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As e-business grows around the world, there is an increased need for resources that assist in the understanding 

of the key aspects and implications related to these technologies. The research that is being done now will be the 

cornerstone of not only e-business, but business in general for years to come.

Transformations in E-Business Technologies and Commerce: Emerging Impacts is both a snapshot of e-

business as it is today and a window into the many developments already underway. In some cases, it is a forecast 

of areas yet to be developed. This book will serve as an integrated e-business knowledge base for those who are 

interested in the advancement of e-business theory and practice through a variety of research methods including 

theoretical, experimental, case, and survey research methods.
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