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Abstract: The paper entitled “The Impact of Electronic Commerce on the Development of Nowadays
Society: an Economic and a Managerial Perspective — A Case Study on Romania’s Experience” presents
the electronic commerce with its definitions, historical evolution and importance, it’s the main forms, the
advantages and disadvantages of e-commerce, the electronic commerce versus traditional commerce as well
as the electronic commerce in Romania.

In this research we have emphasised the role and the importance of the e-commerce in comparison
with the traditional commerce, stressing the fact that it has many advantages that underpin the on-going
development and success of this trade: time; the availability of virtual stores: program almost non-stop, ev-
ery day of the year; the possibility of free decision; the possibility of purchasing products even outside the
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borders of the country the buyer; communication, particularly internationally, low cost, the relations with
suppliers and customers and its importance for small businesses using e-commerce which can compete with

large companies.

Key words: electronic commerce, traditional commerce, development, supply chain man-
agement, customer relationship, economic and a managerial perspective, Romania’s experience

Introduction

Electronic commerce or e-commerce is
the electronic transaction performed using
any computer. Such trade means, specifical-
ly, any exchange between a seller and a buyer
who visits a web site that is performed after a
commercial transaction.

E-commerce is defined primarily by the
medium itself in which the exchange value
that is the Internet, the World Wide Web in
which the computers are connected to each
other. Such access email clients (e-mail) or
system World Wide Web and other informa-
tion service providers, enabling them to anal-
yse customers’ online products and services
for businesses (Andam, Z.R., 2003).

In this way, relatively new business
achievement requires openness, connec-
tivity and integration. The environment in
which electronic commerce is conducted is
the global economy in which economic rules
lead to continuous transformation of indus-
try and market (Batdgan, L., Mdrasescu, A.,
Pocovnicu, A., 2010).

1. Electronic commerce — definitions,
historical evolution and importance

E-business is a generic term more than
e-commerce because it is not limited to sale,
offering online services (maintenance ser-
vices for clients), and keeping in touch with
business partners online, and leadership

electronic transactions within the organiza-
tion (Chan, H., Lee, R., Dillon, T., Chang, E.,
2001).

Mobile electronic commerce (or m-
Commerce) is carried out through a mobile
terminal (Laudon, K., Traver, K.G., 2006),
using wireless telecommunications network
(wireless) and operates in a context different
from the characteristics of e-Commerce hand
devices, wireless networks and use different
of these devices compared to PCs or laptops
(Orzan, Gh., Orzan, M., 2007).

Online marketing or e-Marketing is any
marketing activity taking place in the virtual
environment by using the Internet. This in-
cludes not only advertising that is present on
websites, but also other types of online ac-
tivities such as e-mail and social networking
(Laudon, K., Traver, K.G., 2006).

Every aspect of e-Marketing is digital,
which means that we are dealing with elec-
tronic information is transmitted to a com-
puter or similar device, although naturally it
can bind to traditional advertising and sales
(Chan, H., Lee, R., Dillon, T., Chang, E., 2001).

Electronic commerce comes with a
number of concepts that are characteristic:

a) Intranet - is the internal computer
network of a company with the same per-
formance characteristics as the Internet, but
which contains documents available to com-
pany employees concerned. In this area enter,
for example, subsidiaries, affiliates, represen-
tatives, etc.
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b) Extranet - intranet analogue, adding
partners and key suppliers. Extranet site lies
at an enterprise value chain (value chain) or
supplier chain (supply chain).

¢) Supply Chain Management (SCM)
- is the idea of integration through e-com-
merce supplier chain. Nowadays there is a
high demand for SCM software (Holcombe,
Colin, 2012).

d) Extended enterprise - company
transparency to customers and suppliers,
knowledge of individual customer needs,
profitable relationship between the firm and
suppliers, analysing different alternatives
sources of supply.

e) Virtual distribution channels - chan-
nels are available only through the Internet.
It is necessary to rethink the whole supply
chain, not enough for a company to open
channels of this kind (Stoian, 1., Dragne, E.,
Stoian, M., 2000).

f) Customer relationship - e-commerce
is dependent on this type of relationship.
Internet type technology helps in achieving

marketing producer individually, i.e., the in-
dividual consumer level.

It is difficult to pinpoint exactly when
it appeared electronic commerce. There were
several predecessors of this trade (Holcombe,
Colin, 2012). In the late 1970’s, a pharmaceu-
tical company in the United States initiated
a simple form of e-commerce B2B (Business-
to-Business) using a telephone-based modem
allowing hospitals to order pharmaceuticals.
This system was later expanded during the
1980’s through the PC systems and was cop-
ied throughout the United States long before
the Internet to become a commercial environ-
ment. 1980 took part in the development of
electronic data interchange (EDI) (Laudon,
K., Traver, K.G., 2006).

The Internet marketing and web in-
troduction in the early 1990’s, e-commerce
(Chan, H., Lee, R., Dillon, T., Chang, E., 2001)
has expanded rapidly. E-Commerce is wide;
there are several applications, such as (see
Figure no. 1: Applications of e-commerce in
nowadays society):

Figure no. 1: Applications of e-commerce in nowadays society

Home Banking;

Buying stocks;
Finding a job;

Customer service.

Electronic shopping malls;

Participation in tenders;
Collaboration with partners in the online business wotld;

Source: the authors

2. Electronic commerce — the main
forms

Once the nature of transactions, elec-
tronic commerce is distinguished by several

forms (see Figure no. 2: “Electronic commerce
— the main forms”):

A.Business-to-Business (B2B) consists
of all transactions between at least two busi-
ness partners, are generally performed by
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extranet systems. In this connection partners
use the Internet, aided by their own names
and passwords for websites. Regarding en-
terprises that use the Internet, they can order
directly from suppliers and can receive and
pay bills.

This form of electronic commerce re-
quires a variety of financial services that rely
on certain items (Holcombe, Colin, 2012):

* Assessment of the solvency;

e Certification of products in terms of
quality and delivery thereof;

e Theft protection;

¢ Fast payment;

e Authorize the sale, settlement, deliv-
ery and payment.

Banks are the main providers of such
services and are able to ensure the confiden-
tiality of information.

B. Business-to-Consumer (B2C) in-
cludes transactions conducted between a
business and its customers. The main objec-
tives of this type of transaction are the sale
of goods and services, and continuously im-
prove customer relationships. As evidence of
success provided by Business-to-Consumer
market, e-commerce sites are becoming
more and accessed by current and future
customers.

C.Business-to-Business-to-Consumer
(B2B2C) refers to a business that provides

products or services to a customer’s busi-
ness. By this business he can keep their cus-
tomers, their employees may be, to which
products or services are provided without
adding value added tax. An example would
be when airlines and travel offers tourist ser-
vices units generally airline tickets and hotel
rooms, their business partners, such as travel
agencies, which then provide services to their
customers.

D.Consumer-to-Consumer (C2C) is
classified as simple type of trade conducted
between individuals or consumers. It is char-
acterized by increasing electronic and online
auction market and is regarded as having the
greatest potential for development of new
markets. The C2C submit forms such as or-
ganized auction sites, which enables real-
time bidding for displaying products on the
Internet; and systems and peer-to-peer file-
sharing models or exchange.

E. Business-to-Employee (B2E) refers
to transactions within a company, for the em-
ployees of the company and made its own
Intranet system.

F. Government-to-Citizens (G2C) -
government of a country providing services
to its citizens by means of e-commerce.

Figure no. 2: “Electronic commerce — the main forms”

A. Business-to-Business (B2B) consists of all transactions between at least two business
partners, are generally performed by extranet systems.

B. Business-to-Consumer (B2C) includes transactions conducted between a businessand
its customers.

C. Business-to-Business-to-Consumer (B2B2C) refers to a business that provides
products or services to a customer’s business.

D. Consumer-to-Consumer (C2C) is classified as simple type of trade conducted
between individuals or consumers.

E. Business-to-Employee (B2E) refers to transactions within a company, for the
employees of the company and made its own Intranet system.

F. Government-to-Citizens (G2C) - government of a country providing services to its
citizens by means of e-commerce.

Source: the authors
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3. The advantages and disadvantages
of e-commerce

Compared to traditional commerce, e-
commerce has many advantages that under-
pin the on-going development and success of
this trade.

The buyer is interested in electronic
commerce because it can take advantage of
benefits (see Figure no. 3: “The advantages
of e-commerce”) such as (Holcombe, Colin,
2012):

* Time: saves time by visiting virtual
shops much more than they would visit in
real time;

* Availability of virtual stores: pro-
gram almost non-stop, every day of the year;

* Free decision: the buyer has a wide
range of products and services with a choice
depending on certain criteria (financial, aes-
thetic, ergonomic, guarantees, etc.);

¢ The possibility of purchasing prod-
ucts even outside the borders of the country
the buyer;

* Communication, particularly inter-
nationally, which has a high speed establish-
ments on what kind of platform to collaborate
to design and develop each product. Using a
phone or fax would be practically a notice-
able slowdown in speed going through these
processes;

* Low cost, using the most often web-
sites and e-mail;

® Relations with suppliers and cus-
tomers are much better maintained. Thus
through a web site, customers are informed
of existing products and receive technical
support for products purchased;

® Small businesses using e-commerce
can compete with large companies.

Figure no. 3: “The advantages of e-commerce”

%

s Time; \
% Availability of virtual store;
++ Free decision;
s} The possibility of purchasing produets;
%+ Communication, particularly internationally;
+ Low costs;

++ Relations with suppliers and customers;

<% Small businesses using e-commerce can compete with large companies.

Source: the authors

Also, electronic commerce presents a number of disadvantages (Orzan, Gh., Orzan, M.,

2007), standing out issues such as (see Figure no. 4: “The disadvantages of e-commerce”):
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Figure no. 4: “The disadvantages of e-commerce”

=  Lack of universal standards for quality, safety and reliability;

= Insufficient bandwidth telecommunications;

= The need for special web servers in addition to network servers;

= Internet access is expensive and / or inconvenient for many future users;

= Customer resistance to change from a real shop at an online store. People still do not have
sufficient confidence in electronic transactions;

= People’s perceptions of clectronic commerce as costly and unwarranted.

— =

Source: the authors

¢ Lack of universal standards for qual-
ity, safety and reliability;

¢ Insufficient bandwidth
telecommunications;

e The need for special web servers in
addition to network servers;

e Internet access is expensive and / or
inconvenient for many future users;

¢ Customer resistance to change from a
real shop at an online store. People still do
not have sufficient confidence in electronic
transactions;

® People’s perceptions of electronic
commerce as costly and unwarranted.

4. Electronic commerce versus tradi-
tional commerce

The development of e-commerce phe-
nomenon generated questions regarding tra-
ditional trade conducted in ways not related
to the electronic environment. Movement of
people has led to a development of the trade,

Flectronic commerce presents a numnber of
disadvantages

which is defined as a plurality of activities re-
lating to a product, the time it was made, by
use phase, destruction or consumption there-
of (Orzan, Gh., Orzan, M., 2007).

Electronic commerce is not just about
trade, but also includes relationships and
transfers made between buyer and seller in-
formation, information that occurred before
and after any commercial activity that took
place between them (Popescu, D.V., Popescu,
M., 2007). The similarities between e-com-
merce and traditional commerce are the ex-
istence of the same components and the one
side and the other, but specific items online
commerce, namely (Popescu, D.V., Popescu,
M., 2007):

» Product or service - these two catego-
ries can be physical or electronic form;

»Sale location - there are traditional
trade location in physical form (shops, super-
markets, outlets etc.), while e-commerce is
conducted using the Internet, through a web
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site that provides information about prod-
ucts and services;

» Advertising - is an efficient way to
persuade Internet users to access a particular
website;

»Forms for sale - digital existence and
a form for e-commerce (Turban, E., King, D.,
McKay, J., 2007);

»Forms of payment - in electronic com-
merce predominantly by Electronic Banking
(or e-Banking), representing a form to cash,
generally through a bank account and cred-
it card. Securing the page for ordering and
connection to a bank needed a functioning e-
Banking process;

»Forms of delivery - e-commerce prod-
ucts purchased are delivered by mail, courier
or directly from storage.

Regarding the differences between e-
commerce and traditional commerce, they
are not major, especially considering the
phases of business operations. The two forms
are distinguished by their trade other aspects,
namely (Laudon, K., Traver, K.G., 2006):

»Scope - in general, e-commerce is
covered by small and medium enterprises
(SMEs). SME strategy priority is to develop
competitive legally. This can be achieved
through policy strategy to promote the con-
cept of e-Business and SMEs adapt to the
latest technology. For smooth running of
electronic commerce in SMEs is provided a
legal and regulatory framework since 2000.
Electronic commerce is defined territory, the
Internet is used globally, and this leads to a
high number business partners;

» During the making of trade - is an im-
portant factor in the evolution of e-commerce
and traditional commerce to its delimitation.
Electronic commerce facilitates reducing the

time between production and sales, thus en-
suring efficiency businesses and consumers
can take part in procurement anytime;

»Marketed product categories - tradi-
tional trade practitioners sell products and at
the same time provide customer service and
guarantees. On the other hand, companies
that focuses on e-commerce offering for sale
products hardware, software, books, tickets
for events etc. Instead, it is offered for sale in
many food products range because they have
low validity periods.

5. Electronic commerce in Romania

Electronic commerce, as a modern busi-
ness tool, is treated in Romania’s economic
policy both as a distinct field, aspect result-
ing from specific regulations adopted on the
line regulation of this area, and in the con-
text of economic policy measures relating to
the implementation of the information soci-
ety. Romania was the first country in Europe
to be transposed into national legislation,
directives adopted at Community level in
the areas being considered today one of the
most comprehensive legislation in the field
(Drédgoiu, Ramona, 2006).

The beginning of electronic commerce
in our country is at the beginning of 2004 and
was the first e-Commerce system in Central
and Eastern Europe at the time (Rddoi,
Dumitru, 2005). Although there is a grow-
ing interest of consumers towards this type
of commerce, virtual stores the number is
still small, it is estimated more than 650 such
stores (State, O., Costache, 1., 2007). When
we say that the number of stores is small, we
refer to the number of Internet users (over
6 million) and bank cards (8 million). These
figures show that the Romanian e-commerce
system (State, O., Costache, 1., 2007) is still
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early on the road, but one thing is certain and
that there is a detectable increase in market
interest (Radoi, Dumitru, 2005).

Electronic commerce in Romania began
with the first electronic card transactions at
the end of February 2004. From February to
September 2004 there were only 3106 such
transaction and by the end of that year there
was a massive increase, reaching to 16,304
transactions. This year when he made his de-
but electronic commerce ended with a total
of 19 410 such transactions in monetary units
leading to 3.5 million dollars.

This type of trade Business-to-Business
(B2B) in Romania is mainly in the virtual
market / digital online trading platform, elec-
tronic distributors and service providers. Of
all businesses that B2B sites, 28% of them
are IT companies, which shows continuous
growth in demand for IT products.

Electronic commerce between individu-
als (C2C) is widespread among young peo-
ple in Romania and is used mostly for sales
/ purchases of mobile phones and computer
components. Number of sites that practice
this type of business is estimated at approx.
1050.

A study conducted in 2008 in order to
evaluate e-commerce market in Romania
showed that the number of online stores was
about 3,000 in 2009-2011, i.e. at the time an in-
crease of 50% in each year. According to this
study the first 6 months of 2009 there were
570,000 transactions worth 43.5 million eu-
ros, which meant an increase of 68% over the
same period of 2008 (Tiliute, Doru, 2007).

In recent years can be seen in our con-
tinuous development of e-commerce indus-
try in terms of purchasing IT equipment and
household products. It provides the legis-
lative framework to ensure a secure future

(Trengove-Jones, A., Malczyk, A., Beneke, J.,
2011), is absolutely necessary for this trade in
order to protect purchasers of the virtual en-
vironment, e-Commerce flawed or criminal
being punished (Tsalgatidou, A., Veijalainen,
J., 2000). Thus, Romania is falling slowly but
surely in the globalization process which
seeks to eliminate barriers in information dif-
ferent geographical and economic areas. The
e-commerce aims, worldwide, revolutioniz-
ing the traditional trade and national of that
country’s ability to adapt to whatever is cur-
rent in technical and economic.

Conclusions:

The evolution of the Internet and tech-
nology lead to the development of traditional
trade in the near future will be part of major
transformations. These changes are redefin-
ing global trade activity and the basic prin-
ciples of marketing.

Nowadays, electronic commerce is ap-
proached by more and more companies, see-
ing in this trade a substantial increase profit
opportunity. Worldwide, more and more
countries turn to e-commerce as an impor-
tant element in the economy of their own
governments.

We presented the concept of electronic
commerce, represented by transactions be-
tween a seller and a buyer, conducted via the
Internet. The emergence of this trade took
place in the late 1970’s, when a US pharma-
ceutical company achieved a form of B2B e-
commerce through a modem that allowed
hospitals to send commands.

The main advantages of e-commerce are
reducing execution time of transactions, re-
duced costs, supplier-customer relationship
better maintained. The main disadvantages
are the way people think about this trade and
their opposition to the transition from a real

I No. 22 ~ 2015



m Education, leadership, management and antreprenorial spirit M anager

shop in the virtual one.

Electronic commerce has emerged in
our country in 2004 and since then it can be
seen its evolution, particularly in purchasing
IT products.
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