


Preface



Intheearly1990s,e-commerceusheredinwhatisnowcalled“thedigitaleconomy.”Itrevolutionized
theprocessofbuying,selling,andexchangingproductsandservices,andspawnedahostofbusinessand
technologicalinnovations.Asglobalizationandcompetitionposednewopportunitiesandchallenges,
firmsfacedincreasedpressuresfromstakeholderstocreatee-businessvalues.Theyhavebeenattempt-
ingtofindwhiche-businessmodelsandapplicationswillcontributeeffectivelytotheirsustainability,
growth,andinnovation.Innovationsintechnologyinthee-commerceareahavealsoconstantlyencouraged
firmstoimproveexistingbusinessprocessesandtocomeupwithnewbusinessmodelsandapplications.

Recently, e-commerce has been going through a major transformation to take advantage of the
new e-commerce technologies, standards, and business models emerging in different industries. E-
commercebroughtaboutaparadigmshiftcausedby“disruptive”technologythatisradicallychanging
thetraditionalwayofdoingbusiness.Theparadigmshiftwasunprecedentedintermsofthecomplex-
ityandmagnitude,andpressuredfirmstobemoreinnovativeandproactivetobusinessproblemsthan
everbefore.TheInternetischangingthetelecommunicationparadigmthroughtheconvergencewith
telecommunications.Traditionalcircuit-switchtelecommunicationstechnologygiveswaytoIP-based
packetswitchtelecommunicationsforbroadbandnetworkservices.Withthephenomenaladvancements
inwirelesscommunicationtechnologies,mobiledevicestookadvantageofIPprotocolandenteredinto
themainstreame-commercearena.IPv6enablesbillionsofdevicesontheIoTtobeassignedtounique
identifiers.Socialmediaischangingthetrendsofthewebtechnologydevelopmentandwebdesign.

Astechnologicalinnovationsdriveorganizationaltransformations,researchersneedtounderstandthe
implicationsofthesetechnologicalandorganizationalchanges.Toremaincompetitive,managersneed
tokeepabreastwiththenewparadigmssuchassocialmediaandtheInternetofThings(IoT).Although
alargevolumeofliteratureisalreadyavailableone-commerce,manynewideasandapplicationsare
constantlyemergingandprovidepotentialopportunitiesandchallengesforfurtherresearch.Inlightof
thisphenomenon,itishightimetodevelopacomprehensivereferencesourcewhichprovidesthemost
up-to-date research findings and futuredirections.The Encyclopedia of E-Commerce Development, 
Implementation, and Managementprovidesa repository foracademicians, researchers,and industry
practitioners toshareandexchange their research ideas, theories,andpracticalexperiences,discuss
challengesandopportunities,andpresenttoolsandtechniquesinallaspectsofe-commercedevelopment
andmanagementinthedigitaleconomy.

Thisbookisdividedinto13sectionswithatotalof170articles:Section1,“E-CommerceBusiness
Models,”consistsof8chaptersanddiscussesvariouse-commercebusinessmodelsandtheirvaluecreat-
ingopportunities;Section2,“E-CommerceManagement,”consistsof21chaptersanddiscussesregula-
tions,cases,managementmethods,customermanagement,andmanagementpracticesfore-commerce;

xliv



Preface

Section3,“E-CommercePlanningandEvaluation,”consistsof9chaptersandaddressesplanningand
evaluationmethodologiesfore-commerce;Section4,“E-CommerceStrategies,”consistsof10chap-
tersandaddressescompetition, strategies, and innovation ine-commerce;Section5,“E-Commerce
SystemDevelopment,”consistsof14chaptersandpresentsdevelopmentplatforms,designprinciples,
development frameworks, service-oriented architecture, and e-commerce applications development;
Section6,“E-Marketplaces,”consistsof8chaptersanddiscussesvarioustypesofe-marketplacesand
relatedtechnologies;Section7,“EmergingE-CommerceTrends,”consistsof12chaptersandpresents
bitcoin,searchengine, recommendationsystems,assistive technologies,Web3.0,andfuture trends;
Section8, “Issues,Challenges, andOpportunities inE-CommerceDevelopmentandManagement,”
consistsof9chaptersandaddressestechnologicalandregulatorychallenges,theInternetofthings(IoT),
ande-commercechallengesandopportunitiesinChinaandEgypt;Section9,“MobileCommerceand
MobileServices,”consistsof17chaptersandaddressesmobileconsumerbehavior,mobilemarketing,
mobileservicesapplications,andmobileservicesindustry;Section10,“OnlineConsumerBehavior,”
consistsof18chaptersandpresentse-commerceconsumeracceptancemodels,trust,andpsychological
perspectiveononlineconsumerbehavior;Section11,“RFIDTechnologiesandE-CommerceProcess
Improvement,”consistsof9chaptersanddiscussesvariousRFIDtechnologiesandissuesinbusiness
processintegration;Section12,“SocialMedia,”consistsof24chaptersanddiscussesvarioustypes
ofsocialmediaandrelatedbehavioralandmanagerialissues;Section13,“TheoreticalFoundationsof
E-Commerce,”consistsof11chaptersanddiscussesvariouse-commercetheoriesandtheimpactsof
e-commercetotheeconomyandsociety.

Asleadingexpertsinthee-commercearea,thecontributorsdidanexcellentjobofprovidingour
readerswithextensivecoverageof themost important research topics,concepts,businesspractices,
technologies,andtrends.Thetargetaudienceincludesresearchers,instructors,e-commercemanagers,
businessanalysts,andundergraduate/graduatestudentsinvariouse-commerceprograms.Iexpectthis
encyclopediatoshednewinsightsforresearchers,educators,andpractitionerstobetterunderstandthe
importantissuesandfuturetrendsofe-commerceresearchandtechnologies.
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