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DESIGN AND IMPLEMENTATION OF AN ONLINE BOOKSHOP MANAGEMENT SYSTEM WITH SYSTEM WITH E-PAYMENT INTEGRATION

ABSTRACT

This work is aimed at design and implementation of Design and Implementation of an Online Bookshop. The current system of Design and Implementation of an Online Bookshop is faced with few technical issues, ranging from Time wastage in searching for desired books. This calls for the need to develop a system that corrects this error. The design Computerized Online Bookshop Enable customers to search and buy books online, the present system Make proper arrangement of books base on categories; Keep proper records of daily transactions. The methodology adopted for this project is the Structured System Analysis and Design Methodology (SSADM). The new system is developed with an e-commerce website for online book sale. The primary goal an e-commerce site is to sell goods and online services online. The main aim of this project is to make the purchasing of books easier students especially those that are extremely busy with their studies. It provides the user with a catalog of different books available for purchase in the store. In order to facilitate online purchase a shopping cart is provided to the user.
CHAPTER ONE

INTRODUCTION

1.1
BACKGROUND OF THE STUDY
On-line Book shopping entails buying and selling of books of all sorts with the buyer still making his choice and making the payment through the internet or through any other computer network (Kubilus, 2000). This pattern of trade conducted through the internet has grown extraordinarily simultaneously with wide spread use of the internet. This new trend has contributed immensely to the growth of E-business and particularly in E-education. The number of transactions grows every day, spurring and drawing innovations in the E-Library System and E-Commerce, Electronic Fund Transfer, supply chain management, On-line Transactions Processing and Internet Marketing.

On-line Bookshop normally makes use of the World Wide Web (www) to an extent in the transaction life cycle; it also involves shopping of the physical items requested on-line.

STATEMENT OF THE PROBLEM

The existing system of operation and method of transaction in the bookshop has the following draw backs;

Time wastage in searching for desired books 

Dirty and stuffy hall

Conflicting, confusing and inadequate record keeping of daily transactions 

OBJECTIVE OF THE STUDY

The objective of this study is to develop software that will:-

Enable customers to search and buy books online

Make proper arrangement of books base on categories.

 Keep proper records of daily transactions.

SCOPE OF THE STUDY

This study is primarily concerned with the online book sales management system of student own bookshop. It covers the following areas amongst others;

Selling and registration of books

Data management of books detail. Which includes; updating, deletion and retrieval of data.

Providing information and status of books along with it categories.

SIGNIFICANCE OF THE STUDY

The significance of the study include:-

It offers great convenience to the consumers. They can buy books at the comfort of their home.

It cuts out travel time and visit to the bookshop

It reduces the constraint on the stores hours. It offers transactions 24/7 whenever one finds the time. 

LIMITATIONS OF THE STUDY

The following are the limiting factors of this study:

Time factor- the duration of the time giving for this research work is limited.

Finance- funding of this research work is also a challenge.

Unavailability of research materials- there are so many materials about this topic, but not all was gathered due to high cost of purchasing these materials.

DEFINITION OF TERMS

ACQUIRING SANK: This is a bank or financial institution that accepts payments for the product or services on behalf of a Merchant.

BOOKSHOP: It is sometimes referred to as bookstores. It is therefore a room or shop where books of a particular type or various types are packed and sold.

COMPUTER: This is an electro-mechanical device that is capable of accepting data as inputs, stores it, processes the data and outputs it as result or information.

CREDIT CARD: It is a payment mechanism that enables consumers to make their online purchase.

DATA: Data are raw facts which undergo processing and become information. They are also the simplest unit of information that can stand on its own.

DIGITAL CERTIFICATE: It is a certificate that enables a merchant to do on-line business and it is been issued by a corporate body.

GATEWAY: This is a device that connects two computer networks that cannot be connected in any other way.

HYPERTEXT DOCUMENTS: They are documents written with HTML, ASP, ASP.NET, PHP, JAVA SCRIPT PAGES (JSP), CODE FUSION, and PROGRAMMING LANGUAGES.

INTERNET: It is an interaction of computer networks connecting other networks from computers, companies, houses etc. 

ISP: (Internet Service Provider): This is a company(s) that provides internet access to homes or business users.

MERCHANT ACCOUNT: It’s a contract under which an acquiring bank extends a line of credit to a merchant who wishes to accept payment card association brand
MY SQL: This is relational database server that is ideal for both small and large applications.

ON-LINE BOOKSHOP: It is representation of material or real bookshop on the internet or on the web.

ON-LINE BOOKSHOPPING: This is the buying and selling of books through the internet or web. 

PHP (HYPERTEXT PRE-PROCESSOR): This is a powerful server side scripting language for creating dynamic and interactive website.     

PROGRAM: A program is a sequence of instructions written in a computer to execute a certain task and solve a problem. A program must possess clarity, be specific, effective and user friendly.

WWW(World Wide Web): It is a multimedia interface that connects us to resources such as documents, e-mails, chat, web sites that are available on the internet with the computer.   

CHAPTER TWO

LITERATURE REVIEW

2.0
INTRODUCTION 

This chapter presents the review of literature, where works done by other authors or people are reviewed.

2.1
DEFINITION OF E-COMMERCE  

According to Turban (1999), Electronic Commerce or E-commerce is growing extensively on Internet. Although the term "E-commerce" might sound bizarre, in reality it has been familiar activity: buy books online. Whereas some people take these simple activities every day, most of them may not be familiar on how SMEs have applied E-commerce into their business strategies to guarantee their survival in new global marketplace,electronic commerce can also be classified according to the distinct type of networks and technology upon which it is based, and it is worthwhile restating them at this point. EDI is the longer established form of electronic commerce, having been around for in excess of fifteen years. It allows businesses to communicate electronically through predefined message formats. The main problem has been the reluctance of small partners to participate and therefore EDI has not been successful in all market sectors. Internet-based electronic commerce on the other hand has existed for less than half as long: at the time of press approximately seven years (the start date of rapid uptake is variously reported as occuring between 1996 and 1998).

Internet-based EC offers a significant benefit over EDI for smaller companies because it is much cheaper, being based on the public network and open protocols rather than propriety ones, resulting in lower switching costs and lower set-up costs. In addition, many people are familiar with Internet technology through their own home use and find it less complicated compared with EDI. In terms of the business tasks that can be carried out via the Internet, it adds order tracking, product availability and technical details querying. In other words, it allows several additional business tasks to be carried out as well as those listed above for EDI.

One of the most important functions of the Internet and World Wide Web for businesses is the ability to disseminate information via the corporate home page. (Sullivan 1999) carried out a quantitative survey which suggested that marketing was not an important function of the corporate home page. However, he argues that a home page would perform the function of “guiding users towards Web searches morefocused on obtaining positive than negative information on the corporation” (Sullivan1999, pg. 20), therefore acting as a kind of ‘gatekeeper’ or filter to encourage positive attitudes towards the company. Sullivan argues that corporate home pages act as (1) gatekeepers, (2) uncertainty-reducing sources, and (3) tools that define the corporate image.

Another important aspect of Internet communications is the flexibility of the medium in providing different formats for data exchange. Whilst the Internet can comply well with EDI standards for exchanging business documents via Web forms, etc., it also gives scope for other types of text communication such as electronic mail, hypertext, spreadsheets and various other document formats. In fact, the World Wide Web is much richer in content than EDI because it can integrate different types of digital information and multimedia content. Information richness theory is difficult to apply to e-commerce as a whole because it encompasses a range of different technologies. Whilst multimedia undoubtedly adds another aspect to the corporate Web page, in most industries applications of multimedia are not usually a core part of business processes. However, the key benefit of the Internet is that it does provide a flexibility of communication that has never been available with EDI.

Timmers (1999) suggests there are nine key characteristics of the Internet which can provide advantages for businesses: 24-hour availability, ubiquity, global connectivity, reinforcement of local presence and relationships, digitisation, multimedia, interactivity, one-to-one relationships, network effects, and integration of information. Clearly, VANs running EDI systems share a number of these characteristics with the Internet. When examining the context of Internet use for supply chain integration, we therefore must note the importance of EDI systems and how they impact upon the propensity of businesses to adopt Internet-based EC. It is quite common for researchers to substitute the term ‘Internet-EDI’ for Internet-based EC because it is widely regarded to be closely linked with the history of EDI.

In the last section it was discussed why EDI does not always seem a worthwhile investment for many smaller customers. Internet take-up may be motivated by removal of these barriers that existed for EDI. Plenty of evidence suggests that the Internet is seen as an alternative ‘transportation layer’ to EDI that is able to comply with existing EDI standards whilst having several advantages. For example, (Mak and Johnston 1999) describe a case study with the large retail organisation Coles Myer Limited. The company is developing an intelligent gateway system to connect with its suppliers, where the aim is to “use the Internet-based system, not as a replacement forthe existing system, but to leverage the investment in existing systems in order to obtain the benefit of near 100 percent compliance among suppliers.” (Johnston andMak 2000.)

Interestingly, the authors report that two perceived disadvantages of Internet-EDI are that it has reduced security and reliability in comparison to traditional EDI. They sketch a set of principles describing how these two EC technologies could be integrated to provide a solution to benefit all trading partners. This vision is being borne out by recent developments in business-to-business e-commerce, where there is a tendency towards integrating via a gateway or universal translator system several different channels of communication and their corresponding different document formats and protocols. This will be demonstrated in the detailed case study presented later in this thesis.

Although it may be expensive to maintain and difficult to synchronise different systems, integration provides great advantages in improving internal efficiencies and providing a level of service adequate for the needs of many different customers. 

Gebauer and Buxmann (2000) describe a conceptual model for evaluating inter-organisational systems in which they assess both the situation of the initiating organisation, and the perspectives of its trading partners using the system. The authors argue that the situation of the partners is critical to determining the success of the system, and present a case study at Lawrence Livermore National Laboratory in which this is shown to be the case.

Not surprisingly there is a similarity to be found here with the conclusions drawn from our earlier discussion of success factors for traditional EDI. Nevertheless, it is clear that with Internet-based EC, as with traditional EDI, it is the larger players that are driving the adoption process. In many cases where EDI has failed to make an impact, Internet-EC is seen as the only feasible way to get smaller businesses online.

The next section examines Internet technology and considers its advantages as a new medium for EC. Some initial comparisons are made between Internet-EC and EDI, and then the issue of how the two might be integrated is considered at length. The discussion is then brought up to date with a review of the short history of Internet-based electronic commerce.

2.2
THE ARRIVAL OF THE INTERNET
The commercialisation of the Internet has been accompanied by the rapid take-up of networking technology. Not only have new Internet-based businesses appeared, but also many traditional businesses have been developing their strategies for capitalising on these new opportunities by shifting part of their business operations online. Especially in the United States, new electronic markets have sprung up at an unprecedented rate and companies and their trading partners have been widely establishing electronic links. Suddenly, in April 2000 however, we saw a spectacular drop (20%) in the stock market due to lack of profitability of (and lack of confidence in) the Internet-only (the so-called ‘dot-com’) companies (Konrad 2000). This ultimately led to many of them disappearing entirely from the business landscape within a few short months of their inception, despite spending vast amounts of venture capital. Investment funds started to dry up at this point (Olsen 2000) and some commentators were quick to point to these developments as a sign of failure of e-commerce to deliver the expected benefits. However, media coverage has ignored the more mundane facts establishing that EC has become firmly entrenched in the working practices of many large and well-established companies, where it has been very successful in improving many aspects of business operations.

Furthermore, although the failure rate of e-commerce start-ups has indeed been quite high, this is quite normal in comparison to other periods of rapid technological change such as was described earlier in this chapter. It is not an unexpected result that new businesses have a high probability of failure in a very uncertain environment and in their very first years of trading, as explained by (Konrad 2000)

“…The business of the Internet is simply experiencing the kind of natural consolidation that recast many other landscapes, from automobiles to banking.”(Konrad 2000)

This view was later echoed by UNCTAD:

“If the comparison with other disruptive technologies of the past is accepted, there is nothing surprising in the Internet share bubble and its implosion or in the high mortality rate prevalent among early Internet start-ups. Hype, herd instincts and unrealistic business models also accompanied past technological revolutions.”
UNCTAD (2001) another problem has come about because of hasty implementation of EC systems, leading to problems with performance along with occasional high-profile security glitches which result in poor perceptions of Internet-based EC. Despite these setbacks, the early stages of Internet-EC growth can provide indicators of future trading patterns and business models. The term ‘business model’ was defined by Timmers as:

“An architecture for product, service and information flows, including a description of the various business actors and their roles; and a description of the potential benefits for the various business actors; and a description of their sources of revenue.” (Timmers 1999).

These patterns have been put forward in the e-commerce literature. In Turban (1999), three models are classified according to who controls the marketplace. The most common model is the mall model, where Web sites are set up and operated by the seller (or by some intermediary on behalf of the seller). Customers visit the Web site that the supplier has prepared, view products or services that are on offer, make comparisons between products and between sellers, and then select the most appropriate options. Benefits to suppliers include increased sales to business while reducing costs associated with order processing, customer service, technical support and confirming order status.

In contrast, in bidding or requisitions for quotations (RFQ) markets it is the buyer (or alternatively, an intermediary on behalf of the buyer) who maintains the market and initiates the transaction. The marketplace is designed to facilitate procurement management such as reduced purchase price (through product standardisation and consolidation of buys) and reduced cycle time (there are no longer delays in waiting for bids). Buyer-controlled markets are set up either by one powerful buyer, or by many small buyers who aggregate their purchases to increase collective buying power. Benefits to sellers include boosted sales, expanded market reach, lowered marketing costs and shortened selling cycles.

These models are best suited for buyers and sellers of raw materials and components within industry supply chains. Large companies favour these arrangements because it allows them to select the participants, and define how their products and materials are traded, and thereby create favourable conditions for themselves. The third type of model is the intermediary-orientated marketplace. The buyers and sellers are businesses who have to deal with many suppliers and many customers, and benefit from the expertise and understanding brought by an independent intermediary. The intermediary operates a marketplace where buyers and sellers can meet, therefore reducing the search complexities and costs for the participants. When the participating buyers and sellers are large businesses, coupling the EC platform with their corporate systems is very important, and these capabilities are now being developed. The benefits are improved customer service, reduced operations costs and new sales opportunities.

The current EC environment supports many alternatives for the organisation of electronic markets. For example, in an early analysis of e-commerce, (Ticoll and Lowy 1998) discuss e-business communities “networks of suppliers, distributors,commerce providers, and customers that use the Internet and other electronic media as platforms for collaboration and competition” and classify four possible types:

Open market – any trader may join and no single player has overall control. 

Aggregation – one business controls a hierarchical arrangement. 

Value chains – hierarchical but highly integrated with the goal of attaining maximum value from the arrangement. 

Alliances – non-hierarchical value chain with shared vision of the partners. 

In this sense, the hierarchy represents the situation where the trade network is arranged around a large manufacturer, and is composed of a large number of suppliers, customers and intermediaries. (Benjamin and Wigand 1995) in their early and influential paper, predicted that electronic commerce based on the public network would cause restructuring of trade networks and the introduction of new electronic markets that would potentially threaten intermediaries while bringing more choice to the consumer. The authors defined “single source” as a sales channel linking one supplier with many customers. It is a hierarchical arrangement, with the supplier determining the conditions of exchange. In the terminology of Ticoll and Lowy above, this is equivalent to the definition of an aggregated market. It is evident that in the current electronic networked environment, there are few examples of open markets but many single source examples. Benjamin and Wigand explain the prevalence of single source sales channels as opposed to electronic markets:

Many processes demand tight electronic linkages, which are easier to maintain through partnerships between small numbers of firms. 

Fear of losing profit margins to electronic brokers. 

Berryman& Harrington (2000) define three kinds of electronic market, in which they highlight the issue of control over the market as a distinguishing factor: those controlled by sellers (single-source channels), those controlled by buyers, and those controlled by neutral third parties (i.e. intermediaries). This is a similar analysis to that of Turban, described above.

Today, the first type is still the most commonly found arrangement. Electronic markets as envisioned by (Benjamin and Wigand 1995) have been slow to appear. They predicted that electronic markets are more appropriate for asset-specific markets where products are easy to describe. If they turn out to be correct, it will be interesting to see if manufacturer controlled markets will survive in the future, under competition from buyer controlled or neutral markets. They may only survive if the company has a strong brand, or positive reputation, or many loyal customers. All the classifications we have been discussing are based on the hypothesis that all types will co-exist on the Internet, which is itself perhaps a questionable assumption.

Another possibility is that online markets created by manufacturers may also allow competitors to sell their products. Such markets can become more successful and profitable themselves than the manufacturer’s direct sales operations (e.g. SABRE and parent company United Airlines) (O'Connor 1999). These markets attract the competitors because they favour the seller more than in other distribution systems, and are especially attractive to smaller competitors because of the high costs of setting up a market. Some traditional intermediaries certainly are threatened by developing markets that allow the manufacturer to sell direct. We shall discuss issues of disintermediation by considering the tourism travel industry, and in particular the distribution of tickets for air travel in section 2.8.

First, however, we shall briefly discuss the new products and services that have resulted from the development of electronic commerce. We can identify new products such as e-commerce software for creating electronic malls and markets and networking hardware, in addition to products where the Internet has changed the distribution process such as digital documents (e.g. academic papers) and ticket reservations. New services include the EDI and Internet supporting infrastructure including access providers such as VANs and Internet Service Providers (ISPs), digital document handling services, and payment facilitators. All of these services represent new niches for intermediaries. In addition we have neutral markets set up by third - party intermediaries to match buyers and sellers, thus augmenting the traditional role of the intermediary. This role encompasses: assisting the buyer in the tasks of searching and evaluation, needs assessment, product matching, risk reduction, and product distribution and delivery. This benefit suppliers by creating and disseminating product information and awareness, providing information about customers, reducing exposure to risk and reducing the cost of distribution. So long as these needs exist, clearly there will continue to be opportunities for certain types of intermediary.

It is also possible to classify electronic commerce according to the type of system by which it is facilitated. An interorganisational information system (IOS) can be defined as a networked information system used by two or more separate organisations to perform a joint business function. The business relationship and transactional arrangements are defined in advance. The traditional IOS is based on EDI standards, but since the appearance of Internet technology, many companies have implemented systems based on Internet protocols and software in order to extend connections to partners that were previously outside the scope of their IOS. They have been able to do this due to the lower cost structure, lower complexity and better availability of the Internet compared to EDI.

Internet technology was first used by companies to create internal systems linking employees called intranets. An extranet, on the other hand, is a collaborative network that uses Internet technology to link businesses with suppliers, customers, or other businesses that share common goals (Watson and McKeown 1999). In other words an extranet is a more recent type of IOS. Some compare the dichotomy between hierarchies and markets with that between intranets and extranets (Gebauer and Buxmann 2000). Research (Murphy, 1998) suggests companies moving away from intranets towards extranets because it allows them the advantage of tighter integrationand coordination of activities across business partnerships. Extranets foster collaboration because they enable access to internal systems and data of business partners. In the eyes of Watson and McKeown, extranets constitute a third form of electronic commerce:

“Extranets do more than extend IOS to a greater number of partners. They offer a new way of fashioning interorganisational structures by altering information structures and decision functions. Extranets are further evidence that the widespread adoption of Internet technology will fundamentally change commerce.” (Watson andMcKeown 1999).

2.3THE VALUE CHAIN AND THE IMPACT OF EC
Interorganizational systems can therefore be thought of as systems to link partners in the value chain model. This model describes how the different stages of business operations are organized, including all processes involved in designing, manufacturing, and distributing products from the initial blueprints to the final delivery to the end user. Each step in the chain adds value to the overall operation. Traditionally, this perspective views a company as a chain of activities. Porter (1985) distinguishes between value chains, describing activities internal to one company, and value systems, describing several organizations, each carrying out different processes and linking them with its trading partners. However, we are not going to make the distinction here, as many researchers use both terms to discuss interorganizational processes.

A large company may control several steps in the value chain and will obviously be aiming to improve in as many areas as possible. However, extensive value chains often suffer from problems with the information flow, where some of the links might not be as good as others in providing the necessary information. In order to ensure the greatest benefits are attained, all of the links should perform well. There should be no weak links in the chain acting to block or suppress the flow of information (in both directions). The development of new ICT, and in particular e-commerce technology,has the potential to improve the networking aspects of the value chain. This includes design and production, inventory management, distribution, customer relations management and marketing operations.

The availability of EC technology creates a tension between the more technologically orientated companies wishing to strengthen the links, and their business partners, some of whom might be reluctant to change their existing processes. The most technologically sophisticated companies normally are the initiators of technological solutions, and they drive the improvements in the value chain. Many case studies have described such companies initiating electronic markets based on the seller-orientated or buyer-orientated models described earlier. These companies are normally the larger companies which head the hierarchy, have a large budget to invest in ICT and stand to gain the most from such a transformation.

The value chain perspective, which focuses on collaboration between partners to share information that is proprietary or strategic (e.g. product forecasts and replenishment plans) is nowadays recognised as very important. The key to why this perspective is so important is that companies are increasingly under pressure to streamline their activities and improve productivity. To do so they will have to identify which parts of their business are core and focus on improving these areas, whilst outsourcing other parts of the business and coordinating them with their partners.

ICT is therefore important in this regard because it greatly facilitates in linking and coordinating those activities undertaken jointly. It enables both functional and productivity improvements of the value chain. For example, Benjamin and Wigand argue that:

“It is becoming increasingly difficult to delineate accurately the borders of today’s organizations. Driven by its ability to produce ever cheaper unit costs for coordination, organizations are implementing, increasingly rapidly, new links for relating to each other…the new forms indicate an on-going transformation of value chains due to technological change.” (Benjamin and Wigand 1995).

Borrowing the idea of the value chain, researchers have gone on to discuss the value chain in which interorganisational processes are linked together through electronic networks, to the benefit of both customer and supplier. This concept is known as the ‘virtual value chain’. (Swaminathan& Smith 1998) describes them as dynamic virtual networks of trading partners and service providers, which form and reform dynamically. The emphasis is therefore upon improving efficiency through coordination of networked processes, whilst retaining the flexibility of market-like interactions. This challenge of e-commerce technology for business is spelled out by Hackney and Burn:

“This new business paradigm is one where core business processes need to be rethought and redesigned, new organisational forms and interorganisational forms may need to be developed and where the emphasis will be upon collaboration rather than competition within the virtual market”. (Hackney and Burn 2001)

The objective therefore is to use e-commerce technology to streamline the value chain. This will involve bypassing some steps in the old value chain, and making others more efficient.

A useful distinction can be made between push – type and pull – type market systems, both of which are used in business-to-business trading arrangements. The two models are distinguished by the position in the value chain where products are allocated to the customers. In push - type systems, the finished goods are allocated from inventory that is held by the manufacturer or intermediary. At the point of ordering, they have already been manufactured and are normally immediately available for collection or delivery. In pull - type systems, the goods are allocated at the top of the value chain, before the manufacturer begins the production cycle. Of course there are many intermediate positions we can consider, but in general push-type systems are said to have some stages of production preceding ordering.

A similar classification is made by (Burn and Hackney 2000) who describe the Order Penetration Point (OPP) and the Value Offering Point (VOP) to identify where the supply and demand chains meet. Moving these points further back in the chain represents large savings in inventory costs to the manufacturer, though slowing orderfulfilment and delivery. Now, EC is generating renewed interest in supply chain management (SCM) because of the potential to speed up interorganisational processes which comprise the value chain. Traditional malls do not easily support pull - type systems because of the length of time required to process orders, produce goods, arrange shipping and make deliveries. However, electronic commerce provides an excellent solution where pull - type systems are required because cycle times are reduced; this is a very important factor for 'made to order' items. It supports customisation of items and also order tracking, both of which are important value-adding services for pull - type systems.

In view of the advancement of ICT for networked processes and the potential value chain improvements that can be achieved, we must now consider how value chain reorganisation will be coordinated, which companies stand to gain from it, and which are at risk. In the next section we look at some examples evidencing that changes of this nature have already started to happen. In particular we examine what role do intermediaries play, in which situations are they under threat of disintermediation, and what new opportunities exist for them.

2.4
SOME EMPIRICAL EXAMPLES

There are now many examples in the literature of e-commerce that have empirical content and improve understandings of the impact of the new technology and support the theoretical arguments that have been put forward. Case studies are one such approach to empirical research that we promote in this thesis. Since the case study is a key component, we present an outline of the methodology in chapter four. In this section we shall therefore not elaborate much upon the research methods used but rather focus upon the conclusions of the studies.

One research question often posed concerns the identification of industries which might be at risk from the development of e-commerce. For example, many researchers have focussed upon financial markets (Bakos, 2000) tourism and leisure (Chircu and Kauffman 2000), (McCubbrey, 1999), or car dealerships (Watson and McKeown1999; Marshall. 2000) as markets potentially subject to upheaval. Particularly anticipated as at risk are those companies involved in facilitating the information and communication handling requirements of other customers and suppliers, where those functions are open to potential improvements through the use of computer networks. In other words, the functions of intermediaries are under threat of discontinuity. Other researchers posit competition from Internet-only companies, the so called ‘cybermediaries’ e.g. (Jin and Robey 1999) that may come to dominate. In this section we examine these claims and discuss whether the findings are consistent with our earlier analysis of changes in the distribution system due to the introduction of railway, telegraph, and other technologies.

In the early stages of development of the Internet, EDI and other electronic networking technologies, researchers argued that we would see much disintermediation (Malone, Yates1987) (Tapscott, 1996) i.e. traditional intermediaries would be bypassed in the process of reshaping certain industrial sectors. More recently, some researchers have started to question whether the disintermediaton of traditional intermediaries is as universal as was first suggested. For example, we consider the more sophisticated model of (Chircu and Kauffman 2000) who introduced the concept of the intermediation disintermediation reintermediation (IDR) framework which they argue applies to the introduction of new IT innovations that cause structural adjustments. The idea is that changing market conditions also bring new opportunities for intermediation to which the threatened intermediary should adapt, or reintermediate:

“A disenfranchised traditional player is able to compete again by leveraging technological innovations with cospecialized assets.” (Chircu and Kauffman 2000).

There unquestionably are many new opportunities for intermediaries in the online commercial environment. An intermediary has access to large amounts of information and is therefore able to augment the range of increasingly sophisticated information filtering, compiling and sorting services that can be provided. The emergence of new roles of aggregation, trust provision, facilitation, matching, monitoring, and integrity guarantor provides these opportunities. Intermediaries also provide one-stop shopping,and will fulfil the role of price comparison enablers if seller-orientated market-makers are reluctant to do so.

For example, the U.S. air travel industry has been extensively researched in relation to intermediation as it was one of the first, and the largest, industries to undergo structural change due to the introduction of electronic networks and EDI technology. Air travel encompasses both business-to-business and business-to-consumer markets, since customers can be either corporations or leisure consumers. In this market, the intermediary, i.e. the travel agent, carries out information-intensive activities that are considered easy to disintermediate, and it could therefore provide a counterexample to the disintermediation hypothesis of Malone and others.

As explained by O’Connor (1999), the airlines originally began using computerised reservation systems in the late 1950’s because it enabled them to find information and make bookings more efficiently. As the costs of computing decreased, they began to install them in the offices of travel agents so that they could make bookings for themselves rather than telephoning the airline to make enquiries and reservations. This benefited the travel agents because it gave them access to up-to-date information, speeded up the booking process, and reduced communications costs. It also benefited the airlines because it was cheaper for them to install terminals than to employ more staff. to handle telephone reservations. Deregulation in 1978, spurred the growth of the industry and increasing competition between airlines, and the reservation systems evolved into global distribution systems (GDS) upon which several airlines would have their flights listed. The GDS also developed to allow hotel rooms, car hire, concert tickets etc. to be booked, a service which became increasingly important for the travel agents after the airlines imposed a cap upon their commissions. Today, there are just four major GDS, each of which are operated independently of their parent airlines. However, new forms of electronic distribution which utilise the Internet are now appearing which threaten to disrupt the structure of the industry.

McCubbrey (1999) addressed the question of whether or not traditional travel agents would lose significant amounts of business to new Internet-based competitors. A panel of seventeen industry experts forecasted a reduction in the number of travel agents of 25% between 1997 and 2002, and a reduction of 42% between 1997 and2007, and estimated a fall in market share for both national / global agencies and for independent local agencies. The author concludes that “travel agents face seriouscompetition from both airline direct services and from cybermediaries” (McCubbrey1999).

This analysis points towards the intuitive conclusion of widespread disintermediation in this industry. But is it supported by other research? Chircu and Kauffman (2000) carried out a longitudinal study of the corporate travel industry over the period 1995-1999 in which they investigated the activities of five representative travel agencies developing services for online booking via the Internet. The authors reported the significant impacts of online bookings on the strategic positioning of the five companies. The first company to enter the market was an e-commerce only company, but shortly thereafter the established travel agents started to develop their own computerised reservation systems and regain market share. Three distinct reintermediation strategies were identified: forming alliances for technology development, portfolio partnering with several technology providers, and strategies involving technological focus, market timing and pre-existing industry expertise. The reasons the traditional travel agents were able to reintermediate are related to the ease with which existing services could be imitated, the ownership of cospecialized assets of traditional agents that could not be imitated (for example, the ability to negotiate with suppliers, knowledge of non-routine travel reservations, etc.), and economies of scale that come with having a large existing customer base. The authors suggest that their analysis might generalise to many other industries affected by e-commerce, concluding that:

“…traditional nontechnological middlemen have a greater opportunity than heretofore claimed by most analysts to reintermediate in the long run, and even to strengthen their position in the market as e-commerce-able intermediaries” (Chircuand Kauffman 2000).

CHAPTER THREE

METHODOLOGY AND SYSTEM ANALYSIS 

INTRODUCTION

This section describes the methods that were used to gather the requirements for the system; the methods highlighted the existing system in its current state and the automated system.

System analysis is disciplined processes which begins with the establishment of user requirement for a given application and concluded with the implementation of a fully operated amend with facts.

SOFTWARE DEVELOPMENT METHODOLOGY

Software development methodology is a framework that is used to structure, plan, and control the process of developing an information system, this includes the pre-definition of specific deliverables and artefacts that are created and completed by a project team to develop or maintain an application.

A wide variety of such frameworks have evolved over the years, each with its own recognized strengths and weaknesses. 

These software development frameworks are often bound to some kind of organization, which further develops, supports the use, and promotes the methodology framework. The methodology framework is often defined in some kind of formal documentation. 

Some of these specific software development methodology frameworks include;

Structured System Analysis and Design Methodology

Agile Unified Process

Scrum (development)

Team software process

Extreme programming

ADOPTED METHODOLOGY

Structured System Analysis and Design Methodology (SSADM) adopts the waterfall model of system development where each phase has to be computed and designed off before subsequent phases can begin.
ADVANTAGES OF ADOPTED METHODOLOGY

The following advantages include:
The project requires the fulfilment of one phase, before proceeding to the next. Therefore if there is a fault in this software it will be detected during one of the initial phases and will be sealed off for correction.

A lot of emphasis is laid on paperwork in this method as compared to the newer methods. When new workers enter the project, it is easier for them to carry on the work from where it had been left. The newer methods don’t document their developmental process which makes it difficult for a newer member of the team to understand what step is going to follow next. The Waterfall Model is a straight forward method and lets one know easily what stage is in progress.

The Waterfall method is also well known amongst the software developers therefore it is easy to use. It is easier to develop varioussoftware through this method in short span of time.

In an attempt to systematically plan for collection, analysis and unbiased information gathering of this project work, deductive and empirical step such as fact finding method for extracting information.

3.2.PROBLEM OF THE EXISTING SYSTEM

The weaknesses of the existing system include:

Time wastage in searching for desired books 

Dirty and stuffy hall

Conflicting, confusing and inadequate record keeping of daily transactions 

DATAFLOW DIAGRAM OF THE EXISTING SYSTEM

Dataflow diagrams illustrate how data is processed by a system in terms of inputs and outputs. Dataflow are pipelines through which packets of information flow.

Dataflow diagrams show the flow of data from external entities into the system, it shows how the data moves from one process to another, as well as its logical storage.  Dataflow is a tool used by system analysts to model system components.  These components include the following:

The system process

The data used by the process

Any external body that communicates with the system

Information flow in the system.
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Fig. 3.1 Dataflow Diagram of the Existing System

3.4
HIGH LEVEL MODEL OF THE PROPOSED SYSTEM
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Fig. 3.2 High Level Model of the Proposed System 

CHAPTER FOUR

SYSTEM DESIGN AND IMPLEMENTATION

4.0
INTRODUCTION

This chapter deals with the design of the new system. It describes the specifications that give the system forms and structures. It lays out the plan of the system.

4.1
OBJECTIVE OF DESIGN

The design objective is to develop an online book shop. When the user types in the URL of the Book shop in the address field of the browser, a Web Server iscontacted to get the requested information. The sole task of a Web Server is to acceptincoming HTTP requests and to return the requested resource in an HTTP response. 
The first thing the web server does when a request comes in is to decide how to handle the request. Its decision is based upon the requested file's extension. For example, if the requested file has the .asp extension, the web server will route the request to be handled by asp.dll. If it has the extension of .aspx, .ascx, etc, it will route the request to be handled by ASP.NET Engine.

4.2
INTERFACE DESIGN

Main Menu

The main menu of this project carries a high level design interface developed with Microsoft visual studio, being a web base application; it is made of more than one interface with other procedure that brings about the full functionality of the application.

Search for Book Menu

The Search for Book Menu houses the search by categories and search by name.

Users’ Control Panel Menu

These menu houses the view/modify users sub-menu items.

Items Menu 

These menu houses add new books, view/modify books and view reviews.

Sales

These menu houses Sales maintenance sub-menu items 

4.3
DATABASE DESIGN

A Database is a collection of interrelated data stored with a minimum of redundancy to serve many applications. The database design is used to group data into a number of tables and minimizes the artificiality embedded in using separate files. The tables are organized to:

Reduced duplication of data.

Simplify functions like adding, deleting, modifying data etc..,

Retrieving data

Clarity and ease of use.

More information at low cost.


Figure 4.1: This database table contains the various fields in the Order table.


Figure 4.2: This database table contains the various fields in the Product Category table.
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Figure 4.3: This database table contains the various fields in the Product table.
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Figure 4.4: This database table contains the various fields in the Shopping Cart table.

4.4
PROGRAM SPECIFICATION
These are the major modules the system is made up of.

Administrative Module

Administrative module is provided for the sake of administrators to manage the site and update the content at regular intervals, the major operations included in this module are:

View/modify users.

Sales Maintenance.

Add New Books.

View/Modify Books.

View Review.

User Module

This module is meant for user, the major operations included in this module were:

Search for Books

Order for Books

Contact

Write Reviews

4.5
INPUT/OUTPUT SPECIFICATION

Output Specification And Design

Output from the system is in form of documents. Majority of the outputs caries information relating to online book sales, the outputs are presented in a text format and some of the information derived from the database. 

Input Specification And Design
The program designed involved some input forms in order to achieve or derived some required outputs. 

4.6
SYSTEM FLOWCHART

Figure: 4.5

4.7
CHOICE OF PROGRAMMING LANGUAGE

The design of this research work is developed with ASP.NET with C#, ASP.NET is chosen because of the following advantages:

ASP.NET significantly reduces the amount of code required for building large and complex applications which can increase overall development speed and reduce development costs.

Just-in-time compilation, smart caching technologies and native optimization dramatically increase overall application performance.

ASP.NET Framework supports varied languages; it allows you to select the language that better applies to your application.

ASP.NET provides ability of cross platform migration.

ASP.NET provides simplicity making it easy to perform common tasks including configuration and deployment.

ASP.NET features vast class library enclosing a large number of common functions and ready-to-use custom web-controls that allow creating professional applications with no need to develop from scratch.

ASP.NET ensured high reliability and security due to built-in Windows authentication and per-application configuration.
4.8
DOCUMENTATION AND IMPLEMENTATION

For the system to be successfully implemented, the following requirements must be met:

4.8.1
HARDWARE REQUIREMENTS

 Processor            :         
Intel Pentium3 or above

 RAM                   :         1GB and above

Hard disk              :          320GB  

4.8.2
SOFTWARE REQUIREMENTS

Front end              :

.Net Framework 4.0

Back end               :         SQL Server 2008

Tools                     :        Microsoft Visual Studio 2010

Language               :        ASP.Net with C#.Net

Operating System  :         Windows 7 and above

4.8.3   INSTALLATION OF THE SYSTEM 

Installation is basically a practical which ensures that program is compatible with the windows operating system, without proper installation, the program might generate some errors.

         The procedure of installing this system is as following:
Since it is a web application it doesn’t require any installations, but if you want to host the website you need to buy a domain name and upload all your file content using FileZilla Client (FTP) to the web server provide by your ISP.

If you intend to view the site on localhost, you need to install Visual Studio 2010, and copy the file content to project directory via: my document >> Visual Studio 2010 >> Project. Then open the solution file and run it from there.

4.8.4  SYSTEM MAINTENANCE 

The developer of the software or system should be able to carry out maintenance on the system using several utility programs. Again, if the developer was hired to developed the system, selected staff should be trained by the developer of the system on how to carry out routine maintenance on the new system regularly.
CHAPTER FIVE

SUMMARY, CONCLUSION AND RECOMMENDATION

5.1 SUMMARY


This project was developed to help users (especially students) to get books online to whatever destination they are without stress. Online book sale portal helps in making users more comfortable buying books online since the user has to pay as soon as the book or books are delivered.

 5.2 CONCLUSION
The Internet has become a major resource in modern business, thus electronic shopping has gained significance not only from the entrepreneur’s but also from the customer’s point of view. For the entrepreneur, electronic shopping generates new business opportunities and for the customer, it makes comparative shopping possible. As per a survey, most consumers of online stores are impulsive and usually make a decision to stay on a site within the first few seconds. “Website design is like a shop interior. If the shop looks poor or like hundreds of other shops the customer is most likely to skip to the other site”. Hence we have designed the project to provide the user with easy navigation, retrieval of data and necessary feedback as much as possible.
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