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This is a special edition of an established title widely used by colleges and 
universities throughout the world. Pearson published this exclusive edition 
for the benefit of students outside the United States and Canada. If you
purchased this book within the United States or Canada, you should be aware 
that it has been imported without the approval of the Publisher or Author.

E-commerce: business. technology. society. presents the most up-to-date and comprehensive 
overview of  the subject available to students today. In every edition, Laudon and Traver 
present a realistic view of  and a critical perspective on the world of  e-commerce, one that 
encompasses both familiar brands and exciting new startups, as well as topics that have 
made headlines around the globe. Updated to include the very latest business and marketing 
intelligence, E-commerce offers the strong conceptual framework necessary to engage with 
this everchanging field. 

E-commerce 2023–2024 continues to focus on the key topics of  today, from privacy and 
government surveillance to cybercrime, fintech, social-local-mobile marketing, intellectual 
property, and many more. This edition explores the continuing impact of  the Covid-19 
pandemic on e-commerce as well as introduces a new focus on the impact of  environmental, 
social, and governance (ESG) movements and sustainability movements like recommerce and 
the circular economy. All data and figures have been updated to reflect the latest available 
information.

This eighteenth edition includes the following features to build a student’s cognitive ability 
and analytical skills:

•	 NEW and UPDATED—Chapter-opening cases introduce the key objectives of
the chapter, and extensive chapter-closing cases demonstrate how concepts apply to 
problems and scenarios in actual e-commerce businesses. These cases feature companies 
that students encounter every day—Amazon, Google, Twitter, TikTok, eBay—as well as 
exciting startups such as Scratch and Canva.

•	 NEW and UPDATED—Three real-world Insight on… cases in each chapter take 
an in-depth look at the three major driving forces of  e-commerce—business strategy, 
technological innovation, and social and legal issues—and how they relate to the topics 
discussed.

•	 The Careers in E-commerce section at the end of  every chapter examines a job 
posting for an entry-level position, offers advice on applying for it, and shows students 
how the concepts discussed in the chapter can help answer interview questions. 
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As the world’s leading learning company, we have a duty to help drive change and live up to our 
purpose to help more people create a better life for themselves and to create a better world.

Our ambition is to purposefully contribute to a world where

Accessibility
We are also committed to providing products that  
are fully accessible to all learners. As per Pearson’s 
guidelines for accessible educational web media,  
we test and retest the capabilities of our products 
against the highest standards for every release,  
following the WCAG guidelines in developing new 
products for copyright year 2022 and beyond.

You can learn more about Pearson’s  
commitment to accessibility at

https://www.pearson.com/uk/accessibility.html

Contact Us
While we work hard to present unbiased, fully 
accessible content, we want to hear from you about 
any concerns or needs with this Pearson product so 
that we can investigate and address them.

Please contact us with concerns about any  
potential bias at
https://www.pearson.com/report-bias.html

For accessibility-related issues, such as using 
assistive technology with Pearson products, 
alternative text requests, or accessibility

documentation, email the Pearson Disability Support 
team at disability.support@pearson.com

�• �Everyone has an equitable and lifelong opportunity  
to succeed through learning

• �Our educational content accurately reflects the 
histories and lived experiences of the learners  
we serve

• �Our educational products and services are inclusive 
and represent the rich diversity of learners

• �Our educational content prompts deeper 
discussions with students and motivates them to 
expand their own learning (and worldview)

Pearson is dedicated to creating bias-free content that reflects the diversity,  
depth, and breadth of all learners’ lived experiences.

Pearson’s Commitment  
to Diversity, Equity,  
and Inclusion
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NEW TO THIS EDITION

E-commerce 2023–2024: business. technology. society, Global Edition, 18th edition, provides 
a thoroughly updated, in-depth introduction to the field of e-commerce. We focus on 
the key concepts—and the latest empirical and financial data—that will help you under-
stand and take advantage of the evolving world of opportunity offered by e-commerce, 
which is dramatically altering 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. The book features the latest developments in business, 
technology, and society that are impacting e-commerce. 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 Meta’s Facebook and Instagram, Google, Amazon, Apple, TikTok, 
YouTube, Twitter, eBay, Uber, and many more that you will recognize, as well as some 
exciting startups that may be new to you. We also have up-to-date coverage of key topics 
in e-commerce today, from privacy and piracy to government surveillance, cybercrime, 
fintech, social-local-mobile marketing, intellectual property, and many 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 poten-
tial employers. Many employers expect new employees to understand the basics of  
e-commerce, online marketing, and developing an e-commerce presence. Every indus-
try today is touched in at least some way by e-commerce. The information and knowl-
edge that you find in this book will be valuable throughout your career, and after you 
read this book, we expect that you will be able to participate in, and even lead, manage-
ment discussions about e-commerce for your firm.

Enhanced Stand-Alone Pearson eTextbook

E-commerce 2023–2024: business. technology. society, Global Edition, 18th edition, is avail-
able as a stand-alone eTextbook, which extends the student learning experience any-
time and anywhere: The mobile app lets students use their eTextbook on Android and 
iPhone mobile phones and tablets. The eTextbook engages students with compelling 
media: Videos and animations written and produced by the authors bring key con-
cepts to life, helping students place what they are reading into context. Other features 
include highlights that allow educators to share information directly with students 
within the eTextbook and analytics that let educators gain insight into how students 
use their eTextbook, thus allowing educators to plan more effective instruction. Pear-
son’s eTextbook platform provides an affordable, simple-to-use mobile teaching and 
learning experience.
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The following features are included in the eTextbook:

•	 Interactive Tools—Students can highlight, take notes, and review key vocabulary all 
in one place, even when they are offline. Seamlessly integrated videos enliven student 
learning and understanding of concepts.

•	 Figure Videos—Author Ken Laudon walks students through important concepts in 
each chapter using a contemporary animation platform (12 in total). Available only 
in the Pearson eTextbook.

•	 New Videos—A brand-new collection of videos (two per chapter, 24 in total) draws 
from Pearson’s extensive library of business and technology video clips. The videos 
are related to one or more key concepts or topics within the chapter. Videos are listed 
on the opening page of each chapter and on page 29 of the Preface. Further informa-
tion about the videos as well as questions that can be used as an assignment or for 
class dicussion are included in the Instructors Manual.

New and Updated Topics

This edition features all new or updated opening, closing, and “Insight on” cases. The text, 
as well as data, figures, and tables in the book, have been updated through March 2023 with 
the latest information available from 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 2022, including the following:

•	 The continuing impact of the Covid-19 pandemic on the Internet and e-commerce 
(throughout the book and particularly in Chapters 3 and 12)

•	 Creators and the creator economy; influencers and influencer marketing (Chapters 
1, 2, 7, and 10)

•	 The rise of TikTok (Chapters 1and 7)

•	 The metaverse (Chapters 1, 3, 5, 7, and 8)

•	 Web3 (Chapters 1 and 3)

•	 Data privacy concerns; Apple’s and Google’s new privacy initiatives (Chapters 1, 2, 
6, and 8)

•	 Artificial intelligence and big data in e-commerce and online advertising (Chapters 
1, 6, and 9)

•	 Efforts to control Big Tech via litigation, regulation, and legislation (Chapters 1 and 8)

•	 The impact of the ESG (environmental, social, and governance) and sustainability 
movements (recommerce, circular economy) (Chapters 1, 2, 9, 11, and 12)

•	 Blockchain technologies (Chapters 1, 5, 12)

•	 The impact of the Internet of Things (IoT) on e-commerce, e-commerce business  
models, and supply chains (Chapters 2, 3, and 12)

•	 The QUIC protocol as a replacement for TCP (Chapter 3)

•	 New Internet access technologies, such as low earth orbit satellites and the arrival 
of 5G (Chapter 3)

•	 The growing importance of omnichannel retail strategies, including BOPIS/click-
and-collect (Chapters 4 and 9)
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•	 Major security issues, such as software supply chain attacks, ransomware, cybercur-
rency hacks, large-scale data breaches, and hacks related to software vulnerabilities 
(Chapter 5)

•	 New alternative payment services such as Buy Now Pay Later (BNPL) services and 
cryptocurrences, including Bitcoin, Ethereum, and stablecoins (Chapter 5)

•	 Contextual advertising and first-party tracking as a replacement for behavioral  
targeting (Chapter 6)

•	 Social marketing using TikTok and Instagram (Chapter 7)

•	 Apple ITP and ATT and Google Privacy Sandbox (Chapter 8)

•	 Web scraping as a copyright issue; efforts to update the Digital Millennial Copyright 
Act (Chapter 8)

•	 State regulatory efforts with respect to privacy, Internet sales tax, net neutrality, and 
online gambling (Chapter 8)

•	 Carvana and other digitally native direct-to-consumer companies (Chapter 9)

•	 Fintechs including neobanks, robo-advisors, and insurtech (Chapter 9)

•	 New streaming services, Gen Z and media consumption, and online gaming 
(Chapter 10)

•	 LinkedIn, Facebook algorithms, eBay, Yahoo, and AOL (Chapter 11)

•	 Supply chain disruption, digital twins (Chapter 12)

SOLVING TEACHING AND LEARNING CHALLENGES

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 pos-
sible in each edition. You will not find a more current book for a course offered in the 
2023–2024 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 2023.

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.

Real-World Business Firm Focus and Cases  From Amazon to Google, Microsoft, 
and Apple; to Facebook, Instagram, TikTok, Twitter, and LinkedIn; to Netflix, YouTube, 
and Zoom; to Uber, Instacart, and Grubhub; to Etsy, eBay, and Skyscanner; and so 
many more, this book contains hundreds of real-company examples and 60 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 
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rose-colored or purely “academic” viewpoint. We strive to maintain a critical perspec-
tive on e-commerce and avoid industry hyperbole.

Current and Future Technology Coverage  Internet and related information tech-
nologies 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 platform, and expansion in the development of social technologies, which are 
the foundation of online social networks. Although we thoroughly discuss the current 
Internet environment, we also devote considerable attention to describing emerging 
technologies and applications such as the metaverse, Web3, the Internet of Things (IoT), 
blockchain, big data, artificial intelligence, augmented and virtual reality, low earth 
orbit satellite Internet systems, 5G and Wi-Fi 6, among many others.

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 safety 
and public welfare on the Internet.

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 pric-
ing, are discussed 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  
companies, exchanges, and industry consortia, as well as the development of private B2B 
networks and collaborative commerce.

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 economics, 
marketing, and information systems and technologies as well as on law journals and 
broader social science research journals that cover disciplines such as 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.

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 
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contributors on the title page. Instead, we have a consistent voice and perspective that 
carries through the entire text, and we believe the book is the better for it.

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, including industry structure, value chains, and firm strategy, 
necessary for a thorough understanding of e-commerce firms. Chapter 2 also includes 
a section on the important topics of e-commerce technology and business model 
disruption.

Part 2, “Technology Infrastructure for E-commerce,” focuses on the technology 
infrastructure that forms the foundation of 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 that managers need to follow 
in order to build an e-commerce presence. This chapter also covers the process that 
should be followed in building an e-commerce presence; the major decisions regarding 
outsourcing 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 payments, building on the e-commerce infrastructure discussion of the previous 
chapter by describing the ways in which 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 the 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 
and discuss the development of alternative payment systems such as Apple Pay, Venmo, 
Zelle, Buy Now Pay Later (BNBP) services, as well as 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 and 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 
concludes with a section on understanding the costs and benefits of various types of 

A01_LAUD9772_18_GE_FM.indd   24A01_LAUD9772_18_GE_FM.indd   24 5/29/2023   9:56:20 AM5/29/2023   9:56:20 AM



	 P r e f a c e 	 � 25

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, Instagram, TikTok, Twitter, Pinterest, and other social media marketing plat-
forms such as Snapchat 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.

Part 4, “E-commerce in Action,” focuses on real-world e-commerce experi-
ences in online retail and services, online content and media, social networks, 
auctions, portals, and business-to-business e-commerce. These chapters take a 
sector approach rather than the conceptual 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 con-
tent 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 entertainment, mov-
ies, 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 busi-
ness models, including different types of B2B e-commerce marketplaces as well as 
the less heralded but still very large arena of private B2B networks and the movement 
toward collaborative commerce.

CHAPTER ORGANIZATION

The book’s pedagogy emphasizes student cognitive awareness and the ability to analyze, 
synthesize, and evaluate e-commerce businesses. Although 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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Chapter-Opening Cases  Each chapter opens with a case that features 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. Companies featured include TikTok, Canva, 
Scratch, InMobi, Pinterest, Spotify, and Alibaba, among others. Sources provide a list of 
the references that enable students to delve deeper into the topic of the case.

 

 

 85

Creating your own business 

is a daunting proposition, 

but a host of companies 

seek to make it easier for budding entre-

preneurs. Australian-based Canva is 

one such company, focusing on graphic 

design. The user base for Canva’s drag-

and-drop online graphic design tools has 

grown like wildfire as people without any 

graphic design experience discover that 

they, too, can make professional-looking 

designs of every type. Canva’s latest 

efforts, aimed at larger businesses, are 

also attracting attention.  

In 2007, Canva’s founders, Melanie Perkins and her now-husband Cliff Obrecht, 

began their journey with the launch of Fusion Books, a company specifically focused on 

high school yearbooks in their native Australia. Headquartered in Perth, Fusion was a 

web-based platform that allowed schools to design yearbooks online. Perkins had been 

an instructor at the University of Western Australia, teaching students how to use software 

like Adobe InDesign and Photoshop, when she realized that there had to be a better way. 

She began working on the idea of a web-based design platform from her family home, and 

eventually she and Obrecht took out a loan to hire technical help to build it. Soon, over 400 

Australian schools began to use Fusion Books to create their yearbooks. Despite Fusion 

Book’s success, Perkins had a bigger vision than just the yearbook market. However, 

acquiring venture capital as an Australian tech startup nowhere near Silicon Valley proved 

difficult. Perkins’ pitches to attract capital were rejected hundreds of times until she and 

Obrecht finally found a willing investor in Rick Backer of Australia’s Blackbird Ventures. 

Blackbird’s investment of $1.3 million in seed capital, together with a matching grant 

from the Australian government in 2012, was enough to get the new company, which they 

named Canva, up and running.

Fast forward to the present day. Canva is now the most valuable startup founded and 

led by a woman in the world, and according to some estimates, it is Australia’s second 

most valuable brand, just behind the Commonwealth Bank of Australia. Canva has raised 

more than $580 million from industry giants such as Sequoia China, General Catalyst, and 

Bessemer Venture Partners, among others, and is valued at $26 billion as of March 2023. 

 A u s t r a l i a ’ s  C a n v a

G r o w s  f r o m  S t a r t u p  t o  S u p e r  U n i c o r n

© dennizn/Shutterstock
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“Insight on” Cases  Each chapter 
contains three real-world cases 
illustrating the themes of technology, 
business, or 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 marketers in online 
marketing, and biometric 
security. Companies featured 
include Facebook, Rocket 
Internet, OpenRice, Etsy, 
SpaceX, OVHcloud, Klook, 
AccuraCast, ASOS, Revolut, 
Careem, MailOnline, and 
TE-Food, among others. 
Sources provide a list 
of the references that 
enable students to delve 
deeper into the topic of 
the case.

Margin Glossary  Throughout the  
text, key terms and their defini-
tions appear in the text margin 
where they are first introduced.

Real-Company Examples  Drawn  
from actual e-commerce ventures,  
hundreds of pertinent examples are  
used throughout the text to 
illustrate concepts.

(continued)
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INSIGHT ON BUSINESS BRITISH NEWSPAPERS TAKE ON THE DIGITAL 

SPACE

What happened to Nicola Bulley? 

On January 27, 2023, she seemed 

to vanish from the face of the earth. 

The disappearance set off a storm 

of speculation. Although all the British 

news media jumped on this incident, a standout 

example of the reportage on this story was by 

the MailOnline, the online version of the British 

newspaper The Daily Mail. Before the advent of the Internet, a news 

story would be updated twice a day at most, for 

the morning and evening editions of the printed 

paper. If a news story was truly extraordinary, 

some papers would publish an extra edition. 

The content of a news item would be a written 

article, accompanied perhaps by a photo. But 

in the UK, as in many countries, the Internet has 

caused a disruption in the way people get their 

news. A report published in 2022 by Ofcom, the 

UK government’s communications regulator, 

found that teenagers read the news mostly on 

platforms like Instagram, YouTube, and TikTok. 

In February 2023, the most popular website in 

the UK was Google, which has become a major 

news source in its own right. More people visit 

Reddit, which also provides news updates, than 

the website of any newspaper—it was 12th on 

Ofcom’s list. The first traditional newspaper 

on the list, at number 13, was the Daily Mail’s 

MailOnline. 
Disruption in the news industry has been 

severe, and traditional newspapers have had 

to fight back to stay relevant. Many do so by 

focusing on their websites and presenting 

news stories in ways that leave readers com-

ing back for more. In its coverage of the Bulley 

story, the MailOnline demonstrated how a tra-

ditional newspaper can dominate the online 

conversation by using all the opportunities that 

the digital space provides. Maps showed the 

area near where Nicola’s telephone was found. 

Videos were posted online, including the vari-

ous press conferences held by the police on the 

case. There were regular updates on the site for 
  eht fo liated yreve rof regae pihsredaer yrgnuh a

search. Retired police officers were engaged to 

offer comments on, and criticism of, the work of 

the police working on the case. 
The purpose of all of this was, of course, to 

keep visitors coming back to the MailOnline’s 

website. The reason is tied to its revenue 

model: while many traditional newspapers have 

adopted subscription models, the MailOnline 

offers readers free access to all its content. 

It makes money through advertising; the 

more content visitors view on the website, the 

more ads they see and the more money the 

MailOnline earns. One of its most successful 

formulae is the creation of hubs, or collections 

of articles on the same topic. Another strategy 

is a heavy focus on celebrity news to comple-

ment the regular news; readers visiting the 

website find two main news streams: top stories 

and showbiz. This approach has been a huge success for 

the MailOnline. It is the biggest online newspa-

per in the UK, with a billion page views in July 

2021. When the site launched, many experts 

predicted the end of the print original, The Daily 

Mail, but this hasn’t happened yet. Though 

the past few years have not been kind to the 

distribution statistics of the print newspaper, it 

still has a circulation of a respectable 800,000. 

Research suggests a generational phenom-

enon at play here: older generations like paper; 

younger generations like their smartphones. 
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(continued)

INSIGHT ON SOCIETYREVOLUT: FINANCE AT YOUR FINGERTIPS

The World Bank estimates that 

about 1.7 billion adults worldwide 

have no access to financial ser-

vices. However, about two-thirds 

of these adults do have access to a 

mobile phone that can deliver common 

financial services. Leveraging the mobile phone 

for financial inclusion—access to and use of 

financial services—is one of the biggest factors 

propelling the growth of fintech firms. Financial 

inclusion is specifically targeted at enabling 

universal and affordable access to financial 

services for the unbanked, but its benefits have 

far-reaching economic and developmental 

impacts in all parts of the world.
Previously, financial services were largely 

provided by banks through their physical 

branches, making them inaccessible to a large 

section of people. Moreover, this traditional form 

of banking is rigid and involves strict, lengthy 

processes that usually require physical docu-

mentary evidence, face-to-face interaction, as 

well as high associated transaction fees— hence 

the financial exclusion. Therefore, there is a 

need for alternative financial services that are 

flexible, virtual, swift, and cost-effective. Fintech 

firms such as Revolut are tapping into the gaps 

left by traditional banks to provide a host of inno-

vative financial services. Established in 2015 in 

the United Kingdom, Revolut is a neo-bank, or 

digital-only bank, providing financial services to 

more than 20 million customers, individuals and 

businesses alike. Its services cover payments, 

bank accounts, international money transfers, 

cryptocurrency exchanges, and insurance pur-

chases, and it includes support for 7 countries 

and more than 130 currencies.
What makes Revolut particularly fasci-

nating is its host of innovative services and 

benefits that require limited physical customer 

interaction. Users of Revolut’s mobile applica-

tion can perform financial transactions that 

would conventionally require customers to visit 

a bank branch. Customers can sign on for a 

multicurrency card that provides support for 

transactions in a plurality of currencies. Revolut 

also enables users to perform financial transac-

tions such as stocks and gold trading without 

the need for a broker. And where services such 

as international money exchanges and transfers 

would ordinarily carry a charge at a traditional 

bank, these are free for Revolut’s customers.

Using a mobile phone number, users can 

download Revolut’s app, open an account in a 

few minutes, and begin making financial trans-

actions right away. As Revolut has a digital-only 

model—that is, it has no physical branches—

its app is designed to provide end-to-end self-

service capabilities to users without the need 

for physical interaction between users and the 

bank. For instance, the app allows customers 

to verify their identity through an ID-verification 

function without the need to send physical 

documents to Revolut.After creating an account, users are issued 

with both physical and virtual debit cards; the 

latter offers added security as their card num-

ber is different from the one on the physical 

card. Revolut also supports a disposable version 

of the virtual card that is suitable for one-time 

online payments, with the advantage that card 

details cannot be compromised during data 

breaches. Revolut’s other security measures 

include temporary card freezing, phone and 

card geolocation control, disabling of contact-

less online swipe payments or ATM cash with-

drawals, as well as automatic fraud detection.

People traveling abroad on holiday often 

make transactions online, and until recently, 

people had to use travelers’ checks or rely on 
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INSIGHT ON TECHNOLOGYBLOCKCHAIN IMPROVES THE FOOD SUPPLY 

INDUSTRY
On January 15, 2013, a news report 

in the Irish Independent revealed 

that horse meat had been found in 

food products sold by five different 

supermarket chains. The scandal quickly 

spread across Europe, with several companies in 

the food supply industry being implicated.

Food scandals are nothing new. One of 

the critical issues for the food supply chain is 

ensuring that there is no contamination and that 

products are exactly what they claim to be. In 

addition, it is essential to know precisely where 

food items have originated and what route they 

took to the consumer. Should health issues 

arise, tracing the item back through the supply 

chain means that interventions can take place 

to prevent subsequent problems and reduce 

health risks. However, food supply is a complex, 

global business with many production processes 

undertaken in a variety of settings before the 

food reaches our table.Blockchain is now being recognized as a 

secure means of ensuring the integrity of the 

food supply chain. One of the companies that 

has been leading the use of this technology is the 

Vietnamese–Hungarian joint venture company 

TE-Food. The company was founded in 2015 and 

is now working with more than 6,000 companies 

in the food production sector to provide verifiable 

information about each step in the food produc-

tion process by using blockchain technology.

Through blockchain, problems that may 

arise in food production can be tracked down 

more easily. Knowing where an animal was 

grazing, for instance, could be a valuable clue 

for identifying the source of contamination. 

Similarly, establishing which factory packed 

certain foodstuffs can help determine levels of 

food security. Blockchain allows TE-Foods to 

give access to such information to everyone in 

the supply chain. Indeed, the company has even 

released a consumer app that allows supermar-

ket purchasers to scan the barcodes on food 

items and see all of the verified information about 

the product, such as the specific animal profile 

from which the product was derived, what the 

animal was fed, what vaccinations it had, and 

how it was transported.TE-Food started offering food supply chain 

traceability with meat production at the end of 

2016, and this was quickly followed by chicken 

and egg production. One issue in ensuring that 

everything was recorded accurately was people: 

the initial rollout of the company’s traceability 

technology solely in Vietnam required the train-

ing of 10,000 workers in the food production 

sector.
It was at the start of 2018 that the company 

introduced blockchain into their traceability sys-

tem. The TE-Food solution requires everyone in 

the supply chain to have an electronic license 

token based on the Ethereum blockchain system. 

Once each element of the food production sup-

ply chain has an appropriate license token, every 

transaction is recorded within the system as it 

takes place. Should any point in the food supply 

chain provide data that is not agreed to by all the 

other nodes in the network, it is not verified, and 

the company is alerted to a potential problem. In 

addition, the TE-Food system’s use of established 

Ethereum blockchain technology means that no 

data can be edited or altered once it is agreed 

upon by all nodes and recorded. This eliminates 

the scope for fraudulently covering up past mis-

takes or errors in the food supply chain. This 

type of system is valuable in several situations 

besides human health; for example, establishing 

that food is halal is an important requirement for 
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 7.6 C A S E  S T U D Y

E x c h a n g e h u n t e r j u m p e r . c o m :Building an International Brand with Social Marketing

The Internet and Web have enabled thousands of business ideas to become online realities. The Internet has reduced the costs of starting a small business and has allowed small players to effectively use the same market-ing and selling tools as major corporations use. Small businesses usually 
occupy a market niche that is not occupied by big players or corporations. One such 
market niche in the United States, comprising about 10,000 to 30,000 players, is the high-
end horse show circuit. These are people who are willing to drop $200,000 on a horse that 
can jump a �ve-foot fence with ease. This may be a very small market, but its members 
are highly motivated to both buy and sell horses, and they are willing to spend a lot of 
money in the process. ExchangeHunterJumper.com is one example of how a small busi-
ness focusing on a tiny niche market was able to successfully build an online brand.

According to Dagny Amber Aslin, founder and owner of ExchangeHunterJumper.
com (“The Exchange”), a website created to help owners and professional trainers sell 
high-end competition horses, it’s hard to “get rich” or even make money on the Internet. 
She adds, “There are a lot of preconceived notions. . . . I beat down a path previously 

Copyright©2022, ExchangeHunterJumper.com, Eohippus LLC
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Careers in E-commerce   At the end of every chapter, we feature a section on careers 
in e-commerce that examines a job posting, based on a real-world job opening, by an 
e-commerce company for an entry-level position. Examples include job openings for an 
e-commerce retail category specialist, a user experience (UX) designer, a cybersecurity 
threat management team trainee, a digital marketing assistant, an e-commerce privacy 
research associate, a digital audience development associate, a social marketing specialist, 
and a junior supply chain analyst, among others. We provide a brief overview of the field 
and the company, some details about the position, a list of the qualifications and skills that 
are typically required, and some tips about how to prepare for an interview, and then show 
how the concepts learned in each chapter can help students answer some possible interview 
questions.

Chapter-Closing Case Studies  Each chapter concludes with a robust case study based 
on real-world organizations. These cases help students synthesize chapter concepts and 
apply their knowledge to concrete problems and scenarios. Companies featured include 
Uber, Twitter, Akamai, Skyscanner, Alipay, WeChat Pay, OpenTable, Netflix, eBay, and 
Elemica, among others. Sources provide a list of references that enable students to delve 
deeper into the topic of each case.

Chapter-Ending Pedagogy  Each chapter 
contains extensive end-of-chapter materi-
als designed to reinforce the learning objec-
tives 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-provoking 
questions prompt students to demon-
strate their comprehension and apply 
chapter concepts to management prob-
lem solving.

•	 Projects At the end of each chapter are a 
number of projects that encourage stu-
dents to apply chapter concepts and to 
use higher-level evaluation skills. Many 
projects make use of the Internet and 
require students to present their findings 
in an oral presentation or a written report. 
For instance, students are asked to evalu-
ate publicly available information about 
a company’s financials at the SEC website, 
assess payment system options for com-
panies that function across international 

334  C H A P T E R  5   E - c o m m e r c e  S e c u r i t y  a n d  P a y m e n t  S y s t e m s

 5.7  C A S E  S T U D Y

A l i p a y  a n d  W e C h a t  P a y :

Global Mobile Payment Leaders

W
ith more than 1.4 billion consumers worldwide expected to use a 

mobile wallet to make a proximity mobile payment in 2023, it’s no sur-

prise that a slew of companies, including smartphone manufacturers 

and payment processing companies, are aggressively pursuing global 

expansion for their mobile payment products. Traditional U.S. tech giants like Google 

and Apple are aspiring to become the preferred mobile payment platform in as many 

countries as possible worldwide; however, Chinese tech companies Alibaba and Tencent 

have a commanding lead in this space, not Google and Apple.

In 2022, more than 775 million people in China were proximity mobile payment 

users, accounting for about 65% of China’s population and more than 56% of the world’s 

total such users. Proximity mobile payments are those that take place at the point of sale, 

where the person paying for a good or service uses their phone in tandem with NFC, QR 

codes, Bluetooth, or other, similar technology to make a payment. Not every country has 

embraced proximity mobile payments, but China has proved to be the perfect environ-

ment for them to catch on. In Western countries like the United States and Europe, credit 

© Xinhua/Alamy Stock Photo
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boundaries, or search for the top 10 cookies on their own computer and the sites the 
cookies are from.

•	 References  At the end of each chapter, a list of references enables students to find 
more information about the content and topics discussed in the chapter.

•	 Videos  The Pearson eTextbook contains two videos per chapter that are related to 
key concepts or topics discussed in the chapter. There are 24 videos in total, all new 
to this edition:

Chapter 1
Video Case 1.1: Shopify and the Future of E-commerce
Video Case 1.2: YouTube and the Creator Economy
Chapter 2
Video Case 2.1: NFT Startup Magic Eden
Video Case 2.2: Venture Capital Firm Neo
Chapter 3
Video Case 3.1: Meter’s Internet Infrastructure Vision
Video Case 3.2: Informatica and the Evolution of Cloud Technology
Chapter 4
Video Case 4.1: Bolt: One-Click Checkout for Small- and Medium-Sized Businesses
Video Case 4.2: Figma: A Collaborative Web Application for UI Design
Chapter 5
Video Case 5.1: Crowdstrike and Cybersecurity
Video Case 5.2: Klarna and Buy Now Pay Later (BNPL)
Chapter 6
Video Case 6.1: Google and the Digital Ad Market
Video Case 6.2: Mutiny Uses AI and No-Code to Improve AdTech
Chapter 7
Video Case 7.1: Snap and Augmented Reality Marketing
Video Case 7.2: AppLovin’s Mobile Marketing Platform
Chapter 8
Video Case 8.1: Is TikTok a Surveillance Tool?
Video Case 8.2: NFT and Trademarks: Hermès Sues Over Birkin Bag NFTs
Chapter 9
Video Case 9.1: DoorDash Partners with BJ’s Wholesale
Video Case 9.2: SoFi and Fintech
Chapter 10
Video Case 10.1: Substack: An Alternative News Delivery Platform
Video Case 10.2: Roblox and Online Gaming
Chapter 11
Video Case 11.1: Nextdoor and Local Social Networks
Video Case 11.2: Zigazoo: A Social Network for Kids
Chapter 12
Video Case 12.1: Apple and Supply Chain Disruption
Video Case 12.2: Ramp Helps Businesses with Procurement Processes

INSTRUCTOR RESOURCES

At www.pearson.com/en-gb.html, educators can easily register to gain access to a vari-
ety of instructor resources that are available with this text in downloadable format. If 
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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 Manual written by the authors. Provides chapter-by-chapter teaching 
outlines, teaching suggestions and key points, and answers to all questions and proj-
ects included in the textbook. Also includes further information about the videos 
included with the eTextbook as well as questions that can be used as an assignment 
or for class discussion.

•	 Test Bank created by the authors. Includes a variety of multiple-choice, true/false, 
and essay questions. Includes questions on chapter content but also includes ques-
tions that require higher-level cognitive skills, such as analysis, synthesis, evaluation, 
and written communication skills.

•	 TestGen Computerized Test Bank allows instructors to customize, save, and gener-
ate classroom tests; edit, add, or delete questions from the Test Item Files; analyze 
test results; and organize a database of tests and student results.

•	 PowerPoints created by the authors. Summarize key concepts and figures in an easy-
to-present format. PowerPoints meet accessibility standards for students with disabili-
ties. Features include keyboard and screen reader access, alternative text for images, 
and a high-color contrast between background and foreground colors.

•	 Image Library
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