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An overview of e-business
Richard P.  Vlosky
Louisiana State University

T he Internet offers a revolutionary tool
for business development and manage-
ment.  Companies are currently craft-

ing Internet business development and
marketing strategies.  Through the Internet,
many barriers to new markets, resources, and
competitive positioning can be reduced or
eliminated.  The Internet levels the playing field
by allowing small/large and rural/urban com-
panies alike to participate.

E-business is the application of  Internet-based
technologies for conducting business.  It in-
cludes e-commerce, the actual transaction ac-
tivities, as well as other business-oriented
applications, including logistics, order entry,
information sharing, and transmission of  in-
formation between exchange partners.

Some basic definitions
THE INTERNET

According to Netdictionary (http://
www.netdictionary.com/html/i.html), the Inter-
net is a worldwide network of  networks that use
TCP/IP communications protocol�the rules
that provide basic Internet functions�and share
a common address space.  The network connec-
tion began as a government experiment in 1969
with four computers connected together over
phone lines.  The system was called ARPANET,
after the Advanced Research Projects Agency of
the U.S. Department of  Defense.  By 1972, uni-

Information technology is introducing a new
world of  possibilities to rural America.  Thanks
to the Internet, even the most remote rural ar-
eas are gaining access to a wealth of  informa-
tion from anywhere in the world.  While
technology has reduced the so-called �social
cost of  space,� many difficult issues that rural
communities must come to terms with re-
main�including expanding importance that e-
business is playing in the economic health of
firms and rural communities.

In this issue of  Southern Perspectives, we look
at what the term �e-business� implies and the
exciting opportunities that it affords individu-
als, enterprises, and localities.   At the same
time, there are drawbacks that this innovation
may portend for rural residents, businesses, and
communities.  Some of  these drawbacks also
are outlined

Land-grant university faculty engaged in re-
search and Extension education activities play
a key role in addressing the host of  issues asso-
ciated with e-commerce:  1) Are rural-based

firms at a disadvantage vis a vis their urban part-
ners when it comes to access, use, and cost of
the Internet?  2) What amenities are needed if
rural areas are to succeed in capturing technol-
ogy-dependent firms?  3) What farm and non-
farm firms are accelerating their adoption of
e-commerce?  4) Who are the winners and losers
in the e-commerce game, in both the farm and
nonfarm sectors?  5) What does e-commerce
mean for main street rural America?  6) How
will tax revenues flowing to local rural govern-
ments be impacted by e-commerce?  The bot-
tom line�is there truly a digital divide between
the urban and rural areas of  the South?

If  you are interested in pursuing multi-state re-
search on e-business or would like to be part of
an effort to develop educational curricula on this
topic, please contact our office.  We currently
are helping form research and extension teams
in the South to address e-business in a system-
atic, comprehensive manner.

Bo Beaulieu
Director

http://www.netdictionary.com/html/i.html
http://www.netdictionary.com/html/i.html
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Internet Intranet Extranet

What is it?
The information
superhighway

The use of Internet
technology within a
company or
organization

A network that uses the Internet to
link company Intranets in order to
enhance business-to-business
relationships

Access Open Private By agreement only

Users Public Organization
members

Business partners

Information General Proprietary Selective

versities were granted access to
the network, which was by
then called the Internet.  Com-
mercial use of  the Internet was
established by 1983.  Also
known as �The Information
Superhighway,� the Internet is
open to the public and sup-
ports services such as email, the
World Wide Web, file transfer,
and Internet Relay Chat [8].

INTRANET

An Intranet is a private net-
work used exclusively within
a company or organization (hence the
term �intra�).  It uses Internet technology
but does not necessarily function through
the Internet.  Access is limited to employ-
ees or organization members only.  A
company may use an Intranet to facilitate
communications among its members and
deliver information and/or services to em-
ployees.  This is particularly useful in large,
multi-site organizations [7].

EXTRANET

The term �Extranet� is credited to
Ethernet inventor Bob Metcalf.  There is
still some confusion over the exact defini-
tion of  an Extranet, but the most com-
monly accepted definition is: �a network
that links business partners to one another
over the Internet.� This linkage is usually
accomplished by the companies allowing
their partners access to certain areas of
their company�s Intranet [1].  An Extranet
could be thought of  as an extended
Intranet connecting multiple organiza-
tions including internal personnel, cus-
tomers, suppliers, and strategic partners in
a seamless closed-user group.  Even though
a company Extranet is on the Internet,
access is not available to the public because
of  carefully constructed firewalls that limit
participation [10].  Table 1 provides a sum-
mary of  the similarities and differences
between the Internet, Intranets, and
Extranets [2, 11].

Why companies use Internet
technologies and Extranets
To keep up with the competition, most
companies are continually looking for

Table 1.   Similarities and differences between Internet, Intranet, and Extranet.

continued

new and better ways to speed communi-
cation between trading partners; establish
better relationships with customers, sup-
pliers and partners; and reduce expendi-
tures [4].  The use of  Internet-based
technologies can help businesses realize
many of  these goals.  Specifically, Extranets
can facilitate the sharing of  information,
decrease operating costs, save time and re-
sources, improve customer service, and
generally improve business-to-business re-
lationships [1].

INFORMATION SHARING

The timely and efficient distribution of
key information is one of  the reasons
many companies choose to conduct In-
ternet-facilitated business.  Inter-company
electronic linkages create a secure environ-
ment for the exchange of  critical data with
business partners, customers, and suppli-
ers over the Internet [4].  An organization
may maintain databases with customer in-
formation and market research data.

COST REDUCTION

Many companies are reaping measurable
benefits from e-business in terms of  dol-
lars saved over operating methods.

ORDER PROCESSING AND DISTRIBUTION

The Internet can be used to place orders,
receive invoices, track shipments, and pro-
cess payments.  Sales representatives are
then freed to devote more time to estab-
lishing close customer relationships [9, 2].
The means to order products online will
eventually create a national distribution
network of  small suppliers [6].  Perhaps

the best potential uses of  the Internet to-
day is enhanced ordering systems.
CUSTOMER SERVICE

Many claims are made that the real value
of  Web-based customer services is not di-
rect sales, but rather improved customer
relations that retain customers.  In addi-
tion to ironing out problems, customers
can find information that they need via
the Internet [2].

Potential problems
It is easy to see why companies are so ex-
cited about the perceived benefits of  e-
business.  But, a discussion of  this
technology would not be complete with-
out a brief  look at some of  the potential
problems that companies doing business
in this mode may encounter:
s Liability issues if  a trading partner

loses business because of  a lost In-
ternet connection or software/hard-
ware problems.

s Confidentiality must be maintained
by all partners.  In addition, the host
must verify that information is seen
and accessed only by the intended
recipients [3].

s The biggest concern of  e-business is
security.  Any system that runs over
the Internet is vulnerable to en-
croachment from unauthorized per-
sonnel.

Summary
E-business offers revolutionary tools for
business development and management.
It will truly change the structural founda-
tion of  doing business regardless of  com-
pany location or size.
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ublic and private decision makers
are interested in the opportunity for
economic growth that  electronic

commerce presents.  Sales via electronic
commerce have grown impressively in re-
cent years, and many experts project con-
tinued growth at an even faster rate in the
future.  Consumers are using the Internet;
more than 61 percent of  home Internet
users go online every day [10]. However,
the vast majority (80 percent) of  online
sales are business-to-business, not business-
to-consumer [9]

Why don�t business-to-consumer transac-
tions account for a greater proportion of
electronic commerce?  Economic factors,
the possibility of  fraud, and privacy and
security concerns are all inhibitors.

Economic factors
Economic factors no doubt have a large
impact on access to the Internet, the pri-
mary way in which most consumers
would make purchases electronically. Eco-
nomic factors may be especially impor-
tant for rural consumers.  Economic
barriers to Internet access may include the
cost of  buying a computer or another ap-

Barriers to business-to-consumer electronic commerce
Brenda J. Cude
University of Georgia

P pliance to access the Web, as well as the
monthly Internet Service Provider charges.
Some rural consumers also may have to
pay long-distance telephone charges to
access an Internet Service Provider.

A high-speed connection to the Internet
is less available to rural Americans than
to consumers living in urban areas.  While
more than 46 percent of  cities with popu-
lations exceeding 100,000 have high-speed
Internet access available from the Regional
Bell Operating Companies, less than 5
percent of  cities with populations of  less
than 10,000 have such service [7].  The
Yankee Group, a research firm, has fore-
cast that by the end of  2002, about 40 per-
cent of  the country still will not have
access to a high-speed Internet connection
[8].  It is likely that much of  the 40 per-
cent will be in inner cities or rural mar-
kets.

Affordable high-speed Internet access is
critical for rural economic development.
Areas without it are projected to lose jobs
and capital investments to other areas.
President Clinton recently equated high-
speed Internet access to the role that rail-

roads, electricity, bridges, and roads played
in economic development and job creation
in the 19th and 20th centuries [7].

Cyber-fraud
A second barrier to business-to-consumer
electronic commerce is consumer concern
about potentially fraudulent merchants.
How can consumers know there is a le-
gitimate business behind the web sites they
see?  Can they be certain that regulators
are up to the task of  enforcing laws in
online transactions?  Are existing laws
adequate to protect consumers when they
do business online, not only in the U.S.
but also in a global marketplace [2]?

In the first six months of  1999, the Na-
tional Consumers League Internet hotline
received complaints that reflected losses
of  $2 million from online fraud.  The U.S.
Department of  Justice estimates the cost
of  Internet fraud in the tens of  millions of
dollars [1].

Privacy and security issues
A third significant barrier to business-to-
consumer electronic commerce is con-
sumer concerns about privacy and
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security.  In Georgia Tech�s Graphics, Vi-
sualization, and Usability Center (GVU)
1998 survey of  online users, more than
one-half  of  respondents were very con-
cerned about online privacy and security
issues.  Most (85 percent) said that privacy
and security features would be deciding
factors in choosing whether to buy online
[5].

Privacy and security issues are two sepa-
rate but closely related issues.  Consum-
ers concerned about security question
how data are protected from unintended
users as the data are transmitted and after
they reach the merchant.  Privacy issues
generally focus on secondary use of  infor-
mation transmitted online.  Consumers
buying online want to know if  the seller
has asked only for the information needed
to complete the transaction, if  they will
use that information only for the purpose
intended, and if  they will not give or sell
that information to others without the
consumer�s consent.

Discussion of  online security has focused
on online payment options, specifically
the security of  credit card information sent
online. However, it appears that credit card
security is no longer a primary barrier to
buying online for most consumers.  In
1997, not trusting that credit card infor-
mation would be handled securely was the
main reason consumers in GVU�s annual
survey gave for not buying online.  The
second and third most commonly given
reasons were, respectively, difficulty judg-
ing the quality of  products and services
sold online, and privacy concerns.  By
1998, having difficulty judging quality
online led the list of  reasons for not buy-
ing online.  Security of  credit card infor-
mation and privacy concerns followed.
Three-quarters of  consumers responding
to the 1998 survey were willing to give
credit card information online [5].

However, privacy concerns have become
paramount for many consumers.  There
is evidence that consumers hold online
sellers to a higher standard than they do
merchants in the traditional marketplace.

For example, while almost one-fifth of
web users believe that magazines have a
right to sell their demographic informa-
tion to other firms for direct-marketing
purposes, only 12 percent think that web
sites have the same right [6].  This higher
standard may be appropriate since web
sites can collect much more detailed con-
sumer behavior information than would
be possible in the traditional marketplace.
For example, a web merchant can collect
information such as the consumer�s elec-
tronic address, the specific history of  goods
and services searched for and requested,
and other web sites visited�all without
the consumer�s knowledge or consent [6].
In addition, it is possible to get an overall
picture of  a consumer�s web activity.
When consumers visit web sites, they leave
an electronic �marker� at each site.  These
markers or �clickstream� can be aggre-
gated, stored, and reused [3].

Opportunities
While the barriers to business-to-consumer
electronic commerce may be significant,
especially in rural markets, they are worth
addressing.  Once consumers have access,
convenience often is cited as a principle
driver in business-to-consumer electronic
commerce.  Consumers who live in rural
consumer markets may especially value
the convenience of  electronic commerce
since they have fewer retail businesses and
thus more limited shopping opportunities
than consumers living in the average ur-
ban market [4].  Internet access could help
rural communities overcome their relative
disadvantage in attracting new residents.
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Interested  in being featured in South-
ern Perspectives?  The themes for the
upcoming issues are Risk Manage-
ment and Business Retention and
Expansion.  If  you have conducted
research on  either of  these subjects
or have established an innovative
education project that  should be
highlighted,  let us know.  Contact
Lionel J. (Bo) Beaulieu
(ljb@srdc.msstate.edu) or Bonnie
Teater (bonniet@srdc.msstate.edu)
for more information before prepar-
ing an article.

http://www.ftc.gov
mailto:bonniet@srdc.msstate.edu
mailto:ljb@srdc.msstate.edu
http://www.gvu.gatech.edu/gvu/user_surveys/survey-1998-10
http://www.gvu.gatech.edu/gvu/user_surveys/survey-1998-10
http://www.gvu.gatech.edu/gvu/user_surveys/survey-1998-10
http://ecommerce.vanderbilt.edu/papers.html
http://ecommerce.vanderbilt.edu/papers.html
http://www.oecd.org/subject/e_commerce/summary.htm
http://www.oecd.org/subject/e_commerce/summary.htm


              SOUTHERN 5
PerspectivesSummer 2000

SOUTHERN Perspectives

-business was studied in
the context of  the for-
est products industry in

the United States and Canada.
One thousand solid wood
products and 300 pulp and pa-
per companies were surveyed.
The sample frames included
the top 100 companies (by pro-
duction volume) in each sector
(solid wood products, pulp,
and paper).  The remaining
companies sampled were ran-
domly selected from the popu-
lation.  Overall, respondents
were asked to discuss their cur-
rent or planned e-business
strategies and the impacts on
customers and suppliers.

Specifically, the study objec-
tives were to:
s Examine the current and

future uses of  e-business
in the industry [a] and

s Identify how the forest
products industry is in-
vesting in and leveraging
e-business.

Data collection
Mail questionnaires were used
to conduct the study.  A list of

Forest products e-business research activities:  A study of U.S. and
Canadian Industries
Richard P. Vlosky
Louisiana State University

E questions was generated for the
survey instrument drawing
from constructs and measures
developed by the researcher in
previous studies or adapted
from other sources.  The sur-
vey was reviewed and revised
by the researcher, a pre-testing
sample of  five companies, and
the research client.  An itera-
tive process resulted in the fi-
nal instrument.

Results
All regions of  the United States
and Canada are well repre-
sented in the study.  More than
60 percent of  respondents had
1997 sales of  $49 million or less
while 21 percent had sales of  a
half  billion dollars or more.
Forty-four percent of  respon-
dent companies have 100 em-
ployees or less while 23.7
percent have more than 1,000
employees.

The products produced by re-
spondents were varied.  In the
pulp and paper sector, market
pulp, printing paper, and spe-
cialty papers were the products
most cited.  With regard to

solid wood product respon-
dents, lumber, by far, was the
most frequently manufactured
product.

Use of e-business
Sixty percent of  respondents
said their companies do not
currently use the Internet to
conduct business.  Of  these, 56
percent said their company
does not have plans to develop
such capabilities in the future.
Larger companies were most
likely to have already adopted
Internet technologies and are
also more likely to do so in the
future (Figure 1).

Implementation of  e-business
by respondents has taken place
in the recent past with 89.4 per-
cent of  respondents developing
these technologies in the past
three years.  Earlier implemen-
tation (before 1996) was done
by larger companies, typically
lead adopters of  technology.
Forty-four percent of  respon-
dents spent less than $10,000
cumulatively for e-business,
primarily for web home page
development.  Nearly 8 per-

cent spent more than $250,000
for more sophisticated applica-
tions, such as Internet-EDI and
e-commerce.

EDI (Electronic Data Inter-
change) is the movement of
business data electronically
between or within firms (in-
cluding their agents and inter-
mediaries) in a structured,
computer-processible data for-
mat.  EDI permits data to be
transferred without re-keying
from a computer-supported
business application in one lo-
cation to a computer-sup-
ported business application in
another location [1].

E-commerce�selling products
and services online�represents
a new way of  bringing vendors
and customers together.  The
convenience and flexibility of
the Internet, its suitability for
micro-marketing, reduced op-
erating costs, and the ability to
integrate with �Just In Time�
(JIT) inventory systems
achieves significant savings in
inventory management, pro-
vides cost benefits, enhances

continued
Figure 1.   Internet use of companies by sales category, 1997 (in percent).

Planned use in the next year (n=127)Current use (n=197)
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customer relationships, and overall is of-
ten a more effective way of  selling prod-
ucts [2].

Current and planned use of e-
business applications
Respondents were asked to identify e-busi-
ness practices that they currently use or
plan to use in the next year (Figure 2).
Customer contacts were the most fre-
quently cited practice closely followed by
having a home page and marketing by 47
percent, 45 percent, and 44 percent of  re-
spondents, respectively.  The next tier of
applications included vendor contacts (33
percent), product promotion (32 percent),
products or price inquiries (31 percent),
and sales to customers (e-commerce) (31
percent).  Eighteen percent of  respondents
indicated that they currently were mak-
ing or planned to make purchases from
vendors.

Benefits of implementing e-
business
The primary reason respondents imple-
mented e-business was as part of  an over-
all corporate strategy (mean of  3.5 on a
5-point Likert scale of  agreement).  These
technologies are well-planned activities
that are meshed into the corporate fabric
as opposed to being independent or non-
integrated.  Second, and the only other

reason ranked above neutral (3.0 on the 5-
point scale), was the goal of  retaining cus-
tomers.  This can be accomplished by
keeping companies in more frequent con-
tact with customers via e-mail or through
web information.  Respondents also iden-
tified benefits that their companies receive
from conducting e-business (Figure 3).
Electronic interactions, if  managed cor-
rectly, can result in faster communication
and increased responsiveness.  Accord-
ingly, the highest-ranked benefits are in-

creased access to industry information,
timeliness of  information exchange, greater
exposure to customers, and greater access
to customers.  Also ranking high on the
list are enhancing corporate image, in-
creased access to vendors, increasing sales,
and increased customer value.  Ranked last
is lower prices to customers.

Concerns and impediments to
implementation
Security was the highest ranked concern
in this study.  Any time computers are
physically linked to the Internet, security
concerns increase.  Simple links to the
Internet can be effectively managed using
a firewall�a computer hardware/software
gatekeeper between the Internet and
intranet that monitors and regulates in-
coming and outgoing electronic traffic [3].

Training of  personnel and the need to
change established procedures ranked sec-
ond on the list of  concerns.  Availability
of  technical resources, implementation
costs, and concerns about speed of  access
to the Internet, ranked next.  The balance
of  possible concerns all ranked neutral (3.0
on a scale of  1=not a concern to 5=is of
great concern) or lower.  Ranked last is
the concern that the Internet is a passing
fad.  Respondents are in almost total agree-

Figure 2.   E-business applications—Current and in the next year (n=223).

Figure 3.  Benefits from e-business (n=127).
1=strongly disagree to 5=strongly agree

continued  on page  14

Lower prices to customers

Faster delivery

Lower costs of doing business

Increased customer retention

A  lower cost to promote my company’s products

Improved competitive position for  my company

Improved service  to my customers

Increased value  to my customers

Increased sales for my company

Greater access to vendors

Enhanced image of my organization

Greater exposure to potential customers

Timeliness of information exchange

Increased access to industry information

Greater access to my company by potential customers

A  preferred way to sell products

Logistics

Inventory Management

Order Tracking

Shipping Notices

Order Status

Internet EDI

Purchases from Suppliers

Sales to Customers

Product Promotion

Vendor Contacts

Marketing

Web Pages

Product/Price Inquiry

Customer Contacts
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hen I first met Saidbegim Miskinova in the Pamiri
mountains of  Tajikistan, a former Soviet Republic, the
expression on her face betrayed little doubt that I would

buy a pair of   woolen socks from her.  She had every right to be
confident: the knee-high socks were beautiful, boasting com-
plex designs in vibrant colors and made only of  the toughest
wool from her own sheep, goats, and yak.  And she knew I
would want them, having traveled so far from Florida to Mos-
cow to Duchambe by plane, and then 15 hours by car over a
very rough road to Khorog, the capital of  Gorno Badakshan in
the Pamiri mountains.  Furthermore, Saidbegim knew the price
of  her socks couldn�t be lower (at $4 per pair), because I had
arrived right before the wheat harvest at the end of  a long hun-
gry season, when the Pamiri people become desperate to sell
their art work in order to buy wheat flour.

Saidbegim first sold her socks in 1993, after the collapse of  the
Soviet Union and the end of  Tajikistan�s civil war, because she
found she could get more income from socks than from her
salary.  At first she gave them to a Khorog market trader to sell
because she felt �it was a kind of  shame to sell.�  With her daugh-
ters� help, however, now the 52-year-old woman makes and sells
three pair of  socks per week in the summer (off) season and five
pair in the winter.  In addition, she holds a full-time job as a
nurse in a child care facility and also puts in three hours a day
farming during the summer.  How does she manage?  When she
needs money, she knits before breakfast and after ten at night.
She also gets help from her family, as her husband makes the
knitting hooks himself  from steel, and each of  her four daugh-
ters has learned how to clean the wool, make the yarn, color it,
and knit the intricate geometric designs on the socks.

The case of  Saidbegim is not an isolated one Worldwide, arti-
sans who live in remote villages are producing exotic handmade
products of  high quality for sale at very cheap prices�prices
made cheaper by the isolation of  their villages, the very low
incomes of  local consumers, and the recurrent devaluations of
their local currencies.  For them, e-commerce holds the key to
their hopes for a higher quality of  life in the future.  For the
poorest people of  the world�people who now cope with a long
three-to-four month hungry season, the internet has the poten-
tial to open up the markets for the products of  their
microenterprises to high-income consumers in the United States
and Europe.

This is the amazing contribution of  e-commerce to our fledg-
ling and sometimes-fragile global economy�buyers who would
never travel to Gorno Badakshan can see and buy a pair of  Pamiri
socks in cyberspace.  By doing so, not only are they helping to
support a microenterprise (and a hungry household) far away

E-commerce opportunities for the world�s microenterprises
 Christina H. Gladwin
 University of Florida

but they also are increasing effective demand for indigenous hand-
made products so that eventually their prices will rise in local
markets.  Depending on the extent of  the global demand (and
economist John Antle predicts that in this century, demand for
products will depend in large measure on their quality, and
uniqueness, and country of  origin), local incomes will also rise.
Gender inequalities also will be reduced, as women tend to be
the artisans and artists in poor rural households, and any in-
crease in their incomes is more easily translated into better food
and clothing for the children in the family.  Environmental deg-
radation and the extinction of  endangered wildlife will be re-
versed as �artisan trails� in cyberspace, such as pioneered by
�Handmade in America� (http://wnccrafts.org), open up mar-
kets for microenterprises situated along the routes to national
game parks, and increase the demand for safari tours.  Global
inequities in income, which now seem overwhelmingly high,
will eventually fall as e-commerce gives the poor (and businesses
that are too small to exist in physical space) access to global mar-
kets and respectable incomes in cyberspace.

Is this a pipedream or a reality?  Presently, it is a little of  both.
Examples of  web pages that sell products of  the poor in an inno-
vative way include http://novica.com, http://serrv.org, http:/
/PEOPLink.org, and http://worldmountain.com.  Other web
pages perform supporting roles as part of  a larger aid effort, (e.g.,
http://NetAid.org), and still others have been started to help
provide local groups and non-governmental organizations
(NGOs) with business and marketing skills, and to broker pro-
ducers and microenterprises in the South with web page hosts
in the North (e.g., http://selling-womens-stuff.org).

The challenges to international e-commerce are many, however.
The first and foremost is a widespread lack of  technical knowl-
edge as well as a lack of  computers, computer networks, and the
communications infrastructure necessary to support them in an
underdeveloped country.  Where they exist, poor peasant house-
holds do not usually have access to them.  What is needed are
NGOs that will maintain a computer network and either buy
and export local artisans� products, or maintain a webpage and
inform individual artisans of  orders for their products.  A sec-
ond constraint is lack of  money to advertise, which will become
increasingly important in the future as e-commerce competi-
tion increases.  A third is the lack of  business skills as well as
marketing and exporting expertise on the part of  NGOs, which
usually are staffed with people trained in the social sciences rather
than MBAs.

A fourth constraint includes high tariffs and other restrictions
on free trade, which added to the high transportation costs and

continued on page 16
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he latest report by the U.S. Department of  Commerce
indicates that many people lack access to the Internet,
particularly minorities, the poor, the less educated, and

those living in rural areas and inner cities [1].  If  this �digital
divide� indeed exists, it is of  particular concern to the rural South.
A recent research study conducted in Mississippi and five Mid-
western states found that there is a difference in Internet access
between rural Southern and rural Midwestern consumers [a].
In addition, a difference in skill level for using computers and
the Internet was found.

Consumer technology-exposure experiments were conducted in
six states�Mississippi, North Dakota, South Dakota, Illinois,
Iowa, and Colorado�between the months
of  May and December 1999.  Eligible con-
sumers were required to:
s live in a rural community with a popu-

lation of  10,000 or less,
s be 18 years of  age or older, and
s never have purchased via the Internet

or a home shopping network.

Eighty-two consumers were assessed from the
rural South (Mississippi) and 176 consumers
were studied from the rural Midwest (Illinois,
Iowa, Colorado, North Dakota, South Da-
kota).  Participants represented a variety of
ages, occupations, and income levels.  Table
1 shows a breakdown of  the sample demo-
graphic characteristics of  the sample.

Participants were asked to complete a pre-
assessment instrument determining demo-
graphic characteristics, attitudes toward use
of  technology for shopping and information
search, and attitudes toward use of  the Inter-
net for information search and purchase of
clothing, carpet and drapery, food, furniture,
bed and bath products.  Next participants
watched a television shopping videotape and
were exposed to various retail web sites.  Af-
ter this exposure, participants� attitudes were
reassessed.

Less access to Internet from
homes
More Midwestern consumers in the sample
have access to Internet from their homes (44.6
percent) compared to Southern consumers

(15.9 percent).  Southern consumers say they would be more
likely to use the Internet to search for product information, or
to purchase consumer goods, if  they had access to the Internet at
work or at a public library (see Table 2).

Lower use of computers and Internet
A higher percentage of  Southern consumers �do not use� com-
puters or the Internet.  Approximately 47 percent of  Southern
consumers reported never using computers compared to only
24.4 percent of  Midwestern consumers.  Sixty-three percent of
Southern consumers reported they �do not use� the Internet
compared to 41.7 percent of  Midwestern consumers (see Figures
1 and 2).

Sheri L. Lokken and Julianne Trautmann
Mississippi State University

Deterrents to on-line shopping for rural Southern consumers
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Table 1.   Demographics of sample.

Variable

Southern
Consumers

(n=82)

Midwestern
Consumers

(n=176)
Total

(n=258)
36.9 51.4 47.7Age (mean years)

No. % No. % No. %
Gender
  Male
  Female

14
64

17.9
82.1

 41
  132

23.6
76.3

55
196

21.9
78.1

Education
  Some high school or less
  Completed high school
  Some college
  Undergraduate degree
  Graduate degree

10
14
23
13
13

 13.7
19.2
31.5
17.8
17.8

   5
 28
 49
 52
 38

 2.9
16.3
28.5
30.2
22.1

 15
 42
 72
 65
 51

  5.7
17.2
29.5
26.6
20.9

Income
  <$25,000
  $25,000-$49,999
  $50,000-$74,999
  $75,000-$99,999
  >$100,000

27
32
 7
 2
 2

38.6
45.7
10.0
  2.9
  2.9

 22
 62
 39
 23
 14

13.8
38.8
24.4
14.4
  8.7

 49
 94
 46
 25
 16

21.3
40.9
20.0
10.9
  6.9

Ethnicity
  African American
  White
  Asian American
  Native American
  Other

45
29
 0
 3
 1

57.6
37.2
     0
  3.8
  1.3

   0
  165

   3
   5
   1

    0
94.8
  1.7
  2.9
  0.6

 45
194
    3
    8
    2

17.9
76.9
  1.2
  3.2
  0.8
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Fewer self-reported computer skills
Midwestern and Southern rural consumers in this sample self-
reported a difference in perceived computer skills.  A higher
percentage of  Southern consumers classified themselves as �nov-
ice� (60.3 percent) and �intermediate� (46.8 percent) compared
to Midwestern consumers (51.5 percent and 33.3 percent respec-
tively).  Fairly low numbers of  Southern (6.4 percent) and Mid-
western consumers (1.7 percent) classified themselves as �experts.�

Differences in Internet usage
Finally, the analysis showed a difference in what consumers would
use the Internet for, if  they had access.  About 54 percent of

Table 2.   Likelihood of Internet use. a

Figure 1.   Computer use, by region.

continued on page 11

Midwestern consumers indicated they would not use the
Internet compared to 34.3 percent of  Southern consum-
ers.  This may be a function of  more Midwestern con-
sumers having access in the first place.  Higher percentages
of  Southern consumers reported they would use the
Internet for �entertainment� (20 percent vs. 9.9 percent)
and �purchase� (12.9 percent vs. 2.3 percent) if  they had
access.

Results from this study must be interpreted cautiously
because of  the small sample size.  Mississippi is not nec-
essarily representative of  the entire rural South, and Iowa,
Illinois, North Dakota, South Dakota, and Colorado are
not necessarily representative of  the entire rural Midwest.
The results of  this small study do indicate, however, that
rural Southern consumers are experiencing more of  a
�digital divide� than Midwestern consumers.  Access to
the Internet and skill in using the technology appears to
be more problematic for Southern consumers.

This research is supported by other similar studies.  For ex-
ample, the U.S. Department of  Commerce reported that in 1998,
eight of  the 10 states with the lowest percentage of  households
owning computers were in the South�Tennessee, Kentucky,
Georgia, South Carolina, North Carolina, Alabama, Louisiana,
Arkansas, West Virginia, and Mississippi [1].  The latest data
from Forrester Research, however, show that the �digital di-
vide� may be narrowing.  Today, 45 percent of  whites are online
versus 35 percent of  African-Americans.  African American
Internet use has jumped nearly 50 percent from last year.  A
more recent study shows that computer purchases are increas-
ing at a rate 14 times faster for African American families than

white families [2].  Currently 95 percent of
the nation�s public schools have access to
the Internet.  It is predicted that in less than
three years time, the new divide will be in
the quality and speed of  access rather than
computer availability [3].

With the rapidly changing nature of  Inter-
net use, it is important to continue moni-
toring consumer on-line shopping
behaviors.  Consumer technology exposure
experiment participants from this study will
be re-assessed in two years.  This informa-
tion will be compared with the baseline data
collected in 1999 to measure changes in
Internet shopping by rural consumers.

Endnotes

Variable

Midwestern
Consumers

Mean

Southern
Consumers

Mean

I would be likely to use the
Internet to search for
product information, or to
purchase consumer goods,
if I had access at work. 1.78 2.51

I would be likely to use the
Internet to search for
product information, or to
purchase consumer goods,
if I had access at a public
library. 1.76 2.54

a Response categories ranged from 1=very unlikely, to 5=very likely

>10 hours per week

5-10 hours per week

1-4 hours per week

< 1 hour per week

Do Not Use
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rying to keep up with the latest
trends in e-commerce is like try-
ing to win a footrace with a speed-

ing freight train.  Estimates of  business-to-
consumer sales, business-to-business sales,
online users versus online shoppers, online
investment accounts, etc. change on a
week-to-week basis, it seems.  The vola-
tile nature of  this market demands that
we pay attention to it.  Local government
leaders are doing just that.  Fearing that a
consumer switch away from local con-
sumption toward Internet shopping will
significantly reduce local government rev-
enues from sales tax collections, local lead-
ers are waiting to see what will happen
next.  This article will provide a brief  de-
scription of  some of  the current e-com-
merce trends, implications for local sales
tax revenues, and an overview of  the de-
bate over Internet taxation.  The article
will conclude with a summary of  the pro-
posal to Congress by the Advisory Com-
mission on Electronic Commerce.

E-commerce trends
Despite the ever-changing face of  e-com-
merce, notable trends for the electronic
business industry in the year 2000, and
beyond, have definitely emerged. The
trends include the growth of  business-to-
business sales, vertical integration, global
e-commerce, online investing, and large-
ticket consumer purchases.

BUSINESS-TO-BUSINESS SALES (B2B)
The Boston Consulting Group (BCG) [3]
estimates that a quarter of  all U.S. B2B
purchasing will be done through e-busi-
ness by 2003.  The value of  these transac-
tions may reach $2.8 trillion.  The reason
for this switch, quite simply, will be cost
savings.  BCG claims that some aggressive
companies could save as much as 15 per-
cent on materials.  Reduced transactions
costs will be the driving force behind this
saving.

E-commerce and
local government
Suzette D. Barta
Oklahoma State University

T

VERTICAL INTEGRATION

According to interviews with electronic
industry executives conducted by Forrester
[9], interviewees believe that Internet cus-
tomers will want one-stop shopping.
These companies plan to form partner-
ships with other sites over the next few
years.  Forrester is referring to these one-
stop, vertically integrated coalitions as
�emarketplaces.�  �Vertical marketplaces
will grow to provide a single access point
for commerce and information within an
industry�combining multiple services
like logistics, payments, and credit with
product offerings in real time� [9].

GLOBAL E-COMMERCE

Currently, the United States accounts for
69 percent of  total e-commerce revenue
worldwide [4].  The rest of  the world, how-
ever, will show significant increase over the
next three years.  PricewaterhouseCoopers
[12] claims that the fastest growing com-
panies in the U.S. see their future through
�two big I�s,� Internet and international.
In 2000, 66 percent of  these companies ex-
pect to have either direct or indirect rev-
enues attributed to the Internet, and
service businesses will do even better than
product companies.

ONLINE INVESTING

Currently, one of  the fastest growing in-
dustries of  e-commerce is financial ser-
vices.  Forrester predicts that by the year
2003 there will be 20.4 million online fi-
nancial accounts with over $3 trillion in
assets [5].  According to Money.com [10],
there are more than 7,000 investment
sources on the Web.  The ultra-competi-
tive market has driven trading prices so
low that almost anyone can afford to trade
stock.  Online brokerages offer trading fees
from $5 to $30.

LARGE TICKET CONSUMER PURCHASES

E-Commerce Times [8] claims that up to
50 percent of  new home-buyers will use
the Internet to search for a new home
within the next two years.  In 1999, more
than 5 million new car buyers used the
Internet to research their purchase [7].
Mitsubishi is planning to introduce a web
site that will connect U.S. customers di-

rectly to sales, financing, and vehicle main-
tenance.  Undoubtedly, U.S. consumers are
still uncomfortable financing large sums
online, but a high degree of  personal ser-
vice by sellers is expected to help overcome
this obstacle.

E-commerce and the
implications for local
governments
The explosion of  e-commerce has created
a kind of  euphoria among Internet indus-
tries and analysts.  In particular, the suc-
cess of  web-based retailing during
e-holiday 1999 spawned optimistic discus-
sions about the future of  Internet com-
merce.  One group, however, has been less
than thrilled about the changes taking
place in the retail world.  Local govern-
ment leaders are concerned that the ex-
plosion of  Internet commerce spells
disaster for their budgets, which are highly
dependent on sales tax revenues.

Currently, states may not force companies
that are not located within their borders
to collect sales or use taxes; consequently,
many online purchases do not require the
buyer to pay sales taxes.  This could put
local �Main Street� retailers at a competi-
tive disadvantage compared to online re-
tailers. Government leaders would clearly
like to see their local residents purchasing
local retail items and thus paying relevant
sales taxes.

ESTIMATES OF LOSS

It still is not clear how much sales tax rev-
enue localities stand to lose due to online
retail.  Early predictions by some organi-
zations claimed that nationwide, states and
localities could lose $10 to $20 billion a
year by 2003 [11].  Recently, Goolsbee and
Zittrain [6] place the 2003 value at around
$3.5 billion nationwide, claiming that pre-
vious reports had failed to correct for the
large volume of  business-to-business sales,
as well as financial and travel services, most
of  which are tax-exempt.

Using high, medium, and low estimates
of  national online consumer retail sales for
fiscal year 1998, Barta and Lansford [2] find
that Oklahoma, for example, may have
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[a]  The data for this study is a subset of  the data collected for a North
Central Regional Research project (NC-222).  The NC-222 project in-
cludes Experiment Station researchers from Illinois, Iowa, Minnesota,
Nebraska, North Dakota, Ohio, South Dakota, Wisconsin, Colorado,
and Mississippi.

Figure 2.   Internet use, by region.

References
[1]  National Telecommunications and Information Administration.
July 1995. Falling Through the Net:  A Survey of  the �Have Nots� in Rural
and Urban America. Washington D.C.:  U.S. Department of  Commerce.
Available online at http://www.ntia.doc.gov/ntiahome/
fallingthru.html
[2]  Stross, Randall E. 2000. �Digital Divide Hooey.� U.S. News & World
Report 128(15): 45.
[3]  Kiefer, Francine. 2000. �Political Tangles in Hardwiring Nation.�
Christian Science Monitor 92(103): 2.

Sheri L. Lokken is an assistant professor of  consumer economics and gerontology
and Julianne Trautmann is an assistant professor of  apparel, textiles, and
merchandising , both at Mississippi State University.

continued  from page 9

sacrificed taxable retail sales in the
amounts of  $338.4 million (high estimate),
$170.1 million (medium estimate), or
$33.8 million (low estimate).  Following
the high estimate, a loss of  retail sales of
$338.4 million translates into a loss of
Oklahoma�s state sales tax revenues equal
to $15.2 million.  In addition, counties in
Oklahoma may have lost about $1.0 mil-
lion in sales tax revenue, and municipali-
ties in Oklahoma may have lost $10.2
million.

Based on the Barta and Lansford calcula-
tions, the average town in Oklahoma lost
$8,700 (high estimate) in sales tax revenue
in FY 1998 because of  e-commerce.  Cer-
tainly, the amount is substantial, but not
fiscally unmanageable.  This is especially
true when considering that the average
Oklahoma town lost nearly $20,000 in
sales tax revenues due to resident out-shop-
ping [2].  Even if  $8,700 of  the average
town�s sales tax slippage was due to e-com-

merce, that still leaves a loss of  $11,300 in
tax revenue that is due simply to the town�s
inability to �capture� their residents� re-
tail dollars.  Barta and Lansford claim that
the more serious problem for Oklahoma
towns in FY 1998 was resident out-shop-
ping, not e-commerce.

TAXING THE INTERNET

As a result of  the national concern over
Internet taxes, Congress created the Advi-
sory Commission on Electronic Com-
merce in October 1998.  The commission�s
task was to study the issue and make a
recommendation to Congress.  Several
groups urged the Advisory Commission
to declare the Internet a totally tax free
zone.  Obviously, many web-only retail-
ers belonged to this camp.  Other groups
would have liked to be able to impose ad-
ditional taxes on Internet retailers.  What
are the arguments for and against allow-
ing preferential tax treatment of  Internet
retailers?

Arguments for Preferential Tax Treatment
of  Internet Retailers.  The following ar-
guments are attributed to the Internet Tax
Fairness Coalition [13]:
1. Nearly everyone agrees that the tax-

ing system is too complex. Accord-
ing to the Internet Tax Fairness
Coalition, the system makes it too
difficult for small companies to fig-
ure out the different sales tax rates
and rules in the 30,000 taxing juris-
dictions in the United States.  This
would be a large barrier to entry into
the online marketplace.  The Coali-
tion recommends removing this bar-
rier by allowing no sales taxes to be
imposed on Internet sales.  This,
they contend will create an atmo-
sphere where the Main Street retailer
can compete with the national
chains on even footing in the online
marketplace.
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2. Consumers are already legally required to report and pay
use taxes in most states.  It should not be held against the
retailers if  consumers fail to obey the law.

3. According to the Coalition, e-commerce is a fledgling in-
dustry, the �engine of  a new economy.�  The best way to
ensure future economic prosperity is to protect this indus-
try.  Instead of  raising barriers (taxes) to Internet competi-
tion, we should lower those barriers (taxes).

4. The growth of  e-commerce has meant many new, high-
paying jobs in the US, and has provided people with more
access to goods and services at increasingly competitive
prices.  The Coalition contends that untaxed Internet sales
are good for all consumers.

Arguments Against Preferential Tax Treatment of  Internet Re-
tailers.  The following are arguments advanced by the National
Governors Association (NGA) [11]:
1. E-commerce will cause a reduction in tax revenue to lo-

calities that depend on sales tax revenues to fund public
services.  According to the NGA, on average, over 40 per-
cent of  states� income from taxes come from sales tax.  One
estimate claims that the loss could be as much as $10 bil-
lion per year by 2003.  These losses must be made up some-
how, contend the NGA.

2. The NGA agrees that the taxing system is too complex
and should be simplified; however, numerous proposals
have been offered for dealing with this particular issue and
computer software already exists for handling the calcula-
tions.

3. According to the NGA, permanent bans on all Internet
taxation is unconstitutional.  The Constitution gives the
states the right to impose and to collect sales taxes on trans-
actions between buyers and sellers in the same state.

4. The elimination of  all sales taxes on the Internet would
place a heavier burden on low-income taxpayers, claim the
NGA.  Studies clearly show that lower income families
do not have equal access to the Internet.  This means that
low-income families would pay sales taxes in brick and
mortar stores while higher-income families would purchase
their goods tax-free online.

Conclusion
In its April 2000 report to Congress, the Advisory Commission
on Electronic Commerce pointed to e-commerce as �contribut-
ing to the overall growth of  the economy [1].�  In May of  2000,
the House passed legislation to repeal the three percent federal
excise tax on communication services.  It also recommends a
permanent ban on Internet access taxes.  The House voted to
extend the moratorium on multiple or discriminatory Internet
taxes until October 2006.  During that time, state and local gov-
ernments should be encouraged to work together to create more
uniform sales and use tax codes.  According to the Commission,

�The hallmark of  the [new taxing] system should be simplicity,
efficiency and fairness.�
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Adding A Human Touch to Your E-
Commerce Web Site
ht t p ://www.ecommerce t imes . com/

news/special_r eports/human-
touch.shtml

All Things Web
http://www.pantos.or g/atw
Be Like Amazon
htt p://www.stor e.yahoo.com/

belikeamazon.html
Be Like Bezos
ht t p ://www.ecommerce t imes . com/

small_business/strateg y/
strauss307.shtml

BizReport
htt p://www.bizr eport .com
Build Traffic with Incentives
htt p://www.stor e.yahoo.com/

tracklink.html
Business To E-Commerce: Selling on
the Internet
http://www.ext.msstate.edu/

newsletters/hb-mbb/20000627.htm
Business 2.0
htt p://www.business2.com
Choosing a Domain Name
htt p://www.stor e.yahoo.com/

domainnames .h tml
Closing the Digital Divide
htt p://www.digi taldivide .gov
CyberAtlas
http://cyberatlas.internet.com
Datamonitor
http://www.datamonitor.com/

prodsbyexpertise.asp?id=91&pa=AU
Designing Web Usability: The
Practice of  Simplicity
http://www.useit.com/jakob/

webusabi l i ty
Digital Economy 2000
http://www.esa.doc.gov/de2000.pdf
Driving Repeat Sales with Loyalty E-
mail
ht t p ://www.ecommerce t imes . com/

news/special_reports/

repeatsales.shtml
E-business Advisor
http://www.advisor.com/MEB
E-Commerce Alert
ht t p ://www.ecommer cea l e r t . com
Ecommerce-guide.com
http://ecommer ce . inter net . com
E-Commerce, How It Works
http://www.starconcepts.co.uk/

inte r ne t/ecommer c e .h tml
E-Commerce Times
ht t p ://www.e commer c e t imes. com
Electronic Commerce Guide
http://ecommer ce . inter net . com
Electronic Commerce World
ht t p ://www.e comwor ld . com
Emmerce
ht t p ://www.computerwor ld . com
Establishing a Merchant Account

for Your Web Business
ht t p ://www.ecommer ce t imes. com/

news/special_reports/merch-
acct .shtml

Fast Company
htt p://www.fastcompany.com/

homepag e
Forrester
http://www.for r ester.com
Generating Sales from Search

Engines
http://www.stor e.yahoo.com/se.html
Getting Started Selling Online
ht t p ://www.ecommer ce t imes. com/

small_business/getting_started/
index.shtml

Guide to Electronic Commerce
http://www.nightcats.com/sales/

fr ee .html
How to Sell Online
http://www.stor e.yahoo.com/

howtose lonwe .h tml
Internet Economy Inidicators
http://www.inter net indicators. com
InterNIC
htt p://www.internic .net
Listing Your E-Store on Search
Engines
ht t p ://www.ecommer ce t imes. com/

small_business/getting_started/
strauss229.shtml

NUA Internet Surveys
htt p://www.nua.net/surveys
Planning for the Perfect Online
Store
ht t p ://www.ecommerce t imes . com/

small_business/strategy/stor y-
2a.shtml

Questions & Answers About E-
Commerce Basics
http://www.commer ce.net/r esources/

efaq.html
Security Concerns
http://www.extension.umn.edu/

mainstr ee t/cur r i cu lum/ecomm/
ec_secur.html

Selling on the Internet:  How to Get
Started and How Much Does it Cost?
ht t p ://www.ecommerce t imes . com/

small_business/getting_started/story-
1-a.shtml

Setting Up Shop in Cyberspace
ht t p ://www.ecommerce t imes . com/

small_business/getting_started/
firstdata.shtml

SME Worldwide
htt p ://www.sme. com
Strategies for Selling Online
ht t p ://www.ecommerce t imes . com/

small_business/strateg y/index.shtml
Study: Top Customer Service Drives
E-Commerce Sales
htt p ://www.ecommer ce t imes . com/news/

articles/991201-1.shtml
The ABC�s of  E-Commerce
htt p://www.virtualpromote . com/

guest5.html
The Seven Deadly Sins of  E-
Commerce
ht t p ://www.ecommerce t imes . com/

small_business/getting_started/
deadly-sins-a.shtml

Tips for Increasing Web Site Traffic
http://www.utextension.utk.edu/adc/

pdf/adc35.pdf
United States Department of
Commerce E-Commerce Site
ht t p ://www.e commer ce . gov
Zcommerce
ht t p ://www.zcommer ce . com

Web resources for e-
commerce
Compiled by Beth Duncan
Mississippi State University

http://www.ecommercetimes.com/news/special_reports/human-touch.shtml
http://www.pantos.org/atw
http://www.store.yahoo.com/belikeamazon.html
http://www.ecommercetimes.com/small_business/strategy/strauss307.shtml
http://www.bizreport.com
http://www.store.yahoo.com/tracklink.html
http://www.ext.msstate.edu/newsletters/hb-mbb/20000627.htm
http://www.business2.com
http://www.store.yahoo.com/domainnames.html
http://www.digitaldivide.gov
http://cyberatlas.internet.com
http://www.datamonitor.com/prodsbyexpertise.asp?id=91&pa=AU
http://www.useit.com/jakob/webusability
http://www.esa.doc.gov/de2000.pdf
http://www.ecommercetimes.com/news/special_reports/repeatsales.shtml
http://www.ecommercetimes.com/news/special_reports/repeatsales.shtml
http://www.advisor.com/MEB
http://www.ecommercealert.com
http://ecommerce.internet.com
http://www.starconcepts.co.uk/internet/ecommerce.html
http://www.ecommercetimes.com
http://ecommerce.internet.com
http://www.ecomworld.com
http://www.computerworld.com
http://www.ecommercetimes.com/news/special_reports/merch-acct.shtml
http://www.fastcompany.com/homepage
http://www.forrester.com
http://www.store.yahoo.com/se.html
http://www.ecommercetimes.com/small_business/getting_started/index.shtml
http://www.nightcats.com/sales/free.html
http://www.store.yahoo.com/howtoselonwe.html
http://www.internetindicators.com
http://www.internic.net
http://www.ecommercetimes.com/small_business/getting_started/strauss229.shtml
http://www.nua.net/surveys
http://www.ecommercetimes.com/small_business/strategy/story-2-a.shtml
http://www.commerce.net/resources/efaq.html
http://www.extension.umn.edu/mainstreet/curriculum/ecomm/ec_secur.html
http://www.ecommercetimes.com/small_business/getting_started/story-1-a.shtml
http://www.ecommercetimes.com/small_business/getting_started/firstdata.shtml
http://www.sme.com
http://www.ecommercetimes.com/small_business/strategy/index.shtml
http://www.ecommercetimes.com/news/articles/991201-1.shtml
http://www.virtualpromote.com/guest5.html
http://www.ecommercetimes.com/small_business/getting_started/deadly-sins-a.shtml
http://www.utextension.utk.edu/adc/pdf/adc35.pdf
http://www.ecommerce.gov
http://www.zcommerce.com
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Schedule

Making Regional Connections
September 10-12
Portland, OR

The program, the 33rd annual training
conference of  the National Association
of  Development Organizations, will ad-
dress
s transportation planning,
s workforce development,
s e-commerce,
s brownfields redevelopment,
s innovative finance development, and
s corporate and foundation grants.

Three hotels will have rooms available
for the conference�the Hilton Portland
(host hotel), $130 single/double, 503-
226-1611; the Heathman Hotel, $135
single/double, 503-241-4100, 800-551-
0011; and the Paramount Hotel, $119
single/double, 503-223-9900.

Registration for members is $410 before
August 11 and $455 after this date.  For
more information on registration, con-
tact NADO at 202-624-7806, 202-624-
8813 (fax), info@nado.org, http://
www.nado.org.

Southern Extension Health In-
stitute
October 2-6
Canton, MS

Sponsored by the Southern Extension
Research Activity-19 and the Southern
Rural Development Center, the South-
ern Extension Health Institute is de-
signed to provide Extension agents with
a unique opportunity to be an active par-
ticipant in an intensive state-of-the-art
training program related to health.  It is
designed to provide participants with an
increased understanding of  health sys-
tems, Extension�s role in health, and tools
and strategies for working with individu-
als, families, and communities in health
issues.

Registration is limited to the first 40 ap-
plicants.  Fees for the Institute cover all

handouts, instructor costs, and meeting
expenses.  The registration fee for The
Institute only is $390.  However, if  per-
sons desire to receive three hours of
graduate credit from Mississippi State
University for the Institute, the fee is
$640.

The Southern Extension Health Institute
will be held at the Duncan Gray Con-
ference Center located at 1530 Way Road
just north of  Canton, Miss.  The logding
cost is $300 per person single occupancy
or $240 per person double occupancy
and includes lodging, meals, and breaks.

The registration deadline is August 18.
For information on registration, contact
the Southern Rural Development Cen-
ter, 662-325-3207, 662-325-8915 (fax), or
bonniet@srdc.msstate.edu.

Helping Small Towns Succeed
October 19-23
Jackson Hole, WY

Designed as an introductory course in
community development, the program
provides sessions on:
s time and stress management,
s managing community conflict,
s understanding personality differ-

ences; and
s leadership characteristics and prac-

tices.

For room reservations, contact the Snow
King Resort at 800-522-5464 or 307-733-
5200.  Rates are $89 per night, single or
double.  Ask for the special Heartland
Center conference rate.

Registration is $750 before September 17
and $850 after this date.  For registration
information, contact the Heartland Cen-
ter at 800-927-1115, 402-474-7667, 402-
474-7672.  Information is available online
at http://www.4w.com/heartland.

ment that the Internet and its associated
business applications are here to stay.

There were no significant perceived im-
pediments to e-business implementation.
The impediments that had the highest re-
ported mean (3.2 on a scale of  1=is not
an impediment to 5=is a significant im-
pediment), were a lack of  understanding
in the organization about the benefits of
e-business and a lack of  an adequately
trained IT staff.  Respondents indicate that
there is very little resistance from custom-
ers in implementing these technologies
(mean of  1.8 on the 5-point scale).

Conclusion
E-business is a new means for developing
competitive advantage.  The emergence of
cyberspace as a significant place to do busi-
ness is a fundamental shaping force that
will transform business and society.  In
ternet-based technologies offer revolution-
ary tools for business development and
management.  Although the World Wide
Web, the primary vehicle for Internet ac-
cess, can provide forest products compa-
nies with a powerful promotional tool, the
potential to facilitate sales and purchases
is significant.

Endnotes
[a]  In order to represent the industry in aggre-
gate, results are presented for solid wood and
pulp/paper respondents combined.

References
[1]  Hill, Ned C.  and Daniel M.  Ferguson.
1991.  Electronic Data Interchange: A Defini-
tion and Perspective.  pp.  12-18.  Principles of
EDI.  EDI Group, Ltd., Oak Park, IL.
[2]  Pitis, Olivian T.  1999.  U.S. Forest Products
Exporters and the Information Superhighway .
Master Thesis.  Baton Rouge, LA:  Louisiana
State University.
[3]  Stewart, Trevor.  1999.  Principal with
Deloitte & Touche LLP in New York.  Se-Com
Project�an intelligence briefing on secur e elec-
tronic commerce.  Available online at http://
www.se-com.com.

Editor�s Note:  This article was adapted from Vlosky,
Richard P.  1999.  �E-business in the Forest Products
Industry.�  Forest Products Journal 49(10): 12-21.

Richard P. Vlosky is an associate professor with the
Forest Products Marketing Program at the Louisi-
ana State University Agriculture Center.
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NAMES 
in the News

ecause of  the implications and oppor-
tunities of  electronic commerce for
the rural South, the Southern Rural

Development Center convened a diverse
group of  individuals from throughout the
South to begin giving focus to this impor-
tant emerging issue.   Participants represented
both research and outreach education and
were drawn from a variety of  disciplines.  Per-
sons serving on the regional task force are:
s Alan Barefield, University of  Tennessee;
s Bo Beaulieu, SRDC;
s Greg Clary, Texas A&M University;
s Brenda Cude, University of  Georgia;
s David Debertin, University of  Kentucky;
s Beth Duncan, Mississippi State Univer-

sity;
s Ruth Edens, North Carolina State Uni-

versity;
s Enefiok Ekanem, Tennessee State Univer-

sity;
s Christina Gladwin, University of  Florida;
s Randy Little, Mississippi State Univer-

sity;
s Sheri Lokken, Mississippi State Univer-

sity;
s Ted Maher, CSREES;
s Safdar Muhammad, Tennessee State Uni-

versity;
s Glenn Muske, Oklahoma State Univer-

SRDC establishes Southern e-commerce task force
sity;

s Jim Ryan, Alabama Cooperative Ex-
tension System;

s Bob Smith, Virginia Polytechnic In-
stitute and State University;

s Michael Spencer, CSREES;
s Teresa Summers, Louisiana State

University;
s Bonnie P. Teater, SRDC;
s Rich Vlosky, Louisiana State Univer-

sity;
s Kent Wolfe, University of  Tennessee;
s Mike Woods, Oklahoma State Uni-

versity; and
s David Zimet, University of  Florida;

The group met face-to-face in April to
outline a possible research and outreach
education agenda.  Identified goals in-
clude:
1. Home-Based Business Curriculum.

A chapter has been prepared for
the national home-based business
curriculum regarding e-com-
merce.

2. Educational Curricula.  Bob Smith
(chair), Alan Barefield, Beth
Duncan, Christina Gladwin,
Safdar Muhammad, Glenn

Muske, and Jim Ryan will flesh out
content and determine need for pre-
paring an education curriculum to
be used by the Extension system.

3. National E-commerce Task Force .
The Regional Rural Development
Centers will convene a national
group to further discuss the
issues regarding e-commerce. Rep-
resentatives of  the Southern region
include: Alan Barefield, Bo Beaulieu,
Brenda Cude, Beth Duncan,
Enefiok Ekanem, Bonnie Teater,
and Richard Vlosky..

4. SERA-IEG-16 (Infrastructure).  The
2001 meeting of  this SERA will fea-
ture e-commerce as their discussion
topic.  Mike Woods will serve as the
lead person with Brenda Cude, Beth
Duncan, Sherri Lokken, Safdar
Muhammad, and Rich Vlosky.

5. An e-commerce list serve has been set
up.  If  you are interested in joining,
please contact Bonnie P. Teater at
the Southern Rural Development
Center  (bonniet@srdc.msstate.edu).

B

Dr. Carter Catlin Jr., acting Associate Di-
rector of  the Cooperative Agricultural Re-
search Program, Tennessee State University
was recently appointed to serve a three year
term on the SRDC Board of  Directors.  Dr.
Catlin has worked as an economist with the
USDA Forest Service in land management
planning.  During his time at Tennessee State
University, Dr. Catlin has taught graduate
and undergraduate courses in agricultural
economics.  He holds a Ph.D. in Forest Eco-
nomics from Michigan State University.

Kirkland E. Mellad, a longtime professor
and administrator at Southern University,
has been named dean of  the College of  Agri-
cultural, Family, and Consumer Science.
Mellad earned a doctorate in dairy reproduc-
tive physiology from Ohio State University,
where he also received a master of  science
degree in dairy reproductive physiology.  He
received a bachelor of  science degree in ani-

mal science from Tuskegee University.
He  has served in several capacities at
Southern University, including chair of
the Department of  Animal Science, as-
sociate dean of  the Division of  Agricul-
tural Sciences, and interim dean of  the
College of  Agricultural, Family, and
Consumer Sciences.

Dr. James G. Butler, has been named
Deputy Vice Chancellor for Agriculture
and Life Sciences at Texas Agricultural
Experiment Station.  Butler holds a
joint position with the Texas A&M
University System�s Agriculture Pro-
gram and the State and Legislative Af-
fairs Office.  He earned his bachelor of
science degree in animal science from
Texas A&M University, his master of
science degree in animal science from
New Mexico State University and com-
pleted a doctorate in animal physiology

at the University of  Arizona.  Butler be-
came an Extension Sheep Specialist at
Colorado State University and later served
as the Executive vice president of  the Na-
tional Wool Growers Association.

Dr. Dick Creger, current Executive As-
sociate Dean of  Agriculture and Life Sci-
ence at Texas A&M Universtiy, has been
asked to serve as Interim Deputy Direc-
tor of  the Texas Agricultural Experiment
Station.  He recieved his bachelor of  sci-
ence degree in feed technology and a mas-
ter of  science degree in biochemistry from
Kansas State University.  He completed a
doctor of  philosophy in biochemistry and
nutrition from Texas A&M.  Creger has
served as Interim Associate Deputy Chan-
cellor and Executive Associate Dean of  the
College of  Agriculture and Life Sciences
and Executive Associate Dean of  the Col-
lege at Texas A&M.
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high transactions costs that normally surround the exportation of  developing-country
products, make their importation into the United States extremely pricey.  Currently,
for example, the U.S. has a duty on products made from �natural fibers,� e.g., cotton
or wool.  Clinton�s African trade bill is trying to eliminate this tariff  for African
products, but amendments have been attached to the bill requiring African cotton
products to be made from U.S. cotton.  Unfortunately, this amendment will cripple
the demand for one of  the few export crops Africa produces, and along with it the
demand for the cotton products of  African microenterprises.  What is needed here are
free trade agreements between the U.S. and any country or region, such as Gorno
Badakshan, that is so poor it still has a hungry season.

Clearly, e-commerce can provide microenterprises in the poorest countries on this
planet with global markets for their products.   The potential is there; yet the chal-
lenges are many.  The rewards, however, should make it worthwhile.

continued from page 7
E-commerce opportunities

Christina H. Gladwin is a professor at University of  Florida.  Her areas of  expertise are in small farms, women
in agriculture, decision tree modeling , and qualitative research methods.

http://ext.msstate.edu/srdc/
mailto:dcosper@srdc.msstate.edu

