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Industrial Revolutions……





Industrial Revolution……1st



Industrial Revolution……2nd



Digital Revolution….. 

3

1950s – 1970s- - -

1991



4th  ….Fourth Industrial Revolution



Digital Revolution….. 

…has changed every aspect of our lives





Enormous Impact on businesses……..



Disruptive
digital technologies





Some disrupted businesses…..

OTAs such as Expedia Traditional travel agents

Online bookstores such as Amazon Traditional booksellers

Uber, Lyft, and other car-sharing apps Traditional taxi companies 

Airbnb and HomeAway Accommodation providers

Digital disruptor Disrupted business



«

»



Disruptive technologies
=

New opportunities



Disruptive technologies
=

New opportunities



Not all digital startups make it……..

more than 90% of all Internet business start-ups end in 
failure within the first 120 days…. NINETY PERCENT!





Introducing LOG206……….



Course objective

To provide comprehensive introduction to the 
theory and practice of digital business:
• Introduction to basic principles of business and their 

application to digital business

• Approaches to developing digital business strategy 
and applications

• Examining practical management issues involved in 
creating and maintaining digital business



Upon fulfillment of this course a successful 
candidate shall:

• Be aware of the basic principles of business and their 
application in digital business

• Be able to craft and  evaluate digital business strategy and  
applications

• Be able to manage implementation digital business 
strategy 



Course content

TEN MODULES

Introduction

Business models for e-commerce

Macro environment of digital business

Digital business platforms

Digital business strategy

Digital supply chain management

Digital marketing

Introduction to Big data analytics

Managing digital transformation

Analysis and design
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References

Textbook: 
Chaffey, D (2015). Digital Business and E-Commerce Management: 
Strategy, Implementation and practice. 6/E. Pearson.

Supplementary materials:
Supplementary materials will be included in the instructor’s notes



Other sources:

Business Insider: www.businessinsider.com

Smart Insights: www.smartinsights.com

Forbes Technology: www.forbes.com/technology

MuleSoft resources: www.mulesoft.com/integration-resources

Gartner Research: www.gartner.com/technology/research

http://www.businessinsider.com/
http://www.smartinsights.com/
http://www.forbes.com/technology
http://www.mulesoft.com/integration-resources
http://www.gartner.com/technology/research


Course activities

Lectures: 2 hrs/week
 Friday     12.15 - 14.00
 Venue:     B-136
 Consultation hours: By appointment



Guest lectures

Cyber-physical systems

Blockchain technology 

Digitalization of supply chains 

Big data Analytics 

Agaraoli AravazhiBjørn Jæger

Yury Redutskiy Karolis Dugnas

https://www.google.no/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=0ahUKEwid3JiBm9LYAhUC8ywKHVSvBqAQjhwIBQ&url=https://no.linkedin.com/in/agaraoli&psig=AOvVaw0TWgm-LMslM69pofx_PWHb&ust=1515839147089281
https://www.google.no/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=0ahUKEwjk34SRm9LYAhXCjywKHZ9SA4UQjhwIBQ&url=https://himoldex.no/foreleser/bjorn-jaeger&psig=AOvVaw3yVo1mj0wbL3y9xRf8OP5C&ust=1515839179957093


Course activities

Evaluation: 
 5 assignments
 4 assignments must be handed-in
 Final 4 hour written examination (100%)



Course activities

 All assignments must be done in teams

 Although not encouraged, iassignments can be done 
individually

 Teams should consist of max 3 members

 Register names of your team members on Canvas by: 
• Friday, 19th January (Campus students)
• Thursday, 25th January (HiMoldeX students)







Introduction to 

Digital business and E-commerce



What is a business?



Cause and effect in business value creation

Owners
Performance expectations

Customers
• Who 
• Why

Activities
•Which 
•How

Resources
E.g., Capital, information,
Entrepreneurship etc







What is Digital business? 

According to Chaffey (2015):
Digital business refers to how businesses apply digital 
technology and media to improve the competitiveness of 
their organization through optimizing internal processes with 
online and traditional channels to market and supply

 According to Chaffey the term Digital business is similar to E-
business. 

 The 6th edition of Chaffey uses the term digital business to 
reflect  the current usage in the industry and research



Digital business according to Gartner, Inc

Digital business 
 However, a definition of Digital business offered by Gartner, 

Inc is increasingly used 

 According to Gartner, Digital business involves the use of 
digital technologies to creation new designs that integrate 
people, business and things 

 What makes digital business different from e-business is the 
presence of things, connected and intelligent, and their 
integration with people and businesses (Gartner, Inc)

http://www.gartner.com/technology/about.jsp


VALUE
VALUE+ =

Digital business

Value creation

Activites
•Design
•Production
•Logistics
•Marketing
•etc.

Resources
• Finance
• Infrastrusture
• Labour
• Knowledge
• etc. 



Cost of goods sold (COGS)

0 USD

Product price

Perceived value

Consumer’s incentive to purchase

= Perceived value – Price (Cosumer surplus)

Firm’s incentive to sell

= Price - COGS

Created value

Value creation

Activites

Resources

+ 

(PROFIT)



Areas that can benefit from digital technologies……….

Customer experiences

Operational processes

Business models



Customer experiences



Customer understanding
• Analytics-based segmentation
• Socially-informed knowledge

Top line growth
• Digitally-enhanced selling
• Predictive marketing
• Streamlined customer processes 

Customer touch points
• Customer service
• Cross-channel coherence
• Self service

Customer experiences



Customer understanding
• Analytics-based segmentation

• Socially-informed knowledge

Data explosion

Customer experiences



Top line growth
• Digitally-enhanced selling
• Predictive marketing
• Streamlined customer processes 

Customer experiences



Customer touch points
• Customer service
• Cross-channel coherence
• Self service

Customer experiences



Areas that can benefit from digital technologies……….

Customer experiences

Operational processes

Business models



Operational Process

Process digitization
• Performance improvement
• New features



Operational Process

Worker enablement
• Working anywhere anytime
• Broader and faster communication
• Community knowledge sharing 



Will Robots Take all Our Jobs? 



Operational Process

Performance management
• Operational transparency
• Data-driven decision-making



Business models



Important distinction……..

≠
Digital business



E-commerce

E-commerce
• Electronic commerce (e-commerce) is the purchasing, 

selling, and exchanging of goods and services over 
electronic networks (such as the Internet)

• For the most part today it entails the use of the Internet 
and the World Wide Web to mediate transactions between 
exchange parties

• However, ecommerce existed in business to business 
transactions before the Web back in the 70s via Electronic 
Data Interchange



It’s more than just buying and selling  online ……..

Note:
• E-commerce is not restricted to online buying and 

selling of products, it also includes pre-sale and post 
sale activities across the supply chain 

• Thus, non-financial transactions such as customer 
support and requests for further information are also 
considered as part of e-commerce



Dimensions (Levels) of e-commerce

EC can take different forms depending on the degree of 
digitization of: 

1.The product
2. Transaction processing 
3. The shipment (delivery) method

Each of these may be physical or digital which in turn 
determines levels of EC.

In traditional commerce all three dimensions are physical 
while in pure EC all dimensions are digital

If there is at least one digital dimension, it is considered as 
partial EC.



Dimensions of e-commerce

Source: Turban (2012)

Brick-and-mortar

Click-and-mortar Virtual (Pure-play) organizations



Amazon is ramping-up its physical presence………..



Types of e-commerce

There are several different types of e-commerce and 
many different ways to characterize them

A common way to classify EC is by the nature of the 
transactions or the relationship among the 
participants

That is, classification by considering the role of 
exchange parties--- who is dealing with whom



Examples of transaction alternatives



Other types (subsets) of E-commerce

E-commerce can also be classified based on the platform  
used to mediate the transactions

This depends on the importance of a particular platform in 
facilitating  e-commerce

Platforms that have become increasingly important in 
ecommerce include mobile devices and social networks



Mobile commerce (Mcommerce)

The use of mobile devices such as smartphones and 
tablets to enable online transactions

It involves the use of cellular and wireless networks 
to connect mobile devices to the internet

Once connected consumers can conduct transactions 
such as banking, stock trades etc

Different from desktop computers mobile devices, 
follow you wherever you go.



Growth of mobile commerce

• Online transactions performed through mobile 
devices have increased massively

• Online spending on mobile devices in Europe doubled 
between 2014 and 2015 (Twenga, 2015)

• A new mobile app-based online economy has grown
along side traditional internet e-commerce

• Generating an estimated €25.8 bil in revenue from 
sales of apps and in-app purchases worldwide in 2014

https://www.twenga-solutions.com/en/insights/m-commerce-europe-2015/


Social commerce

 Refers to the e-commerce that is enabled by 
social networks and online social relationships.

 The growth of social commerce is driven by a 
number of factors including: 

 popularity of social sign-on
 Network notification
 Online collaborative shopping tools

 If you have an e-commerce store, social media 
should be a big part of your business strategy in 
promoting your brand and your products.



F-Commerce

 Facebook has become important social platform for e-
commerce

 F-Commerce reflects the popularity and the increasing 
commercial activities on Facebook

 Currently it is the top social commerce platform, driving 
more than two-thirds of mobile e-commerce traffic 



16,345



E-commerce: Buy-side vs. Sell-side 



Focal firm

Value chain

E-commerce: Buy-side vs. Sell-side 



Focal firm

Buy-side e-commerce
Sell-side e-commerce

Suppliers

Suppliers’ suppliers

Customers

Customers’ customers

Intermediaries

E-commerce: Buy-side vs. Sell-side 



E-commerce: Buy-side vs. Sell-side 
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 Buy-side e-commerce are e-commerce transactions 
between a purchasing organisation and its suppliers. 

 Sell-side e-commerce are e-commerce transactions 
between an organisation and its customers. 

 E-commerce presents different opportunities for the 
Buy side and sell side of an enterprise



Focal firm

Buy-side e-commerce
Sell-side e-commerce

Suppliers

Suppliers’ suppliers

Customers

Customers’ customers

Intermediaries

E-commerce: Buy-side vs. Sell-side 



Different types of sites for sell-side e-commerce

 Transactional e‐commerce sites

 Services‐oriented relationship‐building website

 Brand‐building sites

 Media sites

 Social network sites (SNS)



Different types of sell-side e-commerce

Transactional e‐commerce site

These sites enable purchase of products online. 

They also provide information for consumers who 

prefer to purchase products offline. They include 

retail sites, travel sites and online banking services

Examples: amazon.com, elkjop.no etc



Different types of sell-side e-commerce

Service‐oriented relationship‐building websites

These provide information to stimulate purchase 

and build relationship, particularly where products 

are not suitable for sale online. The main 

contribution is through encouraging offline sales 

and generating enquiries or leads from potential 

customers.

Example: Audi.com



Different types of sell-side e-commerce

Brand‐building site

Provide an online experience to support the brand. 

Products are not typically available on the main site 

for purchase. Their main focus is to support the 

brand by developing an online experience of the 

brand.

Example: nike.com



Different types of sell-side e-commerce

Publisher or media site

Provide information, news or entertainment 

about a range of topics. This is information 

is available both on the site and through 

links to other sites. Media sites can have 

diverse sources of revenue including 

advertising, commission-based sales and 

sale of customer data.

Example: tv2.no, cnn.com, blogs



Different types of sell-side e-commerce

Social network sites (SNS)

A site that facilitate peer-to-peer 

communication within a group or between 

individuals through providing facilities for 

user-generated content (UGC) and to 

exchange messages and comments 

between different users. 

Example: Facebook, LinkedIn, Twitter



What are the challenges faced by 
e-commerce firms?



Recommended article:

E-Commerce Done Right: Five Keys To A Successful Online 
Business

https://www.forbes.com/sites/forbesbusinessdevelopmentcounc
il/2017/10/03/e-commerce-done-right-five-keys-to-a-successful-
online-business/#3d9f29b848ee

https://www.forbes.com/sites/forbesbusinessdevelopmentcouncil/2017/10/03/e-commerce-done-right-five-keys-to-a-successful-online-business/#3d9f29b848ee

