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Innovation and Variation

• Innovative ideas like LivingSocial

• Also a lot of variations on the same idea
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Electronic Catalogs

• Electronic Catalog: the presentation of product information in an electronic 
form: the backbone of most e-selling sites

• Objective: advertise and promote products and services

• Quick search with search engines

• Early online catalogs were replica of the printed catalogs

• They evolved, and become integrated with shopping charts

• Often used in the early day of e-commerce (very crude)
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Advantages of e-catalogs over print catalogs?

?
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Electronic Catalogs Classification

• Electronic catalogs can be classified by the following dimensions:

• The dynamics of the information presentation

• The degree of customization

• Integration with business processes
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“

”

Online Catalog: e-commerce - step 0
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Paper and Online 
Catalog Comparison
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Storefront Model

• A storefront refers to a single company’s website where products and 
services are sold

• May belong to manufactures, retailers, or to individuals

• Several components necessary to carry out the sale: electronic catalog, 
search engine, shopping cart, payment gateway, shipment, customer service

• Typically fixed prices

• Very common
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Storefront Example - Bestbuy.com
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Storefront Example - Amazon.com

• Gold standard in e-commerce

• Amazon.com

• n’1 online retailer since many years
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Amazon.com Golden Standard in e-commerce
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(short) Amazon History

• Not always in the position they are now

• Open July 1995

• 15.7 million dollars in sales in the first year

• seems low now, but... 95!

• 1996

• 600 million dollars in sales!
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(short) Amazon History

• Started by selling books

• 1998 

• expanded in toys, electronics, computers, etc.

• products they knew sold well online

• Amazon was born from a list of things its founder tought would sell well online

• books was n. 1 on the list

• In 2000

• 10 millions books titles available
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(short) Amazon History

• Among the first to sell something they did not have

• Amazon actually lost money until 2002

• 2004

• first annual profit

• once they started making money, they never stopped

• 2011

• net profit estimate 1.7 billion $
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Remarks

• Every time there was a tradeoff between making money or growing faster, they 
grew faster

• expand the products

• move into different countries

• acquire a market

• A typical book seller turns their inventory 2.1 times an year

• Amazon: once a week (42 times an year)

• 2 million unique visitors a month
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Amazon.com on doubleclick adplanner

https://www.google.com/adplanner/#siteSearch?
uid=domain%253A

%2520amazon.com&geo=US&lp=false

http://www.makeuseof.com/tag/6-websites-to-track-a-websites-traffic/
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Amazon Warehouse

http://www.youtube.com/watch?v=i6H7nfHjHtY
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E-Mall

• An online shopping center where many stores are located

• Physical mall

• Attractors, Interceptors

• Does not make sense online
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E-malls

• The value provided by an e-mall is different from a mall

• Main benefit:

• one location and a search engine that search and unify many stores

• Different types of malls

• Simply a directory

• Shared services
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Yahoo Shopping http://shopping.yahoo.com/
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Google Shopping http://www.google.it/shopping?hl=it

21

http://www.google.it/shopping?hl=it
http://www.google.it/shopping?hl=it


E-mall

• Easy setup if you don’t know programming, HTML, etc.

• Yahoo Merchant: fixed price + 1.5% revenue

• problem: identical to other stores, based on templates

• Physical Malls goal: provide different stores, park, etc.

• Goal: easy for smaller business, provide infrastructures, etc.
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Expedia.com Shared services
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Types of Stores and Malls

• General (amazon.com)

• Specialized (1800flowers.com)

• Regional (parknshop.com)
VITASOY 
SB MILK 250ML
CASE
4X6SX250ML
HK$63.60 
$57.00 

  

HUGGIES 
NC BABY WIPES
REFILLED
144'SX3
HK$110.00 

MAS BELLES
EAUX 
LES COTEAUX
75CL
HK$179.00 
$138.00 

  

MASTERS
PURA 
FRESH MILK-3
BOTTLES
1LX3
HK$77.00 

DOWNY 
ULTRA FABRIC
SOFTENER APRIL
FRESH-REFILL
34OZX3
HK$150.00 

CH MARTINET 
SAINT EMILION
2005
75CL
HK$179.00 
$168.00 

  

SCOTT 
ECONOMY 3 PLY
BATHROOM
TISSUE
10'SX4
HK$89.90 

MARUSAN 
SOYA DRINK
LOW CALORIE
3PACK
1L X3'S
HK$56.90 

FIRST PRESS 
NAPA CABERNET
SAUVIGNON
75CL
HK$179.00 
$168.00 

  

PARKnSHOP, a division of A. S. Watson Group (HK) Limited (a BVI company)
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Portals

• A portal is a mechanism used in e-marketplaces, e-stores, etc.

• A portal is an information gateway

• jumping off service to other resources

• it enable people to search and access relevant information from disparate 
systems and the Internet

• many portals can be personalized by the users
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Portals

• Commercial Portals: the most popular type on the Internet, broad audience, diverse 
communities, personalization

• Corporate Portals: organized access to a narrow set of company and partners 
informations

• Medical portals

• Publishing portals: communities with specific interests, little customization, great search

• Personal Portals: narrow content very personalized

• Mobile Portals: portals accessible from mobile devices (!!)

• Voice Portals: portals with audio interfaces
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Types of portals

• Horizontal and vertical portals

• how the portal is specialized, what the are of specialization is

• vertical: very focused on one thing (e.g. surfing, pricewatch.com)

• horizontal: wider variety of things (e.g. yahoo, pricegrabber.com)
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Portal and e-commerce

• How are portals related to e-commerce?

• Even if portals do not sell directly, they often want to make money

• Usually: money from advertising

28



Publishing Portal 
Example www.zdnet.com
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La realtà dentro
l'inquadratura
Didattica indiana
Adoor Gopalakrishnan

Client Testimonials Powered
by PHP, XML and jQuery
How to Create a jQuery
Confirm Dialog Replacement
Coding a Rotating Image
Slideshow w/ CSS3 and
jQuery

La fobia degli arresti di
Gasparri
Scontri Roma: “Sono io ad
aver colpito il quindicenne
con il casco”
Nuove immagini
sull’aggressione al
quindicenne

CSS Gradients for IE9
This works with Desktop IE9,
Desktop Firefox, Desktop
Chrome, Desktop Safari,
Desktop Opera, iOS, and
Android. Attention! IE9 will
not destroy the...
ChocolateChip Has Its Own
Blog
Subpixel Rendering

Notizie: Thor è arrivato sulla
Terra
Notizie: Mass Effect 2 e 1/2
per Ps3
Notizie: Sam Neill ad
Alcatraz, mentre The Event si
complica

WebKit Image Wipes
The Hacktastic Zoom Fix
The lean, mean, CSS-
reset machine.

Apple Prepping for iWork '11
Mac App Store Launch?
Apple's iOS Engineering Jobs
Emphasize Navigation
Software Experience
iPad News Publication 'The
Daily' Now Rumored for Mid-
January Launch

Device motion + websockets
+ node.js tech demo
Testing memory usage on
mobile Safari
iScroll Google Group officially
opened

Google Donates
Windowbuilder, Codepro To
Eclipse
FBI Defend Raids On Texas
Datacenter
Nigerian Email Scam Victim
Sues Bank, Loses Appeal

EasyTrails GPS: Ecco tutte le
novità della versione 4.2
Solo per oggi e fino alle
18:00 Vodafone offre la
Mobile Internet ad 1€ a
settimana per 1 anno!
Apps Builder: Crea la tua
applicazione iPhone o iPad
online in 3 passaggi!

Nexus S UK price-drop
confirmed as launch slips to
December 22
Wireless carriers eye
charging a fee per service
Yamaha Infosound TV test
pumps high-pitched URLs
into your iPhone

Web  Images  Videos  Maps  News  Shopping  Gmail  more ▼ idnondisponibile@gmail.com | Classic Home | Settings ▼ | Help | Sign out

 

Google Search I'm Feeling Lucky

Advanced Search
Language Tools

Change theme from Purple Apple | Add stuff »

Home
Fantascienza.com

Slashdot

SlashGear

iSpazio - Notizie su i...

MacRumors : Mac N...

Il Fatto Quotidiano

CSS-Tricks

Matteo Spinelli's Cu...

CSS3 Wizardry

Tutorialzine

AsiaMedia

Updates

Friends

Enable chat

 

Add news, games, and more to this page.

Mobile - Advertising Programs - Business Solutions - Privacy Policy - Help - About Google

©2010 Google

About this theme

AsiaMedia

Tutorialzine

Il Fatto Quotidiano

CSS3 Wizardry

Fantascienza.com

CSS-Tricks

MacRumors : Mac News and
Rumors

Matteo Spinelli's Cubiq.org

Slashdot

iSpazio - Notizie su iPhone 4 in
Italia, iOS 4, iPhone 3GS, iPod
Touch, iPad Italia e recensioni App
Store.

SlashGearPersonal Portal Example www.google.com/ig
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Mobile Portal 
Example

www.google.com/ig

on Safari Mobile
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Auctions

• Discussed later

• Internet gave new life to the auction business model

• Ebay: 88% market share in auctions (USA) !!

• Yahoo auctions: competitor outside USA

• Ebay: around for just 14 years

• Based on the idea of dynamic pricing

• the buyer pays the most he can, the seller makes the most it’s possible (in 
theory)
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Ebay.com Online Auctions
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Priceline Dynamic Pricing
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Priceline.com

• Interesting business model

• Priceline was able to *patent* their business method

• highly criticize

• Flights, hotels, car reservation, cruise

• Business model: forge relationships with suppliers, focus on unreserved 
inventory

• Idea: help companies close out unreserved inventory
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Priceline.com

• Opaque bidding opportinuty

• Name your own price machanism

• buy something, you don’t really know what until you buy

• Priceline

• 7$ per bid + the difference!!

• Companies

• 4 price points (e.g. 25$, 35$, 45$, 55$)
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Priceline.com

• Can consumers exploit it?

• Forums and online places where you can discuss the lowest bid to get an 
hotel

• Companies: sell an unreserved spot for an acceptable price

• Priceline: fee + overbid

• Consumer: a knowlegble consumer can usually get good prices

37



Priceline.com

• Business model: patented + not public
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Intermediation
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Intermediation in E-Commerce

• Intermediaries (brokers) provide value-added activities and services to buyers 
and sellers

• Infomediaries: electronic intermediaries that provide and/or control 
information flow in cyberspace, often aggregating information and selling it to 
others

• The infomediary business model recognizes that there is value in this personal 
data and the infomediary seeks to act as a trusted agent, providing the 
opportunity and means for clients to monetize and profit from their own 
information profiles. One of the first focused implementations of the 
infomediary concept was an online advertising company called AllAdvantage. 
(Source: Wikipedia)
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Note

• AllAdvantage was an Internet 
advertising company that 
positioned itself as the world’s 
first "infomediary" by paying its 
users/members a portion of the 
advertising revenue generated 
by their online viewing habits. It 
became most well known for its 
slogan "Get Paid to Surf the 
Web" a phrase that has since 
become synonymous with a 
wide array of online ad revenue 
sharing systems (see, e.g., paid 
to surf). (Source Wikipedia)

does not exist anymore 
(www.alladvantage.com in 2011)
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Detour: Pay for Surf

• Pay to surf is a business model that became popular in the late 1990s, prior 
to the dot-com crash. Essentially, a company uses income from advertising 
placed on members' screens to pay them for time spent surfing.

• A pay-to-surf company would provide a small program, commonly called a 
"viewbar"

• Advertisers' banner ads were then displayed while the member was browsing 
the web. Since the viewbar tracked websites that the user visited, the pay-to-
surf company was able to deliver targeted ads for their advertisers. 

• Advertisers paid the pay-to-surf company a small amount (typically US$0.50) 
for every hour of a member's surfing.
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Una pay-for-surf italiana: NetFraternity

• Pay for surf classica

• Declino nel maggio 2001, prima offre solo crediti per uno store online, poi 
richiede la navigazione tramite il loro provider personale (a pagamento)

• Dura lotta con spammer e cheater

• http://www.repubblica.it/online/tecnologie_internet/paytosurf/netfraternity/
netfraternity.html
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Netfraternity Netspot
on guadagnando.com 75 pixels + floating window
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Roles of Intermediaries

• Intermediaries can address the following five important limits of direct 
interaction:

• Search costs: by predicting demands or matching consumers with sellers

• Lack of privacy: by protecting some information about the trade

• Incomplete information: by providing additional information on the product 
or service sold

• Contract risk: by reducing risks of non-payments, publicize bad behavior, 
holding payments until transaction is complete
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Disintermediation and Reintermediation

• Disintermediation: Elimination of intermediaries between sellers and buyers

• two types of intermediaries: the first provides information, the second add 
value

• the first can be eliminated (airlines sell tickets online instead of using 
agencies)

• Reintermediation: Establishment of new intermediary roles for traditional 
intermediaries that have been disintermediated, or for newcomers

• new intermediary roles can arise from disintermediated businesses
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Market Mechanisms
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Search Engines

• A computer program that access a database of Internet resources, search for 
specific information, and report the results

• Semantic search

• Case of study: 37signals’ report on the usability and usefulness of search 
engines and search results from 25 of the Internet’s leading online retailers
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Usability and usefulness of search engines and 
search results

• Are the search results at this site accurate and relevant?

• If I misspell a search term, does the site know what I mean and provide useful 
results?

• Can I sort the search results by price, brand, availability, and/or other useful criteria?

• Will the site find related words and common synonyms for terms I use in my search 
(e.g. “soda” and “pop”)?

• Can I search using mixed specifications such as gender, color, etc. (e.g. Will a 
search for “red wool men’s sweater” show me red wool men’s sweaters?)?

• What happens if the site returns no results? Will it help me or provide tips?
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Shopping Carts

• Order processing technology to accumulate items they wish to buy

• B2C shopping carts are simple, B2B can be more complex

• Many software implementations
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Summary

• E-marketplaces and their components

• The role of intermediaries

• The major types of e-marketplaces

• Overview of catalogs, search engines, shopping carts
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