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Executive Summary
This report is a review for text books (of e-business course)  in accordance to 4 R model. Each book was introduced briefly then the attempt was to find remarks. Linkage and similar thoughts and/or discrepancies between books were pointed out.
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1  Elektoniska Affärer, Peter Fredholm
1.1 Book in Brief
The book is divided into 9 chapters and was reprinted and updated each year
1.2 General Comments

1. page 16: direkta och indirekta elektroniska affärer: (… Exempel på indirekt elektonisk handel är musik och programvara). This inconsistent with previously given definition for direct and indirect e-commerce. Music and SW are best examples for direct e-commerce
.
2. Page 19: (Consumer to Business vilket brukar benämnas C2B är konsumenterna som tar initivet). Chaffey believes that both C2C and C2B are set up by intermediary business and thus considered part of of B2C (Chaffey page 36).
3. Page 24: (Nya affärsmodeller). This is the focus of LT Eriksson.
4. Page 29: unnecessary technical details were provided. Some are inaccurate (definition of World Wide Web), while others are incomplete (SMTP).

5. Page 40: Exemplet Dell Computer. Compare with LT Eriksson.

6. Page 62: Finansnät: interesting discussion about e-payment wherein OCR number is an important enabler.

7. Page 64: Kylskapet kopplat till nätet: An example of what technology can do. The outcome of trials made by Electrolux, Ericsson (as well as other trials made by some competitors) is not and would not be widely used; simply because of weak business case. Even the website of Pegit does not exist today. 

8. Page 71: Elektroniska betalningar: Some redundancy with page 62. May be could be consilidated together. Also some unnecessary technical details. 

9. Section 3.2 page 79-82 summarises the benefits of e-business, while section 3.3 depicts strategic benefits. They could have been combined. 

10. Page 87, 88: (Nackdelar). Most of drawbacks stated are in fact temporary and thus will no longer exist with Internet culture ubiquity.

11. Because this type of information discussed changes rapidly, this book should be updated so often.  One example is the websites (URL) referenced: some are dead today and others are changed. Section 3.5 (Att räkna på investering) is devoted for cost of starting e-business. This calculation may be not valid today.
12. Three levels of e-business between companies were exemplified in section 4.1 page 94 and 94. This classification depends on how automated the system; one other angle is how advanced and complicated. Furthermore level of communication can depend on level of trust on specific partner (customer or supplier). For all that combinations of those levels can be adopted in one company.

13. EDI has no specific definition according to Fredholm page 110 and 111, but several related categories may be implemented.
14. Vendors put high expectation on Computer Telephony Integration CTI, however this technique was not absorbed fully absorbed. CTI was mentioned as one of the other methods of EDI. Fredholm in general looks as a technical expert marketing technical solution for business community, may be without deep exposure to that community.
15. Chapter 5 was devoted for B2B. No similar chapter for B2C, C2C or C2B. Does the writer believe that most of e-business transactions will be within that segment? Or does he believe the start should be there? Or does he even feel B2B is the most sophisticated question to address?

16. Again several dead links influence the content of the books. www.pharos.nu was discussed in one subsection. However Pharos no longer exists. Updates of the info (as stated before!).
17. Strategy for introducing e-business was discussed in chapter 6. Realisation steps comprised: introduction phase, automation phase, re-engineering
 phase and diffusion phase. I think this model can be modified by inclusion of maintained evaluation and correction (a kind of feedback).

18. Definition of business process was quoted from an American reference of late 1980’s. Does Chaffi have a definition for it?
19. Change implementation was suggested to be made in 5 steps: support, diagnosis, process definition, process renewal and finally realisation. Likewise change model included: 
a. Vision

b. Pre-study

c. Introduction: this includes: 
· setting targets.

· project plan and project organisation.

· Defining business process.

· Prioritising information flow.

· Defining communication messages (between project members
?).

· Setting security level.

· Communications solution.

· Requirement Specs and management.

· Adaptation and integration.

d. Execution

e. Implement a pilot project

f. Evaluation

g. Diffusion (spreading).
20. Chapters 7 and 8 are very technical. Benefit of all those details for e-business specialist is doubtful. They can be combined together in a small section with references instead
.
21. Chapter 9 addresses an essential requirement for successful adoption and acceptance for e-business. No one will ever “gamble” accepting a vulnerable system. Description of security framework was given in section 9.3. One missing security element is immunity to eavesdropping.
22. Section 9.5 describes business communications via internet. Scope was not defined whether it was B2B or something else.
23. Legal issues is a very important issue and I would suggest a couple (or one big) of chapters should address it
.
2 E-Business and E-Commerce, Dave Chaffey
2.1 Book in brief

* Hard to summarise; lots of useful info, definitions and use cases. Even with acknowledge input from many contributors, it is not easy to believe that all this material was collected by one person.
* Very educational and suits different types of readers.

* Contrary to Fredholm’s which concentrates on enabling technologies for e-business and e-commerce this book addresses more practical issues thereof.

* Distinctive description of different categories and extensive breakdown of touched issues.

* The book is well structured. Each chapter starts with a short overview, learning objectives and management issues. Furthermore, each chapter is enriched by practical activity (Do It Yourself DIY type), side-notes with useful definitions of concept (even basic ones), case studies, illustrative figures, summary and exercises. This way makes it very fast to read this book and to find the sought info quickly. The book is truly all in one reference manual for e-business’ers. 

* The book is divided into 3 parts:
- 
Introduction with 4 chapters:(introduction, e-commerce fundamentals, e-business infrastructure and e- environments). The 1st chapter gives a good understanding for ignorant reader about the book’s subjects in general. Likewise distinction between e-business and e-commerce was clarified.
- 
Strategy and Applications: in-depth strategic issues for introducing e-business in 5 chapters: on ( e-business strategy, supply chain management, e-procurement, e-marketing and CRM).
-  
Implementation: day to day questions of e-business are discussed in 3 chapters: (Change management, analysis and design and implementation and maintenance).
2.2 General Remarks

1. Figure 2.4 (disintermediation) page 37 is very interesting. It depicts how wholesalers as well as retailer may be bypassed thank to e-commerce leading to direct relation between producer and consumer. Nonetheless new forms of intermediaries generating profits in other ways are also created.
2. Business model was defined in page 49 in a fairly simple way. Similarly revenue model was defined in page 52. Both are important concepts.
3. Six criteria for evaluation of dot com companies were stated in pages 55-57 as follows: Concept, Innovation, Execution, Traffic, Financing and Profile.
4. Chaffey defined www as a technique for publishing info on the Internet (Page 75), while Fredholm defined it as standard for presentation of data on the Internet (page 293). I find Fredholm’s more realistic. On the other hand no big difference between definition given for http, html and XML.  Nevertheless, the more critical issues for e-business  (EDI, etc) were more extensively defined in Chaffey!
5. E-marketing
 is one of the main services facilitated by Internet. This issue was discussed in details in chapter 8. Point worthy, it is a subset of e-business although it is planned independently.

6. Eriksson discussed the PEST (political, economic, social and technical) model leading to new economy. Chaffey described SLEPT model (Social, Legal ethical and taxation, Economic, Political and Technological) factors that are considered for environment analysis (page 123).
7. Strategy for e-business comprised a four- stage model: (Strategic evaluation, Strategic objectives, Strategy definition and  Strategy implementation). Details were given in chapter 5.

8. This period is described as speed era, telecom era, info era, etc. May be all are correct. Figure 5.2 page 167 is interesting it shows how adoption time of new techniques has been decreased from 40 years (per million adopters) to 5 years.
9. Logistics is a related concept to SCM. It can be described as strategic management of the total supply chain. Chapter 6 clarified the relation. Push and Pull Supply Chain distinction between actions towards active and passive customers was discussed in chapter 5. Another important concept discussed in same chapter is the value chain.
10. SCM is one of the most affected sectors through introducing e-business. 

11. Procurement vs. Purchase was discussed in page 257. Procurement includes in addition purchasing: inbound logistics (transportation, goods-in and warehousing, etc). E-procurement aims at improving performance of each of 5 rights :(Right price, Right time, Right quality, Right quantity and  Right source).
12. E-marketing can be the core of e-business or whole of e-business. This message was clarified in page 288.
13. In e-marketing situation analysis (page 290), one factor should have been included; possibility to sell product/ service on line. Viz not all products/ services are sellable this way.
14. Online revenue contribution was expected in page 297 to grow from 12% now to around 40% within 10 years for B2B. Since the span of this projection is wide (10 years), it is hard to say; it can be even more.

15. Online branding is an important concept from .com era that was discussed with different angles in page 316.

16. Phases of CRM comprised: acquisition, retention and extension. Each of these phases will mean adding more values to customers. With Internet things happen fast so each phase should be evolved to secure retention of customers.

17. The biggest issue in e-business is how to manage the change it necessitates. This is the core of chapter 10. Factors include 

· Market and business model.

· Business process.

· Organization structure and culture.
· Technology infrastructure.
18. Human dimension of change is crucial, although not many references touch; Chaffey did in page 399.  Risk management is also of similar importance (p 408).

19. Chapter 11 (analysis and design) is very rich with practical info and useful tips. Process, design and security are to be highlighted. One could say the same about chapter 12, which has a lot of useful technical data. These can be the daily food for e-business team. One more useful info was fiscal info (creation and maintenance cost, etc).
3 3G Strategier och drivkrafter, Roland Heickerö
3.1 Book in Brief

This book is not discussing e-business (at least in a direct way). It might be claimed however that after pervasiveness of e-business over Internet, m-commerce will be next. Power of mobility disrupted the for many year stable network. Global number of mobile subscribers exceeded that for fixed network. With recognition of physical limitations of mobile terminals, their power is good enough to facilitate for support of e-business
. What remains is building application. 3G services will hopefully stimulate enterprises as well as developer to implement these services. Broadly speaking, 3G will offer end user with more throughput, simultaneous services and multimedia. This together with good security offered will be the enabler for M-Commerce.
- The book is structured into 6 parts:

* Introduction: chapters 1-3.


* Theoretical references: chapter 4.


* Strategic actors: chapters 5-6.


* Services and terminals: chapters 7-8.


* Network and technique: chapters 9-11.


* Towards 4G: chapter 12.

3.2 General Remarks

1. The graph in figure 2.1 page 17 is apparently inaccurate. We are already in 2004 and growth in GSM subscribers is not declining. One could argue however that this is merely due to delay in launching 3G; This will need more time and not expected to happen immediately after inception of 3G service. Same argument applies for fixed and mobile Internet in figure 2.2.
2. Bluetooth BT is a local connectivity method, and thus should not be mixed with boxed illustrated in figure 2.3 even when discussing “optimal steering of radio resources among different access” because BT is not a network access method like others and not a radio issue either
. 
3. Chapter 3 (Development of Internet) is not essential for describing (3G strategies and drive forces). It can be omitted.
4. Section 4.3 (efficiency as a drive-force) has too little info.
5. Section 5.2 (drive-forces for operators and service providers) misses other drive forces like: competition, partnership and regulations
6. Section (drive-forces for terminal developers) can not be discussed without linkage to infrastructure development and network operators, which are important drive-forces.
7. The value chain discussed in chapter 6 should include more players like content provider, access provider, etc.
8. One general comments about the book. In many instances 3G is limited to UMTS, although EDGE, CDMA2000 are also 3G network as even explained in page 23.
9. Chapter 8: identifying types of mobile terminals can be more broken down to centric, low and mid tier. Classification can even looked differently: depending on type of users: achiever, opportunists, etc.
10. Chapter 9 is a good summary for GSM and UMTS (again limiting 3G to UMTS).
11. Figure 11.1: same remark about Blutooth applies here. However one argument can be to use BT to connect fixed line to mobile terminal. This best fit in home environments.
12. HSDPA (High Speed Downlink Packet Access) can be considered 3.5G, however it is doubted it would be commercially deployed in 2005.
4 De Nya affärsmodellerna: LT Eriksson and P Holtén. 
4.1 Book in Brief

 This book is discussing business models stem from new technologies (Internet, etc).
4.2 Remarks

1. Some web links should be updated; some are dead.

2. “Dell” study case is discussed both in this book as well Fredholm’s.

3. The model for new economy is interesting. Model is redrawn below.


The only remark on using this model is the difficulty of studying each of these four factors separately. Strong correlation is hard to ignore.
4. Business model was defined by Chaffey (page 49) as “a summary of how company will generate revenue identifying its product offering, VAS, revenue sources and target customers”. If this definition was agreed then as it looks Eriksson’s is not very much on business model. 
5 Conclusion
For better matching between title and content, Fredholm’s can be renamed “Drive-forces for e-business and e-commerce”. Likewise because not much about strategy Heickerö’s can be renamed “3G Drivkrafter”. Same applies for Eriksson’s that can be renamed “opportunities in new business model” (for example!)
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�  2001 edition was the baseline for these comments.


�  Not sure if this was corrected in newer editions.


�  Re- engineering was defined as radical change of business processes to achieve dramatic improvements in cost quality, capital and/or time. One may add even revenues.


�  Some of these can be put together in one item called (templates)!


�  Pilot project is an important method for introducing changes (features, etc) on small level and then evaluate. The other approach would be expensive, hard to analyze and to manage.


�  The more one writes, the more mistakes he/she makes. Page 240 contains some inaccurate info when IMAP was defined. IMAP can not replace SMTP but complementary to it; SMTP is the protocol between mail servers while IMAP (or POP3) is the server- client protocol for mails. 


�  Section 9.6 was not enough.


�  E-marketing: Achieving marketing objective through use of electronic communications technology. Marketing: management of the range of organizational activities that impact on the customer as part of marketing.


�  That was the theme of the my report on assignment #2.


�  BT is best compared to IrDA: infra red digital access; another local connectivity method, even an older one. 





