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UNIT - I
E-commerce 
· Ecommerce, also known as electronic commerce or internet commerce, refers to the buying and selling of goods or services using the internet, and the transfer of money and data to execute these transactions. 
· Ecommerce is often used to refer to the sale of physical products online, but it can also describe any kind of commercial transaction that is facilitated through the internet. 
· Ecommerce refers to the paperless exchange of business information using the following ways –
· Electronic Data Exchange (EDI)
· Electronic Mail (e-mail)
· Electronic Bulletin Boards
· Electronic Fund Transfer (EFT)
· Other Network-based technologies
Features / Characteristics /Nature of E-commerce:
1. Non-Cash Payment
E-Commerce enables the use of credit cards, debit cards, smart cards, electronic fund transfer via bank's website, and other modes of electronics payment.
2. 24x7 Service availability 
E-commerce automates the business of enterprises and the way they provide services to their customers. It is available anytime, anywhere.
3. Advertising / Marketing 
E-commerce increases the reach of advertising of products and services of businesses. It helps in better marketing management of products/services.
4. Improved Sales 
Using e-commerce, orders for the products can be generated anytime, anywhere without any human intervention. It gives a big boost to existing sales volumes.
5. Support 
E-commerce provides various ways to provide pre-sales and post-sales assistance to provide better services to customers.
6. Inventory Management 
E-commerce automates inventory management. Reports get generated instantly when required. Product inventory management becomes very efficient and easy to maintain.
7. Communication improvement 
E-commerce provides ways for faster, efficient, reliable communication with customers and partners.
8. Universal
E-Commerce can be used from anywhere in the world and at any time. It has global reach due to its ubiquity nature.


9. Relationship management:
E-Commerce builds long term relationship with customers by offering superior customer value, better services and loyalty programs etc and this helps in boosting the business.
10. Distribution
E-Commerce allows electronic distribution of information, products, processes and services between businesses or online merchant and consumer.
11. Efficiency
E-Commerce improves the efficiency of business operation, saves time and money of customers with buying tips and leads in enhancing overall customer experience.
12. Transparency
E-Commerce follows universal standards and hence everything is transparent as all the details including its terms and conditions, policy and rules and regulation etc, are mentioned on their portals.
Advantages of E-Commerce
1. Using e-commerce, organizations can expand their market to national and international markets with minimum capital investment. An organization can easily locate more customers, best suppliers, and suitable business partners across the globe.
2. E-commerce helps organizations to reduce the cost to create, process, distribute, retrieve and manage the paper based information by digitizing the information.
3. E-commerce improves the brand image of the company.
4. E-commerce helps organization to provide better customer services.
5. E-commerce helps to simplify the business processes and makes them faster and efficient.
6. E-commerce reduces the paper work.
7. E-commerce increases the productivity of organizations. It supports "pull" type supply management. In "pull" type supply management, a business process starts when a request comes from a customer and it uses just-in-time manufacturing way.
8. It provides 24x7 support. Customers can enquire about a product or service and place orders anytime, anywhere from any location.
9. E-commerce application provides users with more options and quicker delivery of products.
10. E-commerce application provides users with more options to compare and select the cheaper and better options.
11. A customer can put review comments about a product and can see what others are buying, or see the review comments of other customers before making a final purchase.
12. E-commerce provides options of virtual auctions.



Disadvantages of E-Commerce:
1. Perishable products like fruits and other food items and high cost items like jewellery, antiques etc. are not possible to be inspected by the customers who are located at remote places.
2. Many businesses faces cultural and legal obesities inn conducting E-commerce
3. Some customers want to see the produce in person rather than seeing the internet and believe.
4. The legal environment in which E-commerce is conducted is full of unclear and conflicting laws.
Reasons for transacting online
1) They eliminate geographical boundaries. 
When a person travels to a different country or continent, they have to adapt what’s in their wallet. This may include exchanging currency, and even using a different credit card than they would typically use. Online payments eliminate the obstacles to participating in a global marketplace.
2) They’ve never been more convenient. 
Payment technology has evolved to the point that consumers can complete an online payment even if they don’t have a card or physical wallet on hand. In addition to the increasing popularity of mobile wallets, like Apple Pay, research by Javelin Strategy indicates that simpler forms of alternative funding (think PayPal or BillMeLater) remain well received by online consumers.  
3) They give consumers more time.  
Online payments aren’t just convenient in the sense of transaction speed — they eliminate the need for consumers to travel to a store, invest their time, and wait in line to pay.  
4) They provide an additional layer of purchase protection.  
Buying from a small business, whether in person or online, requires that customers establish some degree of trust with a merchant with whom they may have no previous experience.  Regardless of how clearly a business communicates its return, exchange, and customer satisfaction policies, there may be a sense of hesitancy for consumers. Online payments can overcome this obstacle.  When online payments are made using a credit card that guarantees the lowest price for a stated number of days, extends manufacturer warranties, and offers a cardholder the right to dispute a purchase, for example, the customer has peace of mind that they will be protected, regardless of the merchant’s policy.
5) They replicate their existing financial habits.  
Online banking has become a tool that more than half of Americans rely on to transfer funds, pay bills, and track their budgets, according to Pew Research Center.  Online payments replicate the financial habits and behaviors that have become the “new normal” for so many consumers.


Types of E-commerce
The term commerce refers to the trading of goods and/or services. E-commerce is a modern-day invention that facilitates the trading of goods and/or services through electronic means, or more precisely, the internet.  

E-commerce business models can generally be categorized into the following categories.
1. Business - to - Business (B2B)
2. Business - to - Consumer (B2C)
3. Consumer - to - Consumer (C2C)
4. Consumer - to - Business (C2B)
5. Business - to - Government (B2G)
6. Government - to - Business (G2B)
7. Government - to - Citizen (G2C)

1. Business - to - Business
A website following the B2B business model sells its products to an intermediate buyer who then sells the product to the final customer. As an example, a wholesaler places an order from a company's website and after receiving the consignment, sells the end product to the final customer who comes to buy the product at one of its retail outlets.
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2. Business - to - Consumer
A website following the B2C business model sells its products directly to a customer. A customer can view the products shown on the website. The customer can choose a product and order the same. The website will then send a notification to the business organization via email and the organization will dispatch the product/goods to the customer.
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3. Consumer - to - Consumer
A website following the C2C business model helps consumers to sell their assets like residential property, cars, motorcycles, etc., or rent a room by publishing their information on the website. Website may or may not charge the consumer for its services. Another consumer may opt to buy the product of the first customer by viewing the post/advertisement on the website.
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4. Consumer - to - Business
· In this model, a consumer approaches a website showing multiple business organizations for a particular service. 
· The consumer places an estimate of amount he/she wants to spend for a particular service. For example, the comparison of interest rates of personal loan/car loan provided by various banks via websites. A business organization who fulfills the consumer's requirement within the specified budget, approaches the customer and provides its services.
[image: C2B Model]
5. Business - to - Government
· Business-to-government (B2G) is a business model that refers to businesses selling products, services or information to governments or government agencies.
· B2G networks or models provide a way for businesses to bid on government projects or products that government might purchase or need for their organizations. This can encompass public sector organizations that propose the bids. 
· B2G activities are increasingly being conducted via the Internet through real-time bidding. 
· B2G is also referred to as public sector marketing.
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6. Government - to - Business
Governments use B2G model websites to approach business organizations. Such websites support auctions, tenders, and application submission functionalities.
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7. Government - to - Citizen
Governments use G2C model websites to approach citizen in general. Such websites support auctions of vehicles, machinery, or any other material. Such website also provides services like registration for birth, marriage or death certificates. The main objective of G2C websites is to reduce the average time for fulfilling citizen’s requests for various government services.
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Forces behind E-Commerce
E-Commerce is becoming popular, it is worthwhile to examine today’s business environment so let us understand the pressures it creates on organizations and the responses used by organizations.
1. Environmental factors that create Business Pressures:
Market, economical, societal and technological factors are creating a highly competitive business environment in which consumers are the focal point. These factors change quickly, sometimes in an unpredictable manner and therefore companies need to react frequently not only in the traditional actions such as lowering cost and closing unprofitable facilities but also innovative activities such as customizing products, creating new products or providing superb customer service.
· Economic Forces 
One of the most evident benefits of e-commerce is economic efficiency resulting from the reduction in communications costs, low-cost technological infrastructure, speedier and more economic electronic transactions with suppliers, lower global information sharing and advertising costs and cheaper customer service alternatives.
Categories of Economic Forces
1. Lower marketing costs: marketing on the Internet maybe cheaper and can reach a wider crowd than the normal marketing medium.
2. Lower sales costs: increase in the customer volume do not need an increase in staff as the sales function is housed in the computer and has virtually unlimited accessibility
3. Lower ordering processing cost: online ordering can be automated with checks to ensure that orders are correct before accepting, thus reducing errors and the cost of correcting them.
4. New sales opportunities: the website is accessible all the time and reaches the global audience which is not possible with traditional store front.

· Market Forces
· Strong competition between organizations, extremely low labor cost in some countries, frequent and significant changes in markets and increased power of consumers are the reasons to create market forces.
· Technology Forces
· The development of information and communications technology (ICT) is a key factor in the growth of ecommerce. For instance, technological advances in digitizing content, compression and the promotion of open systems technology have paved the way for the convergence of communication services into one single platform. This in turn has made communication more efficient, faster, easier, and more economical as the need to set up separate networks for telephone services, television broadcast, cable television, and Internet access is eliminated. 
· From the standpoint of firms/ businesses and consumers, having only one information provider means lower communications costs.
· Societal and environmental forces
To understand the role of E-commerce in today’s organizations, it becomes necessary to review the factors that create societal and environmental forces.
· Changing nature of workforce
· Government deregulations
· Shrinking government subsidies
· Increased importance of ethical and legal issues
· Increased social responsibility of organizations
· Rapid political changes
Applications of E-Commerce
The applications of E-commerce are used in various business areas such as retail and wholesale and manufacturing. The most common E-commerce applications are as follows:
1. Online marketing and purchasing
2. Retail and wholesale
3. Finance
4. Manufacturing
5. Online Auction
6. E-Banking
7. Online publishing
8. Online booking (ticket, seat.etc)

1) Online marketing and purchasing
Data collection about customer behavior, preferences, needs and buying patterns is possible through Web and E-commerce. This helps marketing activities such as price fixation, negotiation, product feature enhancement and relationship with the customer.


2) Retail and wholesale:
E-commerce has a number of applications in retail and wholesale. E-retailing or on-line retailing is the selling of goods from Business-to-Consumer through electronic stores that are designed using the electronic catalog and shopping cart model. Cybermall is a single Website that offers different products and services at one Internet location. It attracts the customer and the seller into one virtual space through a Web browser.
3) Finance:
Financial companies are using E-commerce to a large extent. Customers can check the balances of their savings and loan accounts, transfer money to their other account and pay their bill through on-line banking or E-banking. Another application of E-commerce is on-line stock trading. Many Websites provide access to news, charts, information about company profile and analyst rating on the stocks.
4) Manufacturing:
E-commerce is also used in the supply chain operations of a company. Some companies form an electronic exchange by providing together buy and sell goods, trade market information and run back office information such as inventory control. This speeds up the flow of raw material and finished goods among the members of the business community. Various issues related to the strategic and competitive issues limit the implementation of the business models. Companies may not trust their competitors and may fear that they will lose trade secrets if they participate in mass electronic exchanges.
5) Auctions:
Customer-to-Customer E-commerce is direct selling of goods and services among customers. It also includes electronic auctions that involve bidding. Bidding is a special type of auction that allows prospective buyers to bid for an item. For example, airline companies give the customer an opportunity to quote the price for a seat on a specific route on the specified date and time.
6) E-Banking:
Online banking or E- banking is an electronic payment system that enables customers of a financial institution to conduct financial transactions on a website operated by the institution, Online banking is also referred as internet banking, e-banking, virtual banking and by other terms. 
7) Online publishing:
Electronic publishing (also referred to as e-publishing or digital publishing) includes the digital publication of e-books, digital magazines, and the development of digital libraries and catalogs.
8) Online booking (ticket, seat.etc)
An Internet booking engine (IBE) is an application which helps the travel and tourism industry support reservation through the Internet. It helps consumers to book flights, hotels, holiday packages, insurance and other services online. This is a much needed application for the aviation industry as it has become one of the fastest growing sales channels.


Dynamics of World Wide Web and Internet  
WWW:
· WWW stands for World Wide Web. 
· A technical definition of the World Wide Web is: all the resources and users on the Internet that are using the Hypertext Transfer Protocol (HTTP).
· A broader definition comes from the organization that Web inventor Tim Berners-Lee helped found, the World Wide Web Consortium (W3C).
· The World Wide Web is the universe of network-accessible information, an embodiment of human knowledge.
· In simple terms, The World Wide Web is a way of exchanging information between computers on the Internet, tying them together into a vast collection of interactive multimedia resources.

Evolution of WWW
· The World Wide Web is a system of interlinked hypertext documents accessed via the Internet. With a web browser, one can view web pages that may contain text, images, videos, and other multimedia and navigate between them via hyperlinks.
· On March 12, 1989, Tim Berners- Lee, a British computer scientist and former CERN employee, wrote a proposal for what would eventually become the World Wide Web. The 1989 proposal was meant for a more effective CERN communication system but Berners- Lee eventually realised the concept could be implemented throughout the world. 
· Berners- Lee and Belgian computer scientist Robert Cailliau proposed in 1990 to use hypertext “to link and access information of various kinds as a web of nodes in which the user can browse at will”. In these ways the first web service was designed and tested and latterly confined as Word Wide Web.

[image: internet_technologies_tutorial]
1) Web 1.0:
· Web 1.0 was first implementation of the web and it lasted from 1989 to 2005. 
· It was define as web of information connections. 
· According to the innovator of World Wide Web, Tim Berners Lee considers the Web as “read-only” Web. 
· It provides very little interaction where consumer can exchange the information together but it was not possible to interact with the website. 
· Web 1.0 was referred as the first generation of World Wide Web which was basically defined as "It is an information space in which the items of interest referred to as resources are identified by global identifier called as Uniform Resources Identifiers (URIs)". 
· First generation Web was era static pages and content delivery purpose only. In other words, the early web allowed us to search for information and read it. There was very little in the way of user interaction or content contribution. 
2) Web 2.0 
· Web 2.0 is the second generation of web. 
· It was defined by Dale Dougherty in 2004 as a read-write web. The concept began with a conference brainstorming session between O’Reilly and Media live International. 
· The technologies of web 2.0 allow assembling and managing large global crowds with common interests in social interactions. 
· Web 2.0 is a web as a platform where users can leave many of the controls they have used in web 2.0. In other words, the user of web2.0 has more interaction with less control. 
· Web 2.0 is not only a new version of web 1.0 but it also implies to flexible web design, creative reuse, updates, collaborative content creation and modification in web 2.0 that should be considered as one of the outstanding feature of the web 2.0 is to support collaboration and to help gather collective intelligence rather Web 1.0.
3) Web 3.0 
· Web 3.0 was first coined by John Markoff of the New York Times and he suggested web 3.0 as third generation of the web in 2006. 
· Web 3.0 can be also stated as “executable Web”. 
· The basic idea of web 3.0 is to define structure data and link them in order to more effective discovery, automation, integration, and reuse across various applications.
· It is able to improve data management, support accessibility of mobile internet, simulate creativity and innovation, encourage factor of globalization phenomena, enhance customers’ satisfaction and help to organize collaboration in social web. 
· Web 3.0 is also known as semantic web. Semantic web was thought up by Tim Berners-Lee, inventor of the World Wide Web. There is a dedicated team at the World Wide Web consortium (W3C) working to improve, extend and standardize the system, languages, publications and tools have already been developed.  
Features of WWW:
1. HyperText Information System
2. Cross-Platform
3. Distributed
4. Open Standards and Open Source
5. Uses Web Browsers to provide a single interface for many services
6. Dynamic, Interactive and Evolving.
7. “Web 2.0”
Designing and Building E-commerce website
As basic fact of internet retailing is that all retail web sites are created equal as far as the “location” imperative of success in retailing is concerned. No site is any closer to its web customers and competitors offering similar goods and services may be only a mouse click away. This scenario makes it vital that businesses find ways to build customer satisfaction, loyalty and relationships, so customers keep coming back to their web stores. Thus, the key to e-tail success is to optimize several key factors such as selection and value, performance and service efficiency, the look and feel of the site, advertising and incentives to purchase, personal attention, community relationships and security and reliability.
E-commerce is the big business and has been for a long time. While E-commerce sites were once treated with suspicion by many internet users. it becomes as common as checking e-mail. While i'm sure there are some internet users out there who have never made an online purchase, they have getting rarer by the day.
As a designer, you can't afford to ignore good e-commerce design.
Some tips before creating your e-commerce website
1) Create your business plan
2) What are you selling?
3) Focus on your targetted market
4) How much money you want to invest in your e-commerce
Choosing your best web design tool:
After creating a business plan now ready to focus on your new step, it's time to start creating your e-commerce website. The first step is choosing the tools you want to use for design and code your website. You have to learn some technology like "HTML, PHP, ASP and CSS" You don't need to be a proficient in any of them to create a website on your own; you should atleast familiarize yourself with these technologies. There is an inclusive range of resources available at website.

Select your best platform for E-commerce:
When you are going for an online store there are lots of things to be kept in mind like one of the most important factors which platform is best for an e-commerce website. There are two main types with e-commerce platforms: hosted and self-hosted. Hosted means company will host your store while self-hosted means they will provide you with software but you have to get your own web hosting.

Unit – II
E-Payment System
E-commerce sites use electronic payment, where electronic payment refers to paperless monetary transactions. Electronic payment has revolutionized the business processing by reducing the paperwork, transaction costs, and labor cost. Being user friendly and less time-consuming than manual processing, it helps business organization to expand its market reach/expansion. Listed below are some of the modes of electronic payments −
· Credit Card
· Debit Card
· Smart Card
· E-Money
· E-Wallet
1. Credit Card
· In 1946 a banker named John Biggins had invented a ‘charge-it’ programme in which a salesperson could charge a sale to the bank for the customer.  
· American Express and Visa (originally the BankAmerica card) both released their first credit cards in 1958 to be followed shortly by many other competitors including MasterCard, the Discover Card and JCB.
· Payment using credit card is one of most common mode of electronic payment. 
· The size of most credit cards is 85.60 mm × 53.98 mm (​3 3⁄8 × ​2 1⁄8  inches) and rounded corners with a radius of 2.88–3.48 mm, conforming to the ISO/IEC 7810 ID-1 standard, the same size as ATM cards and other payment cards, such as debit cards
· Credit card is small plastic card with a unique number attached with an account. It has also a magnetic strip embedded in it which is used to read credit card via card readers. 
· When a customer purchases a product via credit card, credit card issuer bank pays on behalf of the customer and customer has a certain time period after which he/she can pay the credit card bill. It is usually credit card monthly payment cycle. Following are the actors in the credit card system.
· The card holder − Customer
· The merchant − seller of product who can accept credit card payments.
· The card issuer bank − card holder's bank
· The acquirer bank − the merchant's bank
· The card brand − for example, visa or Mastercard






Credit Card Payment Process
	Step
	Description

	Step 1
	Bank issues and activates a credit card to the customer on his/her request.

	Step 2
	The customer presents the credit card information to the merchant site or to the merchant from whom he/she wants to purchase a product/service.

	Step 3
	Merchant validates the customer's identity by asking for approval from the card brand company.

	Step 4
	Card brand company authenticates the credit card and pays the transaction by credit. Merchant keeps the sales slip.

	Step 5
	Merchant submits the sales slip to acquirer banks and gets the service charges paid to him/her.

	Step 6
	Acquirer bank requests the card brand company to clear the credit amount and gets the payment.

	Step 7
	Now the card brand company asks to clear the amount from the issuer bank and the amount gets transferred to the card brand company.


1. Debit Card
· Debit card, like credit card, is a small plastic card with a unique number mapped with the bank account number. 
· It is required to have a bank account before getting a debit card from the bank. 
· The major difference between a debit card and a credit card is that in case of payment through debit card, the amount gets deducted from the card's bank account immediately and there should be sufficient balance in the bank account for the transaction to get completed; whereas in case of a credit card transaction, there is no such compulsion.
· Debit cards free the customer to carry cash and cheques. Even merchants accept a debit card readily. Having a restriction on the amount that can be withdrawn in a day using a debit card helps the customer to keep a check on his/her spending.
· The size of ATM cards is 85.60 mm × 53.98 mm (3.370 in × 2.125 in) and rounded corners with a radius of 2.88–3.48 mm, in accordance with ISO/IEC 7810#ID-1, the same size as other payment cards, such as credit, debit and other cards. They also have a printed or embossed bank card number conforming with the ISO/IEC 7812 numbering standard.
1. Smart Card
· Smart card is again similar to a credit card or a debit card in appearance, but it has a small microprocessor chip embedded in it. 
· It has the capacity to store a customer’s work-related and/or personal information. 
· Smart cards are also used to store money and the amount gets deducted after every transaction.
· Smart cards can only be accessed using a PIN that every customer is assigned with. 
· Smart cards are secure, as they store information in encrypted format and are less expensive/provides faster processing 
· Mondex and Visa Cash cards are examples of smart cards.
1. E-Money
· E-Money transactions refer to situation where payment is done over the network and the amount gets transferred from one financial body to another financial body without any involvement of a middleman. 
· E-money transactions are faster, convenient and saves a lot of time
· Online payments done via credit cards, debit cards, or smart cards are examples of E-money transactions. Another popular example is e-cash. In case of e-cash, both customer and merchant have to sign up with the bank or company issuing e-cash.
1. E-Wallet
· E-Wallet is a prepaid account that allows the customer to store multiple credit cards, debit card and bank account numbers in a secure environment. This eliminates the need to key in account information every time while making payments. 
· Once the customer has registered and created E-Wallet profile, he/she can make payments faster.
1. Net banking
· This is another popular way of making e-commerce payments. 
· It is a simple way of paying for online purchases directly from the customer’s bank. 
· It uses a similar method to the debit card of paying money that is already there in the customer’s bank. 
· Net banking does not require the user to have a card for payment purposes but the user needs to register with his/her bank for the net banking facility. While completing the purchase the customer just needs to put in their net banking id and pin.
Digital Signature
· A digital signature guarantees the authenticity of an electronic document or message in digital communication and uses encryption techniques to provide proof of original and unmodified documentation.
· Digital signatures are used in e-commerce, software distribution, financial transactions and other situations that rely on forgery or tampering detection techniques.
· A digital signature is also known as an electronic signature.
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· A digital signature should not only be tied to the signing user, but also to the message.

How digital signatures work?
Digital signatures use public key infrastructure (PKI), which is considered the gold standard for digital identity authentication and encryption. PKI relies upon the use of two related keys, a public key and a private key, that together create a key pair to encrypt and decrypt a message using strong public key cryptography algorithms. 

Using both public and private keys that are generated using a mathematical algorithm to provide the signer with their own digital identity, a digital signature is generated and encrypted using that signer’s private key, and also a timestamp of when the document was signed using the key. These keys are normally stored safely thanks to the help of a trusted CA.
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Here is how sending a digital signature works:
· The sender selects the file to be digitally signed in the document platform or application.
· The sender’s computer calculates the unique hash value of the file content.
· This hash value is encrypted with the sender’s private key to create the digital signature.
· The original file along with its digital signature is sent to the receiver.
· The receiver uses the associated document application, which identifies that the file has been digitally signed.
· The receiver’s computer then decrypts the digital signature using the sender’s public key.


Payment Gateway
A payment gateway is a technology used by merchants to accept debit or credit card purchases from customers. The term includes not only the physical card-reading devices found in brick-and-mortar retail stores but also the payment processing portals found in online stores. However, brick-and-mortar payment gateways in recent years have begun accepting phone-based payments using Near Field Communication (NFC) technology.
How Payment Gateways Work
The payment gateway is a key component of the electronic payment processing system, as it is the front-end technology responsible for sending customer information to the merchant acquiring bank, where the transaction is then processed.
Payment gateway technologies are always evolving to reflect new consumer tastes and technical capacities. In the past, terminals would accept credit cards using magnetic strips, which would require paper signatures from the customer. With the development of chip technologies, the signature phase could be removed in favor of a personal identification number (PIN) entered directly into the payment gateway. Today, contactless purchases are also available, with many customers now using their phones as a payment device instead of plastic credit cards.
Of course, the architecture of a payment gateway will differ depending on whether it is an in-store gateway or an online payment portal. Online payment gateways will require application programming interfaces (APIs) that allow the website in question to communicate with the underlying payment processing network. In-store payment gateways will utilize a POS terminal that connects to the payment processing network electronically using either a phone line or an Internet connection.
Online Banking
· Online banking allows a user to conduct financial transactions via the Internet. Online banking is also known as Internet banking or web banking.
· Online banking offers customers almost every service traditionally available through a local branch including deposits, transfers, and online bill payments. Virtually every banking institution has some form of online banking, available both on desktop versions and through mobile apps.
Understanding Online Banking
· Online banking requires a computer or other device, an Internet connection, and a bank or debit card. In order to access the service, clients need to register for their bank's online banking service. In order to register, they need to create a password. Once that's done, they can use the service to do all their banking.
· Banking transactions offered online vary by the institution. Most banks generally offer basic services such as transfers and bill payments. Some banks also allow customers to open up new accounts and apply for credit cards through online banking portals. Other functions may include ordering checks, putting stop payments on checks, or reporting a change of address.
· Checks can now be deposited online through a mobile app. The customer simply enters the amount before taking a photo of the front and back of the check to complete the deposit.
IMPORTANCE OF E-BANKING:
E banking provides many advantages for banks and customer’s .e-banking has made life much easier and banking much faster for both customers and banks.
Main advantages are as follows.
· It saves time spent in banks
· It provides ways for international banking.
· It provides banking throughout the year 24/7 days from any place have internet access.
· It provides well-organized cash management for internet optimization
· It provides convenience in terms of capital, labour, time all the resources needed to make a transaction.
· It provides some security and privacy to customers, by using state-of-the-art encryption and security technologies.
Electronic funds transfer (EFT)
· An electronic funds transfer (EFT), or direct deposit, is a digital movement of money from one bank account to another. These transfers take place independently from bank employees. As a digital transaction, there is no need for paper documents. 
· EFT has become a predominant method of money transfer since it is a simple, accessible, and direct method of payment or transfer of funds. 
· As businesses increase their usage of EFT, paper checks become obsolete due to expense, slower expedition, and overall effort. 
Electronic Fund Transfer Process
An EFT transfer is usually very straight forward. There are two parties: the sender of funds, and the receiver of funds. Once the sender initiates the transfer, the request channels through a series of digital networks originating from either the internet or a payment terminal, to the sender’s bank, and then to the receiver’s bank. Senders can be anyone from an employer, to a business, to an individual paying a vendor for a service such as electricity. Likewise, recipients can be entities like employees, goods suppliers, retailers, and utility companies. Most payments are cleared, that is complete, within a couple days. 

Types of EFT Payments
EFT payment methods vary. Every method of EFT offers ease and fast delivery, which is why it’s become so popular. While EFT is preferred worldwide, it’s important to know the various ways one can take part in EFT payments. Here are the most common types of EFT:
0. Electronic Checks
0. Direct Deposit
0. Phone Payments
0. ATM Transactions
0. Card Transactions
0. Internet Transactions



Automated Clearing House (ACH)
The Automated Clearing House network, also known as ACH, is a channel run by the National Automated Clearing House Association (NACHA), which transfers funds electronically from one place to another. The NACHA operates to facilitate the growth of electronic payments throughout the US for payroll, direct deposit, consumer bills, tax payments, and more.
ACH transactions share similarities with paper-based checks; however, the primary difference is that the payment is completed digitally. Therefore, they are often referred to as:
1. Electronic funds transfers (EFTs)
2. eChecks
Automated Ledger Posting
The repetitive and cumbersome task of ledger maintenance has been simplified with the emergence of Automated Ledger Posting. A server at every branch contained the entire database and it was soon realized that it would be more fruitful to have the total database at a central location and create a wide area network. This type of system required a lot of redundancy to ensure 24x7 availability to the customers
RISK OF E-PAYMENTS
1. From Customer's Perspective:
· Stolen Payment credentials and passwords.
· Dishonest merchants for financial service providers.
· Disputes over quality of services and products.
Fraud
Electronic payment systems are prone to fraud. The payment is done usually after keying in a password and sometimes answering security questions. There is no way of verifying the true identity of the maker of the transaction. As long as the password and security questions are correct, the system assumes the right person. If this information falls into the possession of fraudsters, then they can defraud the money.
Impulse Buying
Electronic payment systems encourage impulse buying, especially online and customers are likely to make a decision to purchase an item they find on sale online, because it will cost just a click to buy it through credit card. 
Impulse buying leads to disorganized budgets and is one of the disadvantages of electronic payment systems.
0. From Merchant's Perspective:
· Forget payment.
· Insufficient funds in customers account.
· Slow Financial service providers.
0. From Financial Service Providers Perspective:
· Stolen customer or service credentials.
Tax Evasion
Businesses are required by law to provide records of their financial transactions to the government so that their tax compliance can be verified. Electronic payment however can frustrate the efforts of tax collection. Unless a business discloses the various electronic payments it has made or received over the tax period, the government may not know the truth, which could cause tax evasion.
Payment Conflict
Payment conflicts often arise because the payments are not done manually but by an automated system that can cause errors. This is especially common when payment is done on a regular basis to many recipients. If you do not check your pay slip at the end of every pay period, for instance, then you might end up with a conflict due to these technical glitches, or anomalies.













 





















Unit-III
On-line Business Transactions 
An electronic transaction is the sale or purchase of goods or services, whether between businesses, households, individuals, governments, and other public or private organizations, conducted over computer mediated networks. The goods and services are ordered over those networks, but the payment and the ultimate delivery of the good or service may be conducted on or off-line

A mobile e-Commerce transaction is an e-Commerce transaction that is initiated and performed using a mobile device, such as a mobile phone or a laptop, over a wireless access network or a short-range wireless link.

Any sort of business transaction conducted electronically is e-commerce.
Examples: 
Online shopping, Electronic payments, Online Auctions, Internet banking, Online ticketing
Advantages:
1. Flexibility for customers
2. Faster response to buyer/market demands
Disadvantages
1. Limited customer service
2. No instant gratification
3. No ability to touch and see a product
4. Delivery time
5. Security issues

E-commerce Applications in Various Industries
0. Banking
Online banking or E- banking is an electronic payment system that enables customers of a financial institution to conduct financial transactions on a website operated by the institution, Online banking is also referred as internet banking, e-banking, virtual banking and by other terms. 
0. Insurance
An increasing number of companies offer insurance policies such as auto, housing life or health at a discount through internet
Ex: www.licindia.in, www.hdfcinsurance.com
0. Payment of Utility Bills
Electronic Bill Payment & Presentment is a process used by companies to collect payments via the internet, direct dial access, ATM or other electronic method. Electronic Bill Payment & Presentment is a core component of financial institutions online banking offerings. There are typically two types of EBPPs
1. Biller-direct
2. Bank aggregator
Biller-direct:
Biller-direct refers to electronic billing offered directly the company providing the good or service. Biller-direct system, which were originally created by large utilities to facilitate routine payment of utility bills, but which are increasingly being used by other billers
Bank-aggregator
Bank-aggregator refers to paying multiple bills electronically through your bank. Consolidators which attempt to aggregate all bills for consumers in one place and ideally permit one-stop bill payment.

As a part of online banking system most large banks will offer these bill payment services and some form of DBP as a part of their online banking system. If you have computer and internet connection than you are able to do the any kind of business transaction easily through E-banking facility
0. On-line Marketing
· Online marketing is advertising and marketing the products or services of a business over Internet.
· Online marketing relies upon websites or emails to reach to the users and it is combined with e-commerce to facilitate the business transactions. In online marketing, you can promote the products and services via websites, blogs, email, social media, forums, and mobile Apps.
· Online marketing is also termed as Internet marketing, Web marketing, or simply, OLM.
0. E-Tailing
· Electronic retailing (E-tailing) is the sale of goods and services through the Internet. E-tailing can include business-to-business (B2B) and business-to-consumer (B2C) sales of products and services.
· E-tailing requires companies to tailor their business models to capture Internet sales, which can include building out distribution channels such as warehouses, Internet webpages, and product shipping centers.
· Notably, strong distribution channels are critical to electronic retailing as these are the avenues that move the product to the customer.
Types of Electronic Retailing (E-tailing)
1) Business-to-Consumer (B2C) E-Tailing
Business-to-consumer retailing is the most common of all e-commerce companies and the most familiar to most Internet users. This group of retailers includes companies selling finished goods or products to consumers online directly through their websites. The products could be shipped and delivered from the company's warehouse or directly from the manufacturer. One of the primary requirements of a successful B2C retailer is maintaining good customer relations.
2) Business-to-Business (B2B) E-tailing
Business-to-business retailing involves companies that sell to other companies. Such retailers include consultants, software developers, freelancers, and wholesalers. Wholesalers sell their products in bulk from their manufacturing plants to businesses. These businesses, in turn, sell those products to consumers. In other words, a B2B company such as a wholesaler might sell products to a B2C company.
Features of E-tailing
Whether it is conventional brick and mortar retail store or extension of the existing business or a new start-up, there are many advantages from e-tailing. E-tailing provides lots of opportunities to all types of retailers. 
0. Price and selection: 
Online shopping provides quick deals for many items with many different vendors. E-tailing provides the facilities of online price comparison which makes selection quite easy and fast. 
0. Opportunities to reach new markets: 
E-retailing gives retailers an opportunity to reach new markets which is physically not possible. 
0. Provides home shopping experience: 
E-Retailing overcomes some limitations of the traditional formats. For instance the customers can shop with the ease and comfort of their homes
0. Extension to leverage: 
For the existing retailers, it is an extension to leverage their skills and grow revenues and profits without creating new business. 
0. Valuable insights: 
E-commerce software also traces the customers’ activities on the internet. It enables e-retailers to gain valuable insights to the customers shopping behaviour. 
0. 24 hours shopping: 
Online stores are usually available 24 hours a day. Many customers who have internet access both at work and at home go for online shopping. Moreover, increasing fuel costs, large mall crowds and time constraints are motivating buyers to shop online. Retailers can get the order from any customer living any place at any time of the day. E-tailing removes the barriers of time and space. 
0. Reasonable cost: 
E-Commerce channels are definitely efficient and they are highly cost-effective retailers. Retailers do not have to pay a heavy price (rent) for shops in costly shopping malls.
Problems of E-Retailing 
The online retailing (e-retailing) process suffers from various drawbacks.
1) It lacks an emotional shopping experience that the customer can get in a personal shopping store. 
2) It is exposed to intangible merchandise (i.e., virtual display of merchandise). Therefore, it does not provide sensory support to the customer. The customer cannot hold, smell, feel, or try the product. 
3) Online customers are reluctant to part with their credit card debit cards or net banking details on net, fearing they may be misused. It arises security issues. Customers are not yet convinced about the foolproof status of this method. 
4) It provides impersonal services which the Indian customers are not exposed to. They are rather used to the tangible personalised services which they may miss in online retailing services. 
5) It is lacking in family shopping experience. The Indian customers enjoy shopping at the weekends, and particularly during festive seasons and marriage occasions. 
6) There is always a sense of fraud in the mind of customers while shopping online as customers are unable to inspect the product before purchase.


Online Services
Digitalisation has brought great changes to commerce and service structures. Customer service and sales take place in multiple channels as the customer experience reaches from the internet and social media to the bricks-and-mortar shop. Your company's online services, online shop and customer service must mesh seamlessly when it comes to personnel, processes and tools. Solita helps you to design, implement and develop online services and shops that provide excellent customer experience and new competitive advantage.
1. Online Financial Service:
· Digital Financial Services (DFS) include a broad range of financial services accessed and delivered through digital channels, including payments, credit, savings, remittances and insurance. 
· Digital channels refers to the internet, mobile phones, ATMs, POS terminals etc. 
· DFS concept includes mobile financial services (MFS). 
· MFS is the use of a mobile phone to access financial services and execute financial transactions. 
· Includes both transactional services and non-transactional services 
· MFS include M-Banking, M-payments, M-money. 
· M-Money is a mobile based service facilitating electronic transfers and other transactional and non-transactional services using mobile networks 
· M-Banking is the use of a mobile phone to access banking services and execute financial transactions. – Often used to refer only to customers with bank accounts.
2. Online Travel Service
An online travel agency (OTA) is a web-based marketplace that allows consumers to research and book travel products and services, including hotels, flights, cars, tours, cruises, activities and more, directly with travel suppliers
3. Auction
· E-commerce is direct selling of goods and services for customer to customer. It also includes electronic auctions which is called bidding. Bidding is a special type of auction that allows prospective buyers to bid for an item. 
· For example, airline companies give the customer an opportunity to quote the price for a seat on a specific route on the specified data and time.
· Online auctions uses traditional auctions format and usually it involves multiple bidder participation. In this process, bidders and sellers buy and sell tangible and intangible products and services. Starting bids are low but increase at steady rates to meet market demand and item popularity. The time span of an online auction ranges from one to 10 days for items offered 24/7 worldwide. Online auctions are a widely accepted business model for the following reasons
1) It is from fixed timings
2) It has flexible time limit
3) No geographical limitations
4) Offers highly intensive social interactions.
5) Includes a large numbers of sellers and bidders, which encourages a high-value online business.
6) Online auctions include business to business(B2B), business to consumer(B2C), and consumer to consumer(C2C) auctions.
7) Ebay is the best example of an auction site that uses all three methodologies.
4. Online portal
· A portal is a web-based platform that collects information from different sources into a single user interface and presents users with the most relevant information for their context. Over time, simple web portals have evolved into portal platforms that support digital customer experience initiatives.
· In the face of the vast amount of information available online, the easiest way for the average user to discover information was through a human-curated content hub, known as a portal. 
· Portals could display selected content in order to provide a custom experience for users.
· Here portals are like doorways on the Internet. Online portals search information from a wide variety of sources and even from other internet users. Portals also offer variety of services at a single place.
· E-commerce portals enable people and businesses to sell and purchase a variety of products or services through the internet and it offers the various other features of a portal. There are mainly two types of E-commerce portals
· Business to Business E-commerce portals(B2B) and Business to Consumer(B2C)
· Business to business portals means online selling and buying any kind of products in between business to business. In this portals companies direct deal services with each other and fix every dealing with the help of commerce portals.
· Business to Consumer portals of e-commerce is the portal of online selling and buying products between companies and consumers. Consumers are able to purchase and sell their products directly with the help of B2C portals.
· If the company want to promote brand and products. B2C is the great way. It allows consumers to have a better understanding of the product with information about the product, price tags, pictures, consumer reviews,etc
· Examples of portals, particularly those that use a login experience, abound in most industries:
· Patient Portals
· Government Portals
· Intranets/Extranets/Workplace Portals
· Knowledge Management Portals
· Student Portals
· Vendor Portals
5. Online learning
· Online learning is a method of education whereby students learn in a fully virtual environment. 
· First introduced in the 1990s with the creation of the internet and utilized in distance learning, online learning  is most prevalent in higher education, enabling students from different geographical areas to engage with an academic institution and other students online and learn flexibly, at their own pace, while working towards a degree or certificate.
· Online learning refers to an internet-based learning environment that can connect students of diverse backgrounds who boast different perspectives. 
· A higher education institution will use a learning management system, or LMS, to facilitate online learning, which can take the form of asynchronous learning  or synchronous learning


Advantages of online learning include: 
1. Convenience: 
24/7 access from any online computer; accommodates bus schedules; no commuting, no searching for parking. 
2. Enhanced Learning: 
Research shows increased depth of understanding and retention of course content; more meaningful discussions; emphasis on writing skills, technology skills, and life skills like time management, independence, and self-discipline. 
3. Leveling of the Playing Field: 
Students can take more time to think and reflect before communicating; shy students tend to thrive online; anonymity of the online environment. 
4. Interaction: 
Increased student-to-teacher and student-to-student interaction and discussion; a more student-centered learning environment; less passive listening and more active learning; a greater sense of connectedness, synergy 
5. Innovative Teaching: 
Student-centered approaches; increased variety and creativity of learning activities; address different learning styles; changes and improvements can translate to on-ground courses as well 
6. Improved Administration: 
Time to examine student work more thoroughly; ability to document and record online interactions; ability to manage grading online
7. Outreach: 
Give students options; reach new student markets; appeal to current students thus increasing enrollments
6. Online Publishing
· Web publishing, or "online publishing," is the process of publishing content on the Internet. It includes creating and uploading websites, updating webpages, and posting blogs online. The published content may include text, images, videos, and other types of media.
· In order to publish content on the web, you need three things: 
· web development software, 
· an Internet connection, and 
· web server. 
· Most blogs are published on public web servers through a free service like Blogger.
· The content meant for web publishing can include text, videos, digital images, artwork, and other forms of media.
· Publishers must possess a web server, a web publishing software, and an Internet connection to carry out web publishing.
· Web publishing is also known as online publishing.
7. Online Entertainment
· The merging of e-commerce and entertainment represents a transformation of the online marketing world. Online games and entertainment were once the domain of websites aimed at children or young gamers, there are rapidly becoming a vital component of effective online marketing strategies.
· Retailers must start thinking outside the box when it comes to entertainment.



8. Online shopping
· Online shopping or e-shopping is searching for and purchasing goods and services over the Internet through the use of a web browser. 
· The main attraction of online shopping is that consumers can find and purchase items they need without ever leaving the house. 
· Today, almost anything can be purchased through online shopping, amounting to billions of dollars a year in sales.
· Alternative names are: e-web-store, e-shop, e-store, Internet shop, web-shop, web-store, online store, online storefront and virtual store. 
· The largest of these online retailing corporations are Alibaba, Amazon.com, and eBay.
· In 1994, several years after the launching of the World Wide Web, online transaction systems, including banking and shopping, started emerging. 
· The first shopping transactions were completed through NetMark and Internet Shopping Network in 1994, beginning the online shopping boom. Amazon.com and eBay launched their websites in 1995, offering online shopping options for customers.
1) Amazon.com
It is the world's largest online retailer and a prominent cloud services provider. The company was originally a book seller but has expanded to sell a wide variety of consumer goods and digital media as well as its own electronic devices, such as the kindle e-book, kindle fire table and fire TV, a streaming media adapter.
2) Snapdeal.com:
Snapdeal.com is an online marketplace, featuring a wide assortment of products across categories like Mobiles, Electronics, Fashion accessories, Apparel, Sports, Books and services Like Restaurants, Spas. 
3) Alibaba.com
Alibaba's is china's and by some measures, the world's biggest online commerce company. Its three main sites are Taobao and Alibaba.com have hundreds of millions of users and host millions of merchants and businesses. Alibaba handles more business than any other e-commerce company. Transactions on its online sites totalled $248 billion last year, more than those of ebay and Amazon.com combined
4) Flipkart.com
Flipkart is a singaporean company which operates on India and has its headquarters at Bangalore. It was founded in 2007 by Sachin Bansal and Binny Bansal.










Unit-IV:
1Q). WRITE THE STRUCTURE OF HTML DOCUMENT
Ans: The structure of HTML contains 
1) <!DOCTYPE>
It defines the document type or it instruct the browser about the version of HTML.
2) <html>
This tag informs the browser that it is an HTML document. Text between html tag describes the web document. It is a container for all other elements of HTML except <!DOCTYPE>
3) <head>
It should be the first element inside the <html> element, which contains the metadata(information about the document). It must be closed before the body tag opens.
4) <title>: 
As its name suggested, it is used to add title of that HTML page which appears at the top of the browser window. It must be placed inside the head tag and should close immediately. (Optional)
5) <body>
Text between body tag describes the body content of the page that is visible to the end user. This tag contains the main content of the HTML document. The Body tag contains the attributes.
<Body [bgcolor/background] [Alink] [Vlink] [Link] [Scroll] [Text] [leftmargin][rightmargin][topmargin] >
    		-----------------
	          ------------------
</Body>
 Attributes:
· Bgcolor: This attribute is used to change the background color of a page.
· Background: This attribute is used to set a background image on a page.
· Hyperlink colors 
Three attributes are used for changing the color of a hyperlink, where the color depends on the current state of the hyperlink. The three possible states are unvisited, visited and currently thinking of visiting. These are defined as follows -
1) Link 
Unvisited links, the color value assigned to link sets the color for all unvisited hyperlinks in the HTML document.
2) Alink 
A hyperlink the user is thinking of visiting. The Alink stands for active hyperlink.  The color value assigned to ALINK sets the color of a hyperlink that the user has mouse over and depressed the mouse button on.
3) Vlink  
Visited links, the color value assigned to VLINK sets the color for all visited hyperlinks that is hyperlinks the user has already explored.
4) Scroll: This attribute turns the scroll bars on or off. The default value is yes.
5) Text
This attribute sets the text color for the document. Its value can either be a browser dependent named color or a color specified in the hexadecimal format.
6) TopMargin 
This Internet explorer-specific attribute sets the top margin for page in pixels, overriding the default margin. When set to 0 or "", the top margin will be exactly on the top edge of the window or frame.
7) Right Margin 
This Internet explorer-specific attribute sets the right margin for page in pixels, overriding the default margin. When set to 0 or "", the right margin is the right edge of the window or frame.
8) Left Margin 
This Internet explorer-specific attribute sets the left margin for page in pixels, overriding the default margin. When set to 0 or "", the left margin is the right edge of the window or frame.

Syntax – <HTML>
                 <HEAD> 
<TITLE> Title for Page </TITLE>
                </HEAD>
             <BODY>
                     			          -------------
                               -------------
                		  </BODY>
           			</HTML>
3Q) WRITE ABOUT HORIZONTAL RULE?
Ans: Horizontal lines are produced using the horizontal rule tag, <HR>; To draw a horizontal line all the way across the browser's window. The horizontal rule tag has several attributes that are supported by most browsers. They are width, size, noshade and align. 

The width attribute is used to specify how wide the horizontal line should be. The default draws a line that crosses the enter width of the browser window. The width attribute's value can be specified either as a percentage of the browser window's width, or as a fixed number of pixels. Depending on how you are using the horizontal rule tag, one method may be preferable to the other.

The size attribute allows you to define a taller (thicker) line. Use the NOSHADE attribute, which functions like as witch and has no Value.

<HR [WIDTH] [SIZE][SHADE][NOSHADE]>


3Q) Write about List Tags?
Ans: HTML Lists are used to specify lists of information. All lists may contain one or more list elements. There are three different types of HTML lists:
1. Ordered List or Numbered List (ol)
2. Unordered List or Bulleted List (ul)
3. Description List or Definition List (dl)

1. ORDERED LISTS: 
· HTML Ordered List or Numbered List displays elements in numbered format. 
· The HTML ol tag is used for ordered list. 
· We can use ordered list to represent items either in numerical order format or alphabetical order format, or any format where an order is emphasized. 
· By default the items in an ordered list are numbered using Arabic numbers. The ordered list tag contains an attribute TYPE, it can used take the values as A,B..., a,b,..,I,I,....,i,ii... There can be different types of numbered list:
· Numeric Number (1, 2, 3)
· Capital Roman Number (I II III)
· Small Romal Number (i ii iii)
· Capital Alphabet (A B C)
· Small Alphabet (a b c)
Syn: <OL [TYPE]>
 		<LI> Message
 	<LI> Message
<LI> Message
        </OL>
2. UNORDERED LIST:
· HTML Unordered List or Bulleted List displays elements in bulleted format. 
· We can use unordered list where we do not need to display items in any particular order. 
· The HTML ul tag is used for the unordered list. The TYPE attribute is used to make the values as square, circle and disk. There can be 4 types of  bulleted list:
· disc
· circle
· square
· none
Syn:  	
<UL [TYPE]>
 	 	<LI> Message
 		<LI> Message
	 	<LI> Message
 	</UL>
3. DEFINITION LISTS:
· Definition lists are unordered lists in which each item has two parts - a term, and its corresponding definition. The beginning and ending tags for the definition list are <DL> and </DL> respectively.
· Instead of using a list item tag for each item, the term portion requires a data term tag, <DT>. The definition portion uses a data definition tag <DD> The corresponding ending tags for the definition term and data definition tags are </DT> and </DD> respectively
Syn: 	<DL>
 			     <DT>Term-1
 		           		  <DD> Data Definition
			     <DT> Term-2
 			             <DD> Data Definition
</DL>
4Q) Write about Formatting tags
Ans:  HTML Formatting is a process of formatting text for better look and feel. HTML provides us ability to format text without using CSS. There are many formatting tags in HTML.  In HTML the formatting tags are divided into two categories:
1) Physical tag/Syntactic based style tags: These tags are used to provide the visual appearance to the text.
2) Logical tag/Semantic based style tags: These tags are used to add some logical or semantic value to the text.

1. Physical tag/Syntactic based style tags
In contrast to semantic based style types, syntactic based style types allow you to tell the browser specifically how you want the text to appear. In the syntactic based style types, the HTML programmer must describe all the formatting details. Here we present the most important syntactic based style types are
	Tag
	Description

	bold tag
	It is used to make text in bold face. The bold tag <b>  ends with its ending tag </b>
Syn: <b> message </b>

	italics tag:
	It is used to make the text to be italics. The italic tag <i> ends with </i> 
Syn: <i> message </i>

	Strike tag:

	It is used for crossing out a word by having a line drawn through it. The strike tag <strike> with its ending tag </strike>

	subscript tag
	It is used to make a selected text or character to be subscript. The subscript tag <sub> ends with </sub>  
Syn: <sub> Message </sub>

	superscript tag
	It is used to make a selected text or character to be superscript. The superscript tag <sup> ends with </sup>  
Syn: <sup> Message </sup>

	underline tag
	It is used to make a selected text to be underlined. The underline tag <u> ends with </u>

	Blink tag
	It is used create flashing text. The blink tag <blink> ends with </blink>  
Syn: <blink> message </blink>


2. Logical tag/Semantic based style tags
In which HTML tags are used to indicate the content of the text. A number of most important semantic based style types are 
	Tag
	Description

	Emphasis tag
	It is used for highlighting text. The emphasis tag <em> with its ending tag </em>
Syn: <em> message </em>

	Citation tag:
	It is used to specify a reference. A collection of citation creates a bibliography. Using citation tag facilitates that collection. Since every reference is bracketed between <cite> and </cite>
Syn: <cite> message </cite>

	Strong tag:

	It is used to indicate an even higher level of emphasis. The strong tag <strong> with its ending tag
Syn: <strong> message</strong>

	Address tag
	It is used to indicate an address. If used throughout a series of web apges, it is easy to automate the process of developing an address book for the pages. The address tag <address> with ending tag </address>
Syn: <Address> Message </address>

	Kbd tag
	It is used to delineate key board input. The keyboard tag <kbd> with ending tag</kbd>
Syn: <kbd> message </kbd>

	Variable tag
	It is used to indicate an expression as a sequence of letters that has a number of different possible values. The variable tag <var> with ending tag </var>
Syn: <var> message </var>

	Big tag
	It plays the opposite role of an the small tag. The tag <big> with closing tag </big>
Syn: <big> message </big>

	Small tag
	The text appearing in this tag is made proportionately smaller than the surrounding text.
Syn:<small> message</small>



5Q) Write about HTML Tables?
Ans: 
Tables can be used for more than just displaying a table of data. Table can also be used as a formatting tool. The data in a table can be text or images. Because many HTML documents rely less on text than their printed equivalents, Web-based table have become an important way to structure document. 

A table represents information in a tabular way, like a spreadsheet distributed across a grid of rows and columns. In web pages using an element called <TABLE> tag and its end with a <TABLE> can create tables. 

A table can contain a variety of row and column definitions within. To define rows in a table an element, <TR> and it ends with a </TR>, Within a table row an element either <TH> or <TD> tag should be used. All these tags should be enclosed with in table tag.

Syntax:
<TABLE [BACKGROUND] [BGCOLOR] [BORDER] [BORDERCOLOR]>
<CAPTION [ALIGN] > CAPTION TEXT </CAPTION>
	<TR [ALIGN] [VALIGN]>
  	   	<TH> DATA </TH>
  	   	<TH> DATA </TH>
	</TR>
	<TR [ALIGN] [VALIGN]>
  	   	<Td> DATA </Td>
  	   	<Td> DATA </Td>
	</TR>
</TABLE>

Table Attributes
1. Bgcolor: This attribute is used to change the background color of a page.
2. Background: This attribute is used to set a background image on a page.
3. Border - This attribute sets the width of the border around table in pixels. Generally is assumed to this attribute, i.e no border will appear.
4. Bordercolor - This attribute specifies a color for the table's border. 
Table Row Attributes
Align - The Align attribute sets the horizontal spacing for cells on the rows and can be one of the following: left, right or justify.
Valign – The Valign attribute sets the vertical placement of information in the cell and takes one of these values: top, middle or bottom.
Table Data Attributes -
 	Rowspan & Colspan 
These attributes determine its capability to merge with an adjacent cell. The Rowspan and Colspan attributes are used to combine adjacent cells into larger cells. It's important to note that when these attributes are used, the adjacent cells aren't eliminated; they're just "hidden" while the acquiring cell uses their space.
6Q. Write about Image Tag
Ans: The IMG tag allows you to display inline images on your web page. The term inline simply means that an image is inserted at a particular location, "inline", with a web page.

The most commonly used image format for inline images is the GIF format. All the current graphic web browser should be able to display GIF images as inline images. Not all current graphical web browsers support the JEP graphics format, which provides file compression and more colors than GIF. The IMG tag is an empty or stand-alone, document element.
Syn: 
<IMG [SRC] [ALT][ALIGN][HEIGHT][WIDTH] [USEMAP]>
      		<MAP [NAME]>
 <AREA [SHAPE] [COORDS] [HREF]>    
<AREA [SHAPE] [COORDS] [HREF]>    
       		</MAP>  
</IMG>

Attributes:
1. SRC Attribute:  
The SRC attribute used to specify the image filename which we want to insert on web page.
2. Alt Attribute: 
The ALT attribute to provide an alternative to an image in the case of someone using a text-only browser or using a graphical browser with images turned off. The capability of turning off the display of images to help pages load faster.
3. Align Attribute: 
The Align attribute allows you to position an inline image relative to the line of text that it is on. All current graphical web browsers recognize these values: "top", "middle" and bottom
4. Height and width Attributes
The height and width of an inline image can be specified. Normally, a web browser has to download an image before it allocates space for it on a web page. This means that if you have a relatively large graphic, everything else has to wait until the image downloads. If you set the dimensions of the graphic using the HEIGHT and WIDTH attribute of the IMG tag, the browser can allocate space for the graphic, and then display the remainder of the page without waiting for the graphic to download completely.
5. USEMAP
The USEMAP attribute tells the browser that it's dealing with an imagemap and then directs the browser to where coordinate and URL information for this imagemap can be found. The named anchor will be a MAP element, which consists the same information as a text-based menu, plus a definition of the area on the image map that will active them. The value of USEMAP must be same as the value of NAME in the MAP element.

MAP TAG
MAP elements are contained within the body of the document and have only one attribute, NAME. The Name attribute identifies the particular MAP element referenced with the USEMAP attribute.
AREA TAG: 
The AREA element is used within the MAP to delineate a hyperlink and the shape and coordinates of its corresponding hot spot in the image.
 	<MAP [NAME]>
 	<AREA [SHAPE] [COORDS] [HREF]>
 	<AREA [SHAPE] [COORDS] [HREF]>
	<AREA [SHAPE] [COORDS] [HREF]>
 	<AREA [SHAPE] [COORDS] [HREF]>
 	</MAP>





7Q) Write about Hyperlinks 
		Or
	Write about Anchor Tag
Ans: 
A webpage can contain various links that take you directly to other pages and even specific parts of a given page. These links are known as hyperlinks. 

Hyperlinks allow visitors to navigate between Web sites by clicking on words, phrases, and images. Thus you can create hyperlinks using text or images available on a webpage.

A link is specified using HTML tag <a>. This tag is called anchor tag and anything between the opening <a> tag and the closing </a> tag becomes part of the link and a user can click that part to reach to the linked document. 

The anchor tag, <A> and </A> is the mechanism by which hyperlinks are placed in hypertext documents. The term "anchor" is used because it indicates the static positioning of a hyperlink.  

Hyperlinks can be set on text, images, mailto hyperlinks and hyperlinks that point inside a document. There are different types of hyperlinks. They are –
· Links to other HTML documents:
These are by far the most commonly used links on the web. They allow you to jump from one web page to another, as well as to anything else that has an address on the next, such as Gopher files, FTP archives, and images.

 		Syn:  <a [name] [href] [target]>Link Text</a>
· Links to other places in the same HTML document -
These links allow you to jump from one place in the same web page to another point on the same web page. Many web pages have directories or table of contents at the beginning of the page, allowing you to decide which part of the page you would like to view. You just have to click the link to jump to that section of the page or document.

 		Syn:	<A href="#anchorname"> Message </A>

· E-mail link
HTML <a> tag provides you option to specify an email address to send an email. While using <a> tag as an email tag, you will use mailto: email address along with href attribute. Following is the syntax of using mailto instead of using http.
  	Syn:	<a href = "mailto: abc@example.com">Send Email</a>


The target Attribute
This attribute is used to specify the location where linked document is opened. Following are the possible options −
	S.No
	Option
	Description

	1
	_blank
	Opens the linked document in a new window or tab.

	2
	_self
	Opens the linked document in the same frame.

	3
	_parent
	Opens the linked document in the parent frame.

	4
	_top
	Opens the linked document in the full body of the window.

	5
	Targetframe
	Opens the linked document in a named targetframe.



8Q) What is html comment?
Ans:
· Comment is a piece of code which is ignored by any web browser. 
· It is a good practice to add comments into your HTML code, especially in complex documents, to indicate sections of a document, and any other notes to anyone looking at the code. 
· Comments help you and others understand your code and increases code readability.
· An HTML comment begins with <!–– and the comment closes with ––>. 
· HTML comments are visible to anyone that views the page source code, but are not rendered when the HTML document is rendered by a browser.

Eg: <!-- You will not be able to see this text. -->

9Q) What is Prologue and its use in HTML?
Ans:
The prologue appears at the beginning of every HTML page, identifies what follows as an HTML document allowing browsers and other special software to distinguish HTML documents from other types (DTDs) of SGML. All HTML documents written according to the current HTML specification (Version 4.01) should use the prologue tag displayed below.
Eg:  <!DOCTYPE HTML PUBLIC "-//W3C//DTD HTML 4.01 Transitional//EN" >
· HTML - The SGML document type being declared: <HTML> ... </HTML>
· PUBLIC - Identifies the information in quotes as a Formal PUBLIC Identifier.
· "-" - The minus sign designates unregistered organization. ISO, registered (+) or unregistered (-) are possible here. W3C is not currently registered with ISO, therefore the (-) is used.
· W3C - identifies the party responsible for creation/maintenance of the DTD. If the DTD comes from IETF, W3C, etc. you'll see their ID here.
· DTD - describes the type of object, called a Public Text Class. In this case, it is a DTD.
·                     HTML 4.01 Transitional - is the Public Text Description. Here you'll find the DTD's name, plus flavors such as version numbers, "strict", "draft," "transitional," etc.
· EN - identifies the Public Text Language, describing the natural language in which the public text is written, represented by two, uppercase-only characters from ISO 639. "EN"= English.
10Q) Write about HTML Heading?
Ans:
· A HTML heading or HTML h tag can be defined as a title or a subtitle which you want to display on the webpage. When you place the text within the heading tags <h1>.........</h1>, it is displayed on the browser in the bold format and size of the text depends on the number of heading
· There are six different HTML headings which are defined with the <h1> to <h6> tags, from highest level h1 (main heading) to the least level h6 (least important heading).
· h1 is the largest heading tag and h6 is the smallest one. So h1 is used for most important heading and h6 is used for least important.

Syn:
<h1 [align]> heading-1 </h1>
<h2 [align]> heading-2 </h2>
<h3 [align]> heading-3 </h3>
<h4 [align]> heading-4 </h4>
<h5 [align]> heading-5 </h5>
<h6 [align]> heading-6 </h6>















Unit V
1Q) Write about HTML Form
Ans: 
Forms are constructed in the HTML documents by using the <FORM> element. This element contains several other elements, called controls that have a variety of methods for gathering information. When a form is completed and submitted, the information in its active controls is passed to a program that takes whatever action the form has been designed to perform. Each element in the form has both a name and a value, thus the data that's passed for processing in the form of name/value pairs.
Scripting languages or CGI program does the processing of data. CGI programs are written in the languages - Perl, Java and C.  The FORM element has three main attributes - Name, Action and method.
· Name - This attribute gives a name to the form.
· Action 
This attribute gets an URL that specifies the address of the program used for processing the data.
· Method 
This attribute can have either GET or POST as its value; GET is the default value choice. It submits the name/value pairs to the URL specified in the METHOD attribute as an appendage to the URL itself; POST on the other hand, sends them as a separate section following the HTTP header. This separate section is called the entity body. But the last two attributes are required only when dealing with Active Server Pages.
Syn:
<FORM [NAME] [ACTION] [METHOD]>
		Form Elements
 		Form Elements
</FORM>

2Q) Write about Html Components?
Ans:
1) Input Tag: The input element is the most critical to using forms. It's entirely possible to build and entire using no other elements due to the variety of widgets available through the TYPE attribute.

<INPUT   [TYPE] [NAME] [VALUE] [CHECKED] [DISABLED] [READONLY]  [MAXLENGTH] [SRC][ALIGN]>
Types of Components:
1. Button:
Before HTML 4.0, the only buttons available were the Submit and Reset buttons whose meaning and actions were predetermined. The button-input type, however, has no default function; its function is defined by the author in a script. 


2. Reset:
The reset value for the type attribute creates a button with only one purpose: all form entries are cleared to their default entries or left blank if no default is specified.
3. Submit:
The Submit value of the type attribute creates a button that, like the Reset button, has only a single purpose. In this case, it's to send the name/value pairs of the active form element to the URL specified in the FORM declaration.
4. CheckBox: 
The Checkbox value of the TYPE attribute is a Boolean input device; it's either off or on. It looks like a hollow box that, when selected is filled with a check mark to indicate its active state. A check box is extremely versatile and can be used in several different ways. 

The Checked attribute is optional; it caused the check box to be on when the form is first created. If a user clicks on the filled check box, it switches to its empty state. The CHECKED attribute doesn't establish a permanent state, it just sets the default state of the check box.

To enable user to make multiple selections on the same topic, several check boxes can be used with the same name and a different value.
5. Radio:
The radio value of the Type attribute is very similar to the Check box type. The difference between the two is that radio buttons are mutually exclusive meaning that selecting one turns the others off. So only the final selection is sent along with the other form data when the form is submitted.
6. Text: 
It asks for input in the form of a single-line, typed response of a given length. The size attribute sets the length of the text box in characters. It is also possible to set the maximum number of characters that can be entered by using the MAXLENGHT attribute. Text can be locked against change by the READONLY attribute. 
7. Password:
The password value of the type attribute is exactly like the text attribute, except that the visible response on the form is masked with an asterisk or similar character so that no one looking over the shoulder of the user can read what is typed.
2) SELECT AND OPTION ELEMENTS
The select element is used to create a list of choices either as a drop-down menu or a list box. Each of the choices in the list is an option element.
Syn:
<SELECT  [NAME] [SIZE][MULTIPLE][DISABLED]>
 	<OPTION [value]> DATA </OPTION>
 	<OPTION [value]> DATA </OPTION>
	<OPTION [value]> DATA </OPTION>
            </SELECT>
Adding one or more option elements within the SELECT element creates a selection list. The end tags on the option element are optional. If they're not used, the element automatically terminates at the beginning of the next option element or at the end of the select element that contains it.

3) TEXTAREA Tag:
The TEXTAREA element is similar to the INPUT element's text type. The text boxes. Instead of a single of line of text, there is a large window where multiple-lines responses can be typed. 
Syn:     
<TEXTAREA [NAME] [ROWS / COLS][DISABLED][READONLY]> 
        </TEXTAREA>
3Q) Write about Frames and Frameset?
Ans:  A framed document divides a browser window into multiple panes or smaller window frames. Each frame may contain a different document. Users can view information in on frame while keeping another frame open for reference, instead of moving back and forth between pages. The contents of one frame can be manipulated, or linked to the contents of another. This allows designers to build sophisticated interfaces.

A frame is an independent scrolling region, or window, of a web page. Every web page may be divided up into many individual frames, which can even be nested within other frames. Fixed screen sizes limit how many frames can realistically be used at once. Frames provide navigation facilities.
FRAMESET:  
The FRAMESET element allows the user divide a window to more than one section. To specify a framing document, the <FRAMESET> element is used in the HTML file instead of the <BODY> element. This element defines the set of frames that make up the document.
Syn:
<FRAMESET [BORDER] [BORDERCOLOR] [COLS/ROWS] [TITLE]>
<FRAME [NAME] [SRC][NORESIZE] [SCROLLING]>
<FRAME [NAME] [SRC][NORESIZE] [SCROLLING]>
 	</FRAMESET>
4Q) What is Style sheet? Write about different types of Style sheets?
Ans: The style sheet is an extension of HTML. It allows greater control over how browser interprets the elements, appearance and placement of text on a web page. Style sheets are static. After the style rules re defined and interpreted, the browser displays the page. To make HTML more interactive scripting languages are used. Style sheets separate the structure of a document from its presentation. 

In December 1996, W3C recommended style sheets, which is called Cascading Style Sheets. The word cascading means that multiple styles can be used in individual HTML page and the browser will follow an order called a cascade – to interpret the information.  
A CSS rule set contains a selector and a declaration block.
[image: CSS syntax]
Selector: Selector indicates the HTML element you want to style. It could be any tag like <h1>, <title> etc.
Declaration Block: 
The declaration block can contain one or more declarations separated by a semicolon. For the above example, there are two declarations:
1. color: yellow;
2. font-size: 11 px;
Each declaration contains a property name and value, separated by a colon.
Property: A Property is a type of attribute of HTML element. It could be color, border etc.
Value: Values are assigned to CSS properties.  
Style sheet Types
Each successive style sheet type adopts all the attributes from the previous style sheet type and overrides the similar attributes. There are 3 types of style sheets they are
1) Inline Style Sheet
Inline style can be included with most tags as style attribute value. The syntax is to list all style sheet properties in quote marks and each style sheet property is followed by a colon and its value. Several style sheet properties are separated using semi-colon.
Syn: <p style=”font-size:16pt;color:red”>
2) Embedded Style sheet
Embedded style sheets are placed within the HTML code of the page where you want to apply it. The style sheet syntax comes between opening and closing <style> tags. These tags are placed either in the <head> section or between the </head> and <body> tags.

Eg:-<style>
 Body 
 {  	font-family:”arial”;
 	font-size:20pt;
 }
     </style>
3) External style sheet:  
Linked style sheets exist as separate files that are linked to a page with the <link> tag. They have the CSS extension and referenced with an URL. Inside the CSS file, only the style rules are included. The <link> tag included within the <head> tags.
Syntax: <Link rel=stylesheethref=”test.css” type=”text/css”>

Where,
· Link tells the browser some file must be linked to the page.
· rel=stylesheet attribute-value explains that the linkedfile is style sheet. 
· Type=”text/css” tells the browser that what it is reading is text which is affected by the Cascading style sheet. 
· Href contains the name of the URL you are targeting to.
The biggest advantage of using external style sheet is that if we want to change any style then we have to modify only one file.  
5Q) CSS STYLE ELEMENTS 
Ans:
1. CSS Font
CSS Font property is used to control the look of texts. By the use of CSS font property you can change the text size, color, style and more.  These are some important font attributes:
	Property
	Description

	Font-family
	This attribute control the face of the font by setting arguments.

	Font-size
	Sizing in style sheets offers the designer following measurements options (points/ pixels / inches/ centimeters)

	Font-style
	This attribute dictates the style of text. The property is used to specify normal, italic or oblique font style for the font being used.

	Font-weight
	The font-weight property selects the weight or darkness of the font. Values for the property range from 100 to 900 in increments of 100. You can use keywords also. You can include the following values: extra-light, demi-light, light, medium, extra-bold, demi-bold and bold.

	Font-variant
	The font-variant property is used to select a variation of the specified font. The only variant supported with this property is small-caps and normal where small caps displays as small upper case letters.

	Font
	The font property provides a concise way to specify all the font properties with one style rule. The order of the properties is important as follows. 
Eg: p{font:20pt small-caps bold italic}


2. CSS Text
In addition to font properties there are several properties for controlling text on the page. They are
	Property
	Description

	Text-indent
	This property indents the first line of text in a block.

	Text-align
	The property controls the alignment of the text. It can have values of left, right, center, justify.

	Line-height
	This property is part of the font property. This specifies the line spacing for multiple lines of text.

	Text-decoration
	The text-decoration property is used to define an effect on text. The standard values for this property include blink, line-through, overline, underline and none. The “none” property is often used with <A> tag to disable the underline in the hyperlink.

	Text-transform
	This determines the capitalization of the text it affects. The possible values for this property are capitalize, uppercase, lowercase and none. Capitalize will make the initial letter of each word a capital.

	Letter-spacing
	This property specifies the amount of space between letters. The default property normal uses the browser’s default letter spacing. You can use em, px, pt or cm as measurements.

	Word-spacing
	This property specifies the amount of space between words. The default value is normal, uses the browser’s default word spacing. You can include measurements similar to letter-spacing. At the time of this write-up major browsers do not support the word spacing.

	Vertical-align
	This property lets you position content vertically within a block. The property can accept following values baseline, sub, super, top, middle, bottom. Normally this property is used with the table cells.

	White-space
	To control the white space in the page, use this property. This property lets you specify normal, pre, nowrap values. Normal is the default and collapses all whitespace and break lines to fit within the given block. Pre maintains the text as it is typed, recognizing tabs, extra spaces and line breaks. Nowrap acts like normal but does not add line breaks to fit in the given block


3. CSS Background
CSS background property is used to define the background effects on element. There are 5 CSS background properties that affects the HTML elements:
	Property
	Description

	background-color

	The background-color property is used to specify the background color of the element.

	background-image

	The background-image property is used to set an image as a background of an element. By default the image covers the entire element. 

	background-repeat

	By default, the background-image property repeats the background image horizontally and vertically. Some images are repeated only horizontally or vertically.

	background-attachment

	The background-attachment property is used to specify if the background image is fixed or scroll with the rest of the page in browser window. If you set fixed the background image then the image will not move during scrolling in the browser. 

	background-position

	The background-position property is used to define the initial position of the background image. By default, the background image is placed on the top-left of the webpage. You can set the following positions – center, top, bottom, left & right



4. CSS Border
The CSS border is a shorthand property used to set the border on an element.
The CSS border properties are use to specify the style, color and size of the border of an element. The CSS border properties are given below
0. border-style
· The Border style property is used to specify the border type which you want to display on the web page.
· There are some border style values which are used with border-style property to define a border.
	Value
	Description

	None
	It doesn't define any border.

	Dotted
	It is used to define a dotted border.

	Dashed
	It is used to define a dashed border.

	Solid
	It is used to define a solid border.

	Double
	It defines two borders with the same border-width value.

	Groove
	It defines a 3d grooved border. effect is generated according to border-color value.

	Ridge
	It defines a 3d ridged border. effect is generated according to border-color value.

	Inset
	It defines a 3d inset border. effect is generated according to border-color value.

	Outset
	It defines a 3d outset border. effect is generated according to border-color value.


0. border-color
There are three methods to set the color of the border.
· Name: It specifies the color name. For example: "red".
· RGB: It specifies the RGB value of the color. For example: "rgb(255,0,0)".
· Hex: It specifies the hex value of the color. For example: "#ff0000".
There is also a border color named "transparent". If the border color is not set it is inherited from the color property of the element.
0. border-width
The border-width property is used to set the border's width. It is set in pixels. You can also use the one of the three pre-defined values, thin, medium or thick to set the width of the border.
0. border-radius
This CSS property sets the rounded borders and provides the rounded corners around an element, tags, or div. It defines the radius of the corners of an element.
It is shorthand for border top-left-radius, border-top-right-radius, border-bottom-right-radius and border-bottom-left-radius. It gives the rounded shape to the corners of the border of an element. We can specify the border for all four corners of the box in a single declaration using the border-radius. The values of this property can be defined in percentage or length units.
5. CSS Float
· The CSS float property is a positioning property. 
· It is used to push an element to the left or right, allowing other element to wrap around it. 
· It is generally used with images and layouts.
CSS Float Properties
	Property
	Description
	Values

	clear
	The clear property is used to avoid elements after the floating elements which flow around it.
	left, right, both, none, inherit

	float
	It specifies whether the box should float or not.
	left, right, none, inherit



6. CSS Margins
· CSS Margin property is used to define the space around elements. 
· It is completely transparent and doesn't have any background color. 
· It clears an area around the element.
· Top, bottom, left and right margin can be changed independently using separate properties. You can also change all properties at once by using shorthand margin property.
CSS Margin Properties
	Property
	Description

	Margin
	This property is used to set all the properties in one declaration.

	margin-left
	it is used to set left margin of an element.

	margin-right
	It is used to set right margin of an element.

	margin-top
	It is used to set top margin of an element.

	margin-bottom
	It is used to set bottom margin of an element.




7. CSS List
· There are various CSS properties that can be used to control lists. 
· Lists can be classified as ordered lists and unordered lists. 
· In ordered lists, marking of the list items is with alphabet and numbers, whereas in unordered lists, the list items are marked using bullets.
· We can style the lists using CSS. CSS list properties allow us to:
· Set the distance between the text and the marker in the list.
· Specify an image for the marker instead of using the number or bullet point.
· Control the marker appearance and shape.
· Place the marker outside or inside the box that contains the list items.
· Set the background colors to list items and lists.
	Property
	Description

	list-style-type
	This property is responsible for controlling the appearance and shape of the marker.

	list-style-image
	It sets an image for the marker instead of the number or a bullet point.

	list-style-position
	It specifies the position of the marker.

	list-style
	It is the shorthand property of the above properties.
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