e-commerce
tegration with internal systems and intensive personalization access. Customers can help themselves—and get fast responses to inquiries and access
to complete information.
E-Commerce Deployment
Have deployed
40%
Don't know
11%

Have not deployed
26%

Business Law 101 Meets X.509

Plan to in 12 months
23%

N=625

terprise resource planning) or financial systems.
One thing is certain: The adoption of e-commerce is an accurate indication of an organization’s Internet maturity and the robustness of its
other internal systems (see “Internet Adoption Is
Predictable,” below). Here, we describe successful
Internet-based e-commerce efforts of a handful of
diverse American businesses.

Source: CMP Media

CMP Media’s electronic-commerce survey, conducted
by Sage Research, is the result of a survey of 625 readers. Readers were selected from NETWORK COMPUTING,
InformationWeek and InternetWeek and are involved
with IS/networking and corporate and department
management. The full results of the survey can be
found online at www.NetworkComputing.com/
904.904f2.html.

The Internet addresses many of EDI’s network
transport shortcomings. Primarily, network advantages include access to trading partners and time
to market—a vast number of businesses already
have an Internet connection, thereby eliminating
costly setup delays associated with dedicated
point-to-point private lines. Generally, the challenges are installing the necessary security infrastructure and providing guaranteed uptime and
quality of service.
From an applications point of view, order requests are typically transmitted via HTTP over SSL
(Secure Sockets Layer). In terms of the content
and format, requests and responses are formatted
based on—surprise!—the ANSI X.12 format for a
standard purchase order. In terms of integration
with the existing systems, many companies approach the problem of business-to-business ecommerce by creating a front end to their existing
MRP/ERP (manufacturing resource planning/en-

There is no doubt that both consumer and businessto-business Internet-based commerce are taking off.
As a network manager, your task is to provide the
necessary infrastructure in terms of bandwidth redundancy, vendor management and security.
Because the whole point is that e-commerce
rides the same infrastructure as the rest of your IP
infrastructure, e-commerce holds no huge surprises
for network managers. The main intersection with
the network space is in security, and many managers define networks as being inherently unsecure
and push security concerns to the application.
The most common denominator is the SSL protocol, which is used to secure communications on
Types Of E-Commerce Apps
New apps
50%
Both old and new apps
22%
N=389

Existing apps
28%
Source: CMP Media

the Internet or intranet. X.509 digital certificates are
used for authenticating users and servers. Certificates should be in the forefront of your strategy to
support the electronic market.
Legally binding contracts must be signed. When
not negotiated offline, they need signatures. Many
states have modified their contract laws to accept
certificate authority X.509 signatures to authenticate
documents. However, certificates can be hard for the

Internet Adoption Is Predictable
Discovery

Deploy

Scale

Integrate

Technology focus

Marketing focus

IS department focus

Decentralized focus

“Geeks” online

Selected users online

All LAN-connected users

Telecommuters, partners included

Dial-up accounts

Dial-up accounts/modem sharing

LAN-based high-speed access

Remote dial-up access

Individual e-mailboxes

LAN based e-mail gateway

Internet-centric e-mail system

Online communities/collaboration

Simple home pages

“Electronic brochure” Web site

Interactive Web site
(forms, search, database)

Transactive Web site
(e-commerce, business processes)
Source: Easy-Street Online Services
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e-commerce
E-Commerce From The Buyer’s Point Of View
E-Commerce
Transaction Server

Universal Catalog
Part Number
Price

Access Control

Description
• Requisitioner
• Approving Manager
• Purchasing Agent

Firewall
Authentication
Internet/Extranet

Audit

Supplier 1

Security Policy

Policies
Limits

Purchase Orders
Invoices
Universal Catalog Updates

Approval Chain

Supplier 2

Enterprise Applications
Purchasing

Invoice Verification

MRP

Financials
Source: NETWORK COMPUTING

Nonproduction goods, such as office supplies and
consumables, are best-suited for e-commerce.
Many companies already have streamlined the
flow of raw materials to their production facilities
using EDI.
In preparation for your first e-commerce
project, it is worth reviewing the three basic
economic relationships your organization can
share with a business partner as part of an ecommerce online trading environment. You can
be the consumer. As a consumer, you are the
1997 & 1998 E-Commerce Budgets
More than $1 million
$750,001 - $1 million

$500,001 - $750,000
$250,001 - $500,000

$50,001 - $250,000

Less than $50,000

Zero
Confidential

Unspecified
0
1998

1997

N=338
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Source: CMP Media
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buyer, and the relative influence you project
into the relationship is in direct proportion to
the volume of your purchases. The minimum
tasks for you to complete online are searching
for the goods you want, obtaining pricing, placing orders and tracking orders.
A second role is that of producer. As a producer, you manufacture a product and offer it
for sale. Your relative influence depends on the
exclusivity of the product, its availability and its
price. Common tasks for the producer are providing price quotations, creating purchase orders, checking inventory levels, accepting payment (or feeding some accounts-receivable system) and shipping a digital product (or
triggering an order-fulfillment system).
Finally, you might be an intermediary. An intermediary’s gain from retailing and distribution
is not obvious in the nonspatial environment of
the Internet. Buyers have forecast the demise of
distributors and other middlemen for as long as
governments have promised to reduce spending
and cut red tape. Traditional advantages of distribution, such as buying in bulk and geographic
proximity, disappear on the Internet. In an ideal
electronic market, every consumer would seek
and find the perfect producer, negotiate the best
price and execute the transaction in the most efficient manner. The costs for doing business on
the Internet would be hidden in infrastructure
and the value of a broker would be zero. All
middlemen would be eliminated.
Now come back to reality: None of this is
likely to happen. Middlemen are finding more
opportunities on the Internet, not fewer. Common tasks for intermediaries are matching buyers with sellers, retailing, adding value and developing support.

e-commerce
rect, Hamilton Hallmark, Hamilton Hallmark Technologies and catalog distributor Allied all have established an Internet e-commerce presence and
are actively conducting an online transaction-oriented business, with Avnet Direct dedicated solely

www.avnet.com
E-commerce Solution Elements

SunSPARC, HP RISC and a mix of Intel servers;
Netscape/Actra, Java, NT and SAP systems
Company Nutshell

Revenue: $4.3+ billion; central data center in Chandler, Ariz.; source for systems and component hardware and electromagnetical components and computer products
to Internet-based commerce.
The best way to envision Avnet’s business is
to describe its relationship with one of its customers, Motorola. Most of Motorola’s component purchasing for its computer production facilities come from Avnet, including those Motorola manufactures. “We take its inventory
needs and provide a suite of value-added services for them. We then kit together all of the
materials and deliver them in JIT fashion. The
moment Motorola wants the inventory, Avnet
receives an electronic update. The fully integrated system makes a request for additional inventor and takes care of all the necessary billing

transactions. That’s fully integrated electronic
commerce,” says Roger Davies, Avnet’s global director of electronic commerce.
One segment of Avnet’s customer base generates an estimated $15 billion to $20 billion worth
of components annually. However, many of the
individual customers don’t procure enough materials to justify an outside account manager or representative. In addition, the gray market for electronic components competes as a supplier. Avnet
had to develop a very low-cost model that specifically targets that customer base.
As you might expect with an operation of
Avnet’s size, it’s not one size fits all. Major customer and supplier relationships are often based
on EDI applications that are tightly coupled with
the mainframe, using an EDI VAN for transport.
The Avnet direct site is based on NT and makes
extensive use of Java. Avnet’s OMG is moving
forward with Netscape/Actra.

Intermediaries
www.photodisc.com PhotoDisc represents photographers on the Internet and on CD-ROM. It
started its Web site originally as an electronic
brochure in October 1995; the site has since expanded gradually to become a fully commerceenabled site, which allows its customers to
search and browse its extensive catalog of images, purchase and license the images online and
download the finished product.

E-Commerce From The Seller’s Point Of View
Catalog
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Ordering

Inventory
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Internet/Extranet

Dynamic Content
Invoices
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Internet Trading Partners
Source: NETWORK COMPUTING

