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Abstract 

Electronic commerce, commonly known as e-commerce or eCommerce, is a type of industry where the buying and selling of 
products or services is conducted over electronic systems such as the Internet and other computer networks. Electronic 
commerce draws on technologies such as mobile commerce, electronic funds transfer, supply chain management, Internet 
marketing, online transaction processing, electronic data interchange (EDI), inventory management systems, and automated 
data collection systems. Electronic commerce is becoming one of the drivers of competition and is starting playing an 
important role in industry structural change. This review basically focuses on how electronic commerce might affect the 
scientific, technical and medical publishing sector. 

 

1. Introduction 

The information technology has without a doubt created a revolutionary development, in the field of business. It 
is due to the contribution of information technology, that from traditional business means, it is now possible to 
run business through “online business techniques”. This technique is nowadays termed as “E-Commerce”. The 
E-Commerce has been growing at a tremendous speed, and is now transforming into a “need” of a growing 
nation, which variants the overall methods of traditional business to commercial applications. 

The electronic commerce (E-commerce) is one of the fastest gains of information technology leading to a 
fundamental change, in a way to make businesses effective and efficient. The growth of e-commerce provides 
and highlights the various advantages to companies and businesses. These benefits include development of new 
technologies, promotion and selling products and services and cooperation between the supply-chain. E-
commerce also opens up an opportunity to promote the environment, which promotes the globalization of 
markets. 

 
The trust is a key factor in e-commerce which is increasingly recognized in academic and professional 
communities. In e-commerce transactions, consumers' perceptions of the legitimacy of business confidence are 
necessary because the transfer of confidence in the electronic version of the physical world. However, empirical 
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research in this area drowned in contradictory perceptions of trust. The research provides the effect of 
strengthening  confidence in the development of e-commerce in different cultural contexts and configurations. 

The cases of Internet fraud is increasing at an alarming rate, so that companies trading e must have means to 
protect the transmission of personal data. Customers know what risks are presented and phenomena which are 
consequences increasingly common as identity theft or data, so they feel a combination of distrust and fear. In 
this situation, expect companies to protect, and 83% want more conclusive evidence that your information is 
safe. 

 

2. Benefits 

The invention of faster internet connectivity and powerful online tools has resulted in a new commerce arena – 
Ecommerce. Ecommerce offered many advantages to companies and customers. 

1. Faster buying/selling procedure, as well as easy to find products. 

2. Buying/selling 24/7. 

3. More reach to customers, there is no theoretical geographic limitations. 

4. Low operational costs and better quality of services. 
 

5. No need of physical company set-ups. 
 

6. Easy to start and manage a business. 
 

7. Customers can easily select products from different providers without moving around physically. 

 

3. Issues in Electronic Commerce - Business-With-Consumer  

3.1. Willingness to Pay  

Electronic commerce is presaged on the assumption that the participants will pay for what they buy. But there 
has been a marked reluctance among net-users to actually part with their money, particularly for digital goods 
and services. As a result, much of the current business on the Internet is funded using business models other 
than user-pays, primarily advertising and sponsorship.  

The origins of netizens' apparent unwillingness to pay lie in the community-service ethos that pervaded the 
original, researcher-dominated Internet (c. 1976-1990), and the early period of popularization and absorption of 
the bulletin-board and newsgroup users (c. 1990-1994). A later section addresses the question of how deeply 
engrained this unwillingness is, and whether and how it can be overcome.  

3.2. Trust  

Consumers are seriously concerned about a number of dimensions of trust: 

1. Trust in the security of value passed during electronic transactions with organisations that are 'virtual' 
in a disconcertingly ineffable way. The forms of value that are involved include money paid and 
received, goods and services offered and acquired,  assurances that refund is available for unsatisfactory 
goods and services;  

2. Trust in the security of personal data while it is in transit during electronic transactions;  
3. Trust in the privacy of personal data arising from electronic transactions. This involves a great
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deal more than the mere question of security of data storage. 

In particular, there is a fear among consumers, based on prior experiences with marketers in other contexts, that they 
are likely to make unwarranted assumptions about the nature of any relationship that may arise from the transaction. 

This cluster of public confidence issues also besets electronic services delivery by governments. Until and unless 
they are effectively addressed, sponsors of electronic commerce and electronic services delivery schemes will 
continue to be disappointed by low adoption rates. 

3.3. The Privacy of Personal Data  

Many people are concerned about the trails that they leave behind them in cyber space. They fear that the data and 
information they provide for the transaction to take place is vulnerable to spoofing and hence, can lead to loss of 
confidentiality. 

3.4. Identification and Anonymity  

The Internet has stimulated enthusiasm, and at times euphoria, for freedom in cyberspace include:  

1. the freedom to conduct most transactions anonymously;  
2. the freedom to conduct most other transactions pseudonymously;  
3. freedom from demeaning identification rites;  
4. freedom from centralized storage of identification details;  
5. freedom to adopt multiple identities to reflect multiple roles; and  
6. The freedom to hide.  

One of the ways that has been suggested whereby trust can be engendered is through the use of digital signatures by 
each party to a transaction. Conventional digital signature technology involves compulsory and authenticated 
identification of the parties to an electronic transaction. 

Anonymity has been the norm in many transactions in the past, and, even in the context of Internet, remains entirely 
feasible in many electronic transactions. Rather than converting hitherto anonymous transactions into identified 
ones, alternative approaches need to be applied, which are less threatening to consumers, in particular:  

1. value authentication (which involves means of ensuring that parties to a transaction have grounds for 
confidence in the security of value transferred);  

2. attribute or eligibility authentication (which provides means of testing whether a party has a particular 
characteristic relevant to participating in such a transaction, without recording the party's identity); and  

3. pseudonymous transactions (where one party remains anonymous to the other, means exists for the real 
identity to be discovered, but those means are subject to legal, organizational and technical protections. 

3.5. Consumer Protections  

It is argued that technology-based consumer transactions are, in many cases, not subject to the same kinds of 
protections as are applicable to transactions using established points-of-sale, and door-to-door, mail and telephone 
telling.  

There are significant challenges confronting the establishment of an effective regulatory framework for Internet 
activities. The central problem is that laws (with few exceptions and some minor qualifications) are limited to 
geographical jurisdictions. It is now feasible for trans-jurisdictionally, extra-jurisdictionally and supra-
jurisdictionally to be indulged in by many more organizations and individuals than was ever feasible before the 
advent of the Internet generally, and electronic commerce in particular.  
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The media has given considerable publicity to the risks of conducting cyberspace transactions, and there is 
considerable evidence that consumer participation is being subdued by the uncertainties involved.  

4. Conclusion 

Electronic commerce are revolutionary. It consequently brings a wide range of important issues, which this paper 
has set out to identify, describe and categorise.  

Some of these issues are primarily relevant during the present lull while electronic commerce awaits breakthrough 
and becomes a mainstream way of doing business. Others among these issues will become much more relevant once 
that breakthrough has occurred.  

One huge risk that we all have to manage is that 'big business' will be successful in buying the support of 
governments, and will thereby subvert the architecture of the Internet sufficiently to deny its inherent democratic 
shape, or side line it sufficiently that broadcast-mode cable-TV models can regain the ascendancy. This is a risk to 
information society, in that it would deny the democratising tendencies of participative communications. It is also a 
huge risk to the information economy, because it would preclude the joint creativity on which performance in the 
twenty-first century world will depend.  
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