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Abstract

The Internet has changed our world. Gathering information, buying goods and services, finding people, making travel 

reservations, and more can now be done from the comfort of your own chair. Businesspeople need to be aware of the new 

ways consumers do business in order to compete in the new economy. Whether you are starting a new business or just 

getting around to putting your existing business on the World Wide Web, you will probably have many questions about 

how to legally and practically reach the consumers who use the Internet to buy or research goods and services, or to find 

a business’s name, address, and phone number. People discover various benefits of the Internet for business. Unlike 

grassroots companies that don't use the Internet, firms that do have the potential to grow their business, earn greater 

revenue and save money by opting to do a large percentage of their business online. New businesses and established 

companies also increase their visibility because of the accessibility of the web. One of the benefits of the Internet for small 

businesses is that the Internet creates a competitive marketplace in which small businesses have the opportunity to grow as 

much as larger companies. Creating a website benefits businesses because people can market their products and services 

without using traditional marketing techniques such as fliers, mailings and newspaper ads. Online marketing saves the 

company money that would otherwise be spent on traditional means of advertising. A key benefit of the Internet for 

business is the potential for customer growth. A small business without a website may be able to compete only with other 

local businesses. However, people conducting business on the Internet have the potential to gain customers from around 

the world because Internet companies are open 24 hours a day. Another benefit of the Internet for business includes the 

availability to network with other businesspeople and organizations. Many Internet businesspeople have created 

organizations with others in their field in which they can talk about the challenges and rewards of Internet business. This 

interchange of encouragement often helps new businesses experience growth. Businesses that use the Internet for 

transactions save money on paper and other office supplies. Instead of mailing or faxing multiple letters to clients and 

other businesses, they can correspond via email or set up paperless eFax accounts. Internet businesses that participate in 

affiliate programs gain extra income by marketing the products and services of other companies on their websites. Many 

companies that regularly do business with certain companies join these programs, which help both companies gain more 

customers and revenue. The purpose of this paper is to describe and explore the use of internet by enterprises and to point 

competition between enterprises that use the Internet and those who do not use Internet. 

Keywords: Internet, Competition, New economy, World Wide Web, 

JEL Classification: L8, L86,

The Second On-line Conference on 

Competitiveness and Economic Development: Challenges, Goals and Means in a Knowledge based Society



1. Aims and scope of the paper

The purpose of this paper is to describe and explore the use of 

internet by enterprises and to point competition between enterprises 

that use the Internet and those who do not use Internet

Scope of the paper is the use of Internet by enterprises in business 

development, 

What companies must do to be successful and competitive in the 

global market

The Second on-line Conference on 

Competitiveness and Economic Development: Challenges, Goals and Means in a Knowledge based Society



2. Review of the Literature
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Stages of E-Commerce Development and their characteristics. Source: (Rao et al., 2003)



4. Findings and dates
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5. Results and Discussions

We are living in a globalized era and a rapid development of information 

technology. Enterprises to be present in this globalized world should exploit a 

major opportunity that is ecommerce. If we use this option, enterprises will come 

from expansion and local restrictions and will have an international scope. To 

develop presence in internet enterprise owners and management to be successful 

need to develop the platform according to these characteristics: presence - most 

companies make their first steps in electronic commerce by displaying their 

company and product brochure offer on a web site. The presence involves the initial 

stage steps that organizations will to get involved in a digital environment. This 

stage is characterized by an organization having a "window to the web." Portals -

the portals stage is viewed as the introduction of two-way communication, customer 

or supplier order placing, the use of profiles and cookies. The main difference 

between this stage and the stage presence is the capability of two-way 

communication between the business and customers (B2C) and / or between 

businesses (B2B). Transactions integration (TI) - the transactions integration is 

differentiated from stage portals mainly by the presence of financial transactions 

between partners. This in turn will require higher technical capabilities and it 

infrastructure and, thus, enterprises will face new challenges to overcome.
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6. Concluding Remarks

Enterprises integration (EI) - integration enterprises refers to complete 

integration of business processes to the extent that old-line business is 

indistinguishable from online business.

This involves high level of integration between levels of collaboration 

customers and suppliers.

This level of integration utilizes the e-commerce systems to manage 

customer relationships (CRM) and the supply chain (SCM).

Stage this is somewhat of an idea concept for the "e-world" environment. 
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