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P R E F A C E

E-commerce 2021–2022: business. technology. society, 17th Global Edition, provides you 
with an in-depth introduction to the field of e-commerce. We focus on key concepts, and 
the latest empirical and financial data, that will help you understand and take advantage 
of the evolving world of opportunity offered by e-commerce, which is dramatically alter-
ing the way business is conducted and driving major shifts in the global economy. The 
Global Edition is aimed at students and professionals in the European Union, the Middle 
East, Asia-Pacific, Australia, and South Africa. Case studies reflect e-commerce firms in 
these regions, and figures and tables relate to these regional sources wherever possible.

Just as important as our global orientation, we have tried to create a book that is 
thought-provoking and current. We use the most recent data available, and focus on 
companies that you are likely to encounter on a daily basis in your everyday life, such as 
Facebook, Google, Twitter, Amazon, YouTube, Pinterest, eBay, Uber, WhatsApp, Snapchat, 
and many more that you will recognize, as well as some exciting startups that may be new 
to you. Global Edition cases include ones that focus on Puma, Canva, Scratch, OVHcloud, 
Klook, Skyscanner, InMobi, Souq.com, ASOS, Revolut, Spotify, Deezer, Brut, and Alibaba, 
among others. We also have up-to-date coverage of the key topics in e-commerce today, 
from privacy and piracy, to government surveillance, cyberwar, fintech, social-local-
mobile marketing, Internet sales taxes, intellectual property, and more. You will find 
here the most up-to-date and comprehensive overview of e-commerce today.

The e-commerce concepts you learn in this book will make you valuable to potential 
employers. The e-commerce job market is expanding rapidly. Many employers expect 
new employees to understand the basics of e-commerce, online marketing, and how to 
develop an e-commerce presence. Every industry today is touched in at least some way 
by e-commerce. The information and knowledge you find in this book will be valuable 
throughout your career, and after reading this book, we expect that you will be able to 
participate in, and even lead, management discussions about e-commerce for your firm.

WHAT’S NEW IN THE 17TH GLOBAL EDITION

Careers in E-commerce

In this edition, at the end of every chapter, we feature a section on careers in e-commerce 
that examines a job posting by an online company for an entry-level position. We provide 
a brief overview of the field and company, some details about the position, a list of the 
qualifications and skills that are typically required, and then some tips about how to 
prepare for an interview, as well as showing how the concepts learned in each chapter 
can help students answer some possible interview questions.

Currency

The 17th edition features all new or updated opening, closing, and “Insight on” cases. 
The text, as well as all of the data, figures, and tables in the book, have been updated 
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4  P r e f a c e

through March 2021 with the latest marketing and business intelligence available from 
eMarketer, Pew Research Center, Forrester Research, Comscore, Gartner Research, and 
other industry and government sources.

In addition, we have added new, expanded, and/or updated material on a number 
of e-commerce topics that have appeared in the headlines during 2020, including the 
following:

• The significant impact of the Covid-19 pandemic on e-commerce (throughout and also 
as specifically noted in the following list).

• The expansion of on-demand services such as Uber (including the impact of the Covid-
19 pandemic on Uber); challenges that mobile apps pose to the Web’s dominance of the 
Internet ecosphere, including progressive web apps (PWAs); Rocket Internet's startup 
incubator, the privacy-related challenges facing Facebook (including the recent 
record-breaking fine and stipulations imposed by the U.S. Federal Trade Commission 
in the wake of the Cambridge Analytica scandal); and Puma's omni-channel growth 
strategy (Chapter 1).

• How Canva leveraged a successful business model to grow from a startup to unicorn;  
OpenRice’s social commerce-based business model (new Insight on Business case); how 
startups are using crowdfunding; connected cars as a new platform for e-commerce; 
Twitter’s continued efforts to find a workable business model in the midst of a chal-
lenging social and political environment (new end-of-chapter case study) (Chapter 2).

• The impact of the pandemic on Internet infrastructure and whether it could break the 
Internet (new opening case); edge computing; enhanced versions of various Internet 
protocols; 5G and new Wi-Fi standards such as Wi-Fi 5 and 6; BLE and the use of Blue-
tooth for contact tracing apps; increasing tech giant ownership of Internet backbones; 
increasing concern about the necessity for broadband access heightened by the pan-
demic (digital divide); new Internet access technologies such as drones, balloons, and 
white space; developments in IoT including a new Insight on Business case focusing on 
the Internet of Everything (IoE); the increased importance on videoconferencing as a 
result of the pandemic (new Insight on Technology case on Zoom); wearable comput-
ing devices such as the Apple Watch; virtual and augmented reality (including new 
mixed reality devices and applications); artificial intelligence and intelligent assistants 
(Chapter 3).

• How Australia-based petfood startup Scratch built a successful e-commerce presence 
from “scratch”; website development tools to quickly develop an e-commerce presence, 
such as Weebly, Wix, WooCommerce, and Shopify; alternative web development 
methodologies such as agile development, DevOps, component-based development, 
and the use of web services (including SOA and microservices); dynamic page 
generation tools such as DHTML and Node.js, tools for interactivity and active 
content such as React, Vue, AngularJS, D3, jQuery, and TypeScript; e-commerce 
personalization tools; increasing focus on online accessibility, including the impact 
of the latest legal decisions; mobile-first and responsive design tools (including 
Flutter and React Native); the development of Hong Kong–based Klook’s mobile app; 
Skyscanner’s development as a one-stop travel platform (new closing case study).
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 P r e f a c e   5

• Increased security threats from exploit kits, malvertising, ransomware attacks on small 
and medium-sized businesses, municipal governments and educational institutions, 
such as the ransomware attack on the University of Maastricht (new opening case); 
Trojans such as Emotet and Trickbot, cryptojacking, Covid-related phishing scams, 
Nigerian e-mail and business e-mail compromise (BEC) phishing, zoombombing, data 
breaches (including at Marriott) and credential stuffing attacks, DDoS attacks, insider 
attacks, newly discovered software vulnerabilities, social network security issues, 
smartphone security issues, IoT security issues and software supply chain attacks; 
technologies for enhanced security including more secure protocols (TLS, HTTPS, and 
WPA3), multifactor authentication and biometric security techniques, and the use of 
the zero trust cybersecurity framework; new security legislation; alternative online 
payment systems; mobile payment systems (proximity and P2P) and technologies 
(NFC and QR code) including Alipay and WeChat Pay; cryptocurrencies and blockchain 
technology (Chapter 5).

• InMobi’s mobile advertising platform; impact of the Covid-19 pandemic; visual and 
voice search; ad fraud and viewability issues; new IAB guidelines; updates to Apple’s 
Intelligent Tracking Prevention (ITP); issues with programmatic advertising, including 
brand safety (Chapter 6).

• Pinterest as a social marketing and social e-commerce platform; influencers and 
influencer marketing; new social marketing tools from, and campaigns on, Facebook, 
Twitter, Pinterest, Instagram, TikTok, Snapchat, and LinkedIn; Accuracast’s social mar-
keting analytics; social marketing challenges, including advertiser boycotts; growth of 
3-D mobile marketing; privacy challenges facing location-based proximity marketing 
(Chapter 7).

• The right to be forgotten in Europe and the United States; the California Consumer 
Privacy Act goes into effect; privacy issues associated with facial recognition; impact 
of EU General Data Protection Regulation (GDPR) and recent invalidation of Privacy 
Shield; overview of privacy laws in various nations; new technological privacy protec-
tions, including new versions of Apple’s ITP; privacy as a business; issues with respect 
to law enforcement and government surveil lance including a new Insight on Technol-
ogy case on contact tracing apps and the tension they pose between privacy and public 
health; updates on DMCA legislation and litigation, including a new lawsuit against the 
Internet Archive for making digital copies of its entire library widely available during 
the pandemic; EU copyright legislation; the Supreme Court’s Booking.com trademark 
decision; WIPO’s domain name dispute resolution process; the EU’s Trade Secret Direc-
tive; online sales tax developments in the United States and Europe; net neutrality 
developments; issues with respect to CDA Section 230; online fantasy sports gambling 
issues; Big Tech and antitrust issues in the United States and Europe, including recent 
investigations, government lawsuits, and record-breaking fines (Chapter 8).

• Challenges posed by the Covid-19 pandemic for online retail and services, particularly 
for travel services; updates on Souq.com, Amazon, Airbnb, and OpenTable; growth of 
digital native verticals (manufacturer-direct); ASOS’s use of big data; growth of social 
e-commerce including Facebook Shops; success of fintech startups (including new 
Insight on Business case on Revolut); growth of social, mobile, and remote recruiting; 
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6  P r e f a c e

updates on on-demand service companies, including Bawiq and Careem in the Middle 
East (Chapter 9).

• Spotify and Deezer’s streaming services; new Insight on Society case on the media habits 
of Generation Z; industry structure convergence continues; updates on online newspa-
per industry business models, including Facebook News; native digital news sites such 
as France's Brut; Apple News magazine and news aggregation app; update on e-books, 
including Kindle Unlimited; streaming home entertainment (television and movies) 
and music services; the impact of Pokemon GO and emergence of e-sports, including 
a new Insight on Technology case on Twitch (Chapter 10).

• LinkedIn in China and Russia; impact of the pandemic on social network usage; new 
social networks, including TikTok and MeWe; issues involving social network influenc-
ers (new Insight on Society case); continuing controversy over Facebook algorithms and 
echo chamber effect; decline in popularity of online auctions; Yahoo Japan and Line 
merge to create megaportal and super app; update on eBay (Chapter 11).

• Alibaba; the impact of the Covid-19 pandemic on supply chains, including a new 
Insight on Society case on supply chain disruption; blockchain in the food industry 
supply chain; cloud-based B2B; mobile B2B; B2B marketing; Carrefour UAE’s use of 
collaborative commerce (new Insight on Business case) (Chapter 12).

FEATURES AND COVERAGE

Strong Conceptual Foundation: Business, Technology, Society The book emphasizes 
the three major driving forces that permeate all aspects of e-commerce: business develop-
ment and strategy, technological innovations, and social and legal issues and impacts. 
In each chapter, we explore how these forces relate to the chapter’s main topic, which 
provides students with a strong and coherent conceptual framework for understanding 
e-commerce.

Currency Important new developments happen almost every day in e-commerce and 
the Internet. We try to capture as many of these important new developments as possible 
in each annual edition. You will not find a more current book for a course offered for 
the 2021–2022 academic year. Many other texts are already six months to a year out of 
date before they even reach the printer. This text, in contrast, reflects extensive research 
through March 2021, just weeks before the book hits the press.

Real-World Global Business Firm Focus and Cases From Akamai Technologies to 
Google, Microsoft, Apple, and Amazon; to Facebook, Twitter, and TikTok; to Netflix, You-
Tube, and Pinterest, this book contains hundreds of real-company examples and over 60 
more-extensive cases that place coverage in the context of actual e-commerce businesses. 
You’ll find these examples in each chapter, as well as in special features such as chapter-
opening, chapter-closing, and “Insight on” cases. The book takes a realistic look at the 
world of e-commerce, describing what’s working and what isn’t, rather than presenting a 
rose-colored or purely “academic” viewpoint. We strive to maintain a critical perspective 
on e-commerce and avoid industry hyperbole.
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 P r e f a c e   7

In-depth Coverage of Marketing and Advertising The text includes two chapters on 
marketing and advertising, both traditional online marketing and social, mobile, and 
local marketing. Marketing concepts, including market segmentation, personalization, 
clickstream analysis, bundling of digital goods, long-tail marketing, and dynamic pricing, 
are used throughout the text.

In-depth Coverage of B2B E-commerce We devote an entire chapter to an examination 
of B2B e-commerce. In writing this chapter, we developed a unique and easily understood 
classification schema to help students understand this complex arena of e-commerce. 
This chapter covers e-commerce supply chains, e-distributors, e-procurement compa-
nies, exchanges, and industry consortia, as well as the development of private industrial 
networks and collaborative commerce.

Current and Future Technology Coverage Internet and related information technolo-
gies continue to change rapidly. The most important changes for e-commerce include 
dramatic price reductions in e-commerce infrastructure (making it much less expensive 
to develop a sophisticated e-commerce presence), the explosive growth in the mobile plat-
form, and expansion in the development of social technologies, which are the foundation 
of online social networks. While we thoroughly discuss the current Internet environment, 
we devote considerable attention to describing emerging technologies and applications 
such as the Internet of Things, blockchain, artificial intelligence, augmented and virtual 
reality, and 5G and Wi-Fi 6, among many others.

Up-to-Date Coverage of the Research Literature This text is well grounded in the 
e-commerce research literature. We have sought to include, where appropriate, refer-
ences to and analysis of the latest e-commerce research findings, as well as many classic 
articles, in all of our chapters. We have drawn especially on the disciplines of econom-
ics, marketing, and information systems and technologies, as well as law journals and 
broader social science research journals including sociology and psychology. Figures and 
tables sourced to “authors’ estimates” reflect analysis of data from the U.S. Department of 
 Commerce, estimates from various research firms, historical trends, revenues of major 
online retailers, consumer online buying trends, and economic conditions.

Special Attention to the Social and Legal Aspects of E-commerce We have paid 
special attention throughout the book to the social and legal context of e-commerce. 
Chapter 8 is devoted to a thorough exploration of ethical dimensions of e-commerce, 
including information privacy, intellectual property, governance, and protecting public 
welfare on the Internet.

Writing That’s Fun to Read Unlike some textbooks, we’ve been told by many students 
that this book is actually fun to read and easy to understand. This is not a book written by 
committee—you won’t find a dozen different people listed as authors, co-authors, and 
contributors on the title page. We have a consistent voice and perspective that carries 
through the entire text and we believe the book is the better for it.
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8  P r e f a c e

OVERVIEW OF THE BOOK

The book is organized into four parts.
Part 1, “Introduction to E-commerce,” provides an introduction to the major themes 

of the book. Chapter 1 defines e-commerce, distinguishes between e-commerce and 
e-business, and defines the different types of e-commerce. Chapter 2 introduces and 
defines the concepts of business model and revenue model, describes the major e-com-
merce business and revenue models for both B2C and B2B firms, and introduces the 
basic business concepts required throughout the text for understanding e-commerce 
firms including industry structure, value chains, and firm strategy. Chapter 2 also 
includes a section on the important topic of e-commerce technology and business 
model disruption.

Part 2, “Technology Infrastructure for E-commerce,” focuses on the technology 
infrastructure that forms the foundation for all e-commerce. Chapter 3 traces the his-
torical development of the Internet and thoroughly describes how the Internet, Web, 
and mobile platform work. Chapter 4 focuses on the steps managers need to follow in 
order to build an e-commerce presence. This chapter covers the process that should 
be followed in building an e-commerce presence; the major decisions regarding out-
sourcing site development and/or hosting; how to choose software, hardware, and other 
tools that can improve website performance; and issues involved in developing a mobile 
website and mobile applications. Chapter 5 focuses on e-commerce security and pay-
ments, building on the e-commerce infrastructure discussion of the previous chapter 
by describing the ways security can be provided over the Internet. This chapter defines 
digital information security, describes the major threats to security, and then discusses 
both the technology and policy solutions available to business managers seeking to 
secure their firm’s sites. This chapter concludes with a section on e-commerce payment 
systems. We identify the various types of online payment systems (credit cards, stored 
value payment systems such as PayPal, digital wallets, and others), the development 
of mobile and social payment systems such as Apple Pay, Venmo, Zelle, and Facebook 
Messenger, as well as a section on cryptocurrencies and blockchain, the technology 
underlying cryptocurrencies.

Part 3, “Business Concepts and Social Issues,” focuses directly on the business con-
cepts and social-legal issues that surround the development of e-commerce. Chapter 6 
focuses on e-commerce consumer behavior, the Internet audience, and introduces the 
student to the basics of online marketing and branding, including traditional online 
marketing technologies and marketing strategies. Topics include the website as a mar-
keting platform, search engine marketing and advertising, display ad marketing, e-mail 
campaigns, affiliate and lead generation marketing programs, multichannel marketing, 
and various customer retention strategies such as personalization (including interest-
based advertising, also known as behavioral targeting) and customer service tools. The 
chapter also covers other marketing strategies such as pricing and long-tail marketing. 
Internet marketing technologies (web transaction logs, tracking files, data mining, and 
big data) and marketing automation and CRM systems are also explored. The chapter 
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 P r e f a c e   9

concludes with a section on understanding the costs and benefits of various types of 
online marketing, including a section on marketing analytics software. Chapter 7 is 
devoted to an in-depth analysis of social, mobile, and local marketing. Topics include 
Facebook, Twitter, Pinterest, and other social media marketing platforms such as Insta-
gram, Snapchat, TikTok, and LinkedIn, the evolution of mobile marketing, and the grow-
ing use of geo-aware technologies to support proximity marketing. Chapter 8 provides 
a thorough introduction to the social and legal environment of e-commerce. Here, you 
will find a description of the ethical and legal dimensions of e-commerce, including a 
thorough discussion of the latest developments in personal information privacy, intel-
lectual property, Internet governance, questions surrounding Big Tech and competition, 
jurisdiction, and public health and welfare issues such as pornography, gambling, and 
health information.

Part 4, “E-commerce in Action,” focuses on real-world e-commerce experiences in 
retail and services, online media, auctions, portals, and social networks, and business-
to-business e-commerce. These chapters take a sector approach rather than the con-
ceptual approach used in the earlier chapters. E-commerce is different in each of these 
sectors. Chapter 9 takes a close look at the experience of firms in the retail marketplace 
for both goods and services, as well as on-demand service companies such as Uber 
and Airbnb. Chapter 9 also includes an “E-commerce in Action” case that provides a 
detailed analysis of the business strategies and financial operating results of Amazon, 
which can be used as a model to analyze other e-commerce firms. Chapter 10 explores 
the world of online content and digital media and examines the enormous changes in 
online publishing and entertainment industries that have occurred over the last two 
years, including online newspapers and magazines, e-books, streaming home enter-
tainment, movies, and music, and online games and e-sports. Chapter 11 explores the 
online world of social networks, auctions, and portals. Chapter 12 concentrates on the 
world of B2B e-commerce, describing e-commerce supply chains, and various types 
of B2B business models, including different types of Net marketplaces as well as the 
less-heralded, but very large arena of private industrial networks and the movement 
toward collaborative commerce.

PEDAGOGY AND CHAPTER OUTLINE

The book’s pedagogy emphasizes student cognitive awareness and the ability to ana-
lyze, synthesize, and evaluate e-commerce businesses. While there is a strong data 
and conceptual foundation to the book, we seek to engage student interest with lively 
writing about e-commerce businesses and the transformation of business models at 
traditional firms.

Each chapter contains a number of elements designed to make learning easy as well 
as interesting.

Learning Objectives A list of learning objectives that highlights the key concepts in the 
chapter guides student study.
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10  P r e f a c e

Chapter-Opening Cases Each chapter opens with a story about a leading e-commerce 
company or topic that relates the key objectives of the chapter to a real-life e-commerce 
business venture or issue.
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 P r e f a c e   11

“Insight on” Cases Each chapter 
contains three real-world cases illus-
trating the themes of technology, busi-
ness, and society. These cases take an 
in-depth look at relevant topics to 
help describe and analyze the full 
breadth of the field of e-commerce. 
The cases probe such issues as the 
ability of governments to regulate 
Internet content, how to design 
websites for accessibility, the 
challenges faced by luxury mar-
keters in online marketing, and 
smartphone security.

Margin Glossary Through-
out the text, key terms and 
their definitions appear in 
the text margin where they 
are first introduced.

Real-Company Examples Drawn 
from actual e-commerce ventures, 
well over 100 pertinent examples are 
used throughout the text to illustrate 
concepts.
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Chapter-Closing Case Studies Each chapter 
concludes with a robust case study based on 
real-world organizations. These cases help stu-
dents synthesize chapter concepts and apply 
this knowledge to concrete problems and 
scenarios such as Twitter's efforts to adjust its 
business model, ExchangeHunterJumper’s 
efforts to build a brand, and the evolution 
of eBay.

Chapter-Ending Pedagogy Each chapter 
contains extensive end-of-chapter mate-
rials designed to reinforce the learning 
objectives of the chapter.

Key Concepts Keyed to the learning 
objectives, Key Concepts present the 
key points of the chapter to aid student 
study.

Review Questions Thought-pro-
voking questions prompt students to 
demonstrate their comprehension and 
apply chapter concepts to manage-

ment problem solving.

Projects At the end of each chapter are a number of projects that encourage students 
to apply chapter concepts and to use higher-level evaluation skills. Many make use of the 
Internet and require students to present their findings in an oral or electronic presen-
tation or written report. For instance, students are asked to evaluate publicly available 
information about a company’s financials at the SEC website, assess payment system 
options for companies across international boundaries, or search for the top 10 cookies 
on their own computer and the sites they are from.

Web Resources Web resources that can extend 
students’ knowledge of each chapter with proj-
ects, exercises, and additional content are avail-
able at E-commerce2021global.com. The website 
contains the following content provided by the 
authors:

• Additional projects, exercises, and tutorials

• Information on how to build a business plan 
and revenue models

• Essays on careers in e-commerce
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INSTRUCTOR RESOURCES

At the Instructor Resource Center, www.pearsonglobaleditions.com, instructors can easily 
register to gain access to a variety of instructor resources available with this text in download-
able format. If assistance is needed, our dedicated technical support team is ready to help 
with the media supplements that accompany this text. Visit support.pearson.com/getsupport 
for answers to frequently asked questions and toll-free user support phone numbers.

The following supplements are available with this text:

• Instructor’s Resource Manual

• Test Bank

• TestGen® Computerized Test Bank

• PowerPoint Presentation

• Image Library

• Video Cases The authors have created a collection of video case studies that integrate 
short videos, supporting case study material, and case study questions. Video cases can 
be used in class to promote discussion or as written assignments. There are 32 video 
cases for the 16th edition, all with updated supporting case study material.

Chapter 1: 1.1 The Importance of the Internet for E-commerce; 1.2 The Growth of 
the On-Demand Economy

Chapter 2: 2.1 Glossier; 2.2 Angel Investing

Chapter 3: 3.1 How Freshdesk Uses Amazon Web Services; 3.2 Compare.com Turns 
to Microsoft Azure and the Cloud; 3.3 Facebook’s Data Centers; 3.4 Smart Speakers: 
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