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Directed by Professor Ph.D. John Caris 

ISIS Institute Director and I T E S M E G A D E Professor at Campus Guadalajara 

ISIS Institute was in the need o f developing an Electronic Commerce Course for 

Executives as there were not currently available ones in the country. This wi l l be the 

fourth of the five Professional Skills Courses of the lsis Institute 2 n d Renaissance S M 

Business Curriculum for Digital Network & Information Systems for Executives. 

In this thesis qualitative method was used in order to know the different points of 

view o f what should be included on the course and in what order. There were interviews 

and surveys to many people in order to know what kind of things they might know for 

defining strategies, critical success factors, plans and finally implement electronic 

commerce on their businesses or companies. Information was also collected with 

emails, discussion groups as well as reading many books, magazines and Internet 

information. 

This thesis contribution is the course outline definition for Electronic Commerce 

issues that an executive that may does not know about technical issues, must know in 

order to be a change agent for defining strategies as well as a team to accomplish 
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Electronic Commerce implementation with success. At the moment of this thesis, there 

are no currently available 12 weeks courses for executives related to Electronic 

Business and Commerce in the country (there are all related to IT professionals). 

Besides the Course Outline, 700 pages o f handouts material has been defined as well 

as 6 compact discs and several case studies. 
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I.- Introduction 

The Electronic Business and Commerce course presents a new approach to commerce 

and business systems for business executives who may be struggling with dramatic 

changes in their markets, services, products and business relationships. Those changes 

are influenced by many factors but none more powerful nor more pervasive than 

Information Technologies. 

Why could this course be o f great interest to you? N o matter what business an 

organization is in, it really is in the information business. Manage effectively, accurate 

and on time information is a need to manage successfully markets, products, and trading 

partner relationships. Information Technologies offers powerful tools that are always 

increasing for managing that business information. 

Electronic Business and Commerce (Electronic Data Interchange, Electronic 

Marketplaces, the Internet and the World Wide Web) can affect profoundly the way an 

organization do business. Together and with Work Flow Automation, they offer a great 

and cool array of possibilities. 

One intimidating task facing business is to envision just how these technologies can 

be used to gain a strategic competitive advantage and maybe more challenging is to 

incorporate them into a business process with a formulated plan. 

This course is intended to help executives facing these challenges to understand what 

is all this about. This course explains the emerging and available Information 

Technologies in clear, easy to understand terminology and shows the impact on the 

ways in which the companies manage their commerce and business processes. It discus 

electronic business controls that far exceed security, auditing and legal issues of today's 

paperless environment versus paper based and verbal based information exchange 

environments. 

From all the issues that affect businesses, there are two types of changes that are 

emerging as the ones that have the most profound impact and they are changes in 

improving business processes and changes in cost structures. These last ones are 

changing in today's organizations because of the costs of people intensive business 



processes and the costs o f handling paperwork that are a continuous and dramatic spiral 

upwards as salaries, overhead, healthcare and business costs that are associated with 

maintaining staff increase. 

At the same t ime , information technologies costs are plummeting as we have seen in 

the last several years dramatic decreases in the costs of information storage and 

processing. It is expected that soon we wi l l see comparable decreases in the costs of 

communications. The bottom line is that organizations that wi l l compete most 

effectively w i l l be those that replace paperwork based and people intensive business 

processes with information technologies based paperless business processes. 

The second major change, improving business processes, is somewhat more not as 

obvious but equally important in terms of the way that organizations plan for and 

implement change specifically for the use o f Information Technologies. Companies 

have realized that in order to compete effectively, they must have a continuous 

improvement in their business processes that mean change in slow measured steps. 

This course is the fourth o f the five Professional Skills Courses o f the Isis Institute 

2 n d Renaissance S M Business Curriculum for Digital Network & Information Systems 

for Executives. 
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Objective 

The primary objectives o f this course outline definition are: 

• To enable executives to think, perceive strategic reality, make strategic 

decisions, and take wise strategic actions considering Information Technologies 

as enablers for commerce and business. 

• To learn how electronic commerce and business works, related issues, why use 

it and what they must consider for a successful implementation. 

• To increase their competency in the Information Technologies related to 

commerce and business in order they may be able to use it for competitiveness 

and be change facilitators. 
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Scope 

The focus o f this course envisions absolutely do not try to make the general executive 

an information technology specialist or give them the content of the courses in the 

curriculum o f an IT professional. It envision to give the general executive what they 

need to know about electronic commerce and electronic business so they can be an 

effective collaborator and decision maker for systems projects that IT professionals are 

responsible for accomplishing. In summary, this course is aimed at training general 

executives who can be "good and smart bosses". 

The major subjects o f this course are: 

• The new electronic approach to commerce and business; 

• The essential concepts, process, methods, and tools to implement it. 
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Final Product 

The final product o f the investigation is a document with the Course Outline with 

around seven hundred up to date handouts, multimedia material and case studies that 

may be changed in the near future as Electronic Commerce is changing very fast, but 

always considering the Course Outline that may remain like the same structure. 

This thesis contribution is the course outline and handouts definition for Electronic 

Commerce issues that an executive must know in order to be a change agent defining 

strategies as well as a team to accomplish it with success. At the moment of this thesis, 

there are no currently available twelve week courses for executives related to Electronic 

Business and Commerce in the country (there are all related to IT professionals). 
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Organization of the presented information 

The investigation is organized on a way to start understanding from the very basic 

concepts as following: 

• Digital economy 

• Globalization 

• Disintermediation 

• Integration Internetworking 

• Virtualization 

• Digitization 

• Five pillars o f the information age 

• Numbers 

• Binary Digits 

• Computers 

• Communications 

• Networks 

• Electronic Commerce 

• EDI 

• Internet 

• Generalities 

• Handling money on the net 

• Security 

• Legal 

• Business on the Internet 

• Impact 

• Marketing 

• Differences 

• Launching a Business on the Web 

• Purposes 
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Selling Online 

• Storefront, shopping cart, cash register and backroom 

• Payments 

• Doing Business on the Information Age 

• EDI over the Internet and workflow applications 

• Electronic Commerce nowadays realities 

• The joys of E-Commerce at Mexico 
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II.- Bibliographic Review 

Digital economy 

As Don Tapscott wrote on his book The Digital Economy, we are living in a new 

economy that is a global economy where there are no boundaries for Knowledge and it 

is becoming the key resource. Even though the individual organization operates in a 

national, regional or local setting, there is only a world economy where free trade zones 

are growing and global customers demands global products 

Globalization is both egg and chicken because it is driven by and driving the new 

technology that enables global action. Computer networks allow any business to remain 

open the 24-hour and offer a good customer support while the people that answer to the 

request may be in the other side o f the world (Don Tapscott, 1995). 

This globalization is driving the extension of technology opening new markets 

everywhere that demands a global response and that is why businesses need to be able 

to link with customers, suppliers, employees and partners throughout the world for 

building boundaryless firms. 

Tapscott wrote about Disintermediation where middleman functions between 

producers and consumers are being eliminated through digital networks. He use the case 

o f consumer goods manufacturers being squeezed by giant retailers like Wal-Mart 

demanding sales and razor-thin margins where manufacturers could use the new 

infrastructure to sell direct over the network, thereby eliminating intermediary retail 

channels. 

Next topics I consider important to mention from Tapscott's book are: 

• Integration Internetworking which means that the new economy is 

networked, integrating molecules into clusters that network with others 

for the creation of wealth. The new technology networks enable small 

companies to overcome the main disadvantages o f large companies -

economies of scale and access to resources. The Internetworked 

Enterprise w i l l behave like the Internet, where everyone can participate 

and the total effort is greater than the sum o f its parts. 



• Virtualization where can be said that as information shifts from analog to 

digital, physical things can become virtual - changing the metabolism o f 

the economy, the types o f institutions and relationships possible, and the 

nature o f economic activity itself. 

• Digitization where the new media, the I-Way (Information Highway) and 

the new economy are all built on a strikingly simple thing. A l l 

information can be represented as either 1 or 0 which forms the basis o f 

the binary system. In the new economy, information is in digital form: 

bits. When information becomes digitized and communicated through 

digital networks, a new world of possibilities unfolds as storing and 

retrieving information instantly from around the world. B y comparing 

something as simple as the post office and its delivery o f physical mail to 

the digital electronic mail systems o f today, you can begin to understand 

the effect of digitization on the metabolism of the economy. 

Nowadays the Information Highway is absolutely critical and based on the model o f 

the Internet - the vast, expanding network of networks - the I-Way is coming a high 

bandwidth web of communication systems that wil l pump huge quantities of text, 

sound, images, and video into an out of homes, businesses, factories, etcetera. Although 

there are other important technologies, such as satellites and terrestrial wireless 

technologies, the Internet is emerging as the exemplar o f the I-Way. Broadly defined, 

the publicly available network (in some cases referred to as ' ihe Net'") is the means by 

which all computers in the world wi l l be able to communicate. In an economy with base 

on bits, immediacy becomes a key driver and variable in economic activity and business 

success. Electronic Data Interchange (EDI) is a powerful, i f badly misunderstood, 

example of how the I-Way is creating information immediacy. Advocates of EDI argue 

that by linking computer systems between suppliers and their customers for purchase 

orders, invoices, billing, and record keeping, companies may save considerably over 

manual (nondigital) methods. In fact, E D I goes well beyond those possibilities. It is just 

the first splash in a tidal wave of electronic commerce that wi l l shift the metabolism o f 

business to real time and in so doing forever change the relationship between 

companies. 

For ending Tapscotfs reference, the business community needs to rethink its role in 

the new economy. Business should provide leadership for the broader changes to 



come, not only through altruism but also through self interest. The success of businesses 

wi l l depend on the rapidity and smoothness of the societal changes that are being 

unleashed by the I-Way . The digital economy requires yesterday's managers to become 

tomorrow leaders. A s we enter the new age, the future wil l not just happen. It wi l l be 

created. And i f we all get involved, our values, aspirations, and growing expectations 

wi l l shape and drive the transformation o f our business and our world. 
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Five pillars of the information age 

Now, I wi l l reference Michael Dertouzzos five pillars of the information age from his 

book What wi l l be, how the new world of information wi l l change our lives. He says 

that at their simplest level, all the fascinating activities that wi l l take place on the 

Information Marketplace are made possible by the generating, processing, transmitting, 

and receiving of information and all this rests on five essential pillars: 

1. Numbers are used to represent all information. 

Your computer represents each letter, numeral, punctuation mark, and 

symbol with a predetermined number. Images are also represented with 

numbers divided into a grid o f rows and columns, creating tiny square 

cells called pixels (picture elements). The computer assigns three 

numbers to each pixel that represent the red, green and blue components 

of the color in that pixel. The music is divided into pieces called samples 

which are converted, just like the pixels, to numbers (Michael 

Dertouzzos, 1997). 

2. These numbers are expressed with 1 s and Os. 

Machines only need the digits 1 and 0 to handle all this numbers. Unlike 

people, who have ten fingers (that is why we use numbers from 0 to 9) 

and two hands, computers have only two fingers on several mill ion 

"hands". Whereas we count like this: 0, 1,2, 3, 4, 5; they count like this: 

0, 1, 11, 100, 101. This smallest indivisible representation o f information, 

this number that is either a 1 or 0, is called a bit, from the phrase binary 

digit (Michael Dertouzzos, 1997). 

3. Computers transform information by doing arithmetic on these numbers. 

The term software is used because the instructions can be easily changed 

by the programmer. Hardware, by contrast, is very difficult to change; 

once tiny transistors are etched into silicon, the party is over. Software is 

very time consuming to develop, but once a program is written, it can be 

put into action on millions o f machines. Software is the primary fuel o f 

the Information Age, as important as the fossil have been for the 

Industrial Age (Michael Dertouzzos, 1997). 



Communications systems move information around by moving these 

numbers. 

Telecommunications is the rapid and reliable transportation o f 

information from one place to another. This technology has also 

undergone a dramatic improvement in its cost to ship a unit of 

information, dropping by half every four or five years Today, the Is and 

Os that represent information can be sent over a wire, glass fiber or radio 

wave transmitters and these technologies are called digital because they 

transfer the two digits 1 and 0 that make up the binary number system. 

The older analog technology still dominates telephony and television. 

The problem with analog technology is that the signals get corrupted 

easily and that is why an audio from a compact disc is so pristine 

compared with a vinyl record, because each note is stored digitally with 

1 s and Os. 

Communications has benefited also from the transistor and chips but it 

has also benefited from advances in glass fibers, satellites, and wireless. 

One very thin hair of glass fiber has the surprising ability to carry 

information very rapidly across thousands of miles in the form of light 

pulses that turn on and off as fast as 10 bill ion times per second. A two 

hour movie can be sent through a glass fiber in a few seconds, while it 

would take a month through an ordinary phone line. The speed o f signals 

through the different kind of pipes is a crucial factor in determining the 

success o f the Information Marketplace (Michael Dertouzzos, 1997). 

Computers and communications systems combine to form computer 

networks - the basis o f tomorrow's information infrastructures - which 

in turn are the basis o f the Information Marketplace. 

The first three pillars make up the technology o f computers; the fourth 

pillar is the technology of communications. When these two queen 

technologies of computers and communications come together, they give 

rise to one additional pillar: networking. It is the foundation of all 

information infrastructures. 

A s soon as you connect a computer to a second computer, you get a 

network. If many computers^are linked within a small area like a 



building they are known as a local area network ( L A N ) . If they are 

connected across a large corporate compound or a university campus for 

example, they are called wide area networks (WANs) . 

Your computer is connected to a wire, telephone line or glass fiber 

through and interface with a little box next to your computer or circuit 

board inside it or with a modem (signals modulator, demodulator). 

Most organizations want to link their intranets (internal networks) to the 

greater information Marketplace networks outside their confines so that 

they may belong to and take advantage of the rich world of information 

out there but, they also have fear that this interconnection may 

compromise their confidentiality or their client's dealings. What they 

need in order to accomplish both objectives is a firewall that is a way o f 

controlling what information can and cannot pass between the internal 

and external networks. This is usually done with one computer linking 

the internal and external networks. A l l inside - outside traffic passes 

through this carefully programmed machine (firewall) where it is 

examined and controlled. 

Networks goal is transporting information rapidly and reliably among 

geographically dispersed computers; this mean to ship information to the 

right destination intact, rapidly, and ideally without allowing anyone to 

know the contents o f what is being transported. Computers do not pack 

all the information they want to send in a single packet; instead they use 

many small packets, each consisting of a few thousand bytes o f Is and Os 

(like sending a five page letter on five envelopes for each page). This is 

done because the information is often voluminous and i f it were sent in 

one packet, it would take a long time to move it and i f some information 

were lost in the process, the entire huge packet would have to be resent 

while using many smaller packets, networks can retransmit only the 

packets that became corrupted (Michael Dertouzzos, 1997). 
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Electronic Commerce 

Now I wi l l reference David Kosiur who wrote Electronic Commerce and says that for 

some time now, large business enterprises have used electronic commerce to conduct 

their business to business transactions. Electronic Data Interchange (EDI) on private 

networks began in the 1960s, and banks have been using dedicated networks for 

electronic funds transfer (EFT) almost as long. Recently, however, with the increased 

awareness and popularity o f the Internet, electronic commerce has come to encompass 

individual consumers as well as business of all sizes. 

To many, electronic commerce is defined as the buying and selling o f products and 

services over the Internet, but there are many more aspects. Electronic commerce is a 

system that includes not only those transactions that center on buying and selling goods 

and services to directly generate revenue, but also those transactions that support 

revenue generation, such as generating demand for those goods and services, offering 

sales support and customer service, or facilitating communications between business 

partners (Kosiur, 1997). 

Electronic commerce builds on the advantage and structures o f traditional commerce 

by adding the flexibilities offered by electronic networks. B y operating with digital 

information in electronic networks, electronic commerce brings with it some new 

opportunities for conducting commercial activities as GroupWare (workflow) for 

departments cooperation as well as also removes physical constraints (customer support 

24 hours a day, 7 days a week). 

David Kosiur also reference to some important issues as: 

a) Handling money on the net. In everyday life, you pay for goods and services in 

a number o f different ways. I f you are an individual consumer dealing with a 

merchant, you can pay by cash, check, credit card or debit card. If your 

business is interested in allowing its customers to use electronic payment 

methods on the Internet, many o f the procedures for handling payments are 

similar to those you use for a regular point of sale (POS) system in your store, 

or in a toll free call center. The main difference is that everything takes place 

over the Internet using the customer's personal computer and your 



Web server; the requirements for transactions include confidentiality, integrity, 

authentication, authorization, assurance and privacy that in few words means 

no one that does not have legitimate need to know should know and that the 

information wi l l not be altered inappropriately. 

b) Security. In the real world we rely a great deal on physical security, while in 

the world o f electronic commerce we must place additional reliance on 

electronic means for protecting data, communications and transactions. This 

security is to avoid threats as data intercepted, read or modified il l ici t ly; users 

misrepresent their identity to commit fraud: and unauthorized user on one 

network gains access to another. 

c) Legal. The issues surrounding electronic commerce that may well have the 

greatest impact, but still remain to be resolved, are the legal ones. This includes 

issues surrounding privacy taxes, export controls, digital cash and electronic 

invoices. 
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Business on the Internet 

M y next reference is James Mohr with Linux, User's Resource where he talk about 

business on the Internet and undoubtedly it is and wi l l be a very important 

communication way in the next decades. What makes Internet so attractive are many 

reasons. Just to look how Internet has grown is more than enough to watch television 

and see the advertising where many use to have 800 numbers but now they have their 

internet addresses (Uniform Resource Locators - URL's ) to their Web sites or the one 

from Telmex Prodigy joint venture where the girl gave a guy her email instead her 

telephone number and the guy get sad because he had not Internet access. Nevertheless 

the Internet and the World Wide Web start as non commercial projects, there is no 

doubt the businesses has taken them on its side and they are not going to leave them. 

With a huge million potential users for the end o f the century there is no reason to doubt 

it. For the businesses, Internet is not just simply a new technology, but a media that 

allow them to increase their services and also sell them. Once the initial investment has 

been done, it may get to millions o f people almost without any effort or additional costs. 

When you consider how much it costs to sell advertisements by mail to some thousands 

of people, this is the merchants dream made true: advertising virtually free. 

It has sense to develop a marketing strategy that include the Internet because it is full 

of any conceivable interesting area and in the future, all businesses are going to be there 

and the key factors wi l l be the service, content and image. 

Web has many considerable differences related with other marketing media. For 

example, it has the potential o f 24 hours marketing. Once the business is online, users 

can access the site at every moment they want in the day or the night. There is no such 

thing as prime time. The costs are the same i f the site is accessed at 3 p.m. or 3 a.m. and 

this let people have the advantage to visit the site when they want and to decide what 

they want to see, how much and how long. For the advertiser, the advertisements can be 

longer and can give more detail that the one it could give on television or radio. Next 

steps are online selling as well as customers feedback. 

A Web site must be dynamic, this means that it should change with frequency and its 

initial page is similar to the company lobby where you have to give an excellent first 

impression about your company and you may need to have a menu with topics like 



information about the company, history, achievements, top management, organization 

and offices; products and online selling; what is new in the company and the industry; 

customer and technical services; search engine and Frequent Asked Questions (FAQ's). 

A business on the Web has to consider how to get visitors and a way to do this is to 

negotiate to have from/to links with other sites as well as getting your site on many 

different available search engines on the net. 
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Launching a Business on the Web 

The following reference is to David Cook's book Launching a Business on the Web 

and he wrote that Internet may be used for reducing telephones and people, save on 

printing costs, save on marketing costs, save on selling costs and to keep the planet 

green as reducing paper and ink consumption. 

Some purposes Internet may be used for are: 

• Information resource where any one can find the data they need for their work or 

studies and this was really the purpose of its creation. 

• Marketing resource to reach the bigger quantity o f people with the lower 

possible money spent and it goes further than the T V as the consumer does 

interact with it. It may be used for advertise your products or some other 

products 

• For selling and providing services 

• For selling your products or others products 

• For customer service and support 

• Marketing research 
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Selling Online 

According to Leslie Heeter in Selling Online for Dummies, any online business on the 

Web that may want to sell products or services should consider to have: 

• Storefront for welcoming customers and introduce them to the products or 

services and so it may be as neat and attractive as possible. 

• The shopping cart is a virtual shopping cart more sophisticated than the ones 

that roll on wheels and keeps track of the products picks up (clicks on them) 

until it is time to check out. 

• The cash register that can accept as many forms of payment as possible 

including credit cards, cash, checks and electronic cash. 

• The back room for offering services as recording customer information for a 

data base; tracking the inventory; processing the payments and delivering 

products or services to your customers. 

Leslie also wrote about accepting payment online where there are concepts as data 

security technologies to prevents fraud on the customer or merchant sides and words 

related to this are encryption, public keys, private keys, digital signatures and digital 

certificates that must be part of the course for sure as well as accepting digital money 

where topics are merchant bank accounts, credit cards, electronic wallets, digital cash, 

digital checks, digital coin, smart cards and service providers for this as Cybercash, 

Digicash, Bluemoney, ICVerify, First Virtual, Cybersource and Wave Systems. 

Other very important Leslie deals with is the legal necessities where there are issues 

as law and export restrictions as well as taxes, invoices and pornography. 
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Doing Business on the Information Age 

Last thing I would like to reference is EDI over the Internet from Jack Shaw's book 

Doing Business on the Information Age where he wrote that while some World Wide 

Web enthusiasts suggest that the Web may replace current EDI , the fact is that once a 

trading partner relationship is established there is not going to be an incentive for buyers 

to log on to the World Wide Web to place and order every single time they want another 

shipment o f similar material from that particular supplier. In those situations, the 

automated materials management system detects a reorder point and generates a 

requisition for an economic order quantity. The materials management system then 

passes the requisition to an automated purchasing system. The purchasing system 

generates a purchase order or material release and transmits it to that now established 

supplier via standard E D I . Companies continue to expand their Electronic Commerce 

applications not by new technologies replacing more mature technologies, but by 

complementing them with additional functionality. N o w that the century is ending, 

many Value Added Networks (VAN's ) have implemented strategies for doing EDI over 

the Internet with a new software, cheaper costs than the ones they used to have and one 

of the leading V A N ' s on this strategy is General Electric Information Services (GEIS). 

22 



Electronic Commerce nowadays realities 

We are almost starting a new century and a new millennium. We realize by 

Information Technologies and by our daily life that things are changing and they are 

changing very fast, that businesses are changing and they are changing very fast, that 

they way we buy and sell products and services and the way that companies manage 

themselves is changing dramatically. Has to run 60 years for having 50 mill ion o f 

people watching their own televisions but has to run 4 years for having 50 mill ion o f 

people surfing on the Internet. This world w i l l change in the next ten years more than it 

has changed in all its history and one of the big changes is due to telecommunications 

and computer networks innovations, to this all electronic technology. The form o f doing 

business is having a radical change. If businesses want to sell the old way, i f they want 

to market the old way, they wi l l disappear from the global market. Only those 

companies that prepare, train and equip themselves wi l l be the ones that survive on the 

21 s t century. 

Some questions Robert Al len ( A T T president) made to C E O ' s in 1995 was: 

• How wil l your company wi l l be in 10 years ? 

• H o w your organization wi l l change in the next 10 years by Information 

Technologies ? 

• Who wil l be your main competitors in the year 2009 ? 

And the answer was I do not know for each one, but the thing that he really knew 

was that something rarely usual, intriguing and deep was going to happen and he was 

referencing to the Internet. 

B i l l Clinton said in 1997 that the steam machine two centuries behind and the 

following use o f electricity for the communications promote an industrial revolution and 

today we are almost having a new revolution. Inventions as the integrated circuits, the 

computer, the fiber optic cable and the Internet are changing the way we work, learn 

and communicate one with each other. 

According to I D C the statistics nowadays are like 200 million users and it is expected 

that for the year 2003 w i l l be 500 million users. For Latin America w i i l increase from 7 

mill ion to 24 mill ion (an annual rate about^33%) and for Mexico in 1999 it is 



expected to end with 2 million but for the year 2003 it is expected to have 7 million 

users. 

Internet is being used for internal and external communications, seek information and 

electronic commerce. Experts say that actually the electronic commerce from business 

to business (EDI - Electronic Data Interchange) is five times bigger than the electronic 

commerce from business to consumer which represent 43 billion dollars and for the year 

2003 it is expected that it wi l l reach 1.3 trillion dollars according to Forester Research. 

The Information Technologies vendors express that an e-business is that one that 

could adapt itself to the continuous change. I B M think that in order to manage with 

tranquility this transitions, three important ideas must be remembered: 

• It is about business, not just technology 

• Bui ld on top of what you already have 

• Start simple, but grow fast 

Users that buy by the Web in Latin America buy 73% outside Latin America and 

27% in Latin America and this is not a problem about the Latin American consumers, 

this is a problem about what Latin American companies are offering on the Web. 

This has created new companies in a new industry about content, marketing, surfing, 

platforms and networks as the famous ISP's (Internet Service Providers). In Mexico 

there used to be only three in 1994 with commercial character and just one with no 

profit objective. Nowadays in Mexico there are around 350 ISP's which distribution is 

110 in Mexico City, 17 in Guadalajara and 16 in Monterrey. 

Initiatives in Organizations already established are 

• Website 98% 

• Intranet 90% 

» Extranet 70% 

• Web Commerce 65% 

Consultants and vendors that already have announced that they are in the electronic 

commerce business are: 

• Price WaterHouse Coopers 

• Arthur Andersen 

• Deloitte Touche Tohmatsu 
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• K P M G Peat Marwick 

• Ernst and Young 

• Forester Research 

- IBM 
• Compaq 

• H P 

- SAP 

• JDEdwards 

• Oracle 

• Microsoft 

• Netscape 

New Internet Companies like America Online, Yahoo, e-Bay, Amazon are new 

companies that does not exist in 1994 and are having utilities or reinvesting their 

earnings as Amazon which was not on the book business, made their analysis, 

considered that may be a successful business by Internet and started it. 

It is required to train and offer services for: 

• Consumers in order to increase the electronic demand 

• Actual Organizations in order to create and enhance their electronic offer 

• Entrepreneurs in order to create new internet companies 

Many Universities are already training or are going to start training in year 2000 

about Electronic Commerce as: 

• Stanford University 

• Harvard University 

• M I T 

• Columbia University 

• Carnegie Melon University 

• I T E S M 

This thesis objective is to create an Electronic Commerce Course for Executives that 

w i l l last twelve sessions o f three hours enabling them to be change agents for their 

companies in order to implement Electronic Commerce with success. 
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The joys of e-commerce at Mexico 

Companies are eager to spread the joys of e-commerce as growth in Internet use 

seems inevitable. 

Inside a fragrant, flower-strewn warehouse in the industrial Mexico City suburb of 

Naucalpan, a small but important experiment is taking place. Flower-Net, an eight-

month-old flower delivery business run by four partners, is a micro-business with a 

window to the world. 

By clicking on http://www.floresflowernet.com.mx, any credit card holder can have 

flowers or fruit delivered to anyone in or around Mexico City. According to Flower-

Net's director of operations, Marina Cardoso Aleman, the orders are coming in. 

For Mother's day, they were receiving orders from Switzerland, Guatemala, Chile, 

Ecuador, Argentina and from all kind of places to have flowers delivered in the 

metropolitan area. 

The company is generating revenue o f about $2,800 a month, a figure which would 

be less than half that without the orders coming from outside o f the country. 

At least, half o f their average 90 orders a month, comes from abroad; on Mother's 

Day, that figure went up to about 70 percent. 

Flower-Net, which deals exclusively in Internet sales, is a small player which has 

advanced its e-commerce operations well beyond many o f the biggest of Mexico's 

companies. What Flower-Net has been doing since January is still a pipe dream for 

many commercial giants, mainly because of the lack o f credit consumers and an on-line 

buying culture. The major obstacle in Latin America as a whole, say analysts, is 

poverty, lack of large consumer-credit base and distrust of on-line transactions. In 

Mexico, the cheapest new personal computer cost well over a year's earning for a 

minimum-wage worker, not to mention the $200 phone line and the Internet provider's 

fee. 

Mexico is a rich country by Latin America standards, and it is ranked by industry 

watchers as the second largest market in the region, below Brazil but above Argentina. 

Different estimates put on-line Internet sales last year between $47 million, according to 

the leading Spanish-Language Internet provider StarMedia and $167 million according 

to Massachusetts based International Data Corp. (IDC), an information technology 

market research firm. The U.S . , cyberspace largest market, generated 20 billion in 

Internet sales last year. 

http://www.floresflowernet.com.mx


It is fairly new market in the case of Mexico. It is a fairly new market in the U.S. , as 

well, but it is about a year and a half ahead o f Mexico. 

IDC estimates that sales in Latin America wi l l grow 175 percent this year and wi l l 

break a bill ion dollars sometime next year. 

Compaq is aggressively expanding in the area of e-commerce in anticipation of a 

lucrative future. Last Apr i l , the company began offering Web-consulting services to 

clients. A s one might expect, computer companies have been the first users o f this type 

of business software. 

Since many Latin American consumers currently lack the means or the wi l l to 

purchase products on-line, computer companies are focusing strongly on business to 

business transactions and trying to get major companies to begin offering more options 

on their Web sites in order to spur the demand necessary for expansion. 

The growth of business to customers Web services is picking up. Their software is 

mainly being used right now in business to business Internet applications. But they are 

seeing a growth in the services which target the customers, with integrated Web sites 

which include product catalogs and account information. 

Business to customer Web site development involves several steps. Beginning with 

simply setting up a site with a company's background information, the page is then 

expanded in gradual steps, such as offering catalogs o f products, or a company's 

quarterly reports. The final step in the process is to expand the Web site to offer secure 

financial transactions with security software sold by companies like I B M , Compaq and 

credit card transaction processors hooked up to a bank system. Flower-Net uses Grupo 

Financiero Bital as its credit-card transaction agent, and in a joint operation with the 

bank, offers special discounts for Bital's employees as well as special deals for other 

customers who use Bital's credit card. 

I B M market analyst Gabriel Romero says his company expects the demand for 

Internet commerce to pick up the pace. 

They have been working on Internet business solutions in Mexico since 1997. Little 

by little customers are starting to trust Internet security. It is like what happened when 

phone transactions were introduced. At first, nobody trusted using the phone as a way to 

purchase a product. A s IDC's Latin America Software Research group director John-

Marc Clark says, signs o f the markets maturation are appearing. According to IDC, 

I B M is the current leader in business software while Compaq leads the market in PC 

sales. Flower-Net's own business software comes from I B M while the P C was 

purchased from Compaq. ^ 



In Mexico, signs that companies are recognizing the potential of e-commerce have 

begun to appear only in the past few months. 

In June, Grupo Financiero Banamex-Accival revealed Accinet, a "one stop" Web site 

which offers financial information updated every 20 minutes. Banacci is trying to take 

the lead in a particular niche: on-line trading. Federal regulators are in the process of 

drawing up rules for buying and selling stocks over the Internet. Accinet currently 

offers market indexes, stock quotes and recent financial news. More detailed 

information is available by subscription. 

Grupo Financiero Bancomer is also expanding its on-line banking services, focusing 

on account holders. Currently Bancomer's Web site offers account information, but 

there are plans to expand this to allow customers to make on-line transactions and 

trading by the end o f next year, according to a company press release. 

At press time, the department store chain E l Puerto de Liverpool was soon to unveil 

new purchasing options on its Web site, making it the first major retail outlet to offer 

on-line commercial transactions. The site was already offering download-able catalogs 

and a bridal registry. 

The Mexican Association of the Information Technology Industry (AMITI ) has been 

lobbying Congress to expedite rules regulating e-commerce, not just for trading but for 

consumer-fraud protection. Unti l then, sites such as Accinet are hamstrung from 

expanding into Internet trading and, with no current regulation protecting consumers 

from e-fraud, customers wi l l continue to be wary of punching credit card numbers into 

the Internet. 

Humberto Trevifio, a National Action Party (PAN) deputy from the state o f Nuevo 

Leon, introduced a bi l l in June to the commerce committee o f the lower house o f 

Congress in a push to begin drawing up e-commerce regulations, such as requiring 

Internet vendors to take measures to secure on-line transactions and keep records which 

would help in an investigation. Congress reconvenes in October 1999 and, according to 

newspaper report, the bil l is expected to be passed from the committee to the floor 

sometime before the Christmas holiday recess. 

If the signs o f growth reveal anything, it is the need for these regulations. The number 

o f Internet accounts in Mexico has more than doubled in three years, and it is expected 

to total 2 million by the end o f 1999. IDC estimates that total Internet accounts in Latin 

America wi l l end the year at 6.8 mill ion with two to three individual users per account. 

The market for personal computers, business networks and software exploded in 

1994 and 1995, according to I D C , as computer makers started paying attention 



to Latin America as a potentially lucrative market. In the early days, sales were driven 

by companies seeking to streamline operations. The so called end-user software market, 

comprised o f the home consumer, was merely $175 million in Latin America in 1995. 

Since then, virtually all major vendors have arrived in Latin America. IDC expects 

overall sales in end user software (an indication of the growth in home P C users) to end 

the year at approximately $725 mill ion. 

Mexico's $4 billion information technology market is expected to grow 12.6 percent 

in 2000, mainly in the realm o f business to business applications. P C sales in Mexico 

wi l l grow much more slowly (2 percent next year), but currently represent more than a 

fourth of the entire market in Mexico:$1.3 billion. 

In an attempt to promote Internet use in Mexico, Telefonos de Mexico (Telmex) 

announced earlier this year it would begin financing low cost Acer computers to 

customers. The computers can be taken home with an initial 998 pesos down payment 

on a base price o f under 13,000 pesos (or about 420 days worth of minimum wage 

work). Acer Computer Latino America, a unit o f Acer, is Mexico's third largest P C 

vendor. 

It is a fact: commerce and future business wil l have to be over the Internet because 

otherwise, companies may have a days countdown. It is all about a third revolution in 

the economic transactions era: Virtual Businesses, Concrete Earnings ! 
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III.- Methodology 

Investigation Method 

In this thesis qualitative methods were used in order to know the different points o f 

view o f what should be included on the course and in what order. There was 

questionnaires, interviews and surveys to many people in order to know what kind of 

things they might know to define strategies, critical success factors, plans and finally 

implement electronic commerce on their businesses or companies. 

I send to everybody studying the Information Technologies Master Degree at I T E S M 

and some other people, an outline that I had created as a draft and I ask some questions 

that were the following ones: 

Where and how would you start ? 

What themes or issues would you cover and in which order ? 

What kind of works and practices would be good in order to get the knowledge? 

Do you know some suggested sites at the W E B related with the thesis objective ? 

Would you suggest some books related with the thesis objective ? 

The result was that the original outline was more kind of an outline for IT people 

rather than for executives. 

Another result was that I got information from other course outlines intended for 

executives in other parts o f the world. Following, I wi l l relate two examples 

The first one is from Manchester University for an Electronic Commerce course in a 

Master in Business Administration program with ten weekly sessions of three hours and 

a half each one where requisites was satisfactory completion of core courses in Strategy, 

Marketing and Information Systems and competence in using a PC surfing the Internet. 

The pedagogical method was that the course was taught primarily by analysis and 

discussion o f articles and case studies o f leading edge firms engaged in electronic 

commerce. These was provided before each class and needed to be prepared for 

discussion prior to class. The case discussion was supplemented by lectures, group 

exercises, hands-on exercises on the Internet and, subject to availability, guest speakers 

from the firms in electronic commerce. Course assessment was on both an individual 

and group basis. The individual assessment based on participation in class discussion 

(25%) and on an essay on a topic related to electronic commerce (25%) and group 

assessment based on a case for an organization engaged in or considering electronic 

commerce for the first time, to be presented on session 10 of the course (oral 



presentation 25% and written report 25%). The objectives of the course was aims to 

equip participants with the knowledge and skills required to develop strategies for 

business competing in electronic markets and the growing digital economy and by the 

end of the course: 

• Be aware of the leading edge technologies currently used for electronic 

commerce. 

• Understand the strategic, marketing and organizational implications o f 

electronic commerce. 

• Understand the economic, social and legal implications of electronic 

commerce. 

• Understand the strategic issues and strategies employed by firms in 

electronic commerce in a range o f industry sectors. 

• Be able to asses the commercial potential o f new electronic technologies. 

• Be able to develop a strategy for electronic commerce in an organization o f 

your choice. 

Given the fast changing nature o f the course matter and the lack o f satisfactory 

textbook, tittles o f readings was advised closer to the time and consisted of case studies 

and articles from business journals and magazines. From the thirteen recommended 

readings relevant to the course that they had I took one book and it is from Don 

Tapscott and the tittle is 'The Digital Economy' and other one that seems good is from 

Ravi Kalakota with tittle 'Electronic Commerce: A Manager's Guide'. The content 

course outline was: 

• Session 1 - Electronic Business Models and Strategies 

• Session 2 - Electronic Advertising 

• Session 3 - Electronic Manufacturing 

• Session 4 - Electronic Retailing 

• Session 5 - Electronic Media 

• Session 6 - Electronic Services 

• Session 7 - Electronic Shipment 

• Session 8 - Electronic Payment 

• Session 9 - Economics, Social and Legal Issues 

• Session 10 - Group Presentations 

The second course is given by Z D U in the United States and it is a four weeks 
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course called Exploring Electronic Commerce intended to introduces beginning students 

to the underlying concepts and issues behind the emerging field o f electronic commerce. 

The only prerequisites for this course was to have the textbook 'Electronic Commerce: 

A n Introduction' by Z D U staff published on March 1, 1999; to have experience visiting 

Web sites and to have familiarity with basic computer terminology. The course 

objective was: 

• Understand the terminology used in electronic commerce 

• Understand how electronic commerce has evolved and changed traditional 

business practices 

• Recognize driving forces for electronic commerce in different industry 

sectors 

• Describe how the Internet and World Wide Web infrastructure and standards 

relate to electronic commerce. 

• Describe different electronic commerce payment mechanisms 

• Recognize the challenges inherent in starting and maintaining an electronic 

business 

• Apply coherent procedures for starting and setting up an electronic business 

The detailed course content outline in four weeks is the following one: 

• Week 1 - Introduction to Ecommerce 

• Evolution of Ecommerce 

• History behing today's Ecommerce 

• Differences behind traditional and electronic business 

• Types o f ebusiness interactions 

• Driving forces behind ecommerce 

• Business considerations 

• Technical Considerations 

• ECommerce and the growth of the Internet 

• Week 2 - Infrastructure 

• Transmitting and receiving messages and data 

• Handling request and processing transactions 

• Internet fundamentals 

• ISPs and services 
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• Basic Internet components 

• Enabling tools 

• Security considerations 

• Week 3 - Applications, Transactions and Payment Systems 

• Applications by industry 

• Research 

• Marketing 

• Selling and billing 

• Financial services 

• Types o f business transactions 

• Forms o f payment 

• E D I , E F T 

• Week 4 - Establishing an Ecommerce Business 

• Business opportunities 

• Creating awareness 

• Growing an affiliation or special interest group 

• Developing a business plan 

• Developing an implementation plan 

• Setting up a Web Site 

• Establishing payment mechanisms 

• Critical success factors 

So, the outcome o f this methodology used was that I redefine the course outline with 

the comments received from the questionnaires, interviews and surveys as well as 

comparing the outline with other courses and using the information collected. 

Investigation Focus and justification 

The focus was to get a course outline that enable executives that may do not know 

any technical issues, to know what they need to consider to implement with success an 

electronic commerce strategy as this is a new technology and there are not available 

options to get this knowledge in the country by the moment. 
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Information Collection 

Information was collected with questionnaires, interviews, surveys, emails, 

discussion groups as well as reading many books, magazines and Internet information. 

I send the questionnaires to all the people taking the Information Technologies 

Administration Master Degree program at I T E S M and some other people related with 

Information Technologies and Electronic Commerce. I also set a discussion group on a 

class from the Information Technologies Administration Master Degree program at 

I T E S M and this class was Knowledge Management with Ph.D. Ramon Icaza where a 

group o f classmates and myself extract a lot of information related with Electronic 

Commerce. The information collected by this group is currently available at 

http://www.guadalanet.com/inicial.html in Spanish language and consist o f the 

following seven major topics: 

• Ecommerce 

• What is it ? 

• Why use it ? 

• H o w it works ? 

• Evolution 

• Advantages 

• Disadvantages 

• Costs and Benefits 

• Impact 

• Security 

• Cryptography 

• Public Key 

• Digital Certificates 

• Security Systems over the Internet (SHTTP, SSL , S / M I M E , SET, 

etcetera) 

• Marketing 

• Enrich your Web page information 

• Focus your Web page to the products or services from your company 

• Promote and sell your products online 
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• Recurrently redesign your page 

• Use tools and resources to make more attractive your Web page 

• Know your volume audience and who is your audience 

Architecture 

• Open buying on the Internet 

• Open trading protocol 

• Building blocks 

• Secure Electronic Market Place for Europe 

Money 

• Transactions over the Internet 

• Payment systems requirements 

• Electronic payment types 

• Credit cards 

• Cybercash, Verifone, First Virtual; SSL, SET and JEPI 

• Electronic cheques 

• Digital Money 

• EDI 

Solutions 

• I B M Net.Commerce 

• Compaq N o n Stop 

• HP e-services 

• Netscape Communicator 

• Microsoft E-Commerce and the digital nervous system 

• Able Commerce 

• E C A T 2 

• Intershop 

• Maestro Commerce Suite 

Cases 

• Aeromexico 
• Amazon 
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• Cisco 

• Dell 

• Mi ra 

Finally, my counselor ask me to order all information collected by sections and after 

that, to think as i f I were an executive and not an Information Technologies person in 

order to set the material appropriately in order to make it possible to be understood by 

any person without technical knowledge. That was what I did and that allow me to start 

working faster and with order on the outline definition and more information collection 

for the course handouts. 
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IV.- Results 

Contribution 

Tliis thesis contribution is the course outline and handouts definition for Electronic 

Commerce issues that an executive must know in order to be a change agent defining 

strategies as well as a team to accomplish it with success. At the moment of this thesis, 

there are no currently available 12 weeks courses for executives related to Electronic 

Business and Commerce in the country (there are all related to IT professionals). 

Besides the Outline, handouts material (around 700 pages) has been defined, 6 compact 

discs and several case studies. 

Final Product 

Today's successful manager must be prepared to harness and to utilize the new and 

emerging electronic commerce technologies. Careful application gives the power to take 

full advantage o f the global shift to a Digital Economy. When facing challenges o f 

doing business electronically, knowledge and strategic planning are the strongest 

weapons. The final outcome for the course outline based on the investigation, data 

collection and trying to think as someone that does not know anything about technical 

issues is the following one with the suggested handout materials for each week: 

Week 1 Electronic Business and Commerce Introduction 
• What is Electronic Business ? 

> Handout 1 - Understanding Electronic Commerce (Kosiur) pages 2-17 
• What is Electronic Commerce ? 

> Handout 1 - Understanding Electronic Commerce (Kosiur) pages 2-17 
• Direct Electronic Business 

> Handout 2 - What W i l l Be (Dertouzos) pages 193-196 
• Indirect Electronic Business 

> Handout 2 - What W i l l Be (Dertouzos) pages 193-196 
• Benefits 

> Handout 3 - Electronic Commerce (Shaw) pages 26-28 
• Opportunities 

> Handout 4 - Understanding Electronic Commerce (Kosiur) pages 18-20 
> Handout 5 - Electronic Commerce (Shaw) pages 141-142 and 361 
> Handout 6 - A framework for identifying Web-based Electronic Commerce 

Opportunities 
• Impact 

> Handout 7 - Impacts & Effect 
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Week 2 Internet 
• What is Internet ? 

> Handout 8 - Electronic Commerce (Shaw) pages 80-81 
Computer World October 12-16, 1998 Absolutely Internet 

• World Wide Web ( W W W ) 
> Handout 9 - Electronic Commerce (Shaw) pages 82-83 
> Handout 10 - Launching a Business on the Web (Cook) pages 18-21 

• Hyper Text Mark up Language ( H T M L ) 
> Handout 9 - Electronic Commerce (Shaw) pages 82 
> Handout 11 - Launching a Business on the Web (Cook) pages 46-47 

• Browsers 
> Handout 9 - Electronic Commerce (Shaw) pages 82 
> Handout 12 - Launching a Business on the Web (Cook) page 35 

• Internet Service Providers (ISP's) 
> Handout 13 - Selling Online for Dummies (Heeter) pages 43-45 
> Handout 14 - Internet Service Providers 

• Bandwith 
> Handout 8 - Computer World October 12-16, 1998 The World of ISP's 
> Handout 15 - Selling Online for Dummies (Heeter) pages 52-54 

• Internet 2 
> Handout 16 - Internet 2 Frequently Asked Questions 

• Why you should use Internet ? 
> Handout 17 - Launching a Business on the Web (Cook) pages 85-99 

Week 3 Marketing 
• Issues 

> Handout 18 - Understanding Electronic Commerce (Kosiur) pages 237-240 
Marketing on the Internet by Raymond E . Worsham 

• Banners 
> Handout 19 - Selling Online for Dummies (Heeter) pages 194-207 

• Measuring Activity 
> Handout 20 - Launching a Business on the Web (Cook) pages 372-388 

• Understanding Log Files 
> Handout 20 - Launching a Business on the Web (Cook) pages 372-388 

• Tracking Visitors 
> Handout 20 - Launching a Business on the Web (Cook) pages 372-388 

• Remembering Visitors 
> Handout 20 - Launching a Business on the Web (Cook) pages 372-388 

• Validating Your Site 
> Handout 20 - Launching a Business on the Web (Cook) pages 372-388 

• Satisfied Customers 
> Handout 20 - Launching a Business on the Web (Cook) pages 372-388 

Week 4 Business to Consumer Electronic Commerce (Web Commerce) 
• Domain Name Server (DNS) 

> Handout 21 - Selling Online for Dummies (Heeter) pages 48-51 
> Handout 22 - Launching a Business on the Web (Cook) pages 187-194 
> Handout 23 - What is the D N S ? 

• Uniform Resource Locator ( U R L ) 
> Handout 24 - Launching a Business on the Web (Cook) page 42 

• Designing the parts o f your store 



> Handout 25 - Selling Online for Dummies (Heeter) pages 29-36 
• Four things your online store must do 

> Handout 26 - Selling Online for Dummies (Heeter) pages 9-10 
> Handout 27 - Byte Magazine August, 1988 Web gets into a Personal Issue 
> Handout 28 - Computer World Magazine September 20-24, 1999 Christmas 

Shopping 

Week 5 Business to Business Electronic Commerce (EDI Commerce) 
• What is EDI ? 

> Handout 29- Electronic Data Interchange (EDI) Soluciones Avanzadas 
Magazine December 1994 
Stforms Training Manual EDI pages 3-15 

• Standards 
> Handout 31 - Doing Business in the Information Age pages 216-219 

• Value Added Networks ( V A N ' s ) 
> Handout 32 - Doing Business in the Information Age pages 47-48 

• F A X to E D I 
> Handout 33 - Doing business in the Information Age page 82 

• E D I on Internet 
> Handout 34 - Doing business in the Information Age page 88 
> R E D Magazine - EDI on Internet for Supply Chain Management 
> GEIS Pushes EDI toward the Internet & Harbinger rolls out business IP 

Network. 

Week 6 Successful Electronic Commerce Businesses 
• Amazon 

> Handout 35 - Amazon.com wants Fido's business too 
> Navigate http://www.amazon.com 

• American Airlines 
> Navigate, wwwrl.aa.com 

• Cisco 
> Navigate, www.cisco.com 

• Del l 
> Navigate, www.dell.com 

• Etoys 
> Whoever sell most toys wins & 16 detailed case studies 

Week 7 Security Issues 
• Encryption 

> Handout 36 - Selling Online for Dummies (Heeter) pages 69-71 
• Firewall 

> Handout 36 - Selling Online for Dummies (Heeter) pages 69-71 
• Digital Signatures 

> Handout 37 - Selling Online for Dummies (Heeter) pages 237-240 
Protecting against risks on Internet. P C Magazines Aug 1999 

• Digital Certificates 
> Handout 37 - Selling Online for Dummies (Heeter) pages 237-240 

Protecting against risks on Internet. P C Magazines Aug 1999 
• Security Standards 

> Handout 37 - Selling Online for Dummies (Heeter) pages 241-244 
> Understanding Electronic Commerce (Kosiur) pages 81 -88 

http://www.amazon.com
http://wwwrl.aa.com
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> Computcrworld sep 6-10, 1999 and Network Computing. 
> How secure wil l PK1 make e-comerce. 
• Secure H T T P (S-HTTP) 
• Secure Sockets Layer (SSL) 
• Secure Multimedia Internet Ma i l Extensions (S/M1ME). 
• Secure Electronic Transaction (SET) 
• Joint Electronic Payments Initiative (JEPI) 

• Electronic Payments 
> Handout 40 - Understanding Electronic Commerce (Kosiur) pages 41-59 
> Handout 36 - Selling Online for Dummies (Heeter) pages 69-71 
• Electronic Funds Transfer 
• Internet Cash and Credit Service Providers 

• Anacom 
• BlueMoney 
• Cybercash 
• Cybersource 
• Digicash 
• First Vir tual 
• IC Verify 
• Pandesic 
• Verifone 
• Wave Systems 

• Merchant Accounts 
> Handout 37 - Selling Online for Dummies (Heeter) pages 244 

• Crackers 
> Handout 44 - Launching a Business on the web (Cook) pages 415, 430, 431 

Week 8 Legal Issues 
• Invoicing 

> Handout 45 - Ebil l ing 1-15 
Without trust E-Commerce does not exist. 

• Legal Necessities 
> Handout 46 - Selling Online for Dummies (Heeter) pages 263-272 

• Trading Partner Agreements 
> Handout 47 - Doing Business in the Information Age pages 216-219 

• Intellectual Property 
• Copyrights 
• Patents 
• Trade Secrets 

Week 9 Logistic Issues 
> Handout 25 - Selling Online For Dummies pages 35-36 
> Handout 1 - Understanding Electronic Commerce (Kosiur) pages 16-17 
> Handout 49 - Launching a Business on the Web (Cook) pages 333-334 
• Estafeta 

> Handout 48 - Estafeta Ecommerce 
>• Navigate http://www.estafeta.com.mx 

• Fedex 
• Multipack 
• UPS 
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Week 10 Hardware Issues 
• Web Server 

> Handout 50 - Selecting the best Web for the future 
> Handout 51 - Selling Online For Dummies pages 60-74 

> Handout 52 - Launching a Business on the Web (Cook) pages 130-141 
• Firewall Server 

> Handout 53 - Launching a Business on the Web (Cook) pages 468-469 

Week 11 Software Issues 
• Server and Application Software 

> Handout 52 & 54 - Launching a Business on the Web (Cook) pages 141-155 
> Handout 55 - Selling online for Dummies pages 76-101 
> View I B M Netcommerce demo C D as many others. 

• Operating Systems 
> Handout 56 - Systems platforms and Linux 
• A I X 
• Novell 
• Windows N T 
• Linux 
• OS2 Warp 
• MacOS 
• Solaris 

• Electronic Commerce available solutions 
> Review demos for this software 
• Net.Commerce 
• HP e-services. 
• Netscape Communicator 
• Microsoft E-Commerce 
• Lotus Domino 
• G E Web Trade 
• G E Application Integrator 
• Harbinger S T X 

Week 12 Humanware Issues 
• Webmaster 

> Handout 57 - Web masters certification ? 
• Hacker 

> Handout 58 - Web masters certification & Help for Webmasters 
• Development Team 

> Handout 59 - Linux Resources for the user. Pages 674-675 
• Marketing People 
• Graphic Designers 
• Telecommunications People 
• Strategies 

> Handout 60 Strategies for introduce your company into e-Commerce 
> Handout 61 - Understanding Electronic Commerce (Kosiur) pages 219-244 
> Handout 62 - Virtual businesses, real earnings, and creativity are the main 

weapon 
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• Plan 
> Handout 63 - Launching a business on the Web (Cook) pages 104-128 

• Critical Success Factors 
> Handout 64 - Customers.com Handbook (Patricia B.Seybold) pages 2-5 
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Conclusions 

There are lots o f information to cover within Electronic Commerce and months/years 

could be spent on this topic as the new Master Degree program that I T E S M wil l start on 

the Y 2 K , but this twelve week course wil l allow executives to get in a short timeframe 

the knowledge they need to successfully create electronic commerce strategies and 

implement them with a team created for that single purpose. 

Future Works 

I already have been asked to teach on February, 2000 the first of five modules from 

an Electronic Commerce program for Information Technologies people at I T E S M 

Campus Guadalajara. This module wi l l last fifteen hours and the purpose wil l be to 

describe the background and trends for Internet and Electronic Commerce focusing on: 

• Electronic Commerce generalities 

• Traditional Commerce 

• Electronic commerce versus traditional commerce 

• Internet generalities 

• Electronic commerce over the Internet 

• Logical and physical Internet organization 

• Electronic Commerce Trends 

And I have been told that I may be able to participate on three other modules related 

with: 

• Electronic Commerce Security and electronic payment systems (twenty 

hours) 

• Marketing over the Internet (fifteen hours) 

• Competitive Strategy and Business Mode l on the Internet (fifteen hours) 
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