sales and payments.

Why is customer trust important in online transactions?

List three best practices businesses can adopt to improve sales and payments.
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How do delivery delays affect customer satisfaction?

Explain how fraud detection systems support secure e-commerce operations.

Series Summary

This Series has explored the operational backbone of e-commerce: sales and payments. Its
purpose was to help you understand how online businesses manage transactions, fulfil orders,
and ensure secure payment systems.

We began with the fundamentals of e-commerce sales, examining types of sales (B2C, B2B,
C2C, m-commerce), online sales channels, and the customer journey. Next, we studied order
processing and fulfilment, including inventory management and logistics. We then analysed
payment systems in e-commerce, covering payment methods, gateways, and security
considerations. Finally, we addressed challenges and best practices in sales and payments,
focusing on fraud prevention, customer trust, and operational efficiency.

By completing this Series, you should now be able to describe e-commerce sales fundamentals,
analyse order processing and fulfilment, explain online payment systems and their security, and
identify challenges with best practices for efficient operations.

Glossary of Terms

B2C (Business-to-Consumer): Online sales where businesses sell directly to individual
customers.

B2B (Business-to-Business): Online transactions between businesses.

C2C (Consumer-to-Consumer): Online platforms where consumers sell to other
consumers.

M-commerce: Mobile commerce, sales conducted via smartphones and tablets.

Order processing: The steps involved in handling customer orders, from placement to
delivery.

Inventory management: The control and tracking of stock levels to meet customer demand.
Logistics: The management of warehousing, packaging, shipping, and delivery.

Payment gateway: A secure platform that processes online transactions between customers
and businesses.

Encryption: A security measure that protects sensitive information during online
transactions.

Two-factor authentication (2FA): An extra security step requiring two forms of
verification.

Fraud detection systems: Tools used to identify and prevent fraudulent transactions.

-
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Customer trust: Confidence customers have in the security and reliability of e-commerce
operations.

Concept Check Questions [Series 4]
Objective questions

Which type of e-commerce involves transactions between businesses? (Linked to SLO 4.1)
a) B2C b) B2B ¢) C2C d) M-commerce

Which step in order processing involves verifying product availability? (Linked to SLO 4.2)
a) Order placement b) Order confirmation c) Order tracking d) Delivery

Which of the following is an example of a payment gateway? (Linked to SLO 4.3) a)
Amazon b) PayPal c¢) Jumia d) Instagram

Short-answer questions

Define e-commerce sales and give two examples of online sales channels.

What is inventory management, and why is it important in e-commerce?

List two types of online payment methods.

Explain one common challenge in e-commerce sales and payments.

Long-answer questions

Analyse the role of logistics and delivery systems in e-commerce fulfilment. (Linked to SLO 4.2)

Basic response: Learners should explain that logistics involves warehousing,
packaging, shipping, and last-mile delivery.

Value-added response: Outstanding learners may extend the analysis by discussing
innovations such as same-day delivery and real-time tracking, and their impact on
competitiveness.

Evaluate best/practices businesses can adopt to overcome challenges in sales and payments.
(Linked to SLO 44)

Basic response: Learners should highlight practices such as fraud detection, secure
gateways, multiple payment options, and clear refund policies.

Value-added response: Outstanding learners may evaluate how these practices build
customer trust, enhance satisfaction, and support long-term business growth.

Answers to Concept Check Questions [Series 4]
b) B2B
b) Order confirmation

b) PayPal

o) LA-NET | ONLINE LEARNING VIDEO PLATFORM FOR POST-SECONDARY & HIGHER INSTITUTION STUDENTS



E-commerce sales are the buying and selling of goods and services online. Examples:
websites and marketplaces.

Inventory management is the control of stock levels to meet demand; it prevents delays and
stockouts.

Credit/debit cards and mobile wallets.
Fraud is a common challenge, as online transactions are vulnerable to identity theft.

Basic response: Logistics ensures warehousing, packaging, shipping, and last-mile delivery.
Value-added response: Innovations like same-day delivery and tracking improve
competitiveness and customer satisfaction.

Basic response: Best practices include fraud detection, secure gateways, multiple payment
options, and clear refund policies. Value-added response: These practices build trust,
improve satisfaction, and support long-term growth.

Answers to Pilot Questions [Series 4]
Part 4.1
Buying and selling of goods/services online.
Websites and marketplaces.
B2C, B2B, C2C, m-commerce.
Awareness, consideration, purchase, post-purchase engagement.
It builds loyalty and satisfaction.
Part 4.2
Placement, confirmation, tracking, delivery.
It ensures stock availability and prevents delays.
Real-time tracking and automated stock updates.
Delivery to the customer’s location.
They improve speed and reliability.
Part 4.3
Credit/debit cards, mobile wallets, bank transfers, COD.
Gateways process transactions securely.
PayPal and Stripe.
Encryption protects sensitive data.
It helps customers avoid unsafe practices.

-

o) LA-NET | ONLINE LEARNING VIDEO PLATFORM FOR POST-SECONDARY & HIGHER INSTITUTION STUDENTS



Part 4.4
Fraud and delivery delays.
Trust encourages repeat purchases.
Fraud detection, secure gateways, clear refund policies.
Delays reduce satisfaction and loyalty.

They prevent fraudulent transactions.

Series S: Emerging Trends: Bitcoin and Crowd
Funding

Series Outline

Part 5.1 Introduction to Emerging Trends in E-Business
5.1.1 Definition of emerging trends
5.1.2 Importance of innovation in e-business
5.1.3 Overview of Bitcoin and crowdfunding as case studies
Part 5.2 Bitcoin and Cryptocurrency in E-Business
5.2.1 What is Bitcoin? Origins and features
5.2.2 Blockchain technology and its role in transactions
5.2.3 Advantages and challenges of using Bitcoin in e-business
Part 5.3 Crowd Funding Models and Platforms
5.3.1 Definition and types of crowdfunding (donation-based, reward-based, equity-
based, debt-based)
5.3.2 Popular crowdfunding platforms (Kickstarter, GoFundMe, Indiegogo, etc.)
5.3.3 Benefits and risks of crowdfunding for entrepreneurs
Part 5.4 Implications and Future of Bitcoin and Crowd Funding
5.4.1 Impact on traditional finance and entrepreneurship
5.4.2 Regulatory and ethical considerations
5.4.3 Future prospects and integration into mainstream e-business

Introduction

Emerging trends in e-business are reshaping how organisations and individuals conduct
transactions, raise capital, and innovate. Two of the most significant developments are Bitcoin
and crowdfunding. Bitcoin, as the first widely adopted cryptocurrency, has introduced
decentralised digital transactions powered by blockchain technology. Crowdfunding, on the other
hand, has opened new pathways for entrepreneurs and innovators to access funding directly from
the public without relying solely on traditional financial institutions.

-
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This Series examines these two trends as case studies in how technology and innovation are
transforming e-business. You will learn the fundamentals of Bitcoin and blockchain, explore
different crowdfunding models and platforms, and assess their benefits, risks, and future
implications for businesses and society.

Series Learning Qutcomes (SLOs)
Upon completing this Series, you should be able to:

5.1 describe emerging trends in e-business and explain the significance of Bitcoin and
crowdfunding,

5.2 explain the features of Bitcoin and blockchain technology, and evaluate their advantages
and challenges in e-business,

5.3 analyse different crowdfunding models and platforms, highlighting their benefits and
risks for entrepreneurs, and

5.4 assess the implications and future prospects of Bitcoin and crowdfunding, including
regulatory and ethical considerations

5.1 Introduction to Emerging Trends in‘E~-Business
5.1.1 Definition of emerging trends

Emerging trends in e-business are new practices, technologies, or innovations that significantly
influence how online businesses operate. These trends often arise from advances in digital
technology, shifts in consumer behaviour, or changes in global markets. Examples include
cryptocurrencies, crowdfunding, artificial intelligence, and blockchain applications.

-
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Box 5.1 Examples of
Emerging Trends in E-Business

@ Cryptcrurancies

@ Crowfunding

@ Artificial Intelligence (Al)
@ Blockchain Applications

Fill in'the blank: Emerging trends in e-business often arise from advances in technology
and shifts in consumer behaviour.

5.1.2 Importance of innovation in e-business

Innovation drives competitiveness in e-business by enabling companies to adopt new tools and
strategies. It allows businesses to improve efficiency, reach wider audiences, and create unique
customer experiences. Without innovation, e-businesses risk becoming obsolete in a rapidly
changing digital economy.

-
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Figure 5.1 Importance of
Innovation in E-Business

@
INNOVATION
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EXPERIENCES

Fill in'the blank: Innovation in e-business enables companies to improve efficiency and create
unique experiences.

5.1.3 Overview of Bitcoin and crowdfunding as case studies
Bitcoin and crowdfunding are two case studies of emerging trends in e-business.

Bitcoin: A decentralised digital currency that uses blockchain technology to enable peer-to-
peer transactions without intermediaries.

Crowdfunding: A method of raising funds from a large number of people, typically through
online platforms, to support projects, startups, or social causes.
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Both trends challenge traditional financial systems and open new opportunities for entrepreneurs
and businesses.

Plate 5.1 and Crowfunding as
Emerging Trends

BITCOIN &

Support Eco-Farm
Initiative

75% funded

$75,000

raised

Back This Project

Fill in the blank: Bitcoin uses blockchain technology to enable peer-to-peer transactions without

Pilot questions 5.1
Define emerging trends in e-business and give two examples.

Why is innovation important in e-business?
What technology underpins Bitcoin transactions?

Explain crowdfunding in simple terms.
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How do Bitcoin and crowdfunding challenge traditional financial systems?

5.2 Bitcoin and Cryptocurrency in E-Business
5.2.1 What is Bitcoin? Origins and features

Bitcoin is the first widely adopted cryptocurrency, introduced in 2009 by an anonymous creator
known as Satoshi Nakamoto. 1t is a decentralised digital currency that operates without a central
authority or bank. Transactions are recorded on a public ledger called the blockchain, ensuring
transparency and security. Key features include decentralisation, limited supply (21 million
coins), divisibility, and peer-to-peer transfer.

Box 5.2 Key Features of
Bitcoin

U Decentalissation
& Limited Supply (21 million)

@ Diviisility (to 8 decimal places)

Q Peer-to-Peer Transfer

Fill in the blank: Bitcoin was introduced in 2009 by an anonymous creator known as

-
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5.2.2 Blockchain technology and its role in transactions

Blockchain technology is the backbone of Bitcoin. It is a distributed ledger system where
transactions are grouped into blocks and linked together chronologically. Each block is verified
by a network of computers (nodes), making it nearly impossible to alter past records. Blockchain
ensures transparency, security, and trust in digital transactions, and its applications extend
beyond cryptocurrencies to areas like supply chain management and smart contracts.

Verification
by Nodes

Added to
Blockhain
(Distributed
Ledger)

Fill in the blank: Blockchain technology is a distributed system that records transactions
securely and transparently.

5.2.3 Advantages and challenges of using Bitcoin in e-business

-
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Bitcoin offers several advantages for e-business:
Global reach: Enables cross-border transactions without currency conversion.
Lower transaction fees: Compared to traditional banking systems.
Transparency and security: Transactions are recorded on blockchain.
Financial inclusion: Provides access to digital payments for the unbanked.
However, challenges include:
Volatility: Bitcoin’s value fluctuates significantly.
Regulatory uncertainty: Different countries have varying policies.
Scalability issues: Limited transaction processing speed.

Risk of misuse: Potential for illegal activities.

-
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Table 5.1 Advantages lenges of Bitcoin in E-business

Advantages Challenges

v Global Reach (no borders) Price Volallity

v’ Lower Tansaction Fees X Uncerranity

v/ Lower Transaction Fees X Regulatory Uncertarity
Transparency (public ledger) X Scalability Concerns
Financial Inclusion Potential for Misue

Fill in'the blank: Onemajor challenge of using Bitcoin in e-business is its high price

Pilot questions 5.2
Who introduced Bitcoin, and in what year?

What technology underpins Bitcoin transactions?
List two advantages of using Bitcoin in e-business.
Identify one challenge of Bitcoin adoption.

Explain how blockchain ensures transparency in transactions.

-
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5.3 Crowd Funding Models and Platforms
5.3.1 Definition and types of crowdfunding

Crowdfunding is a method of raising funds from a large number of individuals, typically
through online platforms, to support projects, startups, or social causes. Instead of relying on
traditional banks or investors, entrepreneurs can access capital directly from the public.

Types of crowdfunding include:

Donation-based: Contributors donate money without expecting returns (e.g., charity
projects).

Reward-based: Contributors receive a product or service in return for their support.
Equity-based: Contributors receive shares or ownership in the business.

Debt-based (peer-to-peer lending): Contributors lend money with the expectation of
repayment with interest.

-
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Table 5.2 Types of Crowfcunding Models

Example

Type Description Platforms

Features

Individuals donate to GoFuNem,

Donation-Based | causes withecting anything JustGivin tha”taplle focus, no
wad return. g inancial return

Backers receive non-monteary
Reward-Based rewards (products, perks)
for contributions.

Kicklsster, Lost sales, creative
IndieGiving carrier problems

Kickisster, shares or SeedInvest, Scalablity reviews

Equity-Base : [
quity-Based startup o business Inrowdcube owenship stake

Debt-Based / P/2P| Borweers receive loans LendingCub, Loans, intrest-

. from multiple individuals,
Lending) Feipiaylivg With itenst. Prosper based return

Fill in'the blank: Tn -based crowdfunding, contributors receive shares or ownership in the
business.

5.3.2 Popular crowdfunding platforms

Several platforms have become popular for crowdfunding:
Kickstarter: Focuses on creative projects such as films, games, and technology.
Indiegogo: Offers flexible funding options for startups and innovations.

GoFundMe: Primarily used for personal causes and charitable campaigns.

-
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Crowdcube/Seedrs: Platforms for equity-based crowdfunding, allowing investors to buy
shares in startups.

Plate 5.2 Popular Crowfheding Platforms

7 Crowdcube

Fill in the blank: is a crowdfunding platform primarily used for personal causes and
charitable campaigns.

5.3.3 Benefits and risks of crowdfunding for entrepreneurs
Crowdfunding provides entrepreneurs with several benefits:
Access to capital without traditional financial institutions.

Market validation by testing demand before launching products.
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Community building through direct engagement with supporters.
However, risks include:

Failure to meet funding goals, leading to project cancellation.

Intellectual property risks, as ideas are shared publicly.

Reputation damage if projects fail to deliver promised rewards.

Box 5.3 Benefits and Risks of Crowfunding

Benefits Risks

O Capital Access

@ Market Valitation & X Funding Failure
Feedback X |P Risks & Dilution

@ Community Building & Buzz X Reputation Damage

Fill in the blank: Crowdfunding allows entrepreneurs to test demand before launching products, a
process known as market

Pilot questions 5.3
Define crowdfunding in simple terms.

-
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List the four main types of crowdfunding.
Name two popular crowdfunding platforms.
What is one benefit of crowdfunding for entrepreneurs?

Identify one risk associated with crowdfunding.

5.4 Implications and Future of Bitcoin and Crowd Funding
5.4.1 Impact on traditional finance and entrepreneurship

Bitcoin and crowdfunding are reshaping traditional finance and entrepreneurship:
Bitcoin challenges banks by enabling peer-to-peer transactions without intermediaries.

Crowdfunding reduces reliance on venture capital and banks, giving entrepreneurs direct
access to public funding.

Both trends democratise finance, empowering individuals and small businesses to participate
in global markets.

-
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Figure 5.3 Impact of
and Crowfunding on
Traditional Finance

Figure 5.3 Crorpereut

(g Bitcoin

4

Disrupts Empowers

&

Fill in'the blank: Crowdfunding reduces reliance on venture capital and by giving
entrepreneurs direct access to public funding.

5.4.2 Regulatory and ethical considerations
Both Bitcoin and crowdfunding raise regulatory and ethical issues:
Bitcoin: Concerns about money laundering, tax evasion, and consumer protection.

Crowdfunding: Risks of fraud, misuse of funds, and lack of investor protection.
Governments and institutions are developing frameworks to balance innovation with
accountability. Ethical practices, such as transparency and responsible use, are essential
for long-term sustainability.

-
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Box 5.4 Regulatory and
Ethical Issues in Bitcoin
and Crowfunding

(%) Money Launding Concerns
@ Tax Evasion & Reporting

@ Frauduent Schemes & Scams
Misue of Funds

Investor Protection & Risks

Fill in'the blank: Governments are developing frameworks to balance innovation with in
Bitcoin and crowdfunding.

5.4.3 Future prospects and integration into mainstream e-business
The future of Bitcoin and crowdfunding shows strong potential:

Bitcoin may integrate further into mainstream e-business as payment systems evolve and
regulations mature.

Crowdfunding is likely to expand, offering more diverse funding models and global reach.

Together, they represent a shift toward decentralised finance and participatory
entrepreneurship.

-
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Plate 5.3 Future Prospects of Bitcoin and
Crowfunding in E-Business

EXCK g

NAREKELYCE FUNDTHS PRovecr

b
AL
Vertical Faming
Infitadtive

Fill in'the blank: Biteoin and crowdfunding represent a shift toward decentralised finance and
participatory

Pilot questions 5.4
How does Bitcoin challenge traditional banking systems?

What is one ethical issue associated with crowdfunding?
Why are regulatory frameworks important for Bitcoin and crowdfunding?
Explain one way Bitcoin could integrate into mainstream e-business.

What do Bitcoin and crowdfunding represent for the future of finance?

S | A-NET | ONLINE LEARNING VIDEO PLATFORM FOR POST-SECONDARY & HIGHER INSTITUTION STUDENTS



Series Summary

This Series examined emerging trends in e-business, focusing on Bitcoin and crowdfunding
as case studies. The purpose was to highlight how innovation and technology are reshaping
finance, entrepreneurship, and online business operations.

We began with an introduction to emerging trends, defining their role in e-business and
emphasising the importance of innovation. Next, we explored Bitcoin and cryptocurrency,
covering its origins, blockchain technology, and advantages and challenges in e-business. We
then studied crowdfunding models and platforms, analysing donation-based, reward-based,
equity-based, and debt-based approaches, along with their benefits and risks. Finally, we
assessed the implications and future of Bitcoin and crowdfunding, including their impact on
traditional finance, regulatory and ethical considerations, and prospects for integration into
mainstream e-business.

By completing this Series, you should now be able to describe emerging trends, explain Bitcoin
and blockchain, analyse crowdfunding models and platforms, and evaluate their implications for
the future of e-business.

Glossary of Terms
Bitcoin: A decentralised digital currenc¢y introduced in 2009, operating on blockchain
technology.

Blockchain: A distributed ledger system that records transactions securely and transparently.
Cryptocurrency: Digital currencies that use eryptography for secure transactions.

Crowdfunding: A method of raising funds from a large number of individuals via online
platforms.

Donation-based crowdfunding: Contributors donate without expecting returns.
Reward-based crowdfunding: Contributors receive a product or service in return.
Equity-based. crowdfunding: Contributors receive shares or ownership in a business.

Debt-based crowdfunding: Contributors lend money with the expectation of repayment
with interest.

Financial inclusion: Providing access to financial services for individuals without traditional
banking.

Regulatory frameworks: Laws and policies governing Bitcoin and crowdfunding to ensure
accountability.

Concept Check Questions [Series 5]
Objective questions

Who introduced Bitcoin in 2009? (Linked to SLO 5.2) a) Elon Musk b) Satoshi Nakamoto c)
Bill Gates d) Mark Zuckerberg
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Which crowdfunding model involves contributors receiving ownership in a business?
(Linked to SLO 5.3) a) Donation-based b) Reward-based c¢) Equity-based d) Debt-based

Blockchain technology is best described as: (Linked to SLO 5.2) a) A centralised banking
system b) A distributed ledger system c) A social media platform d) A payment gateway

Short-answer questions

Define Bitcoin and explain one of its key features.

List the four main types of crowdfunding.

Give one advantage and one challenge of using Bitcoin in e-business.

Explain why regulatory frameworks are important for crowdfunding.

Long-answer questions

Analyse the benefits and risks of crowdfunding for entrepreneurs. (Linked to SLO 5.3)

Basic response: Learners should explain that crowdfunding provides access to
capital, market validation, and community building, butrisks include funding
failure, intellectual property exposure, and reputation damage.

Value-added response: Outstanding learners may extend the analysis by comparing
different models, discussing global reach, and evaluating long-term sustainability.

Evaluate the implications of Bitcoin and crowdfunding for the future of e-business. (Linked to
SLO 5.4)

Basic response: Learners should highlight their impact on traditional finance,
regulatory challenges, and potential integration into mainstream business.

Value-added response: Outstanding learners may evaluate decentralised finance,
ethical considerations, and how these trends empower entrepreneurship globally.

Answers to Concept Check\Questions [Series 5]
b) Satoshi Nakamoto

¢) Equity-based

b) A distributed ledger system

Bitcoin is a decentralised digital currency; one key feature is peer-to-peer transfer.
Donation-based, reward-based, equity-based, debt-based.

Advantage: global reach. Challenge: volatility.

Regulatory frameworks protect investors, prevent fraud, and ensure accountability.

Basic response: Crowdfunding provides capital, validation, and community but risks include
failure and IP exposure. Value-added response: Different models offer varying benefits;
global reach expands opportunities but requires careful management.

-
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Basic response: Bitcoin and crowdfunding challenge traditional finance and face regulatory
hurdles. Value-added response: They represent decentralised finance, ethical
challenges, and global empowerment of entrepreneurs.

Answers to Pilot Questions [Series 5]
Part 5.1

Emerging trends are new practices or technologies in e-business.
They arise from advances in digital technology.
Blockchain underpins Bitcoin transactions.
Crowdfunding raises funds from the public.
They challenge traditional financial systems.
Part 5.2
Introduced by Satoshi Nakamoto in 2009.
Blockchain technology.
Advantages: global reach, lower fees.
Challenge: volatility.
Blockchain ensures transparency by recording verified transactions.
Part 5.3
Crowdfunding is raising funds from many people online.
Donation, reward, equity, debt.
Kickstarter and . GoFundMe.
Benefit: aceess to capital.
Risk: reputation damage if projects fail.
Part 5.4
Bitcoin enables peer-to-peer transactions without banks.
Fraud is an ethical issue in crowdfunding.
Regulations balance innovation with accountability.
Bitcoin could integrate as a mainstream payment system.

They represent decentralised finance and participatory entrepreneurship.

-
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