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  Physical controls , 498   
  Pinterest 

 advertising and marketing , 53  
 competition , 53–54  
 description , 52  
 doing business , 52–53  
 legal concerns , 53  
 pinned images , 52  
 selling data , 52  
 Yang’s suggestions , 52   

  PirateEye , 694    
 PKI.    See  Public key infrastructure (PKI)  
  Plaintext , 490   
  Planning an online business 

 business case , 737–738  
 business plan , 737   

  Platform for Privacy Preferences Project (P3P) , 704, 
705, 706   

  Point-of-sale (POS) system , 526   
  PokerStars , 133   
  Polyvore 

 innovative models , 328–329  
 Kaboodle , 327  
 Pinterest , 327  
 social shopping aids , 329–334  
 website and Crunchbase , 326   

  Pop-up ad 
 ad spawning , 427  
 block pop-up windows , 428  
 e-mail advertising , 428–429  
 pop-up videos , 428  
 stopping/least minimizing , 499   

  Pop-up banners , 427   
  Pop-up videos , 428   
  Portal 

 types , 62–64  
 web (information) portal , 62    

 PPC.    See  Pay per click (PPC)  
  Prevention measures , 470   
  Privacy rights 

 free speech online  vs.  privacy protection , 
699–700  

 and protection , 698–699  
 social networks , 698   

  Private enterprise network , 372   
  Private/enterprise social networks , 77–78   
  Private key , 490, 491   
  Private shopping club , 113   
  Processing, credit card payments 

 acquiring bank , 526  
 authorization , 526  
 credit card association , 526  
 credit card payment procedure , 526, 527  
 credit card reading , 526–527  
 customer , 526  
 issuing bank , 526  
 merchant , 526  
 online  vs.  offl ine , 526, 528  
 own the payment software , 526  
 payment service provider , 526  
 POS system , 526  
 PSPs , 526  
 settlement , 526   

  Procter & Gamble Company (P&G) 
 brand recognition , 598  
 Old Spice brand , 598–599  
 products , 597–598  
 social customer , 598  
 social media , 598  
 social networking , 598   
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  Procurement 
 electronic   ( see  E-procurement) 
 management , 176–177  
 methods , 177–178   

  Product differentiation , 664   
  Professional social networks.    See  Business-oriented 

public social network  
  Project champion , 615   
  Protocol tunneling , 495    
 PSPs.    See  Payment service providers (PSPs)  
  Public e-marketplaces , 165   
  Public (asymmetric) key encryption , 491   
  Public key infrastructure (PKI) 

 certifi cate authorities (CAs) , 493  
 digital signatures , 491–493  
 framework , 490  
 one-key encryption , 490–491  
 public (asymmetric) key encryption , 491  
 SSL , 493   

  Public policy 
 internet censorship , 713  
 net neutrality , 711–712  
 taxation of EC transactions , 712   

  Purchasing cards (p-cards) , 544   
  Purchasing-decision aids 

 assisting tools , 139–140  
 helping communities , 136  
 mobile apps , 141  
 ratings and reviews , 137–138  
 shopping portals , 136  
 shopping robots , 136–137  
 shopping websites , 138  
 trust verifi cation sites , 138–139  
 virtual visual shopping , 140–141   

  Purchasing decision process 
 general , 408–409  
 players , 409  
 shopping cart abandonment , 409    

  R 
  Radio-frequency identifi cation (RFID) 

 applications , 267  
 Atlantic beef products , 580  
 description , 266  
 Deutsche Post , 580  
 digital supply chains , 578, 579  
 logistics and inventory control , 267  
 mobile payments , 267  
 Starbucks , 579–580  
 Walmart and suppliers , 578, 580   

  Random banners , 427   
  Real-time location systems (RTLS) , 281   
  The Receivables Exchange , 188   
  Recreational Equipment, Inc. (REI) 

 multi channel evolution , 591  
 multichannel experiences , 591  
 retail channels , 590–591   

  Redefi ning organizations 
 change management , 675  
 creation, autonomous divisions , 675–676  

 EC workforce , 675  
 mass customization and on-demand manufacturing , 674  
 new and improved products and services , 673  
 on-demand revolution , 674–675   

  Red Hat 
 acquisitions, partnerships and joint venture , 614–615  
 collaborative strategic process , 612  
 multichannel strategy , 614  
 offl ine and online businesses , 613  
 pricing strategy , 613–614  
 security issues , 613   

  Referral economy , 138   
  Reintermediation , 145, 146   
  Relationship (one-to-one) marketing characteristics , 414  

 customers more intimately , 414  
 customer’s preferences , 414  
 information , 414  
 phases , 415  
 segmentation , 414  
 unique , 414   

  Reputation-based systems , 412   
  Request for quote (RFQ) , 180   
  Retailers, multichannel , 590–591   
  Reverse auction (bidding/tendering system) ,69–70,180–181   
  Reverse logistics , 573–574    
 RFID.    See  Radio-frequency identifi cation (RFID)  
  Risk 

 EC risk analysis , 502–503  
 EC transaction , 469–470  
 IA , 470  
 management and cost-benefi t analysis , 500  
 potential security risks , 483  
 security risks for 2014and 2015 , 460–461   

  Robots, warehouses , 572   
  ROI calculator 

 Baseline , 658  
 e-services , 658  
 evaluations , 657  
 excel functions , 657  
 Nucleus Research Inc. , 658   

  RosettaNet , 198    
 RTLS.    See  Real-time location systems (RTLS)  
  Rule-based fi ltering , 417    

  S 
  Sales from catalogs 

 benefi ts and limitations , 173  
 customized catalog , 172  
 distributors’ catalogs , 172  
 Gregg’s Cycle , 172  
 self service portals , 172  
 Staples , 172   

  Scams 
 e-mail scams , 479–481  
 types , 479   

  Search engine 
 defnition , 65  
 social network , 66  
 spam , 484  
 visual shopping , 66   
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  Search engine advertisement 
 description , 429  
 keyword advertising , 429  
 URL listing , 429   

  Search engine advice , 234   
  Search engine optimization (SEO) 

 paid inclusion/sponsored ads , 430–431  
 process , 430, 432  
 types of online searches , 430   

  Searches, EC 
 defnition , 65  
 desktop search , 65  
 enterprise search , 65  
 internet/web search , 65  
 video and mobile , 66  
 voice-powered , 66   

  Secure socket layer (SSL) , 493   
  Security defense process 

 awareness and compliance , 486  
 containment , 486  
 correction , 486  
 detection , 486  
 eradication , 486  
 initial response , 486  
 prevention and deterrence (preparation) , 

485–486  
 recovery , 486   

  Security, online bank transactions 
 billing and paying , 128  
 imaging systems , 127   

  Security strategy 
 battleground , 466  
 BIA , 502  
 crimes , 467–468  
 criminals and methods , 468  
 defense , 470–471  
 defense side EC systems , 487–488  
 digital and fi nancial assets , 502  
 drivers , 500–501  
 and ethical issues , 502–503  
 information security , 459–465  
 intentional attacks , 467–468  
 and IT security , 465  
 malware , 471–476  
 nontechnical methods , 476–480  
 policies and training , 502  
 recovery , 471  
 requirements , 469–470  
 security spending vs. needs gap , 486–487  
 senior management commitment and 

support ,501–502  
 SUNY College at Old Westbury , 458–459  
 terminology , 466  
 unintentional threats , 467  
 vulnerability , 469   

  Self-hosting , 745   
  Seller protection , 710, 711   
  Sell-side e-marketplace 

 comprehensive sell-side systems , 173  
 defi nition , 61  
 selling via distributors , 173  

 sell-side models , 171  
 webstore , 171–173   

  Semantic Web , 86–87, 90   
  Sentiment analysis (opinion mining) , 623    
 SEO.    See  Search engine optimization (SEO)  
  Service industries online, B2B 

 banking and online fi nancing , 170  
 consulting services , 170  
 fi nancial services , 169  
 real estate , 169  
 travel and hospitality services , 169   

  Service industry consumer applications 
 healthcare , 276  
 hospitality management , 278–279  
 m-government and m-learning , 279  
 public safety and crime prevention , 279   

  Settlement 
 ACH Network , 535  
 processing cards online , 526–527   

  Sharing economy 
 defi nition , 21  
 and EC , 22   

  Sheffi eld e-tendering system , 203–204   
  Shopping portals , 136   
  Shopping robots (shopping agents, shopbots) , 136   
  Short message service (SMS) 

 acronyms , 268  
 text messaging/texting , 268  
 140 to 160 characters , 268   

  Singapore’s ERP (Electronic Road Pricing) system , 532   
  Site navigation , 750–751   
  Small and medium-sized enterprises (SMEs) 

 advantages and disadvantages , 631  
 Blissful Tones webstore , 632–633  
 globalization , 633  
 resources , 634–635  
 and social networks , 636  
 web based , 631   

  Smart card 
 contact card , 530  
 contactless (proximity) card , 530  
 embedded microchip , 529, 530  
 functions , 529  
 global market , 529  
 hybrid and combi , 530  
 plastic payment card , 529  
 reader , 530, 532  
 retail purchases , 531–532  
 stored-value card , 531  
 transit fares , 532   

  Smart cities , 293   
  Smart grid 

 advantages , 288  
 cities , 289  
 and driverless cars , 289  
 pervasive computing technology , 287  
 PG&E SmartMeter web page , 287  
 smart appliances , 289  
 smart homes , 288–289  
 U.S. Department of Energy , 287–288   

  Smartphone , 266    
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 SMS.    See  Short message service (SMS)   
 SNSs.    See  Social networking services (SNSs)  
  Social advertising 

 location-based advertisement and social networks 
 Brightkite and Facebook Places , 340  
 business model , 339  
 Foursquare works , 338–339  
 geosocial networks , 339  
 LBS , 338, 339  

 social ads and social apps , 337  
 social media , 341–342  
 Twitter , 340–341  
 viral blogging , 337–338  
 viral marketing , 337, 338  
 YouTube , 339–340   

  Social business 
 costs and benefi ts , 395  
 defi nitions , 368  
 by design , 24  
 forum , 24  
 IBM approach , 24, 319–320  
 social employees , 367  
 social enterprise , 24–25   

  Social Business Forum , 370   
  Socialcast , 373   
  Social collaboration 

 blogs and wiki , 390  
 Cisco WebEx Social , 390  
 commerce , 390–392  
 defi nition , 388  
 IBM connections , 390  
 Laboranova , 391  
 mobile commerce , 390  
 social media , 390  
 social networks , 390  
 Twitter , 390  
 Web 2.0 tools , 388  
 wikis and social software tools , 388   

  Social commerce (SC) 
 B2B , 192–193  
 business models , 320  
 components , 314  
 concerns and limitations , 320  
 customers, benefi ts , 318  
 defi nition , 19–20  
 defi nitions and characteristics , 311–312  
 e-commerce , 312, 313  
 Enterprise 2.0 , 316–317  
 enterprises , 319  
 ethical issues , 392  
 examples , 20  
 and IBM’s Watson , 391–392  
 integration, fi elds , 312  
 internet marketing , 313  
 mobile commerce , 313  
 and mobile social networks , 718  
 retailers, benefi ts , 318  
 risks , 392  
 and SMM , 314–316  
 social business , 319–320  

 social marketing , 313  
 virtual world   ( see  Virtual world) 
 to virtual worlds   ( see  E-commerce 2.0) 
 Web 2.0 technology , 312  
 Web 2.0 tools , 13   

  Social computing 
 defi nition , 18  
 E-commerce 2.0   ( see  E-commerce 2.0) 
 travel , 17   

  Social (digital) customer 
 defi nition , 27  
 highlights , 26  
 IBM’s Smarter Commerce initiative , 26–27   

  Social customer relationship management (SCRM) 
 characteristics , 343  
 social media , 343   

  Social customer service.    See  Customer relationship 
management (CRM)  

  Social engineering 
 automated blog spam , 483–484  
 collect information for illegal activities , 476  
 collection of methods, criminals , 476  
 CSIS security group research , 483  
 diversion theft , 476  
 fi nancial fraud and crime , 476, 477  
 hacker , 476, 483  
 malvertising , 499  
 phishing , 476–478, 499  
 pretexting , 476  
 search engine spam , 484  
 splogs , 484  
 stolen information , 476   

  Social enterprise 
 applications , 367  
 The Children’s Medical Center of Dallas , 24  
 defi nitions , 367  
 digital enterprise , 22  
 goal , 24  
 IBM and IDC’s defi nition , 368  
 IDC survey , 368  
 Social Business Forum defi nes , 368  
 The Social Enterprise Alliance , 24  
 Starbucks   ( see  Starbucks)  

  Social entertainment 
 Funny-or-Die and Cracked.com , 382  
 Hulu , 382  
 Justin.tv , 382  
 Last.fm , 381  
 Mixi , 381  
 multimedia presentation and sharing sites , 385  
 Pandora , 381–382  
 web series and streaming movies , 382  
 Web 2.0 technology , 381   

  Social games 
 business aspects, social games , 384  
 educational social games , 384  
 social internet game , 383  
 social network game , 383   

  Social internet game , 383   
  Social learning (e-learning 2.0) , 224   
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  Social location-based marketing 
 services in 2014 , 285  
 technology vendors , 285  
 users sharing , 285   

  Social marketplaces 
 Polyvore , 334  
 P2P lending , 334–335  
 P2P sharing , 335  
 social networks , 335   

  Social media 
 blogs , 342  
 collective intelligence , 5  
 coupons , 341  
 defi nition , 18  
 Facebook’s Sponsored Story , 341  
 mobile advertising , 341–342  
 Oprah Winfrey , 18  
 rules, branding , 341  
 Starbucks , 5–6  
 and Web 2.0 , 17–18   

  Social media marketing (SMM) , 314–316   
  Social media projects 

 action blog , 5  
 early adoption , 6  
 on Facebook , 5  
 in LinkedIn , 5  
 Mystarbucksidea.com , 5  
 Starbucks Digital Network , 5–6  
 on Twitter , 5  
 YouTube, Flickr, and Instagram , 5   

  Social network.    See also  Enterprise social networks 
 defi nition , 19  
 and e-learning , 225  
 game , 383  
 privacy issues , 704  
 seeking expertise , 236  
 SNSs   ( see  Social networking services (SNSs))  

  Social networking.    See also  Mobile social networking 
 B2B , 192, 193  
 defi nition , 19  
 and e-government 2.0 , 216–217  
 tools and platforms , 79–80   

  Social networking services (SNSs) , 18–19   
  Social network-oriented B2B activities 

  BtoB’s  Interactive Marketing Guide , 195  
 corporate profi les , 195  
 location-based services , 194–195   

  Social network services 
 capabilities , 75  
 country-based , 74  
 Migente.com , 74  
 qq.com , 74  
 size , 74–75   

  Social-oriented website , 743   
  Social search , 66   
  Social shopping 

 benefi ts , 321  
 communal shopping , 322  
 communities and forums , 325–326  
 components , 323  

 concepts and content , 321–322  
 deal purchases , 324  
 defi nitions , 321–322  
 drivers , 321–322  
 e-commerce sites , 323–324  
 group buying , 324  
 online shopping communities , 325  
 online shopping, real-time , 325  
 roles , 322   

  Social shopping aids 
 Buzzillions , 331-332  
 collaborative reviews , 333  
 complaints , 334  
 Crowdstorm , 331  
 customized recommendations , 336  
 Intuit’s TurboTax program , 332  
 marketplaces and direct sales , 329–336  
 ratings and reviews , 329–330  
 real-time online shopping , 336  
 recommendations , 330–331  
 recommendations and referrals , 330–331  
 reviews and recommendations , 333  
 virtual economy , 335  
 Yelp , 333   

  Socialtext , 373   
  Social TV 

 adult entertainment , 132–133  
 characteristics , 132  
 description , 131  
 internet gaming , 133  
 technology and services , 132   

  Societal issues cities , 716  
 digital divide , 713  
 education , 716  
 health aspects , 717  
 public safety, surveillance, and homeland security , 716  
 telecommuting , 713–714   

  SolarExchange.com , 188   
  Sony 

 “Customer Relations” , 310  
 customer service , 311  
 ‘Facebook Support Community’ , 310  
 Lithium Social Web software , 310  
 social community , 310  
 Sony Corporation , 309–310  
 Sony Electronic integrates Pinterest , 310  
 YouTube videos , 310   

  Sony’s Home , 378–379   
  Spam 

 blog sites , 484  
 data breach (leak) , 484  
 Operation Spamalot , 482  
 vs. protecting , 498–499  
 search engine , 484  
 site , 484  
 social engineering , 483–484  
 spyware , 482–483  
 stock market , 482  
 works and profi table , 482   

  Spatial data infrastructures (SDI) , 248–249   
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  Splog , 484   
  Spyware 

 and antispyware laws , 499–500  
 antispyware programs , 703  
 defi nition , 484  
 Ethiopian Government Spying , 483  
 market research , 424–423  
 slow surfi ng speeds and damage a program’s 

functionality , 482  
 tracking software , 484–483  
 tracking technology , 703  
 tracks and records , 482    

 SSL.    See  Secure socket layer (SSL)  
  Standard of due care , 503   
  Stanley Black & Decker’s Collaborative Success , 581–582   
  Starbucks 

 decline , 4  
 description , 3–4  
 eGift Card Program , 4  
 free Wi-Fi internet acces , 4  
 loyalty program , 4  
 mobile payments , 4–5  
 online store , 4  
 operating income , 6  
 social media projects , 5–6   

  Static banners , 427   
  Storebuilder service , 745   
  Stored-value card 

 closed loop (single purpose) , 530  
 consumers , 530  
 description , 528  
 employers/government agencies , 531  
 open loop (multiple purposes) , 531  
 prepaid cards , 533  
 transportation cards , 531    

 Storefront.    See  Webstore (storefront) Strategy 
 assessment , 605  
 formulation , 604–605  
 global e-commerce , 626–630  
 initiation   ( see  Strategy initiation) 
 performance , 605  
 and performance cycle and tools , 603  
 SMEs   ( see  Small and medium-sized enterprises 

(SMEs)) 
 Warner Music Group (WMG) digital strategy , 605–606   

  Strategy formulation 
 acquisitions, partnerships and joint venture , 614–615  
 BCG model , 610  
 collaborative efforts , 612  
 defi nition , 604  
 multichannel/omnichannel strategy , 614  
 offl ine and online businesses , 613  
 pricing strategy , 613–614  
 risk analysis , 611–610  
 selection, opportunities , 610  
 strategy implementation , 605  
 viability-fi t model , 610–611   

  Strategy implementation 
 activities and outcomes , 605  
 allocate resources , 615  

 build, buy/rent EC elements , 616  
 fi nd a champion , 615  
 manage the project , 616  
 outsourcing , 616–617  
 pilot project , 615  
 redesigning , 617   

  Strategy initiation 
 Amazon.com , 603–604  
 channel confl ict and disintermediation , 608  
 company analysis. , 603  
 core competencies , 604  
 fi rst-mover advantage , 607–608  
 online and offl ine operations , 608–609  
 price confl ict , 608  
 social networks and Web 2.0 , 609   

  SUNY College at Old Westbury , 458   
  Supply chain, order fulfi llment 

 BestBuy.com , 567  
 delivery 

 by Drones , 569–570  
 Fed-Ex initiate , 568  
 groceries , 568  
 supermarket , 569  

 demand, uncertainties , 565–566  
 fi nancial fl ows , 566  
 information sharing , 566–567  
 logistical infrastructure , 566  
 offl ine and online commerce , 565  
 partnering efforts and outsourcing logistics , 570  
 structure and process , 568  
 VMI , 567  
 warehousing and inventory management 

improvements , 567–569   
  Support services, EC 

 client matching , 584  
 commercial databases , 584  
 consulting services , 583  
 coupon-generating sites , 585  
 digital photos , 585  
 directory services , 583–584  
 and domain names , 584  
 e-business rating sites , 584  
 knowledge management , 584  
 managerial issues , 586–587  
 newsletters , 584  
 outsourcing , 585, 587  
 search engines and news aggregators , 584  
 security and encryption sites , 584–585  
 trust services , 584  
 web research services , 585   

  Symmetric (private) key encryption , 490, 491    

  T  
 TBO.    See  Total benefi ts of ownership (TBO)   
 TCO.    See  Total cost of ownership (TCO)  
  Telecommuting , 713–714   
  Telstra Corporation 

 fl eet and fi eld service management , 646, 647  
 telecommunication company , 646  
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 teleworking , 646  
 video conferencing , 646  
 web contact centers , 646   

  Tendering (bidding) system , 33   
  Third-party assurance services , 708–709   
  Third-party independent exchanges , 187–188   
  Third-party logistics suppliers (3PL) , 588   
  3D printing , 654, 675   
  Total benefi ts of ownership (TBO) , 657   
  Total cost of ownership (TCO) , 657   
  Trademark , 697   
  Trademark dilution , 697   
  TradeNet , 94   
  Transactional website , 759   
  Transaction costs , 662–663   
  Transaction log , 421   
  TrialPay , 546–547   
  Trojan horse 

 DDOS Attacks on WordPress , 474  
 description , 473–474  
 Trojan-Phisher-Rebery , 474  
 user interaction , 474   

  Trust 
 e-commerce , 411  
 EC trust models , 411  
 facilitating , 412  
 improve your website , 411–412  
 objective third-party seals , 412  
 trustworthiness , 412   

  Turnkey approach , 669   
  Twitter , 340–341    

  U 
  Ubiquitous computing (ubicom) 

 communicate and process information , 286  
 context-aware computing , 286  
 defi nitions , 286  
 description , 286  
 INRIX , 290–291  
 IoT , 286–287  
 M2M , 287  
 smart application , 287–289  
 wireless sensor networks , 289–290   

  Unintentional threats 
 environmental hazards , 467  
 human errors , 467  
 malfunctions in computer system , 467   

  United Parcel Service (UPS) 
 annual fi nancial reports , 571  
 communication , 571  
 components , 571  
 EC distribution methods , 572  
 forecasts , 571  
 network throughput , 571  
 shipment visibility , 571    

 UPS.    See  United Parcel Service (UPS)  
  Up-selling , 748   
  Usability (of a website) , 749, 751–752   
  USA PATRIOT Act , 705   

  User profi le , 416, 427, 429, 441   
  U.S. Federal government , 493    

  V 
  Valuation, EC companies , 664–665   
  Value-creating customers , 444   
  Value proposition 

 and business models , 32  
 defi nition , 33   

  Vendor-managed inventory (VMI) , 238, 567   
  Venture capital (VC) , 739   
  Vertical marketplaces , 168    
 VICS.    See  Voluntary Interindustry Commerce Solutions 

(VICS)  
  Video advertising 

 advergaming (in-game advertising) , 435  
 Cisco survey , 433  
 consumer-generated videos , 434–435  
 editorial-style videos , 433  
 IAB model , 433–434  
 interactive videos , 435  
 mobile devices , 433  
 per-product videos , 433  
 popularity , 433  
 Psy’s “Gangnam Style” video , 433  
 unsolicited pop-ups , 433  
 viral video , 434  
 YouTube , 433   

  Viral blogging , 337–338   
  Viral marketing (viral advertising) 

 ad agency , 432  
 analogous process , 432  
 eWOM , 432–433  
 Facebook’s , 432  
 founder of Hotmail , 432  
 line and mobile activities , 433  
 methods , 338  
 offl ine , 432  
 social networks , 432  
 word-of-mouth (WOM) marketing , 432   

  Viral mobile marketing , 438   
  Viral video 

 defi nition , 339  
 marketers , 434  
 online information sharing , 434  
 popular sites , 434   

  Virtual community , 73, 74   
  Virtual economy , 335   
  Virtual (pure-play) e-tailers , 112   
  Virtual goods , 335–336   
  Virtual (pure-play) organizations , 7   
  Virtual private networks (VPNs) , 495   
  Virtual trade show , 193–194   
  Virtual universities , 222   
  Virtual visual shopping , 114   
  Virtual world 

 avatars , 80–81  
 business activities and value , 81–82  
 business applications , 378–379  
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 Virtual world (cont.) 
 categories , 376–378  
 concerns and limitations , 380–381  
 defi nition , 20  
 description , 80, 375  
 factors, business applications , 379–380  
 features , 80, 376  
 globe , 379  
 shopping , 82, 114  
 spaces , 376  
 students , 20  
 trading , 82, 379   

  Virus 
 CryptoLocker virus , 472  
 damaging activities , 472  
 Finkle reports , 472  
 Kaspersky Lab , 472  
 Michelangelo virus , 472  
 Microsoft Safety and Security Center , 473  
 PC viruses , 472–473  
 Pony , 472  
 programmed software , 472  
 spreads , 472, 473  
 web-based malware , 472   

  Visibility 
 shipment , 571  
 supply chain , 575   

  Visual interactive simulation (VIS) 
 benefi ts , 225  
 learning on-demand , 225    

 VMI.    See  Vendor-managed inventory (VMI)  
  Voice portal 

 applications , 268  
 description , 63–64, 268  
 and IVR , 268   

  Voluntary Interindustry Commerce Solutions (VICS) , 582   
  Vortals , 190    
 VPNs.    See  Virtual private networks (VPNs)  
  Vulnerability 

 assessments , 487–488  
 attacking e-mail , 469  
 attacking smartphones and wireless systems , 469  
 business IT and EC systems , 469  
 databases , 468  
 description , 468  
 information system , 468  
 MITRE , 469  
 pirated videos, music and copyrighted material , 469  
 RFID chips , 469    

  W  
 WAP.    See  Wireless application protocol (WAP)  
  Warehouse management system (WMS) , 567, 568   
  Warner Music Group (WMG) digital strategy , 605–606   
  Warren Buffet’s Annual Power Lunch Auctions , 69   
  WAYN, lifestyle and travel social network , 116–118   
  Wearable computing devices , 291–292   
  Web 2.0 

 B2B , 193  

 characteristics , 18  
 comprehensive slide presentation , 370  
 description , 18  
 enterprise , 369–370  
 privacy issues , 704  
 products/services , 369  
 and social commerce , 13  
 and social media , 18  
 tools , 20  
 Twitter , 20  
 Web 3.0 , 86–87   

  Web 4.0 , 87   
  Web 5.0 , 87   
  Web advertising 

 advertising cycle , 424–425  
 ad views , 425  
 button , 425  
 click (ad click) , 425  
 commitment , 445  
 conversion rate , 425  
 CPM , 425  
 CTR , 425  
 hit , 425  
 IAB Internet Advertising Report , 423  
 interactive marketing , 424  
 internet provides , 423  
 landing page , 425  
 marketing communication , 424  
 page , 425  
 role in e-commerce , 423  
 telemarketing and direct mail , 424   

  Web analytics 
 data , 622  
 description , 651–652  
 EC strategy assessment , 622  
 Google , 622  
 sentiment analysis , 623  
 social media activities , 622–623  
 usage , 622   

  Web bugs , 421   
  Web content 

 catalog content and management , 
748–749  

 dynamic Web content , 747  
 management , 748  
 primary and secondary , 748   

  Web hosting 
 free services , 745  
 hosting service , 745  
 self-hosting , 745  
 service , 745  
 storebuilder service , 745   

  Web mining , 422   
  Web (information) portal , 62–64   
  Website 

 building , 743–744  
 classifi cation, 742–743colors and graphics , 751  
 design , 749–752  
 design criteria , 749  
 domain name , 746  
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 hosting , 745  
 information architecture , 749–750  
 performance (speed) , 751  
 promotion , 753  
 site navigation , 750–751  
 software, designers , 752  
 usability , 751–752   

  Web 1.0 Stage , 450   
  Web 2.0 Stage 

 JNJ , 450–451  
 Kilmer house , 450  
 Twitter and Facebook , 451   

  Webstore (storefront) 
 build , 755–756  
 description , 61  
 microsite , 61  
 requirements and selection , 756–757  
 tools , 61  
 Yahoo! , 757   

  Wells Fargo , 715   
  Whirlpool Corp , 240   
  Wi-Fi 

 access points , 269  
 Comcast , 269  
 description , 269, 270  
 Google , 269   

  Wireless application protocol (WAP) 
 bluetooth , 269  
 description , 268  
 LTE , 269  
 PAN , 269  
 Wi-Fi , 269, 270  
 WiMAX , 269  
 WLAN , 269  
 WMAN , 269  
 WWAN , 269   

  Wireless local area network (WLAN) , 269   

  Wireless mobile computing (mobile computing) 
 description , 265  
 hardware and software infrastructure , 265  
 management system , 271  
 mobile devices , 265–268  
 TechTarget Bitpipe , 265  
 telecommunications networks , 268–271   

  Wireless sensor networks 
 description , 289  
 node , 289  
 smart items/objects , 290  
 smart sensor applications , 290   

  Wireless wide area network (WWAN) 
 broadest , 269  
 images , 269    

 WLAN.    See  Wireless local area network (WLAN)   
 WMAN.    See  Municipal Wi-Fi networks (WMAN)   
 WMS.    See  Warehouse management system (WMS)  
  Worldwide Interoperability for Microwave Access 

(WiMAX) , 269   
  World Wide Web Consortium (W3C) , 705   
  Worms 

 Cisco , 473  
 host/human activation , 473  
 macro virus (macro worm) , 473  
 microworms , 473    
 WWAN.    See  Wireless wide area network (WWAN)   

  Y 
  Yahoo! , 757   
  Yammer , 373–374   
  YouTube , 339    

  Z 
  Zombies , 466, 475, 498          
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