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Series 1: Foundations of E-Commerce Systems 

Series outline 

1.1 Introduction to E-Commerce 

• 1.1.1 Definition and scope of e-commerce 

• 1.1.2 Historical development of e-commerce 

• 1.1.3 Principles of e-commerce 

1.2 Types of E-Commerce Systems 

• 1.2.1 Business-to-Business (B2B) systems 

• 1.2.2 Business-to-Consumer (B2C) systems 

• 1.2.3 Consumer-to-Consumer (C2C) systems 

• 1.2.4 Other emerging forms (e.g. C2B, G2C) 

1.3 Internet-Based Business Models 

• 1.3.1 Overview of online business models 

• 1.3.2 Revenue models in e-commerce 

• 1.3.3 Drivers and benefits of e-commerce systems 

1.4 Virtual Value Chains and E-Commerce Management 

• 1.4.1 Concept of virtual value chains 

• 1.4.2 Use of information systems in e-commerce 

• 1.4.3 E-commerce management practices 

 

Introduction 
In today’s interconnected world, buying and selling no longer depend solely on physical shops or 

face-to-face transactions. With the rise of the internet, businesses and individuals alike can 

engage in commerce across borders, at any time of day, and with remarkable efficiency. This 

transformation is what we call e-commerce, and it has become a cornerstone of modern business 

practice. Understanding its foundations is essential for anyone who wishes to participate 

meaningfully in the digital economy. 

The aim of this Series is to equip you with a clear grasp of the fundamental concepts, systems, 

and models that underpin e-commerce. By the end of this Series, you will be able to define 

different types of e-commerce systems, explain their principles, and analyse the business models 

and management practices that support them. 
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We shall commence this Series by introducing the definition, scope, and historical development 

of e-commerce, alongside its guiding principles. Next, we will examine the different types of e-

commerce systems, ranging from business-to-business to consumer-to-consumer, including 

emerging forms. Following that, we will explore internet-based business models, revenue 

structures, and the drivers and benefits that make e-commerce attractive. Finally, we will wrap 

up by considering virtual value chains and management practices, including the role of 

information systems in sustaining online businesses. This progression will provide you with a 

solid foundation for the more advanced topics that follow in later Series. 

 

Series Learning Outcomes 

Upon completing this Series, you should be able to: 

• 2.1 define the concept and scope of e-commerce and explain its historical development, 

• 2.2 describe the guiding principles that underpin e-commerce systems, 

• 2.3 classify the major types of e-commerce systems such as B2B, B2C, and C2C, 

• 2.4 analyse internet-based business models and identify their associated revenue 

structures, 

• 2.5 evaluate the key drivers and benefits that influence the adoption of e-commerce 

systems, and 

• 2.6 explain the role of virtual value chains and demonstrate how information systems 

support e-commerce management. 

 

1.1 Introduction To E-Commerce 
1.1.1 Definition and scope of e-commerce 

E-commerce refers to the buying and selling of goods and services, or the transmission of funds 

and data, over electronic networks such as the internet. It covers a wide scope, including retail 

shopping, online banking, electronic payments, auctions, and even digital marketplaces for 

services. The scope of e-commerce extends beyond simple transactions, as it also involves 

marketing, customer service, and supply chain management. 

Fill in the blank: E-commerce refers to the buying and selling of goods and services over 

________. 
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1.1.2 Historical development of e-commerce 

The history of e-commerce can be traced back to the 1960s when businesses began using 

Electronic Data Interchange (EDI), which is the computer-to-computer exchange of business 

documents in a standard electronic format. By the 1990s, the rise of the internet and web 

browsers enabled online shopping and digital marketplaces. Today, e-commerce has evolved into 

a global system that supports mobile commerce, social commerce, and cloud-based platforms. 

Fill in the blank: The early form of e-commerce in the 1960s was known as ________. 
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1.1.3 Principles of e-commerce 

The principles of e-commerce include accessibility, which ensures that online platforms are 

available to users worldwide, security, which protects transactions and data, and efficiency, 

which reduces transaction costs and time. Another principle is interactivity, allowing businesses 

to engage directly with customers through personalised services. These principles guide the 

design and management of e-commerce systems. 

Fill in the blank: One principle of e-commerce that ensures protection of transactions and data is 

________. 
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Pilot questions 1.1 

1. Which term refers to the buying and selling of goods and services over electronic 

networks? 

2. What was the early form of e-commerce in the 1960s called? 

3. Name one principle of e-commerce that reduces transaction costs and time. 

4. Which principle of e-commerce allows businesses to engage directly with customers? 

5. What development in the 1990s enabled online shopping to become widespread? 
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1.2 Types Of E-Commerce Systems 
1.2.1 Business-to-Business (B2B) systems 

Business-to-Business (B2B) refers to electronic transactions conducted between two businesses. 

These systems often involve wholesalers, manufacturers, and suppliers who exchange goods, 

services, or information. B2B e-commerce is characterised by large transaction volumes, long-

term relationships, and negotiated pricing. It is vital for supply chain efficiency and often 

integrates with enterprise resource planning systems. 

Fill in the blank: Transactions between two businesses conducted electronically are known as 

________. 

1.2.2 Business-to-Consumer (B2C) systems 
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Business-to-Consumer (B2C) refers to transactions where businesses sell directly to individual 

consumers through online platforms. Examples include online retail stores such as Amazon or 

Jumia. B2C systems are characterised by smaller transaction volumes, shorter decision-making 

cycles, and a focus on customer experience. They often rely on digital marketing strategies to 

attract and retain customers. 

Fill in the blank: Online retail stores such as Amazon operate under the ________ model. 

1.2.3 Consumer-to-Consumer (C2C) systems 

Consumer-to-Consumer (C2C) refers to transactions between individual consumers, usually 

facilitated by a third-party platform. Examples include online marketplaces such as eBay or 

OLX, where individuals can sell goods directly to other individuals. C2C systems are 
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characterised by peer-to-peer interactions, diverse product offerings, and reliance on trust 

mechanisms such as ratings and reviews. 

Fill in the blank: Online marketplaces like eBay are examples of ________ systems. 

1.2.4 Other emerging forms (C2B, G2C) 

Consumer-to-Business (C2B) refers to situations where individuals offer products or services to 

businesses, such as freelance platforms where professionals sell their expertise. Government-to-

Citizen (G2C) refers to online services provided by government agencies to citizens, such as tax 

filing or licence renewal. These emerging forms expand the scope of e-commerce beyond 

traditional business and consumer interactions. 
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Fill in the blank: Freelance platforms where individuals sell services to businesses operate under 

the ________ model. 

Pilot questions 1.2 

1. Which type of e-commerce involves transactions between businesses? 

2. What is the main focus of B2C systems? 

3. Give one example of a C2C platform. 

4. What does C2B stand for? 

5. Which e-commerce system type includes online tax filing services? 
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1.3 Internet-Based Business Models 
1.3.1 Overview of online business models 

Online business models are structured approaches that organisations use to generate value and 

revenue through the internet. They define how a company creates, delivers, and captures value in 

the digital space. Common models include online retail, subscription services, freemium 

platforms, and marketplaces. Each model reflects a different way of engaging customers and 

monetising services. 

Fill in the blank: A structured approach that defines how a company creates, delivers, and 

captures value online is called a ________. 
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” 

1.3.2 Revenue models in e-commerce 

A revenue model is the method by which a business earns income from its online activities. 

Examples include transaction fees, subscription charges, advertising revenue, and affiliate 

commissions. For instance, streaming platforms often rely on subscription fees, while search 

engines may depend on advertising. Choosing the right revenue model is critical for 

sustainability and growth. 

Fill in the blank: The method by which a business earns income from online activities is called a 

________. 
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1.3.3 Drivers and benefits of e-commerce systems 

Drivers of e-commerce are factors that encourage its growth, such as global internet access, 

mobile technology, and digital payment systems. Benefits of e-commerce include reduced 

transaction costs, wider market reach, convenience, and improved customer engagement. These 

drivers and benefits explain why e-commerce continues to expand rapidly across industries. 

Fill in the blank: One key driver of e-commerce growth is widespread ________ access. 
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Pilot questions 1.3 

1. What term describes the structured approach businesses use to generate value online? 

2. Give one example of a revenue model used in e-commerce. 

3. Which revenue model is commonly used by streaming platforms? 

4. Name one driver of e-commerce growth. 

5. State one benefit of e-commerce systems for businesses. 

 

1.4 Virtual Value Chains And E-Commerce Management 
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1.4.1 Concept of virtual value chains 

A virtual value chain refers to the sequence of activities through which information is gathered, 

organised, and transformed into value for customers in the digital environment. Unlike 

traditional value chains that focus on physical goods, virtual value chains emphasise information 

as a key resource. They enable businesses to create new products, enhance customer experiences, 

and improve decision-making by leveraging data. 

Fill in the blank: A sequence of activities that transforms information into customer value is 

called a ________. 

1.4.2 Use of information systems in e-commerce 
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Information systems are structured combinations of people, processes, and technology that 

collect, process, store, and distribute information. In e-commerce, they support activities such as 

inventory management, customer relationship management, and payment processing. Effective 

use of information systems ensures accuracy, efficiency, and scalability in online business 

operations. 

Fill in the blank: Systems that collect, process, store, and distribute information are known as 

________. 

 

1.4.3 E-commerce management practices 

E-commerce management involves planning, organising, and controlling online business 

activities to achieve strategic goals. Key practices include monitoring website performance, 
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managing digital marketing campaigns, ensuring secure payment systems, and maintaining 

customer satisfaction. Managers must also evaluate emerging technologies and adapt strategies 

to remain competitive in the fast-changing digital marketplace. 

Fill in the blank: The process of planning, organising, and controlling online business activities is 

called ________. 

 

 

Pilot questions 1.4 

1. What term describes the sequence of activities that transform information into customer 

value? 

2. Give one example of how information systems support e-commerce. 
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3. What is the main resource emphasised in virtual value chains? 

4. Name one key practice in e-commerce management. 

5. Why must managers evaluate emerging technologies in e-commerce? 

 

Series Summary 

This Series has introduced you to the foundations of e-commerce, highlighting its importance as 

a driver of modern business in a digital environment. We began by defining e-commerce, 

exploring its scope, and tracing its historical development, before examining the principles that 

guide its practice. Then we moved on to the different types of e-commerce systems, including 

B2B, B2C, C2C, and emerging forms such as C2B and G2C. Following that, we considered 

internet-based business models, their revenue structures, and the drivers and benefits that make 

e-commerce attractive. Finally, we explored the concept of virtual value chains, the role of 

information systems, and key management practices that sustain online businesses. 

By completing this Series, you should now be able to define e-commerce and explain its 

principles, classify the major types of e-commerce systems, analyse online business and revenue 

models, evaluate the drivers and benefits of e-commerce, and explain how virtual value chains 

and information systems support management practices. These abilities directly align with the 

Series Learning Outcomes and provide you with a strong foundation for the more advanced 

topics that follow in subsequent Series. 

 

Glossary of Terms 

• Accessibility: The principle of ensuring that online platforms and services are available 

to users worldwide. 

• Advertising revenue: A revenue model where businesses earn income by displaying 

paid advertisements on their platforms. 

• Affiliate commission: A revenue model where businesses earn income by promoting and 

selling products on behalf of other companies. 

• Business-to-Business (B2B): An e-commerce system where transactions occur between 

two businesses, such as manufacturers and wholesalers. 

• Business-to-Consumer (B2C): An e-commerce system where businesses sell directly to 

individual consumers through online platforms. 

• Consumer-to-Business (C2B): An e-commerce system where individuals offer products 

or services to businesses, often through freelance platforms. 

• Consumer-to-Consumer (C2C): An e-commerce system where transactions occur 

between individual consumers, usually facilitated by a third-party platform. 
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• Electronic Data Interchange (EDI): The computer-to-computer exchange of business 

documents in a standard electronic format, used in early e-commerce. 

• Efficiency: A principle of e-commerce that reduces transaction costs and time by 

streamlining processes. 

• E-commerce: The buying and selling of goods and services, or the transmission of funds 

and data, over electronic networks such as the internet. 

• E-commerce management: The process of planning, organising, and controlling online 

business activities to achieve strategic goals. 

• Freemium model: A business model where basic services are offered for free, while 

advanced features require payment. 

• Government-to-Citizen (G2C): An e-commerce system where government agencies 

provide online services to citizens, such as tax filing. 

• Information systems: Structured combinations of people, processes, and technology that 

collect, process, store, and distribute information. 

• Interactivity: A principle of e-commerce that allows businesses to engage directly with 

customers through personalised services. 

• Online business models: Structured approaches that define how a company creates, 

delivers, and captures value in the digital space. 

• Revenue model: The method by which a business earns income from its online activities, 

such as subscriptions or transaction fees. 

• Security: A principle of e-commerce that ensures protection of transactions and data 

from unauthorised access. 

• Subscription charges: A revenue model where customers pay regular fees to access a 

product or service. 

• Transaction fees: A revenue model where businesses earn income by charging for each 

transaction completed. 

• Virtual value chain: A sequence of activities through which information is gathered, 

organised, and transformed into value for customers in the digital environment. 

 

 

 

 

 

Concept Check Questions [Series 1] 
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Objective questions 

1. Which term refers to the buying and selling of goods and services over electronic 

networks? (Linked to SLO 2.1) 

2. What was the early form of e-commerce in the 1960s called? (Linked to SLO 2.1) 

3. Which type of e-commerce involves transactions between businesses? (Linked to SLO 

2.3) 

4. Which revenue model is commonly used by streaming platforms? (Linked to SLO 2.4) 

5. What principle of e-commerce ensures protection of transactions and data? (Linked to 

SLO 2.2) 

Short-answer questions 

6. Describe one key difference between B2B and B2C systems. (Linked to SLO 2.3) 

7. Explain one driver that has contributed to the growth of e-commerce. (Linked to SLO 

2.5) 

8. Identify one benefit of e-commerce for businesses and briefly explain why it is important. 

(Linked to SLO 2.5) 

9. Define the term “virtual value chain” and state its main resource. (Linked to SLO 2.6) 

10. Give one example of how information systems support e-commerce management. 

(Linked to SLO 2.6) 

Long-answer questions 

11. Analyse the historical development of e-commerce, highlighting key milestones from the 

1960s to the present. (Linked to SLO 2.1) 

• Basic response: Learners should describe EDI in the 1960s, the rise of the internet and 

browsers in the 1990s, and the current expansion into mobile and social commerce. 

• Value-added response: Outstanding learners may connect these milestones to broader 

technological trends such as globalisation, mobile penetration, and cloud computing, 

showing how each stage influenced business practices. 

12. Evaluate the benefits and challenges of B2C systems for both businesses and consumers. 

(Linked to SLO 2.3) 

• Basic response: Learners should mention benefits such as convenience, wider reach, and 

improved customer experience, alongside challenges like competition and security 

concerns. 

• Value-added response: Outstanding learners may extend the evaluation by discussing 

customer loyalty strategies, digital marketing innovations, and the impact of global 

supply chains on B2C operations. 

13. Discuss the role of information systems in e-commerce management and explain how 

they contribute to efficiency and customer satisfaction. (Linked to SLO 2.6) 
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• Basic response: Learners should explain that information systems support inventory 

management, payment processing, and customer relationship management, ensuring 

accuracy and efficiency. 

• Value-added response: Outstanding learners may add insights on emerging technologies 

such as artificial intelligence, big data analytics, and cloud-based solutions, showing how 

these enhance personalisation and scalability. 

Answers to Concept Check Questions [Series 1] 

Objective questions 

1. E-commerce 

2. Electronic Data Interchange (EDI) 

3. Business-to-Business (B2B) 

4. Subscription charges 

5. Security 

Short-answer questions 

6. B2B involves large transaction volumes between businesses, while B2C involves smaller 

transactions directly with consumers. 

7. One driver is global internet access, which enables businesses and consumers to connect 

worldwide. 

8. Reduced transaction costs are important because they improve profitability and 

competitiveness. 

9. A virtual value chain is a sequence of activities that transform information into customer 

value, with information as its main resource. 

10. Information systems support e-commerce by managing inventory and customer data, 

ensuring smooth operations. 

Long-answer questions 

11.  

• Basic response: E-commerce began with EDI in the 1960s, expanded with the internet 

and browsers in the 1990s, and now includes mobile and social commerce. 

• Value-added response: Each milestone reflects broader technological trends such as 

globalisation, mobile penetration, and cloud computing, which have reshaped business 

practices. 

12.  

• Basic response: B2C systems provide convenience and wider reach but face challenges 

like competition and security. 

• Value-added response: Businesses must also address customer loyalty, digital marketing 

innovations, and global supply chain complexities. 
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13.  

• Basic response: Information systems improve efficiency by supporting inventory, 

payments, and customer management. 

• Value-added response: Emerging technologies such as AI, big data, and cloud solutions 

enhance personalisation, scalability, and customer satisfaction. 

 

Answers to Pilot Questions [Series 1] 

Part 1: Introduction to E-Commerce 

1. E-commerce 

2. Electronic Data Interchange (EDI) 

3. Efficiency 

4. Interactivity 

5. Internet and web browsers 

Part 2: Types of E-Commerce Systems 

1. Business-to-Business (B2B) 

2. Customer experience 

3. eBay 

4. Consumer-to-Business (C2B) 

5. Government-to-Citizen (G2C) 

Part 3: Internet-Based Business Models 

1. Online business model 

2. Transaction fees, subscriptions, advertising, or affiliate commissions 

3. Subscription charges 

4. Global internet access 

5. Reduced transaction costs 

Part 4: Virtual Value Chains and E-Commerce Management 

1. Virtual value chain 

2. Inventory management or customer relationship management 

3. Information 

4. Website monitoring, digital marketing, secure payments, or customer satisfaction 

5. To remain competitive in a fast-changing digital marketplace 
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Series 1: Foundations of E-Commerce Systems 

Series outline 

1.1 Introduction to E-Commerce 

• 1.1.1 Definition and scope of e-commerce 

• 1.1.2 Historical development of e-commerce 

• 1.1.3 Principles of e-commerce 

1.2 Types of E-Commerce Systems 

• 1.2.1 Business-to-Business (B2B) systems 

• 1.2.2 Business-to-Consumer (B2C) systems 

• 1.2.3 Consumer-to-Consumer (C2C) systems 

• 1.2.4 Other emerging forms (e.g. C2B, G2C) 

1.3 Internet-Based Business Models 

• 1.3.1 Overview of online business models 

• 1.3.2 Revenue models in e-commerce 

• 1.3.3 Drivers and benefits of e-commerce systems 

1.4 Virtual Value Chains and E-Commerce Management 

• 1.4.1 Concept of virtual value chains 

• 1.4.2 Use of information systems in e-commerce 

• 1.4.3 E-commerce management practices 

 

Introduction 
In today’s interconnected world, buying and selling no longer depend solely on physical shops or 

face-to-face transactions. With the rise of the internet, businesses and individuals alike can 

engage in commerce across borders, at any time of day, and with remarkable efficiency. This 

transformation is what we call e-commerce, and it has become a cornerstone of modern business 

practice. Understanding its foundations is essential for anyone who wishes to participate 

meaningfully in the digital economy. 

The aim of this Series is to equip you with a clear grasp of the fundamental concepts, systems, 

and models that underpin e-commerce. By the end of this Series, you will be able to define 

different types of e-commerce systems, explain their principles, and analyse the business models 

and management practices that support them. 
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We shall commence this Series by introducing the definition, scope, and historical development 

of e-commerce, alongside its guiding principles. Next, we will examine the different types of e-

commerce systems, ranging from business-to-business to consumer-to-consumer, including 

emerging forms. Following that, we will explore internet-based business models, revenue 

structures, and the drivers and benefits that make e-commerce attractive. Finally, we will wrap 

up by considering virtual value chains and management practices, including the role of 

information systems in sustaining online businesses. This progression will provide you with a 

solid foundation for the more advanced topics that follow in later Series. 

 

Series Learning Outcomes 

Upon completing this Series, you should be able to: 

• 2.1 define the concept and scope of e-commerce and explain its historical development, 

• 2.2 describe the guiding principles that underpin e-commerce systems, 

• 2.3 classify the major types of e-commerce systems such as B2B, B2C, and C2C, 

• 2.4 analyse internet-based business models and identify their associated revenue 

structures, 

• 2.5 evaluate the key drivers and benefits that influence the adoption of e-commerce 

systems, and 

• 2.6 explain the role of virtual value chains and demonstrate how information systems 

support e-commerce management. 

 

1.1 Introduction To E-Commerce 
1.1.1 Definition and scope of e-commerce 

E-commerce refers to the buying and selling of goods and services, or the transmission of funds 

and data, over electronic networks such as the internet. It covers a wide scope, including retail 

shopping, online banking, electronic payments, auctions, and even digital marketplaces for 

services. The scope of e-commerce extends beyond simple transactions, as it also involves 

marketing, customer service, and supply chain management. 

Fill in the blank: E-commerce refers to the buying and selling of goods and services over 

________. 

1.1.2 Historical development of e-commerce 

The history of e-commerce can be traced back to the 1960s when businesses began using 

Electronic Data Interchange (EDI), which is the computer-to-computer exchange of business 

documents in a standard electronic format. By the 1990s, the rise of the internet and web 

browsers enabled online shopping and digital marketplaces. Today, e-commerce has evolved into 

a global system that supports mobile commerce, social commerce, and cloud-based platforms. 
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Fill in the blank: The early form of e-commerce in the 1960s was known as ________. 

1.1.3 Principles of e-commerce 

The principles of e-commerce include accessibility, which ensures that online platforms are 

available to users worldwide, security, which protects transactions and data, and efficiency, 

which reduces transaction costs and time. Another principle is interactivity, allowing businesses 

to engage directly with customers through personalised services. These principles guide the 

design and management of e-commerce systems. 

Fill in the blank: One principle of e-commerce that ensures protection of transactions and data is 

________. 

Pilot questions 1.1 

1. Which term refers to the buying and selling of goods and services over electronic 

networks? 

2. What was the early form of e-commerce in the 1960s called? 

3. Name one principle of e-commerce that reduces transaction costs and time. 

4. Which principle of e-commerce allows businesses to engage directly with customers? 

5. What development in the 1990s enabled online shopping to become widespread? 

 

1.2 Types Of E-Commerce Systems 
1.2.1 Business-to-Business (B2B) systems 

Business-to-Business (B2B) refers to electronic transactions conducted between two businesses. 

These systems often involve wholesalers, manufacturers, and suppliers who exchange goods, 

services, or information. B2B e-commerce is characterised by large transaction volumes, long-

term relationships, and negotiated pricing. It is vital for supply chain efficiency and often 

integrates with enterprise resource planning systems. 

Fill in the blank: Transactions between two businesses conducted electronically are known as 

________. 

1.2.2 Business-to-Consumer (B2C) systems 

Business-to-Consumer (B2C) refers to transactions where businesses sell directly to individual 

consumers through online platforms. Examples include online retail stores such as Amazon or 

Jumia. B2C systems are characterised by smaller transaction volumes, shorter decision-making 

cycles, and a focus on customer experience. They often rely on digital marketing strategies to 

attract and retain customers. 

Fill in the blank: Online retail stores such as Amazon operate under the ________ model. 

1.2.3 Consumer-to-Consumer (C2C) systems 
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Consumer-to-Consumer (C2C) refers to transactions between individual consumers, usually 

facilitated by a third-party platform. Examples include online marketplaces such as eBay or 

OLX, where individuals can sell goods directly to other individuals. C2C systems are 

characterised by peer-to-peer interactions, diverse product offerings, and reliance on trust 

mechanisms such as ratings and reviews. 

Fill in the blank: Online marketplaces like eBay are examples of ________ systems. 

1.2.4 Other emerging forms (C2B, G2C) 

Consumer-to-Business (C2B) refers to situations where individuals offer products or services to 

businesses, such as freelance platforms where professionals sell their expertise. Government-to-

Citizen (G2C) refers to online services provided by government agencies to citizens, such as tax 

filing or licence renewal. These emerging forms expand the scope of e-commerce beyond 

traditional business and consumer interactions. 

Fill in the blank: Freelance platforms where individuals sell services to businesses operate under 

the ________ model. 

Pilot questions 1.2 

1. Which type of e-commerce involves transactions between businesses? 

2. What is the main focus of B2C systems? 

3. Give one example of a C2C platform. 

4. What does C2B stand for? 

5. Which e-commerce system type includes online tax filing services? 

 

1.3 Internet-Based Business Models 
1.3.1 Overview of online business models 

Online business models are structured approaches that organisations use to generate value and 

revenue through the internet. They define how a company creates, delivers, and captures value in 

the digital space. Common models include online retail, subscription services, freemium 

platforms, and marketplaces. Each model reflects a different way of engaging customers and 

monetising services. 

Fill in the blank: A structured approach that defines how a company creates, delivers, and 

captures value online is called a ________. 

” 

1.3.2 Revenue models in e-commerce 

A revenue model is the method by which a business earns income from its online activities. 

Examples include transaction fees, subscription charges, advertising revenue, and affiliate 

commissions. For instance, streaming platforms often rely on subscription fees, while search 
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engines may depend on advertising. Choosing the right revenue model is critical for 

sustainability and growth. 

Fill in the blank: The method by which a business earns income from online activities is called a 

________. 

1.3.3 Drivers and benefits of e-commerce systems 

Drivers of e-commerce are factors that encourage its growth, such as global internet access, 

mobile technology, and digital payment systems. Benefits of e-commerce include reduced 

transaction costs, wider market reach, convenience, and improved customer engagement. These 

drivers and benefits explain why e-commerce continues to expand rapidly across industries. 

Fill in the blank: One key driver of e-commerce growth is widespread ________ access. 

Pilot questions 1.3 

1. What term describes the structured approach businesses use to generate value online? 

2. Give one example of a revenue model used in e-commerce. 

3. Which revenue model is commonly used by streaming platforms? 

4. Name one driver of e-commerce growth. 

5. State one benefit of e-commerce systems for businesses. 

 

1.4 Virtual Value Chains And E-Commerce Management 
1.4.1 Concept of virtual value chains 

A virtual value chain refers to the sequence of activities through which information is gathered, 

organised, and transformed into value for customers in the digital environment. Unlike 

traditional value chains that focus on physical goods, virtual value chains emphasise information 

as a key resource. They enable businesses to create new products, enhance customer experiences, 

and improve decision-making by leveraging data. 

Fill in the blank: A sequence of activities that transforms information into customer value is 

called a ________. 

1.4.2 Use of information systems in e-commerce 

Information systems are structured combinations of people, processes, and technology that 

collect, process, store, and distribute information. In e-commerce, they support activities such as 

inventory management, customer relationship management, and payment processing. Effective 

use of information systems ensures accuracy, efficiency, and scalability in online business 

operations. 

Fill in the blank: Systems that collect, process, store, and distribute information are known as 

________. 
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1.4.3 E-commerce management practices 

E-commerce management involves planning, organising, and controlling online business 

activities to achieve strategic goals. Key practices include monitoring website performance, 

managing digital marketing campaigns, ensuring secure payment systems, and maintaining 

customer satisfaction. Managers must also evaluate emerging technologies and adapt strategies 

to remain competitive in the fast-changing digital marketplace. 

Fill in the blank: The process of planning, organising, and controlling online business activities is 

called ________. 

 

Pilot questions 1.4 

1. What term describes the sequence of activities that transform information into customer 

value? 

2. Give one example of how information systems support e-commerce. 

3. What is the main resource emphasised in virtual value chains? 

4. Name one key practice in e-commerce management. 

5. Why must managers evaluate emerging technologies in e-commerce? 

 

Series Summary 

This Series has introduced you to the foundations of e-commerce, highlighting its importance as 

a driver of modern business in a digital environment. We began by defining e-commerce, 

exploring its scope, and tracing its historical development, before examining the principles that 

guide its practice. Then we moved on to the different types of e-commerce systems, including 

B2B, B2C, C2C, and emerging forms such as C2B and G2C. Following that, we considered 

internet-based business models, their revenue structures, and the drivers and benefits that make 

e-commerce attractive. Finally, we explored the concept of virtual value chains, the role of 

information systems, and key management practices that sustain online businesses. 

By completing this Series, you should now be able to define e-commerce and explain its 

principles, classify the major types of e-commerce systems, analyse online business and revenue 

models, evaluate the drivers and benefits of e-commerce, and explain how virtual value chains 

and information systems support management practices. These abilities directly align with the 

Series Learning Outcomes and provide you with a strong foundation for the more advanced 

topics that follow in subsequent Series. 

 

Glossary of Terms 

• Accessibility: The principle of ensuring that online platforms and services are available 

to users worldwide. 
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• Advertising revenue: A revenue model where businesses earn income by displaying 

paid advertisements on their platforms. 

• Affiliate commission: A revenue model where businesses earn income by promoting and 

selling products on behalf of other companies. 

• Business-to-Business (B2B): An e-commerce system where transactions occur between 

two businesses, such as manufacturers and wholesalers. 

• Business-to-Consumer (B2C): An e-commerce system where businesses sell directly to 

individual consumers through online platforms. 

• Consumer-to-Business (C2B): An e-commerce system where individuals offer products 

or services to businesses, often through freelance platforms. 

• Consumer-to-Consumer (C2C): An e-commerce system where transactions occur 

between individual consumers, usually facilitated by a third-party platform. 

• Electronic Data Interchange (EDI): The computer-to-computer exchange of business 

documents in a standard electronic format, used in early e-commerce. 

• Efficiency: A principle of e-commerce that reduces transaction costs and time by 

streamlining processes. 

• E-commerce: The buying and selling of goods and services, or the transmission of funds 

and data, over electronic networks such as the internet. 

• E-commerce management: The process of planning, organising, and controlling online 

business activities to achieve strategic goals. 

• Freemium model: A business model where basic services are offered for free, while 

advanced features require payment. 

• Government-to-Citizen (G2C): An e-commerce system where government agencies 

provide online services to citizens, such as tax filing. 

• Information systems: Structured combinations of people, processes, and technology that 

collect, process, store, and distribute information. 

• Interactivity: A principle of e-commerce that allows businesses to engage directly with 

customers through personalised services. 

• Online business models: Structured approaches that define how a company creates, 

delivers, and captures value in the digital space. 

• Revenue model: The method by which a business earns income from its online activities, 

such as subscriptions or transaction fees. 

• Security: A principle of e-commerce that ensures protection of transactions and data 

from unauthorised access. 
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• Subscription charges: A revenue model where customers pay regular fees to access a 

product or service. 

• Transaction fees: A revenue model where businesses earn income by charging for each 

transaction completed. 

• Virtual value chain: A sequence of activities through which information is gathered, 

organised, and transformed into value for customers in the digital environment. 

 

 

 

 

 

Concept Check Questions [Series 1] 

Objective questions 

1. Which term refers to the buying and selling of goods and services over electronic 

networks? (Linked to SLO 2.1) 

2. What was the early form of e-commerce in the 1960s called? (Linked to SLO 2.1) 

3. Which type of e-commerce involves transactions between businesses? (Linked to SLO 

2.3) 

4. Which revenue model is commonly used by streaming platforms? (Linked to SLO 2.4) 

5. What principle of e-commerce ensures protection of transactions and data? (Linked to 

SLO 2.2) 

Short-answer questions 

6. Describe one key difference between B2B and B2C systems. (Linked to SLO 2.3) 

7. Explain one driver that has contributed to the growth of e-commerce. (Linked to SLO 

2.5) 

8. Identify one benefit of e-commerce for businesses and briefly explain why it is important. 

(Linked to SLO 2.5) 

9. Define the term “virtual value chain” and state its main resource. (Linked to SLO 2.6) 

10. Give one example of how information systems support e-commerce management. 

(Linked to SLO 2.6) 

Long-answer questions 

11. Analyse the historical development of e-commerce, highlighting key milestones from the 

1960s to the present. (Linked to SLO 2.1) 

• Basic response: Learners should describe EDI in the 1960s, the rise of the internet and 

browsers in the 1990s, and the current expansion into mobile and social commerce. 
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• Value-added response: Outstanding learners may connect these milestones to broader 

technological trends such as globalisation, mobile penetration, and cloud computing, 

showing how each stage influenced business practices. 

12. Evaluate the benefits and challenges of B2C systems for both businesses and consumers. 

(Linked to SLO 2.3) 

• Basic response: Learners should mention benefits such as convenience, wider reach, and 

improved customer experience, alongside challenges like competition and security 

concerns. 

• Value-added response: Outstanding learners may extend the evaluation by discussing 

customer loyalty strategies, digital marketing innovations, and the impact of global 

supply chains on B2C operations. 

13. Discuss the role of information systems in e-commerce management and explain how 

they contribute to efficiency and customer satisfaction. (Linked to SLO 2.6) 

• Basic response: Learners should explain that information systems support inventory 

management, payment processing, and customer relationship management, ensuring 

accuracy and efficiency. 

• Value-added response: Outstanding learners may add insights on emerging technologies 

such as artificial intelligence, big data analytics, and cloud-based solutions, showing how 

these enhance personalisation and scalability. 

Answers to Concept Check Questions [Series 1] 

Objective questions 

1. E-commerce 

2. Electronic Data Interchange (EDI) 

3. Business-to-Business (B2B) 

4. Subscription charges 

5. Security 

Short-answer questions 

6. B2B involves large transaction volumes between businesses, while B2C involves smaller 

transactions directly with consumers. 

7. One driver is global internet access, which enables businesses and consumers to connect 

worldwide. 

8. Reduced transaction costs are important because they improve profitability and 

competitiveness. 

9. A virtual value chain is a sequence of activities that transform information into customer 

value, with information as its main resource. 

10. Information systems support e-commerce by managing inventory and customer data, 

ensuring smooth operations. 
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Long-answer questions 

11.  

• Basic response: E-commerce began with EDI in the 1960s, expanded with the internet 

and browsers in the 1990s, and now includes mobile and social commerce. 

• Value-added response: Each milestone reflects broader technological trends such as 

globalisation, mobile penetration, and cloud computing, which have reshaped business 

practices. 

12.  

• Basic response: B2C systems provide convenience and wider reach but face challenges 

like competition and security. 

• Value-added response: Businesses must also address customer loyalty, digital marketing 

innovations, and global supply chain complexities. 

13.  

• Basic response: Information systems improve efficiency by supporting inventory, 

payments, and customer management. 

• Value-added response: Emerging technologies such as AI, big data, and cloud solutions 

enhance personalisation, scalability, and customer satisfaction. 

 

Answers to Pilot Questions [Series 1] 

Part 1: Introduction to E-Commerce 

1. E-commerce 

2. Electronic Data Interchange (EDI) 

3. Efficiency 

4. Interactivity 

5. Internet and web browsers 

Part 2: Types of E-Commerce Systems 

1. Business-to-Business (B2B) 

2. Customer experience 

3. eBay 

4. Consumer-to-Business (C2B) 

5. Government-to-Citizen (G2C) 

Part 3: Internet-Based Business Models 
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1. Online business model 

2. Transaction fees, subscriptions, advertising, or affiliate commissions 

3. Subscription charges 

4. Global internet access 

5. Reduced transaction costs 

Part 4: Virtual Value Chains and E-Commerce Management 

1. Virtual value chain 

2. Inventory management or customer relationship management 

3. Information 

4. Website monitoring, digital marketing, secure payments, or customer satisfaction 

5. To remain competitive in a fast-changing digital marketplace 

 

Series 2: Business Models, Drivers, And Benefits In 

Online Commerce 

Series outline 

2.1 Overview of Online Business Models 

• 2.1.1 Definition and purpose of business models 

• 2.1.2 Common online business models (retail, subscription, freemium, marketplace) 

2.2 Revenue Models in E-Commerce 

• 2.2.1 Transaction fees 

• 2.2.2 Subscription charges 

• 2.2.3 Advertising revenue 

• 2.2.4 Affiliate commissions 

2.3 Drivers of E-Commerce Growth 

• 2.3.1 Technological drivers (internet access, mobile devices, digital payments) 

• 2.3.2 Social drivers (consumer behaviour, globalisation, convenience) 

• 2.3.3 Economic drivers (cost reduction, efficiency, market expansion) 

2.4 Benefits of E-Commerce Systems 

• 2.4.1 Benefits for businesses (market reach, reduced costs, efficiency) 

• 2.4.2 Benefits for consumers (convenience, choice, personalised services) 

• 2.4.3 Benefits for society (innovation, employment opportunities, digital inclusion) 
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Introduction 

In the digital economy, businesses must carefully choose how they operate online in order to 

remain competitive and sustainable. The way a company structures its activities, earns revenue, 

and responds to market forces is captured in its business models, while the drivers and benefits 

explain why e-commerce continues to expand rapidly. This Series is designed to help you 

appreciate the strategic importance of these elements and how they shape online commerce. 

The aim of this Series is to enable you to analyse different online business and revenue models, 

evaluate the drivers that fuel e-commerce growth, and assess the benefits that e-commerce 

systems provide to businesses, consumers, and society. 

We shall commence this Series by examining the concept of online business models and their 

common forms such as retail, subscription, freemium, and marketplace. Next, we will explore 

revenue models in e-commerce, including transaction fees, subscriptions, advertising, and 

affiliate commissions. Following that, we will consider the drivers of e-commerce growth, 

focusing on technological, social, and economic factors. Finally, we will wrap up by discussing 

the benefits of e-commerce systems for businesses, consumers, and society at large. This 

progression will equip you with the analytical tools needed to connect business strategies with 

the realities of online commerce. 

 

Series Learning Outcomes 

Upon completing this Series, you should be able to: 

• 2.1 define the concept of online business models and explain their purpose in e-

commerce, 

• 2.2 describe common forms of online business models such as retail, subscription, 

freemium, and marketplace, 

• 2.3 identify and explain different revenue models used in e-commerce including 

transaction fees, subscriptions, advertising, and affiliate commissions, 

• 2.4 analyse the technological, social, and economic drivers that contribute to the growth 

of e-commerce, and 

• 2.5 evaluate the benefits of e-commerce systems for businesses, consumers, and society 

 

2.1 Overview Of Online Business Models 
2.1.1 Definition and purpose of business models 

A business model is the structured plan that explains how a company creates, delivers, and 

captures value. In the context of e-commerce, business models define the way online businesses 

operate, interact with customers, and generate revenue. They provide clarity on the 
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organisation’s strategy and ensure that resources are aligned with customer needs. Without a 

clear business model, online ventures may struggle to sustain themselves in competitive markets. 

Fill in the blank: A structured plan that explains how a company creates, delivers, and captures 

value is called a ________. 

2.1.2 Common online business models 

There are several common forms of online business models: 

• Retail model: Businesses sell products directly to consumers through online platforms. 

• Subscription model: Customers pay regular fees to access products or services, such as 

streaming platforms. 
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• Freemium model: Basic services are offered free of charge, while advanced features 

require payment. 

• Marketplace model: Platforms connect buyers and sellers, earning revenue through 

commissions or fees. 

Each of these models reflects a different way of engaging customers and monetising services. 

For example, Amazon operates primarily as a retail and marketplace model, while Spotify uses a 

freemium and subscription model. 

Fill in the blank: A business model where basic services are free but advanced features require 

payment is called the ________ model. 

Pilot questions 2.1 
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1. What term refers to the structured plan that explains how a company creates, delivers, 

and captures value? 

2. Name one common online business model. 

3. Which business model involves customers paying regular fees to access services? 

4. What is the main feature of the freemium model? 

5. Give one example of a company that uses the marketplace model. 

 

2.2 Revenue Models In E-Commerce 
2.2.1 Transaction fees 

A transaction fee model involves charging customers or sellers a fee for each transaction 

completed on the platform. This is common in online marketplaces and payment gateways. The 

fee may be fixed or percentage-based, and it provides a steady source of income for the platform. 

Fill in the blank: A revenue model where customers or sellers are charged for each transaction is 

called the ________ model. 
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2.2.2 Subscription charges 

A subscription model requires customers to pay regular fees, often monthly or annually, to 

access products or services. Examples include streaming platforms, online learning portals, and 

cloud storage services. This model provides predictable revenue and encourages customer 

loyalty. 

Fill in the blank: Customers paying monthly or annual fees to access services is an example of 

the ________ model. 
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2.2.3 Advertising revenue 

An advertising revenue model involves businesses earning income by displaying paid 

advertisements on their platforms. Search engines, social media platforms, and news websites 

often rely on this model. The effectiveness of advertising depends on user traffic and 

engagement. 

Fill in the blank: Platforms that earn income by displaying paid advertisements use the ________ 

revenue model. 
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2.2.4 Affiliate commissions 

An affiliate commission model allows businesses to earn income by promoting and selling 

products on behalf of other companies. Affiliates receive a commission for each sale generated 

through their referral links. This model is widely used in blogging, influencer marketing, and 

comparison websites. 

Fill in the blank: When businesses earn income by promoting products on behalf of others, they 

use the ________ model. 
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Pilot questions 2.2 

1. Which revenue model involves charging a fee for each transaction? 

2. What type of revenue model is used by streaming platforms? 

3. Which revenue model depends on user traffic and engagement? 

4. What is the main feature of the affiliate commission model? 

5. Give one example of a platform that uses subscription charges. 

 

2.3 Drivers Of E-Commerce Growth 
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2.3.1 Technological drivers 

Technological drivers are innovations and tools that enable the expansion of e-commerce. 

These include widespread internet access, mobile devices, and secure digital payment systems. 

Internet connectivity allows businesses to reach global audiences, while mobile technology 

ensures that consumers can shop anytime and anywhere. Digital payment systems, such as online 

banking and mobile wallets, provide secure and convenient ways to complete transactions. 

Fill in the blank: One technological driver of e-commerce is the widespread availability of 

________. 

 

2.3.2 Social drivers 
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Social drivers refer to changes in consumer behaviour and societal trends that encourage the 

growth of e-commerce. These include the desire for convenience, globalisation, and the 

increasing trust in online platforms. Consumers prefer shopping online because it saves time and 

offers a wide range of choices. Globalisation has also made it easier for people to access 

products from different parts of the world. 

Fill in the blank: One social driver of e-commerce is the consumer preference for ________. 

 

2.3.3 Economic drivers 

Economic drivers are factors that make e-commerce attractive from a financial perspective. 

These include cost reduction, efficiency, and market expansion. Businesses can reduce overhead 

costs by operating online rather than maintaining physical stores. Efficiency is achieved through 
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streamlined processes, while market expansion allows businesses to reach customers beyond 

their local areas. 

Fill in the blank: One economic driver of e-commerce is the ability to reduce ________ costs. 

Pilot questions 2.3 

1. Name one technological driver of e-commerce. 

2. What social driver relates to consumer behaviour? 

3. Give one example of an economic driver of e-commerce. 

4. Why is mobile technology important for e-commerce growth? 
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5. How does globalisation act as a driver of e-commerce? 

 

2.4 Benefits Of E-Commerce Systems 
2.4.1 Benefits for businesses 

E-commerce offers several benefits for businesses. These include market reach, which allows 

companies to access customers beyond their local areas, cost reduction, achieved by lowering 

overheads such as rent and utilities, and efficiency, gained through streamlined processes and 

automation. Together, these benefits make e-commerce a powerful tool for business growth and 

competitiveness. 

Fill in the blank: One benefit of e-commerce for businesses is the ability to reduce ________ 

costs. 
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2.4.2 Benefits for consumers 

Consumers also gain significant advantages from e-commerce. These include convenience, as 

shopping can be done anytime and anywhere, choice, with access to a wide range of products 

and services, and personalised services, where platforms tailor recommendations to individual 

preferences. These benefits enhance customer satisfaction and encourage repeat purchases. 

Fill in the blank: One benefit of e-commerce for consumers is the ability to shop ________. 
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2.4.3 Benefits for society 

At the societal level, e-commerce contributes to innovation, by encouraging new business 

models and technologies, employment opportunities, through digital entrepreneurship and 

logistics, and digital inclusion, by enabling more people to participate in the global economy. 

These benefits demonstrate how e-commerce extends beyond individual businesses and 

consumers to impact communities and nations. 

Fill in the blank: One societal benefit of e-commerce is increased ________ opportunities. 
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Pilot questions 2.4 

1. Name one benefit of e-commerce for businesses. 

2. What benefit allows consumers to shop anytime and anywhere? 

3. Give one example of a personalised service benefit for consumers. 

4. Name one societal benefit of e-commerce. 

5. How does e-commerce contribute to digital inclusion? 
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Series Summary 

This Series has explored how businesses structure and sustain their operations in the digital 

marketplace. We began by defining online business models and examining common forms such 

as retail, subscription, freemium, and marketplace. We then looked at revenue models, including 

transaction fees, subscriptions, advertising, and affiliate commissions, before moving on to the 

drivers of e-commerce growth, focusing on technological, social, and economic factors. Finally, 

we considered the benefits of e-commerce systems for businesses, consumers, and society. 

By completing this Series, you should now be able to define and describe online business 

models, explain and compare revenue models, analyse the drivers that fuel e-commerce growth, 

and evaluate the benefits of e-commerce systems. These abilities directly align with the Series 

Learning Outcomes and provide you with the skills to connect business strategies with the 

realities of online commerce. 

Glossary of Terms 

• Advertising revenue: A revenue model where businesses earn income by displaying 

paid advertisements on their platforms. 

• Affiliate commission: A revenue model where businesses earn income by promoting and 

selling products on behalf of other companies. 

• Business model: A structured plan that explains how a company creates, delivers, and 

captures value. 

• Economic drivers: Financial factors such as cost reduction, efficiency, and market 

expansion that encourage e-commerce growth. 

• Freemium model: A business model where basic services are offered free of charge, 

while advanced features require payment. 

• Marketplace model: A business model where platforms connect buyers and sellers, 

earning revenue through commissions or fees. 

• Retail model: A business model where businesses sell products directly to consumers 

through online platforms. 

• Revenue model: The method by which a business earns income from its online activities. 

• Social drivers: Consumer behaviours and societal trends, such as convenience and 

globalisation, that encourage e-commerce growth. 

• Subscription model: A revenue model where customers pay regular fees to access 

products or services. 

• Technological drivers: Innovations such as internet access, mobile devices, and digital 

payments that enable e-commerce growth. 
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Concept Check Questions [Series 2] 

Objective questions 

1. Which term refers to the structured plan that explains how a company creates, delivers, 

and captures value? (Linked to SLO 2.1) 

2. What type of business model involves customers paying regular fees to access services? 

(Linked to SLO 2.2) 

3. Which revenue model depends on user traffic and engagement? (Linked to SLO 2.3) 

4. Name one technological driver of e-commerce growth. (Linked to SLO 2.4) 

5. Which benefit allows consumers to shop anytime and anywhere? (Linked to SLO 2.5) 

Short-answer questions 

6. Describe one difference between the retail and marketplace business models. (Linked to 

SLO 2.2) 

7. Explain one economic driver that makes e-commerce attractive to businesses. (Linked to 

SLO 2.4) 

8. Identify one benefit of e-commerce for society and briefly explain its importance. 

(Linked to SLO 2.5) 

9. Define the freemium model and give one example of its application. (Linked to SLO 2.2) 

10. State one way digital payment systems contribute to e-commerce growth. (Linked to SLO 

2.4) 

Long-answer questions 

11. Analyse the common online business models and explain how they differ in engaging 

customers. (Linked to SLO 2.2) 

• Basic response: Learners should describe retail, subscription, freemium, and marketplace 

models, noting their key features. 

• Value-added response: Outstanding learners may compare these models in terms of 

customer engagement, scalability, and sustainability, with real-world examples. 

12. Evaluate the strengths and limitations of different revenue models in e-commerce. 

(Linked to SLO 2.3) 

• Basic response: Learners should explain transaction fees, subscriptions, advertising, and 

affiliate commissions, highlighting their advantages and challenges. 

• Value-added response: Outstanding learners may extend the evaluation by discussing 

hybrid revenue models and how businesses adapt them to changing consumer behaviour. 

13. Discuss the drivers of e-commerce growth and assess their impact on businesses and 

consumers. (Linked to SLO 2.4) 
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• Basic response: Learners should mention technological, social, and economic drivers, 

explaining their role in growth. 

• Value-added response: Outstanding learners may assess how these drivers interact, for 

example, how mobile technology and globalisation together expand consumer markets. 

14. Explain the benefits of e-commerce systems for businesses, consumers, and society. 

(Linked to SLO 2.5) 

• Basic response: Learners should list benefits such as market reach, convenience, and 

innovation. 

• Value-added response: Outstanding learners may provide case studies or examples 

showing how these benefits transform industries and communities. 

Answers to Concept Check Questions [Series 2] 

Objective questions 

1. Business model 

2. Subscription model 

3. Advertising revenue model 

4. Internet access (or mobile devices, or digital payments) 

5. Convenience 

Short-answer questions 

6. Retail involves direct sales to consumers, while marketplace connects buyers and sellers 

through a platform. 

7. Cost reduction allows businesses to save on overheads compared to physical stores. 

8. Digital inclusion is important because it enables more people to participate in the global 

economy. 

9. Freemium model offers basic services free, with advanced features requiring payment; 

e.g., Spotify. 

10. Digital payment systems provide secure and convenient ways to complete transactions. 

Long-answer questions 

11.  

• Basic response: Retail sells directly to consumers, subscription charges regular fees, 

freemium offers free basics with paid upgrades, and marketplace connects buyers and 

sellers. 

• Value-added response: These models differ in customer engagement, scalability, and 

sustainability, with examples like Amazon, Netflix, Spotify, and eBay. 

12.  
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• Basic response: Transaction fees provide steady income, subscriptions ensure 

predictable revenue, advertising depends on traffic, and affiliate commissions reward 

referrals. 

• Value-added response: Hybrid models combine approaches, such as platforms using 

both subscriptions and advertising to maximise revenue. 

13.  

• Basic response: Technological drivers (internet, mobile, payments), social drivers 

(convenience, globalisation), and economic drivers (cost reduction, efficiency) fuel 

growth. 

• Value-added response: These drivers interact, for example, mobile technology and 

globalisation together expand consumer markets and reshape business strategies. 

14.  

• Basic response: Businesses gain market reach and efficiency, consumers enjoy 

convenience and choice, and society benefits from innovation and inclusion. 

• Value-added response: Case studies show how e-commerce transforms industries, 

creates jobs, and fosters digital participation worldwide. 

Answers to Pilot Questions [Series 2] 

Part 2.1: Overview of Online Business Models 

1. Business model 

2. Retail, subscription, freemium, or marketplace 

3. Subscription model 

4. Basic services free, advanced features paid 

5. Amazon, eBay 

Part 2.2: Revenue Models in E-Commerce 

1. Transaction fee model 

2. Subscription model 

3. Advertising revenue model 

4. Affiliates earn commission for referrals 

5. Netflix 

Part 2.3: Drivers of E-Commerce Growth 

1. Internet access, mobile devices, or digital payments 

2. Convenience 

3. Cost reduction, efficiency, or market expansion 

4. Mobile technology enables shopping anytime and anywhere 

5. Globalisation allows access to products worldwide 
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Part 2.4: Benefits of E-Commerce Systems 

1. Market reach, cost reduction, or efficiency 

2. Convenience 

3. Personalised recommendations 

4. Innovation, employment opportunities, or digital inclusion 

5. By enabling more people to participate in the global economy 

 

Series 3: Building And Managing Online Business 

Presence 

3.1 Establishing an Online Presence 

• 3.1.1 Importance of online presence for businesses 

• 3.1.2 Choosing appropriate platforms (websites, social media, marketplaces) 

• 3.1.3 Domain names and branding considerations 

3.2 Designing Effective E-Commerce Websites 

• 3.2.1 Key features of user-friendly websites 

• 3.2.2 Navigation, layout, and accessibility 

• 3.2.3 Mobile responsiveness and security features 

3.3 Digital Marketing Strategies 

• 3.3.1 Search engine optimisation (SEO) basics 

• 3.3.2 Social media marketing and engagement 

• 3.3.3 Content marketing and email campaigns 

3.4 Managing Online Business Operations 

• 3.4.1 Customer relationship management (CRM) tools 

• 3.4.2 Order fulfilment and logistics 

• 3.4.3 Monitoring performance with analytics 

 

Introduction 

In today’s digital marketplace, building and managing an online presence is essential for 

businesses that want to remain visible, competitive, and connected to their customers. An 

effective online presence goes beyond simply having a website; it involves creating a 

professional image, engaging audiences through digital platforms, and managing operations in 

ways that ensure reliability and trust. 
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The aim of this Series is to equip you with the knowledge and skills to establish, design, 

promote, and manage an online business presence. We will begin by exploring the importance of 

online presence and the platforms available for businesses. Next, we will examine how to design 

effective e-commerce websites that are user-friendly, secure, and accessible. We will then 

consider digital marketing strategies such as search engine optimisation, social media 

engagement, and content marketing. Finally, we will focus on managing online business 

operations, including customer relationship management, logistics, and performance monitoring. 

By the end of this Series, you will be able to connect the technical and strategic aspects of online 

presence with practical management practices. 

 

Series Learning Outcomes 

Upon completing this Series, you should be able to: 

• 3.1 explain the importance of establishing an online presence and identify suitable 

platforms for different business needs, 

• 3.2 describe the key features of effective e-commerce websites including navigation, 

layout, accessibility, and security, 

• 3.3 apply basic digital marketing strategies such as search engine optimisation, social 

media engagement, and content marketing, and 

• 3.4 evaluate management practices for online business operations including customer 

relationship management, logistics, and performance monitoring. 

 

3.1 Establishing An Online Presence 
3.1.1 Importance of online presence for businesses 

An online presence is the visibility of a business on digital platforms such as websites, social 

media, and online marketplaces. It is essential because it allows businesses to reach wider 

audiences, build credibility, and engage directly with customers. A strong online presence also 

supports marketing, sales, and customer service, making it a cornerstone of modern business 

success. 

Fill in the blank: The visibility of a business on digital platforms is called its ________. 

3.1.2 Choosing appropriate platforms 

Businesses can establish their online presence through different platforms: 

• Websites: Provide a central hub for information, branding, and transactions. 

• Social media: Enable direct engagement with customers and communities. 

• Marketplaces: Offer access to large customer bases through platforms like Amazon or 

Jumia. 
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The choice of platform depends on business goals, target audience, and resources. Many 

businesses use a combination of these platforms to maximise reach and impact. 

Fill in the blank: Platforms such as Amazon or Jumia are examples of online ________. 

3.1.3 Domain names and branding considerations 

A domain name is the web address that identifies a business online. Choosing a clear, 

memorable, and relevant domain name is vital for branding and customer recognition. Branding 

considerations include consistency in logos, colours, and messaging across all platforms. 

Together, domain names and branding help businesses build trust and stand out in competitive 

markets. 

Fill in the blank: The web address that identifies a business online is called a ________. 

Pilot questions 3.1 

1. What term refers to the visibility of a business on digital platforms? 

2. Name one platform businesses can use to establish an online presence. 

3. What type of platform is Amazon an example of? 

4. What is the web address that identifies a business online called? 

5. Why is consistent branding important for online presence? 

 

3.2 Designing Effective E-Commerce Websites 
3.2.1 Key features of user-friendly websites 

A user-friendly website is one that provides visitors with a smooth, intuitive, and enjoyable 

experience. Key features include clear navigation, fast loading speed, responsive design, and 

secure transactions. These features ensure that customers can easily find products, trust the 

platform, and complete purchases without frustration. 

Fill in the blank: A website that provides visitors with a smooth and intuitive experience is 

described as ________. 

3.2.2 Navigation, layout, and accessibility 

Effective navigation ensures that users can move through the website easily, while a clear 

layout presents information in a logical and visually appealing way. Accessibility means 

designing websites so that all users, including those with disabilities, can access content. 

Together, these elements improve usability and customer satisfaction. 

Fill in the blank: Designing websites so that all users, including those with disabilities, can 

access content is called ________. 
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3.2.3 Mobile responsiveness and security features 

Mobile responsiveness ensures that websites adapt to different screen sizes, providing a 

consistent experience across devices. Security features such as SSL certificates, secure payment 

gateways, and data protection measures build customer trust and protect sensitive information. 

These elements are critical for sustaining e-commerce operations in a mobile-first world. 

Fill in the blank: A website that adapts to different screen sizes is described as ________. 

Pilot questions 3.2 

1. What term describes a website that provides visitors with a smooth and intuitive 

experience? 

2. Name one feature that improves website navigation. 
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3. What is the term for designing websites so that all users can access content? 

4. Why is mobile responsiveness important for e-commerce websites? 

5. Give one example of a security feature that builds customer trust. 

 

3.3 Digital Marketing Strategies 
3.3.1 Search engine optimisation (SEO) basics 

Search engine optimisation (SEO) is the process of improving a website’s visibility on search 

engines. It involves using relevant keywords, creating quality content, and ensuring technical 

aspects such as site speed and mobile responsiveness are optimised. Effective SEO helps 

businesses attract organic traffic and increase their online presence without relying solely on paid 

advertising. 

Fill in the blank: The process of improving a website’s visibility on search engines is called 

________. 

3.3.2 Social media marketing and engagement 

Social media marketing involves using platforms such as Facebook, Instagram, and Twitter to 

promote products and engage with customers. Engagement strategies include posting interactive 

content, responding to comments, and running targeted campaigns. Social media marketing 

builds brand awareness, fosters customer loyalty, and provides valuable insights into consumer 

behaviour. 

Fill in the blank: Using platforms like Facebook and Instagram to promote products is called 

________ marketing. 

3.3.3 Content marketing and email campaigns 

Content marketing focuses on creating valuable and relevant content to attract and retain 

customers. Examples include blogs, videos, and infographics. Email campaigns involve sending 

targeted messages to customers to promote products, share updates, or build relationships. 

Together, these strategies strengthen customer trust and encourage repeat business. 

Fill in the blank: Creating valuable and relevant blogs, videos, or infographics to attract 

customers is called ________ marketing. 

Pilot questions 3.3 

1. What process improves a website’s visibility on search engines? 

2. Name one element of SEO. 

3. What term describes using platforms like Facebook to promote products? 

4. Give one example of content marketing. 

5. What is the purpose of email campaigns in digital marketing? 
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3.4 Managing Online Business Operations 
3.4.1 Customer relationship management (CRM) tools 

Customer relationship management (CRM) tools help businesses manage interactions with 

customers. They store customer data, track communication, and support personalised marketing. 

Effective use of CRM improves customer satisfaction, loyalty, and retention by ensuring 

businesses respond quickly and appropriately to customer needs. 

Fill in the blank: Tools that help businesses manage interactions with customers are called 

________ tools. 

3.4.2 Order fulfilment and logistics 

Order fulfilment refers to the process of receiving, processing, and delivering customer orders. 

Logistics involves managing the movement of goods from suppliers to customers. Efficient 

fulfilment and logistics are critical for customer satisfaction, as delays or errors can damage trust. 

Businesses often use third-party logistics providers to streamline these processes. 

Fill in the blank: The process of receiving, processing, and delivering customer orders is called 

________. 

 

3.4.3 Monitoring performance with analytics 

Analytics tools allow businesses to measure and evaluate their online performance. Metrics such 

as website traffic, conversion rates, and customer behaviour provide insights into what is 

working and what needs improvement. By monitoring performance, businesses can make data-

driven decisions to optimise marketing, operations, and customer engagement. 

Fill in the blank: Tools that measure and evaluate online performance are called ________ tools. 

Pilot questions 3.4 

1. What tools help businesses manage customer interactions? 

2. What term refers to the process of receiving, processing, and delivering customer orders? 

3. Name one function of CRM tools. 

4. Give one example of a performance metric used in analytics. 

5. Why are efficient logistics important in e-commerce? 

 

Series Summary 

This Series has focused on how businesses can build and manage their online presence 

effectively. We began by examining the importance of online presence and the platforms 

available, including websites, social media, and marketplaces. We then explored how to design 
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effective e-commerce websites, highlighting features such as navigation, layout, accessibility, 

mobile responsiveness, and security. Next, we studied digital marketing strategies, including 

search engine optimisation, social media engagement, content marketing, and email campaigns. 

Finally, we looked at managing online business operations, covering customer relationship 

management tools, order fulfilment and logistics, and performance monitoring with analytics. 

By completing this Series, you should now be able to explain the importance of online presence, 

describe the features of effective websites, apply digital marketing strategies, and evaluate 

management practices for online operations. These abilities align directly with the Series 

Learning Outcomes and provide practical skills for sustaining a strong online business presence. 

 

Glossary of Terms 

• Analytics tools: Software used to measure and evaluate online performance through 

metrics such as traffic and conversions. 

• Content marketing: Creating valuable and relevant content (blogs, videos, infographics) 

to attract and retain customers. 

• CRM (Customer Relationship Management): Tools that help businesses manage 

customer interactions, data, and personalised marketing. 

• Domain name: The web address that identifies a business online. 

• Email campaigns: Targeted messages sent to customers to promote products, share 

updates, or build relationships. 

• Mobile responsiveness: The ability of a website to adapt to different screen sizes and 

devices. 

• Navigation: The structure that allows users to move easily through a website. 

• Order fulfilment: The process of receiving, processing, and delivering customer orders. 

• SEO (Search Engine Optimisation): The process of improving a website’s visibility on 

search engines. 

• Social media marketing: Using platforms like Facebook, Instagram, and Twitter to 

promote products and engage with customers. 

• User-friendly website: A site designed to provide visitors with a smooth, intuitive, and 

enjoyable experience. 

 

Concept Check Questions [Series 3] 

Objective questions 

1. What term refers to the visibility of a business on digital platforms? (Linked to SLO 3.1) 
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2. Which platform provides a central hub for information, branding, and transactions? 

(Linked to SLO 3.1) 

3. What type of website adapts to different screen sizes and devices? (Linked to SLO 3.2) 

4. What process improves a website’s visibility on search engines? (Linked to SLO 3.3) 

5. Which tools help businesses manage customer interactions and personalised marketing? 

(Linked to SLO 3.4) 

Short-answer questions 

6. Explain one reason why consistent branding is important for online presence. (Linked to 

SLO 3.1) 

7. Describe one feature of a user-friendly website. (Linked to SLO 3.2) 

8. Give one example of a social media engagement strategy. (Linked to SLO 3.3) 

9. State one function of order fulfilment in e-commerce. (Linked to SLO 3.4) 

10. Identify one performance metric businesses can monitor using analytics tools. (Linked to 

SLO 3.4) 

Long-answer questions 

11. Analyse the importance of establishing an online presence and discuss the platforms 

businesses can use. (Linked to SLO 3.1) 

• Basic response: Learners should explain online presence and list websites, social media, 

and marketplaces. 

• Value-added response: Outstanding learners may compare platforms in terms of reach, 

cost, and engagement. 

12. Describe the features of effective e-commerce websites and explain why they are critical 

for customer satisfaction. (Linked to SLO 3.2) 

• Basic response: Learners should mention navigation, layout, accessibility, mobile 

responsiveness, and security. 

• Value-added response: Outstanding learners may provide examples of websites that 

excel in these features. 

13. Apply digital marketing strategies to promote an online business and explain their 

impact. (Linked to SLO 3.3) 

• Basic response: Learners should describe SEO, social media, content marketing, and 

email campaigns. 

• Value-added response: Outstanding learners may evaluate how these strategies 

complement each other in practice. 
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14. Evaluate management practices for online business operations and explain their role in 

sustaining e-commerce. (Linked to SLO 3.4) 

• Basic response: Learners should mention CRM tools, order fulfilment, logistics, and 

analytics. 

• Value-added response: Outstanding learners may assess how these practices improve 

efficiency and customer loyalty. 

Answers to Concept Check Questions [Series 3] 
Objective questions 

1. Online presence 

2. Website 

3. Mobile responsive website 

4. Search engine optimisation (SEO) 

5. Customer relationship management (CRM) tools 

Short-answer questions 

6. Consistent branding builds trust and helps customers recognise the business easily. 

7. Clear navigation allows users to find products quickly. 

8. Responding to customer comments on social media. 

9. Delivering customer orders accurately and on time. 

10. Conversion rates. 

Long-answer questions 

11.  

• Basic response: Online presence makes businesses visible; platforms include websites, 

social media, and marketplaces. 

• Value-added response: Websites provide control, social media fosters engagement, 

marketplaces expand reach but charge fees. 

12.  

• Basic response: Features include navigation, layout, accessibility, mobile 

responsiveness, and security. 

• Value-added response: For example, Amazon’s layout and mobile responsiveness 

enhance customer satisfaction. 
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13.  

• Basic response: SEO improves visibility, social media builds engagement, content 

marketing attracts customers, and email campaigns retain them. 

• Value-added response: Combined strategies create a holistic marketing approach that 

strengthens brand presence. 

14.  

• Basic response: CRM tools manage customer data, logistics ensure delivery, and 

analytics monitor performance. 

• Value-added response: Together, these practices improve efficiency, reduce costs, and 

build customer loyalty. 

 

Answers to Pilot Questions [Series 3] 

Part 3.1: Establishing an Online Presence 

1. Online presence 

2. Website, social media, or marketplace 

3. Marketplace 

4. Domain name 

5. Consistent branding builds trust and recognition 

Part 3.2: Designing Effective E-Commerce Websites 

1. User-friendly website 

2. Clear menus or search bars 

3. Accessibility 

4. Mobile responsiveness ensures usability across devices 

5. SSL certificates or secure payment gateways 

Part 3.3: Digital Marketing Strategies 

1. Search engine optimisation (SEO) 

2. Keywords or site speed 

3. Social media marketing 

4. Blogs, videos, or infographics 
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5. To promote products and build customer relationships 

Part 3.4: Managing Online Business Operations 

1. CRM tools 

2. Order fulfilment 

3. Personalised marketing 

4. Website traffic or conversion rates 

5. Efficient logistics ensure timely delivery and customer satisfaction 

 

Series 4: E-Marketing And Knowledge Management 

Strategies 

4.1 Fundamentals of E-Marketing 

• 4.1.1 Definition and scope of e-marketing 

• 4.1.2 Importance of e-marketing in e-commerce 

• 4.1.3 Key tools and channels (websites, email, social media, search engines) 

4.2 Online Marketing Techniques 

• 4.2.1 Search engine marketing (SEM) and pay-per-click advertising 

• 4.2.2 Social media campaigns and influencer marketing 

• 4.2.3 Content marketing and customer engagement strategies 

4.3 Knowledge Management in E-Commerce 

• 4.3.1 Definition and role of knowledge management 

• 4.3.2 Types of knowledge (explicit vs. tacit) 

• 4.3.3 Knowledge sharing and collaboration tools 

4.4 Integrating E-Marketing and Knowledge Management 

• 4.4.1 Using customer data for targeted marketing 

• 4.4.2 Leveraging analytics for decision-making 

• 4.4.3 Building a learning organisation in e-commerce 

 

Introduction 
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In the digital economy, businesses must not only market their products effectively but also 

manage knowledge strategically to remain competitive. E-marketing refers to the use of digital 

tools and platforms to promote products and services, while knowledge management involves 

capturing, organising, and leveraging information to improve decision-making and innovation. 

Together, these strategies enable businesses to reach customers more efficiently, personalise 

experiences, and continuously adapt to changing market conditions. 

The aim of this Series is to provide learners with a clear understanding of how e-marketing and 

knowledge management strategies support e-commerce success. We will begin by exploring the 

fundamentals of e-marketing, including its scope, importance, and key tools. Next, we will 

examine online marketing techniques such as search engine marketing, social media campaigns, 

and content marketing. We will then shift focus to knowledge management, discussing its role, 

types of knowledge, and tools for sharing and collaboration. Finally, we will integrate these two 

areas, showing how businesses can use customer data, analytics, and organisational learning to 

strengthen their competitive advantage. 

By the end of this Series, learners will be able to connect marketing strategies with knowledge 

management practices, enabling them to design holistic approaches for building sustainable 

online businesses. 

 

Series Learning Outcomes  

Upon completing this Series, you should be able to: 

• 4.1 explain the fundamentals of e-marketing, including its scope, importance, and key 

tools and channels, 

• 4.2 apply online marketing techniques such as search engine marketing, social media 

campaigns, and content marketing to promote e-commerce, 

• 4.3 describe the role of knowledge management in e-commerce and distinguish between 

explicit and tacit knowledge, 

• 4.4 evaluate how e-marketing and knowledge management can be integrated through 

customer data, analytics, and organisational learning to strengthen competitiveness. 

 

4.1 Fundamentals Of E-Marketing 
4.1.1 Definition and scope of e-marketing 

E-marketing (electronic marketing) refers to the use of digital technologies and online platforms 

to promote products, services, and brands. Its scope includes activities such as online advertising, 

search engine optimisation, social media engagement, and email campaigns. Unlike traditional 

marketing, e-marketing allows businesses to reach global audiences instantly and measure the 

effectiveness of campaigns in real time. 
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Fill in the blank: The use of digital technologies and online platforms to promote products is 

called ________. 

4.1.2 Importance of e-marketing in e-commerce 

E-marketing is vital in e-commerce because it: 

• Expands market reach beyond geographical boundaries 

• Provides cost-effective promotion compared to traditional methods 

• Enables personalised communication with customers 

• Offers measurable results through analytics 
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These advantages make e-marketing a cornerstone of online business success. 

Fill in the blank: One advantage of e-marketing is that it provides ________ results through 

analytics. 

4.1.3 Key tools and channels 

E-marketing uses a variety of tools and channels, including: 

• Websites: Central hubs for branding and transactions 

• Email: Direct communication with customers 

• Social media: Platforms for engagement and community building 
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• Search engines: Tools for visibility through SEO and paid advertising 

Each channel serves a unique purpose, and businesses often combine them to create integrated 

marketing strategies. 

Fill in the blank: Platforms such as Facebook and Instagram are examples of ________ channels 

in e-marketing. 

Pilot questions 4.1 

1. What term refers to the use of digital technologies to promote products? 

2. Name one advantage of e-marketing in e-commerce. 

3. Which channel provides direct communication with customers? 
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4. Give one example of a social media platform used in e-marketing. 

5. Why is measurability an important feature of e-marketing? 

 

4.2 Online Marketing Techniques 
4.2.1 Search engine marketing (SEM) and pay-per-click advertising 

Search engine marketing (SEM) involves promoting websites by increasing their visibility on 

search engine results pages through paid advertising. A common method is pay-per-click 

(PPC), where businesses pay each time a user clicks on their ad. SEM allows businesses to target 

specific keywords, reach potential customers quickly, and measure campaign effectiveness. 

Fill in the blank: A method where businesses pay each time a user clicks on their ad is called 

________. 
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4.2.2 Social media campaigns and influencer marketing 

Social media campaigns use platforms like Facebook, Instagram, and TikTok to promote 

products and engage audiences. They often include interactive posts, contests, and targeted ads. 

Influencer marketing involves partnering with individuals who have large followings to 

endorse products. These techniques build brand awareness, foster trust, and drive customer 

engagement. 

Fill in the blank: Partnering with individuals who have large followings to endorse products is 

called ________ marketing. 
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4.2.3 Content marketing and customer engagement strategies 

Content marketing focuses on creating valuable, relevant, and consistent content to attract and 

retain customers. Examples include blogs, videos, podcasts, and infographics. Customer 

engagement strategies involve encouraging interaction, such as comments, reviews, and 

community discussions. Together, these techniques strengthen customer relationships and build 

long-term loyalty. 

Fill in the blank: Creating valuable and relevant blogs, videos, or infographics to attract 

customers is called ________ marketing. 
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Pilot questions 4.2 

1. What process promotes websites through paid advertising on search engines? 

2. What does PPC stand for in online marketing? 

3. What term describes partnering with individuals with large followings to endorse 

products? 

4. Give one example of content marketing. 

5. Why are customer engagement strategies important in e-commerce? 
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4.3 Knowledge Management in E-Commerce 
4.3.1 Definition and role of knowledge management 

Knowledge management (KM) refers to the process of capturing, organising, sharing, and 

effectively using knowledge within an organisation. In e-commerce, KM ensures that businesses 

can leverage customer insights, market trends, and internal expertise to improve decision-making 

and innovation. It plays a vital role in maintaining competitiveness by turning information into 

actionable strategies. 

Fill in the blank: The process of capturing, organising, and sharing knowledge within an 

organisation is called ________. 

4.3.2 Types of knowledge (explicit vs. tacit) 



 

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

Knowledge in organisations can be classified into two main types: 

• Explicit knowledge: Formal, documented information such as manuals, reports, and 

databases. 

• Tacit knowledge: Personal, experience-based insights that are harder to document, such 

as intuition or skills. 

Both types are important in e-commerce. Explicit knowledge supports structured processes, 

while tacit knowledge drives creativity and problem-solving. 

Fill in the blank: Manuals, reports, and databases are examples of ________ knowledge. 

4.3.3 Knowledge sharing and collaboration tools 
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Knowledge sharing is facilitated by tools such as intranets, cloud storage, and collaboration 

platforms (e.g., Microsoft Teams, Slack). These tools allow employees to exchange information, 

work together on projects, and access shared resources. In e-commerce, effective collaboration 

ensures that customer data, market insights, and operational knowledge are available to the right 

people at the right time. 

Fill in the blank: Platforms like Microsoft Teams and Slack are examples of ________ tools. 

” 

Pilot questions 4.3 

1. What term refers to the process of capturing, organising, and sharing knowledge in 

organisations? 
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2. Give one example of explicit knowledge. 

3. What type of knowledge is based on personal experience and intuition? 

4. Name one tool used for knowledge sharing in e-commerce. 

5. Why is knowledge management important for competitiveness in e-commerce? 

 

4.4 Integrating E-Marketing and Knowledge Management 
4.4.1 Using customer data for targeted marketing 

Customer data such as purchase history, browsing behaviour, and feedback can be analysed to 

create targeted marketing campaigns. These campaigns deliver personalised offers and 

recommendations, increasing customer satisfaction and conversion rates. Effective use of 

customer data ensures that businesses focus resources on the right audience. 

Fill in the blank: Analysing purchase history and browsing behaviour to create personalised 

campaigns is called ________ marketing. 
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4.4.2 Leveraging analytics for decision-making 

Analytics tools provide insights into customer behaviour, campaign performance, and market 

trends. Businesses can use these insights to make informed decisions about product development, 

pricing, and promotional strategies. Leveraging analytics ensures that decisions are data-driven 

rather than based on assumptions, improving efficiency and competitiveness. 

Fill in the blank: Tools that provide insights into customer behaviour and campaign performance 

are called ________ tools. 
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4.4.3 Building a learning organisation in e-commerce 

A learning organisation is one that continuously acquires and applies knowledge to adapt to 

changes. In e-commerce, this involves integrating e-marketing insights with knowledge 

management practices to innovate and remain competitive. By fostering collaboration, 

encouraging experimentation, and sharing knowledge, businesses can build resilience and long-

term success. 

Fill in the blank: An organisation that continuously acquires and applies knowledge to adapt to 

changes is called a ________ organisation. 
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Pilot questions 4.4 

1. What term describes campaigns created by analysing customer data? 

2. Name one benefit of using analytics in decision-making. 

3. What do analytics tools measure in e-commerce? 

4. What is a learning organisation? 

5. Why is integrating e-marketing with knowledge management important for 

competitiveness? 
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Series Summary 

This Series has explored how businesses can combine e-marketing and knowledge 

management strategies to strengthen their e-commerce operations. We began with the 

fundamentals of e-marketing, defining its scope, importance, and key tools such as websites, 

email, social media, and search engines. We then examined online marketing techniques, 

including search engine marketing, pay-per-click advertising, social media campaigns, influencer 

marketing, and content marketing. Next, we studied knowledge management in e-commerce, 

focusing on its definition, role, types of knowledge (explicit and tacit), and tools for sharing and 

collaboration. Finally, we integrated both areas, showing how customer data, analytics, and 

organisational learning can be combined to create targeted marketing, data-driven decisions, and 

resilient learning organisations. 

By completing this Series, learners should now be able to explain e-marketing fundamentals, 

apply online marketing techniques, describe knowledge management practices, and evaluate how 

integration of these strategies enhances competitiveness in e-commerce. 

 

Glossary of Terms 

• Analytics tools: Software that provides insights into customer behaviour, campaign 

performance, and market trends. 

• Content marketing: Creating valuable and relevant content (blogs, videos, infographics) 

to attract and retain customers. 

• CRM (Customer Relationship Management): Tools for managing customer 

interactions and data. 

• E-marketing: Use of digital technologies and platforms to promote products and 

services. 

• Explicit knowledge: Documented information such as manuals, reports, and databases. 

• Influencer marketing: Partnering with individuals who have large followings to endorse 

products. 

• Knowledge management (KM): The process of capturing, organising, sharing, and 

using knowledge within an organisation. 

• Learning organisation: An organisation that continuously acquires and applies 

knowledge to adapt to changes. 

• Pay-per-click (PPC): A form of online advertising where businesses pay each time a 

user clicks on their ad. 

• Search engine marketing (SEM): Promoting websites through paid advertising on 

search engine results pages. 

• Social media campaigns: Marketing strategies using platforms like Facebook, 

Instagram, and TikTok to engage audiences. 
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• Tacit knowledge: Personal, experience-based insights that are difficult to document. 

 

 

Concept Check Questions [Series 4] 

Objective questions 

1. What term refers to the use of digital technologies and platforms to promote products and 

services? (Linked to SLO 4.1) 

2. Which online marketing method involves paying each time a user clicks on an ad? 

(Linked to SLO 4.2) 

3. What type of knowledge includes manuals, reports, and databases? (Linked to SLO 4.3) 

4. Tools like Microsoft Teams and Slack are examples of ________ tools. (Linked to SLO 

4.3) 

5. An organisation that continuously acquires and applies knowledge to adapt to changes is 

called a ________ organisation. (Linked to SLO 4.4) 

Short-answer questions 

6. State one advantage of e-marketing compared to traditional marketing. (Linked to SLO 

4.1) 

7. Explain one benefit of influencer marketing. (Linked to SLO 4.2) 

8. Give one example of tacit knowledge in e-commerce. (Linked to SLO 4.3) 

9. Name one way customer data can be used for targeted marketing. (Linked to SLO 4.4) 

10. Why are analytics tools important for decision-making in e-commerce? (Linked to SLO 

4.4) 

Long-answer questions 

11. Analyse the fundamentals of e-marketing and explain its importance in e-commerce. 

(Linked to SLO 4.1) 

• Basic response: Learners should define e-marketing and list its tools and advantages. 

• Value-added response: Outstanding learners may compare e-marketing with traditional 

marketing and discuss global reach. 

12. Evaluate online marketing techniques and their impact on customer engagement. (Linked 

to SLO 4.2) 

• Basic response: Learners should describe SEM, PPC, social media campaigns, 

influencer marketing, and content marketing. 
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• Value-added response: Outstanding learners may assess how these techniques 

complement each other in building loyalty. 

13. Discuss the role of knowledge management in e-commerce and differentiate between 

explicit and tacit knowledge. (Linked to SLO 4.3) 

• Basic response: Learners should define KM and explain explicit vs. tacit knowledge. 

• Value-added response: Outstanding learners may provide examples of KM tools and 

their impact on competitiveness. 

14. Explain how integrating e-marketing and knowledge management strengthens 

competitiveness in e-commerce. (Linked to SLO 4.4) 

• Basic response: Learners should mention customer data, analytics, and learning 

organisations. 

• Value-added response: Outstanding learners may evaluate how integration leads to 

innovation and resilience. 

Answers to Concept Check Questions [Series 4] 
Objective questions 

1. E-marketing 

2. Pay-per-click (PPC) advertising 

3. Explicit knowledge 

4. Collaboration tools 

5. Learning organisation 

Short-answer questions 

6. It provides measurable results through analytics. 

7. Influencer marketing builds trust by leveraging popular figures. 

8. A manager’s intuition about customer preferences. 

9. Analysing purchase history to personalise offers. 

10. They provide data-driven insights for better decisions. 

Long-answer questions 

11.  

• Basic response: E-marketing uses digital platforms like websites, email, and social 

media to promote products. 
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• Value-added response: Compared to traditional marketing, e-marketing offers global 

reach, cost-effectiveness, and real-time measurability. 

12.  

• Basic response: SEM and PPC increase visibility, social media campaigns engage 

audiences, influencer marketing builds trust, and content marketing attracts customers. 

• Value-added response: These techniques complement each other, creating integrated 

strategies that foster loyalty and long-term engagement. 

13.  

• Basic response: KM captures and shares knowledge; explicit knowledge is documented, 

tacit knowledge is experience-based. 

• Value-added response: Tools like intranets and collaboration platforms make 

knowledge accessible, improving competitiveness. 

14.  

• Basic response: Integration uses customer data for targeted marketing, analytics for 

decision-making, and learning organisations for adaptability. 

• Value-added response: Together, these practices drive innovation, resilience, and 

sustainable competitive advantage. 

 

Answers to Pilot Questions [Series 4] 

Part 4.1: Fundamentals of E-Marketing 

1. E-marketing 

2. It provides measurable results through analytics 

3. Email 

4. Facebook or Instagram 

5. Because it allows businesses to track campaign effectiveness 

Part 4.2: Online Marketing Techniques 

1. Search engine marketing (SEM) 

2. Pay-per-click (PPC) 

3. Influencer marketing 
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4. Blogs, videos, or infographics 

5. They build loyalty and encourage interaction 

Part 4.3: Knowledge Management in E-Commerce 

1. Knowledge management (KM) 

2. Manuals or reports 

3. Tacit knowledge 

4. Microsoft Teams or Slack 

5. It improves competitiveness by turning information into strategies 

Part 4.4: Integrating E-Marketing and Knowledge Management 

1. Targeted marketing 

2. Better product and pricing decisions 

3. Customer behaviour and campaign performance 

4. Learning organisation 

5. It enhances innovation and resilience in e-commerce 
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Series 5: Ethical, Legal, and Security Dimensions of E-

Commerce 

5.1 Ethical Issues in E-Commerce 

• 5.1.1 Privacy and data protection concerns 

• 5.1.2 Intellectual property rights in digital environments 

• 5.1.3 Ethical marketing and consumer trust 

5.2 Legal Frameworks Governing E-Commerce 

• 5.2.1 National and international e-commerce regulations 

• 5.2.2 Consumer protection laws 

• 5.2.3 Contract formation and electronic signatures 

5.3 Security Challenges in E-Commerce 

• 5.3.1 Common threats (phishing, hacking, malware) 

• 5.3.2 Payment security and fraud prevention 

• 5.3.3 Role of encryption and authentication 

5.4 Managing Ethical, Legal, and Security Risks 

• 5.4.1 Corporate governance and compliance strategies 

• 5.4.2 Risk management frameworks 

• 5.4.3 Building consumer confidence through transparency and security measures 

 

Introduction 

As e-commerce continues to expand globally, businesses must address not only opportunities but 

also the ethical, legal, and security challenges that accompany online transactions. Issues such 

as customer privacy, intellectual property rights, fraud prevention, and compliance with 

regulations are central to building trust and sustaining digital business operations. Ethical 

practices ensure fairness and transparency, legal frameworks provide rules and protections, and 

security measures safeguard both businesses and consumers from threats. 

The aim of this Series is to equip learners with an understanding of the ethical considerations, 

legal requirements, and security challenges in e-commerce. We will begin by examining ethical 

issues such as privacy, intellectual property, and consumer trust. Next, we will explore the legal 

frameworks that govern e-commerce, including consumer protection laws and electronic 

contracts. We will then study common security challenges, such as hacking, payment fraud, and 

the role of encryption. Finally, we will integrate these dimensions by discussing risk 

management strategies, compliance, and ways to build consumer confidence. 
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By the end of this Series, learners will be able to identify ethical issues, explain relevant legal 

frameworks, evaluate security challenges, and propose strategies for managing risks in e-

commerce. 

 

Series Learning Outcomes  

Upon completing this Series, you should be able to: 

• 5.1 identify and explain ethical issues in e-commerce, including privacy, intellectual 

property, and consumer trust. 

• 5.2 describe the legal frameworks governing e-commerce, such as consumer protection 

laws, electronic contracts, and international regulations. 

• 5.3 evaluate common security challenges in e-commerce, including threats, payment 

security, and the role of encryption. 

• 5.4 propose strategies for managing ethical, legal, and security risks through governance, 

compliance, and transparency. 

 

5.1 Ethical Issues in E-Commerce 
5.1.1 Privacy and data protection concerns 

Privacy is one of the most critical ethical issues in e-commerce. Businesses collect customer data 

such as browsing behaviour, purchase history, and payment details. Ethical practice requires 

protecting this data from misuse and ensuring transparency about how it is collected and used. 

Strong data protection builds trust and prevents exploitation. 

Fill in the blank: Protecting customer data from misuse and ensuring transparency is part of 

________ concerns in e-commerce. 
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5.1.2 Intellectual property rights in digital environments 

Intellectual property (IP) refers to creations of the mind, such as software, designs, and digital 

content. In e-commerce, respecting IP rights means avoiding plagiarism, piracy, and 

unauthorised use of copyrighted materials. Ethical businesses ensure that their digital products 

and marketing content are original or properly licensed. 

Fill in the blank: Creations of the mind such as software and designs are protected under 

________ rights. 
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5.1.3 Ethical marketing and consumer trust 

Ethical marketing involves promoting products honestly, avoiding misleading claims, and 

respecting consumer rights. Transparency in advertising and fair pricing practices build 

consumer trust. In e-commerce, businesses must avoid manipulative tactics such as hidden fees 

or false scarcity. Ethical marketing strengthens long-term customer relationships. 

Fill in the blank: Promoting products honestly and avoiding misleading claims is part of 

________ marketing. 
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Pilot questions 5.1 

1. What ethical issue involves protecting customer data from misuse? 

2. Give one example of intellectual property in e-commerce. 

3. What rights protect creations of the mind such as software? 

4. What is the purpose of ethical marketing? 

5. Why is transparency important in building consumer trust? 

5.2 Legal Frameworks Governing E-Commerce 
5.2.1 National and international e-commerce regulations 
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E-commerce operates across borders, making compliance with both national and international 

regulations essential. National laws may cover taxation, consumer rights, and online business 

registration, while international frameworks address cross-border trade, dispute resolution, and 

harmonisation of standards. Businesses must understand these regulations to avoid penalties and 

ensure smooth operations. 

Fill in the blank: Compliance with both national and international ________ is essential for 

cross-border e-commerce. 

 

 

5.2.2 Consumer protection laws 
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Consumer protection laws safeguard buyers from unfair practices in e-commerce. These laws 

ensure transparency in pricing, protect against fraud, and guarantee rights such as refunds and 

returns. Ethical businesses comply with these laws to build trust and maintain long-term 

customer relationships. 

Fill in the blank: Laws that safeguard buyers from unfair practices in e-commerce are called 

________ laws. 

 

 

5.2.3 Contract formation and electronic signatures 

Contracts in e-commerce are often formed electronically through terms and conditions, click-to-

accept agreements, or online purchase confirmations. Electronic signatures are legally 
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recognised in many jurisdictions, providing validity to digital agreements. These mechanisms 

ensure that transactions are binding and enforceable, just like traditional contracts. 

Fill in the blank: Legally recognised digital agreements are validated through ________ 

signatures. 

 

Pilot questions 5.2 

1. Why must businesses comply with both national and international regulations in e-

commerce? 

2. What laws safeguard buyers from unfair practices in online transactions? 

3. Give one example of a consumer right protected by law. 



 

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

4. What validates digital agreements in e-commerce? 

5. Why are electronic contracts important in online business? 

5.3 Security Challenges in E-Commerce 
5.3.1 Common threats (phishing, hacking, malware) 

E-commerce platforms face numerous security threats. Phishing involves tricking users into 

revealing sensitive information through fake emails or websites. Hacking refers to unauthorised 

access to systems, often to steal data or disrupt operations. Malware includes harmful software 

designed to damage or exploit systems. Businesses must implement preventive measures such as 

firewalls, anti-virus software, and employee awareness training. 

Fill in the blank: Fake emails or websites designed to steal sensitive information are examples of 

________. 
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5.3.2 Payment security and fraud prevention 

Payment systems are prime targets for cybercriminals. Secure payment gateways, tokenisation, 

and two-factor authentication help protect transactions. Fraud prevention strategies include 

monitoring unusual activity, verifying customer identities, and using AI-based detection systems. 

Ensuring payment security is essential for maintaining customer trust and preventing financial 

losses. 

Fill in the blank: Protecting transactions with secure gateways and authentication methods is part 

of ________ security. 

5.3.3 Role of encryption and authentication 
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Encryption ensures that sensitive data such as passwords and payment details are converted into 

unreadable code during transmission. Authentication verifies the identity of users through 

methods like passwords, biometrics, or multi-factor systems. Together, encryption and 

authentication protect against unauthorised access and data breaches. 

Fill in the blank: Converting sensitive data into unreadable code during transmission is called 

________. 

 

Pilot questions 5.3 

1. What term describes fake emails or websites designed to steal information? 

2. Name one preventive measure against hacking. 
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3. What is the purpose of secure payment gateways? 

4. Give one example of an authentication method. 

5. Why are encryption and authentication critical in e-commerce? 

 

5.4 Managing Ethical, Legal, and Security Risks 
5.4.1 Corporate governance and compliance strategies 

Corporate governance in e-commerce involves establishing policies and procedures that ensure 

ethical conduct, legal compliance, and accountability. Compliance strategies include adhering to 

data protection laws, respecting intellectual property, and following consumer protection 

regulations. Strong governance frameworks help businesses avoid legal disputes and maintain 

credibility. 

Fill in the blank: Establishing policies and procedures to ensure ethical conduct and 

accountability is part of ________ governance. 
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5.4.2 Risk management frameworks 

Risk management frameworks provide structured approaches to identifying, assessing, and 

mitigating risks in e-commerce. These frameworks address ethical risks (e.g., misuse of customer 

data), legal risks (e.g., non-compliance with regulations), and security risks (e.g., cyberattacks). 

Tools such as risk assessments, audits, and contingency planning help businesses prepare for 

potential challenges. 

Fill in the blank: Structured approaches to identifying and mitigating risks in e-commerce are 

called ________ frameworks. 
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5.4.3 Building consumer confidence through transparency and security measures 

Consumer confidence is essential for the success of e-commerce. Transparency in business 

practices, clear communication of policies, and visible security measures (such as SSL 

certificates and secure payment gateways) reassure customers. Businesses that demonstrate 

accountability and protect customer interests build long-term trust and loyalty. 

Fill in the blank: Visible security measures such as SSL certificates and secure gateways help 

build consumer ________. 
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Pilot questions 5.4 

1. What term refers to establishing policies to ensure ethical conduct and accountability? 

2. Name one tool used in risk management frameworks. 

3. Give one example of a legal risk in e-commerce. 

4. What visible security measure helps reassure customers about online transactions? 

5. Why is transparency important for building consumer confidence? 

 

Series Summary 
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This Series has examined the ethical, legal, and security dimensions of e-commerce, which are 

critical for building trust and sustaining online business operations. We began by exploring 

ethical issues such as privacy and data protection, intellectual property rights, and ethical 

marketing practices that foster consumer trust. Next, we studied the legal frameworks governing 

e-commerce, including national and international regulations, consumer protection laws, and the 

role of electronic contracts and signatures. We then analysed security challenges, focusing on 

common threats like phishing, hacking, and malware, as well as payment security and the 

importance of encryption and authentication. Finally, we integrated these dimensions by 

discussing corporate governance, risk management frameworks, and strategies for building 

consumer confidence through transparency and visible security measures. 

By completing this Series, learners should now be able to identify ethical issues, explain relevant 

legal frameworks, evaluate security challenges, and propose strategies for managing risks in e-

commerce. 

Glossary of Terms 

• Authentication: The process of verifying the identity of users, often through passwords, 

biometrics, or multi-factor systems. 

• Consumer protection laws: Regulations designed to safeguard buyers from unfair 

practices in e-commerce. 

• Corporate governance: Policies and procedures that ensure ethical conduct, compliance, 

and accountability in organisations. 

• Electronic signature: A legally recognised digital method of validating contracts and 

agreements. 

• Encryption: The process of converting sensitive data into unreadable code during 

transmission to prevent unauthorised access. 

• Ethical marketing: Honest and transparent promotion of products that avoids misleading 

claims and manipulative tactics. 

• Intellectual property (IP): Creations of the mind, such as software, designs, and digital 

content, protected by rights like copyright, trademarks, and patents. 

• Malware: Harmful software designed to damage or exploit systems. 

• Phishing: Fraudulent attempts to obtain sensitive information by disguising as a 

trustworthy entity, often via fake emails or websites. 

• Risk management frameworks: Structured approaches to identifying, assessing, and 

mitigating risks in e-commerce. 

• Secure payment gateway: A system that ensures safe online transactions by encrypting 

and protecting payment data. 

• Transparency: Clear communication of policies and practices to build consumer trust. 
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Concept Check Questions [Series 5] 

Objective questions 

1. Protecting customer data from misuse and ensuring transparency relates to ________ 

concerns in e-commerce. (Linked to SLO 5.1) 

2. Creations of the mind such as software and designs are protected under ________ rights. 

(Linked to SLO 5.1) 

3. Laws that safeguard buyers from unfair practices in e-commerce are called ________ 

laws. (Linked to SLO 5.2) 

4. Legally recognised digital agreements are validated through ________ signatures. 

(Linked to SLO 5.2) 

5. Converting sensitive data into unreadable code during transmission is called ________. 

(Linked to SLO 5.3) 

Short-answer questions 

6. State one ethical issue in e-commerce related to marketing. (Linked to SLO 5.1) 

7. Give one example of a consumer right protected by law. (Linked to SLO 5.2) 

8. Name one common security threat in e-commerce. (Linked to SLO 5.3) 

9. What is one tool used in risk management frameworks? (Linked to SLO 5.4) 

10. Why is transparency important for building consumer confidence? (Linked to SLO 5.4) 

Long-answer questions 

11. Analyse the ethical issues in e-commerce and explain their impact on consumer trust. 

(Linked to SLO 5.1) 

• Basic response: Learners should mention privacy, intellectual property, and ethical 

marketing. 

• Value-added response: Outstanding learners may evaluate how unethical practices 

damage trust and loyalty. 

12. Discuss the legal frameworks governing e-commerce and their importance for businesses. 

(Linked to SLO 5.2) 

• Basic response: Learners should describe national/international regulations, consumer 

protection laws, and electronic contracts. 

• Value-added response: Outstanding learners may assess challenges of cross-border 

compliance and dispute resolution. 
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13. Evaluate common security challenges in e-commerce and suggest preventive measures. 

(Linked to SLO 5.3) 

• Basic response: Learners should identify phishing, hacking, malware, and payment 

fraud. 

• Value-added response: Outstanding learners may propose encryption, authentication, 

and AI-based fraud detection. 

14. Explain how governance, compliance, and transparency help manage risks in e-

commerce. (Linked to SLO 5.4) 

• Basic response: Learners should mention corporate governance, risk frameworks, and 

consumer confidence. 

• Value-added response: Outstanding learners may analyse how these strategies integrate 

ethical, legal, and security dimensions. 

Answers to Concept Check Questions [Series 5] 
Objective questions 

1. Privacy and data protection 

2. Intellectual property 

3. Consumer protection laws 

4. Electronic signatures 

5. Encryption 

Short-answer questions 

6. Misleading advertising or hidden fees 

7. Right to refunds or returns 

8. Phishing 

9. Risk assessments or audits 

10. It reassures customers and builds trust in online transactions 

Long-answer questions 

11.  

• Basic response: Ethical issues include privacy, IP rights, and ethical marketing. 

• Value-added response: Unethical practices such as data misuse or false advertising 

erode consumer trust and loyalty. 
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12.  

• Basic response: Legal frameworks include national/international regulations, consumer 

protection laws, and electronic contracts. 

• Value-added response: Cross-border compliance is complex, requiring businesses to 

adapt to multiple jurisdictions. 

13.  

• Basic response: Security challenges include phishing, hacking, malware, and fraud. 

• Value-added response: Preventive measures include encryption, authentication, secure 

gateways, and AI-based fraud detection. 

14.  

• Basic response: Governance ensures ethical conduct, risk frameworks mitigate threats, 

and transparency builds confidence. 

• Value-added response: Integrating these strategies creates resilience and strengthens 

competitiveness in e-commerce. 

 

Answers to Pilot Questions [Series 5] 

Part 5.1: Ethical Issues in E-Commerce 

1. Privacy and data protection 

2. Software or digital designs 

3. Intellectual property rights 

4. To promote products honestly and fairly 

5. It builds consumer trust 

Part 5.2: Legal Frameworks Governing E-Commerce 

1. To avoid penalties and ensure smooth operations 

2. Consumer protection laws 

3. Right to refunds or returns 

4. Electronic signatures 

5. They make online transactions binding and enforceable 

Part 5.3: Security Challenges in E-Commerce 
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1. Phishing 

2. Firewalls or anti-virus software 

3. To protect transactions from fraud 

4. Passwords or biometrics 

5. They prevent unauthorised access and data breaches 

Part 5.4: Managing Ethical, Legal, and Security Risks 

1. Corporate governance 

2. Risk assessments or audits 

3. Non-compliance with consumer protection laws 

4. SSL certificates 

5. It reassures customers and builds confidence 

 


