1.Advantages of electronic e-commerce.

Electronic commerce offers marketers the opportunity to develop business strategies and to reach consumers in ways that traditional approach to marketing cannot. It is an environment in which consumers and marketers can communicate more rapidly. The interactive medium may serve many functions including advertising, communication, merchandising and distribution. It facilitates communications within a company and between a company and its consumers, as through customer service any time any place. It is this set of capabilities-more and more frequently directed toward consumers, that makes the Internet a desirable component of marketing strategy. 

2.Profile of the average Internet user

Typical Internet user is a man in his thirties with a professional job, college education, and an annual income of  $58K. Most of his online activities consist of 65% entertainment, 54% work. He usually uses Internet from home around 1-4 times a day, usually 10-20 hours a week. On average he has an experience with Internet for about 1 to 3 years. 

3. How are intranets different from extranets.

Intranets are local area networks that use the fundamental structure of the Internet to move information from place to place, but which are internal to the organization. Intranets can be used to foster interaction between employees. On the other hand Extranets are wide area networks that operate much like the Web. They are used to allow access to information by a set of users in distant locations. They enable companies to overcome network limitations of size and distance that exist with intranets. They can be used for a range of business applications, such as linking suppliers and consumers.

4. What are some advantages of Internet technologies for marketers? What are some disadvantages?

Internet technologies can increase the speed and cost-effectiveness of business processes. 

For research processes, the Internet enables marketers to gather information for primary and for secondary marketing research. Prospective customers information can be collected online through chat groups, user groups, surveys. It is also easier to obtain secondary data from online databases. The Internet also allows marketers to provide information to an end user or to business partners. Technology can create customized catalogs of goods and services designed to meet the needs of targeted segments and at individual level it allows customers to customize products.

A disadvantages that the Internet technologies pose for the marketer are that it can also inhibit marketing activity and make obsolete the technologies that create benefits now for marketers. Also decreasing costs fo technological innovation may make it more effective to adopt a follower position.

Same:

Internet technologies will increase the speed and cost-effectiveness of business processes. There are two aspects. For research purposes, Internet will greatly facilitate gathering research data from online chat groups, surveys. For secondary research data can be gathered from published data or online databases. Internet will also allow the marketer to easily provide information like having online catalogs designed for the individual or a specialized market segement.

The disadvantages of the Internet is that the fast change in technology may benefit the followers not the leaders. The followers will also benefit from the larger knowledge base, learning from the efforts and mistakes of the leaders.

5. How are cookies used?

A cookie is a small piece of information sent to the web browser by the webserver. It is usually used to store information  like user's registration. They are used by shopping carts to keep track of the user who ordered a particular item. Marketers use them to keep track of the visitors and follow their path on the website.

6. What problems do proxy servers and caching functions create for marketers? What benefits do they provide.

Proxy servers with caching are deployed in order to reduce the demand  for bandwidth. They operate by storing a particular web page locally and when it is requested instead of contacting the Internet they just return the stored web page. A particular problem with that is that the presented information might be outdated. It also affects promotional cntent as when banners and buttons are cached and the marketers cannot keep track of  the number of exposures that banner has received. 

Broadcast- television, radio, and print media are typically used as broadcast forms of communication. Broadcasts are used to provide information to large audiences. 

Narrowcast communication- refers to messages that can be selectively provided to a target audience that is typically smaller than a target audience for a broadcast message. This can done by providing passwords to qualified prospects. 

Pointcast communications- this is a form of one-to-one interaction. Pointcast communications emphasizes the provision of a message to a single receiver. This capability can overcome limits to communication effectiveness that may occur in a more impersonal medium such as radio or television. 

Collaborative customization- customizing a product for a specific customer for which both the customer and the source participate in the creation of the final product. 

Dynamic pricing- reflects variations in prices due to supply and demand. It is implemented online with infomediaries. For example online auctions are a form of dynamic pricing that reflects forces of supply and demand. 

Daughter's windows- small windows that appear in the corner of a screen view. Their existence depends on the presence of the larger, parent window. The main window spawns the daughter window.

Interstitials- virtual clones of television ads. They can be programmed to appear while the file is loading. They have good multimedia presentation and catch the attention of the user. They cannot be ignored in favor of other parts of the screen because they are the view. 

Spamming- the practice of sending large amounts of unsolicited e-mails. User are very annoyed from it, because it wastes computer resources and has a very limited relevance toward the user. 

Micro sites- collections of information about a company’s brands that are hosted by content sites or networks. In essence, a micro-site is a small virtual store that depends on traffic to its host site for product exposure. They enable the marketer to communicate detailed, focused information to consumers, without the expense of maintaining a destination site.  

Buyer driven commerce- the user makes a suggestion on the prices, and then the company contacts other companies to find if they accept a lower prices than the customer selected and they make profit. Example is Priceline.com. 

