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Note: 

1. The paper is divided into three sections: SECTION-A, SECTION-B and SECTION-C. 

2. There are seven questions in SECTION-A, attempt ANY FOUR. 

3. SECTION-B has five questions, attempt ANY THREE. 

4. All the questions of SECTION-C (Case Study) are compulsory.

SECTION-A (10 Marks each)

1.
Define eFinance. Distinguish between traditional banking and ebanking.
2.
Explain problems and opportunities in ecommerce in India.
3.
Explain reasons for adopting EDI. What are business to business tools in EDI?
4.
What are the components of the Internet Value Network? Explain.
5.
Describe the key dimensions of e-commerce security. Identify the major points of vulnerability in a typical online transaction.
6.
What are different types of advertising on the web? Explain with advantages and disadvantages.
7.
Write Short Notes on:


a)
Incentive Marketing

b)
Virtual Malls
SECTION-B (15 Marks each)
8.
Explain 3 successful Commission Models for Ecommerce Sales. What are commission-based revenue model challenges?
9.
Are ad-based business models sustainable? Differentiate between Generalized Portals, Personalized Portals and Specialized Portals.
10.
Explain Markup Based Models and Production based Models in detail. Differentiate between them.
11.
What are the Strategic Implications of “The complementary Assets Model” in Internet Business?
12.
Write Short Notes on:


a)
dot com bust

b)
Worm DDoS attacks

c) 
Architectural Innovation Model
SECTION-C (15 Marks)

Case Study (Compulsory)

January 2002, a leading market research firm - Gartner Inc4 -- conducted a web survey of over 1000 online customers in the US, to study their payment practices. The survey revealed that PayPal, the electronic payment system of the California-based PayPal.com was the most trusted payment system over the Internet. It was used by 27% of the respondents, and an additional 8% were planning to use it in the future. One-third of the respondents viewed PayPal as a very reliable provider of payment services. The survey also revealed that PayPal scored way above its competitors.

Commenting on PayPal, Avivah Litan, Vice-president and Research Director, Gartner Financial Services, said, "Overwhelming market lead and brand awareness position PayPal as the company most likely to establish the long awaited and critical e-cash standard for Internet purchases, especially for low-value items. Consumer support, and demand for an alternative to credit cards, may eventually drive larger e-tailors to accept PayPal, despite the fact that PayPal costs merchants about the same as credit cards do."
The PayPal service was launched in 1999 to enable people to settle small debts via the Internet. Through PayPal, the promoters of Paypal.com wanted to bring about a complete transformation in the way people made online payments. When the service was launched, several analysts expressed doubts over its future. They dismissed the company as just another start-up with an innovative application. Expressing his opinion on PayPal, Michael Angus, Director of financial services practice for Gemini Consulting, said, "Maybe, but it doesn't sound like the killer app to me - the thing that is going to blow open Internet payments." But the rapid pace at which the PayPal service network expanded in five years proved the analysts wrong.
PayPal had a simple business model. Any person could become a PayPal member by filling in a small application form and registering with PayPal at its website (www.paypal.com) by giving some personal details. A user could open three types of accounts at PayPal's website (www.paypal.com) - personal account, premier account, or business account. Personal accounts were meant for individual users to send and receive cash and purchase items online. The registration process for any type of PayPal account was simple. The user had to fill an online registration form, giving details like name, mail address, and telephone number. The transfer of funds from the sender to the receiver could happen in three ways and depended upon the mode of payment chosen. PayPal did not charge a fee for customer-to-customer account transfers, which a significant portion of its account holders opted for.

Ever since its inception, PayPal was acutely conscious of the fact that the customers had to be assured that their funds were safe with the company. For this, it was very important to employ the appropriate security systems. The systems had to handle the continuous inward and outward flow of data while at the same time, minimizing chances of data being tampered with or frauds being committed. PayPal viewed its efficient security systems and the trust built up among customers because of these, as it’s USP and it was this very strength that served to drive away 'me-too' competitors like Payme, Payplace, Paypro, and ExchangePath from the market. Analysts felt that PayPal's simple and secure business model contributed to its expanding customer base. 
13. 
Case Question: Explain the type of Business Model adopted by Paypal. What contributed to its success story despite analysts’ doubts?
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