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      ABSTRACT

The world business has been changed tremendously during last thirteen year. This is 
all due to the revolutionary dot com digital business. The dot com digital business
has given big swing to world business. No one now can deny the power and 
capabilities of the internet technology. However, from 2001 onwards the growth of 
internet business has declined. Our paper investigates the major reasons behinds this. 
The focus of our paper is south Asian market because we believe this region has 
more potential of growth within internet business as compare to any other part of the 
world. The focal point of our paper is to identify obstacles which are hindering the 
growth of service based internet commerce in south Asian market. We have also 
come up with the possible solutions which when applied can create a room for big
growth of internet business. 

Keywords: digital services, internet commerce, 
south Asian culture, requirements engineering
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1 INTRODUCTION

1.1 BACKGROUND

Commerce has been originated ever since the humans shared the knowledge by a 
number of means. Peter Watson dates the history of long-distance commerce from 
circa 150,000 years [1] where people use to barter what they had for goods and 
services from each other. During 300-700 BC in ancient India metals were mined, 
weighed and stamped into coins. The metals used for the coins were copper, silver, 
gold and platinum which served for trade. In 1661 Sweden first introduced paper 
money in Europe since it was rich on copper which was having low value in the 
market so the coins made were very big and were inconvenient to carry. Paper 
currency lowered the risks as it reduced the transport of metal coins, it made loans at 
interest easier, it divided the currency into credit and specie backed forms and it 
enabled the sale of stock in joint stock companies, and the redemption of those shares 
in paper. But since the note has no intrinsic value, the issuing authorities printed 
more of it than they had specie to back it with. In the 18th century David Hume 
observed the fact that paper currency created money that did not exist, it increased 
inflationary pressures. This fact lead to the creation of central banks which is an 
entity responsible for the monetary policy of its country or a group of member states 
such as European Union. Governments too followed the Gresham’s law i.e. paying 
out in notes but keeping gold and silver paid [2]. International Organization for 
standardization (ISO) has defined three-letter system of code according to ISO 4217, 
in which first two letters stand for the country name and third letter would be the 
country’s currency. For example, in INR the first two letters stand for INDIA and the 
last letter ‘R’ defines its currency Rupee. The international commerce since then is 
done with this currency. With the advent of Globalization which integrated various 
countries of the world served as an engine of commerce because it increased the 
standard of living of third world countries and increased further wealth to first world 
countries[3].

During 1970’s the use of direct cash was avoided by the people and replace it with 
credit cards, debit cards, charge cards, smart cards where in this period the electronic 
commerce emerged. Since then there was a subsequent growth in electronic 
commerce in the form of electronic bill payments, funds transfers between 
customer’s accounts, automated teller machines (ATM) etc.., It was in early 1990’s 
that Internet was coming into common daily usage of a person where he use to e-
mail, online chat, search for information etc.., but with the start of dot com era which 
covers from 1995-2001 many companies started commerce over internet. This period 
saw a new internet sectors and related fields increasing rapidly in the stock markets 
in western countries, many famous dot-com companies saw a boom in their 
economics such as Amazon, Goggle, yahoo, eBay were few among them. Prior to 
2000 many firms invested a lot of money trying to debacle the Y2K bug eventually 
they got dried up and decided to cut down further technological investment this lead 
to the decline in the stock market. The bursting of dot-com bubble marked the 
beginning of Early 2000’s recession in western world. By the end of first quarter of 
2001 E-commerce were 0.91% of total retail sales in the Unites states of America 
[4].
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1.2 MOTIVATION

As Negroponte puts it: “Nations today are the wrong size they are not small enough 
to be local and they are not large enough to be global” (Negroponte, 1995).
There is a huge growth of internet users worldwide since 2000; statistics indicate that 
36 % of the world internet users are Asians [5]. Among these countries like Japan, 
China have together 56.1 % of internet users in Asia [6], many internet commerce 
companies are attracted to these destinations as they have large market. Companies 
like Amazon have even designed their websites in Japanese [7] and Mandarin [8] 
respectively; thus attracting the local customers who are fetching good business to 
the internet companies. The business of the Internet commerce is unevenly 
distributed through the world because the main focus of many companies is Western 
countries and other developed nations, the part which has more potential but 
neglected is South Asia. India is one such country which has growth of 700 % in the 
users of Internet from 2000-2007 [6], it has a population of 1.1billion which shows 
that it has a lot of potential to grow in near future. The other neighbouring countries 
like Pakistan, Srilanka, Bangladesh are also growing very rapidly indicating a lot of 
scope for Internet commerce. There is a need to support the workflow of these digital 
services in order to improve their statistics.

1.3 METHODOLOGY
Literature review was done to study the different models of internet commerce,
internet economy framework. We have studied the IEEE 1471 conceptual framework 
and compared the clauses with our research. We have done statistical analysis on the 
population, economic conditions, number of internet users within the south Asian 
region. We have used the research technique of ethnography in order to deeply 
understand the cultural and social aspects of the South Asia.  In short we have used 
both quantitative and qualitative methods in our research. We have conducted a 
couple of interviews with the web masters of internet commerce web applications. 
From interviews we learned about the organizational business strategy in accordance 
with cultural and social aspects of the society. 

1.4 THESIS OUTLINE
Chapter2 describes the overview of internet commerce, business models, internet 
economy framework and challenges that are to be addressed.
Chapter3 discusses about the stakeholders in detail.
Chapter4 focuses on the workflow of digital services and workflow Qos.
Chapter5 identifies the growth factors and suggest the alternative proposals which 
will increase the commerce business n South Asia.
Chapter6 gives the conclusions.
Chapter7 consists of own contribution and possible future work.
Chapter8 lists out the references.
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2 INTERNET COMMERCE

2.1 OVERVIEW OF INTERNET COMMERCE

Internet commerce is the business that is conducted over the Internet using any of the 
applications that rely on the internet such as e-mail, instant messaging, shopping 
carts, web services, Universal Description Discovery and Integration (UDDI), File 
Transfer Protocol (FTP), and Electronic Data Interchange (EDI), among others. 
Electronic commerce can be between two businesses transmitting funds, goods, 
services and/or data or between a business and a customer.
Internet commerce includes digital as well as physical products, informational and 
non-informational products. It is a market place which enables sellers to innovate 
whole business processes from production to customer service by integrating them in 
a seamless whole. 

2.1.1 Business Models

Internet commerce is subdivided into four categories they are:
 Business to business or B2B ( Ex: CISCO)

 Business to consumer or B2C (Ex: Amazon)

 Consumer to consumer or C2C (Ex: eBay)

 Business to Employee or B2E (Ex: Special Employee offers)

2.1.1.1 B2B commerce:

The transactions are done between one business and the other businesses.
An enterprise dealing with textile products will search for bulk buyer within the 
textile category. B2B commerce has two prominent market places:
Horizontal B2B is responsible for trade between buyers and sellers across many 
industries. For example, the most common materials for Maintenance, repair and 
operational purposes are generally traded across different industries. Vertical B2B is 
the market place where the trade is done among the buyers and sellers belonging to 
same industry. The marketplace stretches vertically up and down and collaborates 
with other levels thus increasing the efficiency of that industry. At the beginning of 
this B2B business there were lot of predictions made; one such was made by Forester 
Research which predicted that US B2B commerce will increase from $43B in 1998 
to $1.3T in 2003 [9].But the electronic commerce in the United States generated 
sales worth $12.2B as of 2003[10] according to Forester Research (as cited in 
Kessler, 2003). This clearly shows the drastic downfall of the B2B commerce over 
the span of five years. There is an urgent need to come up with supporting tools 
which could increase the sales.
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2.1.1.2 B2C commerce:

Business to consumer commerce the firm sells its products or services through online 
to the customers. In the process of marketing there are internet intermediaries who
increase the efficiency of electronic markets by facilitating the meeting and 
interaction of buyers and sellers over the Internet. The prominent firms which were 
successful in this commerce are Amazon and eBay.

2.1.1.3 C2C commerce:

The transactions are facilitated between consumers through some third party. This is 
the main reason that there is no check of the quality, no proper payment method. For 
example, Amazon has online auction which allows consumers to buy the goods or 
services by bidding in order to purchase and the consumer who would like to buy 
will pay a flat fee or commission to the third party. This type of business will be 
more profitable in the university campuses where the students are ready to bid for the 
goods.

2.1.1.4 B2E commerce:

The company allows its employees to purchase products or services through its
intrabusiness network. These networks are used to automate the employee-related 
corporate process. The best applications are online insurance policy management, 
supply requests etc..,

2.1.2 Internet Economy Framework

Internet Economy framework consists of four layers [11]. They are
 Internet infrastructure layer, 
 Internet application layer, 
 Internet intermediary layer and 
 Internet commerce layer. 

Figure1. Internet Economy Framework

The first and second layers are called infrastructure layers. These layers consist of 
global high-speed IP-based networks and applications. The infrastructure layer 
mainly consists of telecommunication companies and hardware manufacturers. The 
application layer focuses on the development of software support systems which help 
companies to commercially exploit the backbone infrastructure.
The third and fourth layers are called Economic activity layers. The intermediary 
layer consists of stakeholders which involve many firms which play an important 
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role in market making process. The intermediaries act as catalysts in the process 
through which investments in the infrastructure and applications layers are 
transformed into business transactions. The transactions between intermediaries 
involve third parties, who provide market-makers in vertical industries, content 
aggregators; online advertising etc.., [13] the commerce layer does the online 
transactions through the companies which are involved and it does business with  the 
environment provided by the above three layers. The more advanced infrastructure 
the more firms can provide better facilities to the consumers which will help to 
increase the economy.
But many big companies operate at multiple layers like IBM and Microsoft play an 
important role at the internet infrastructure, internet application and internet 
commerce layers respectively [12]. CISCO and Dell are good at the infrastructure 
and commerce layers. AOL (before the acquisition of Netscape) is a key player in the 
infrastructure, intermediary and commerce layers [13]. Even though the four-layer 
Internet Economy framework makes it difficult to separate revenues for multi-layer 
players, the framework presents a more realistic and insightful view of the Internet 
Economy than a monolithic conceptualization that does not distinguish between 
different types of activities. Further, the multi-layered approach lets us analyze how 
companies choose to enter one Internet layer, choosing later to extend their activities 
to the other layers [13].

2.2 CHALLENGES TO OVERCOME

2.2.1 Trust Concerns
The lack of trust between buyer and seller has been hindering the growth of internet 
commerce in the South Asian markets. The payment procedure processes should be 
improved in order to increase the market size. We have suggested few payment 
procedures which will be inline with the policies of the South Asia.

2.2.2 Setting up Accounts
To open a bank account in countries like India and Pakistan the age of the customer 
should be minimum 18 years or above, then only he/she is allowed. The customers 
who are below 18 though they are interested in internet shopping cannot purchase the 
items, because the purchase involves use of credit cards which they cannot have as 
they don’t have bank accounts. The credit card services are also not satisfactory in 
South Asia particularly in India this keeps the customers away from using them. The 
population in India under the age 15 is 361 million as of 2005[14] which give an idea 
that more people are not being capitalised by the internet commerce. We have 
addressed the problems which are faced by the customers and also recommended 
alternative measures that will enhance the possibility of growth in South Asian 
markets.

2.2.3 Culture
Culture is the behaviours and beliefs characteristic of a particular social, ethnic or 
age group [15]. The culture of South Asia is very strong and people are rooted to it.
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This culture should be included in the workflow process of digital services in south 
Asia. We have come up with research questions which should be answered

1. How many maximum offers should be offered to the customer on the 
webpage at a time?

2. How should the payment procedure be improved in the South Asian markets?
3. How the digital services of Internet commerce can be made more usable for 

the countries in South Asian markets?

2.2.4 Customer Care

Customer satisfaction is the first priority of any business; if the business is over 
internet then it is more important since the customer cannot see the seller. Many 
internet firms are good in customer service before and during the purchase of a 
product or service but not after the purchase. This gives the negative impact to the 
common public which keeps them away from purchasing anything from the internet.
Customer care is a phrase that is used to describe the process of taking care of the 
customers in a positive manner. The term is used in place of complaint handling due 
to its positive focus [16]. We have suggested good measures which will improve the 
standard of complaint management cell thereby leading to a better customer care.
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3 STAKEHOLDERS

Stakeholders are those for whom the firm serves. Stakeholders in a company may 
include directors, shareholders, management, government, suppliers, employees, 
customers and so forth. 
For example, considering the Internet Economy framework say some airlines is selling 
online tickets, it does its advertisement through Yahoo where Yahoo uses Microsoft as 
commerce application and internet service is provided by AOL (America Online). Here in 
this example the airlines, Yahoo, Microsoft and AOL all are considered as stakeholders. The 
customer who uses this service is also stakeholder. The card companies which offer the 
customers to pay the amount electronically are also stakeholders. The global boom in 
internet commerce has seen the Internet become one of the fastest growing retail sectors. The 
phenomenal rise of online retailing, fuelled largely by the widespread consumer adoption of 
high speed broadband technologies, is opening new markets and enabling new revenue 
streams for businesses worldwide [17].

3.1 IEEE 1471 CONCEPTUAL FRAMEWORK

Figure2. IEEE-Std-1471-2000 Conceptual Framework [64]
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The above figure2 is the IEEE-Std-1471-2000 Recommended Practice for 
Architectural Description of Software-Intensive Systems. This standard establishes a 
conceptual framework and vocabulary for talking about architectural issues of 
systems. The mission of our thesis is internet commerce. The system includes 
application, system, enterprise etc.., and environment is the operational, 
developmental, programmatic context of the system [64]. The environment of our 
thesis is South Asia. We have identified the new stakeholders and their concerns, we 
have also concluded our viewpoints and views which when applied to the system we 
foresee tremendous growth in the internet commerce of South Asia. We have come 
up with two different systems with one common mission i.e. internet commerce. The 
first system is Euro-American system and the second is South Asian system 
respectively.

3.2 EURO-AMERICAN SYSTEM

Figure3. Euro-American view of stakeholders

The Euro-American system has world as its environment. The stakeholders who play 
an important role include the governments which are open to the ideas of internet 
commerce and encourage more and more firms to do online business. The 
government policies are favourable to manufacturers who are the part of 
infrastructure. For example the PC and Server manufacturing firms like Dell, 
Compaq are major stakeholders. Banks which are very secure and advance play an 
important role as stakeholders. Almost all the Banks in Europe and America issue 
credit and smart cards which are important in payment process of internet commerce. 
Markers like eBay, application suppliers of internet commerce like Microsoft are 
influencing the market. Customers in Europe and America are more mature, they 
have full knowledge of the process of buying goods or services over internet. The 
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good transportation of goods always helps in growth of an organization. Amazon 
gives their customer the facility of tracing his/her good which improves transparency 
thereby improving trust. When we look on to the system big solutions like using 
cryptography to solve the problems plays an important role in the world system.

3.3 SOUTH ASIAN SYSTEM

Figure4. South Asian view of stakeholders

Unlike the world system the major stakeholders are local markets and South Asian 
customers. The specific concerns of the local markets are culture, language and 
locality. Customers are not so matured as in Europe and America. The specific 
concerns of customers are trust and payment methods. We have suggested the 
alternative payment methods which are easy for the south Asian customers. The 
governments here are not so encouraging to the internet business. The lack of good 
transportation, good suppliers, and no proper security of credit cards or smart cards 
makes these stakeholders weak in South Asia. People don’t have trust in internet 
commerce. The main factor which helps in improving the trust is the culture, 
language and locality. Unlike Europe and America where the global factor is more 
effective in South Asia the local factor is much more effective. We have identified 
the specific concerns which should be focussed by the stakeholders. The conclusion 
of our thesis suggests our viewpoints and views which will be helpful in the growth 
of our mission i.e. internet commerce. Chapter5 of our thesis describes these 
viewpoints and views which are supported by a strong source.
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3.4 INTERNET AND INTERNET COMMERCE

Internet is the worldwide telecommunication network of business, government and 
personal computers. This is the interconnected system of networks that connects 
computers around the world via TCP/IP protocol. The Internet or Internet-like 
networks have two overriding factors in their favour to become a market
infrastructure: distributed computing and openness.
 Distributed means that it supports peer-to-peer relationships i.e. each computer or 

user connected is a potential provider of contents, for instance, as seller as well as 
buyer.

 Open means that it enables any computer or network to connect to it using TCP/IP 
[18].

Anything that one can send and receive over the Internet has the potential to be a 
digital product. It's risky to predict the future of something as dynamic as the 
Internet. It seems safe to say that we will see a continuing explosion of new services. 
Today, at least a dozen companies are engaged in providing electronic funds 
transfers on the Internet in support of electronic commerce. Other companies are 
exploring the provision of packetize video, videoconferencing, packetized voice 
(packet telephone!), and increasingly sophisticated tools for securing Internet 
operation for intra- and inter-corporate use its rapid growth and the rich evolution of 
new products and services suggest that the modest research investments of the 
federal government have paid off in myriad ways, not all of them merely monetary. 
There is every reason to believe that the Internet will transform education, business, 
government, and personal activities in ways we cannot fully fathom. Virtually none 
of this would have happened as rapidly, or in the same open and inclusive fashion, 
had not the federal government consciously provided sustained research funding and 
encouragement of open involvement and open standards, and then wisely stepped out 
of the picture as the resulting systems became self-sustaining [19]. Internet service 
providers (Ex: AOL, Earthlink), Security vendors, Networking hardware and 
software companies like Cisco, Lucent etc..,

3.5 ROLE OF INTERMEDIARIES 

Intermediaries act as catalysts in the process through which investments in the 
infrastructure and applications layers are transformed into business transactions. An 
intermediary is a middleman who facilitates transactions between potential traders. 
Intermediaries can be a broker who matches buyers with sellers, retailer who buy 
goods from sellers and sell them to buyers, transformer who buy goods and sell them 
after modifications and information brokerage who sell transaction-related 
information only. The list of intermediaries in internet commerce include Online 
advertisers, Internet ad brokers, Online travel  agents , Portals, Online brokerages 
etc..,
A market where buyers and sellers trade goods electronically lacks many of the 
conventional ways to assess the quality of a product. When market agents are not 
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endowed with proper information, the market may be inefficient or even fail to 
function. When the quality of a product is unknown, for example, consumers may be 
unwilling to pay for it. Consumers often think that the price of a product is a sign of 
its quality. However, a low-quality firm may simply charge a high price for its 
product. The lemons problem is one example of adverse selection where bad 
products drive out good products [20].

Because the lemons problem results from asymmetric information - buyers don't 
have the same information as sellers - the obvious remedy is to inform and convince 
buyers about the product quality. Many products classified as experience goods 
cannot be adequately evaluated by descriptive words or pictures. A try-out or test 
drive is offered so consumers can evaluate the quality themselves. A firm may profit 
from try-outs if consumers find that the product is of high value to them and thus are 
willing to pay a higher price. The firm’s incentive lies in the possibility to segment 
the market and charge the maximum price [21]. A market-driven solution to the 
lemons problem involves relying on an intermediary who has an incentive to provide 
truthful information about quality in the manner buyers can trust. The reason is that 
the intermediary sells products from multiple producers. The rationale for an 
intermediary in electronic commerce has little to do with transactional efficiencies. 
Instead, an intermediary improves market efficiency by providing third-party 
information about product quality, thereby eliminating the possibility of a market 
failure due to quality uncertainty. The more severe the uncertainty about the quality
the stronger will be the need for an efficient intermediary electronic commerce [22]. 
Expert intermediaries are more common where the difference between low-quality 
and high-quality products is large, giving a larger profit margin from the two 
expected prices. Experts add little value if products are in general of high quality. In 
electronic commerce, packaging and processing products by an intermediary will 
become more important because digital products are highly customizable and 
because producers of digital products are smaller and more numerous than in the 
physical market, each catering to a very specialized taste [24].

3.6 TECHNOLOGY

By expanding the use of electronic technologies to consumers and non-financial 
institutions, the Internet not only economizes costs but also provides opportunities to 
reinvent business processes and to develop radically new financial products and 
services. Although it is easy to convince investors of the Internet’s transactional 
efficiency, it is a different matter to convince them of the quality of the service, risk 
evaluation, and the ultimate performance of their investment, or profits. A 
computerized exchange market on the Internet has the potential to change capital 
markets in a fundamental way. First, traditional exchange markets and brokerage 
firms must change when exchange over the Internet takes over coordinating buyers 
and sellers. Second, as capital markets expand to include a wide range of investors 
and borrowers, new types of financial instruments and markets may evolve that 
combine equities, financial derivatives, and bond and commodity markets in one 
seamless capital market [25]. The behaviour of brokers often adds noise to the 
market clearing process instead of facilitating it. In an ideal market, demand and 
supply should alone determine prices. Automating transactions eliminates this noise. 
As transactional functions undergo radical change with Internet trading, financial 
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intermediaries may specialize in the information function and maximize their 
competitive advantage in information acquisition and analysis [26].

Technology has changed the banking business and financial service sector many 
times in the past by transforming the way people pay for goods and services and the 
way financial markets are organized and operated. With each new introduction of the 
telegraph, wire transfers, electronic funds transfer (EFT); credit cards, and automatic 
teller machines, financial markets have become more and more convenient and 
efficient. In present day Internet commerce the credit card companies are important 
stakeholders because all the payment is done through them electronically. Many 
financial products and services can be digitized and analyzed as digital products. 
Digital cash already considered to be the next "killer application" for electronic 
commerce is a digital product whose viability will be determined by market supply 
and demand.

3.7 COPYRIGHTS

The majority of digital products fall into the range of expressions protected by 
copyright law. The ultimate need of intellectual property laws is to promote the 
creation of knowledge and useful arts. This goal cannot be achieved without 
incentives, which most often are economic. To encourage productive activity, 
authors do need incentives such as profits. But keeping ideas out of circulation due to 
a rigid legal system is highly unproductive. By granting a monopoly power in the 
form of copyrights, society’s intention is to protect an author’s market from being 
eroded or stolen by others. When the market is not protected from pirates who do not 
share the initial cost of developing the product, authors have a reduced incentive to 
develop a product, at least for commercial reasons. Certain product choice strategies 
such as differentiation and customization naturally discourage consumers from 
unauthorized reproduction and distribution of a digital product. Market driven 
solutions, such as these, avoid the use of legal and artificial market barriers, a fact 
that is desirable in terms of market efficiency [27].
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4 WORKFLOWS

4.1 WORKFLOW OF DIGITAL SERVICES

Workflow involves a number of humans, specialized applications and databases in 
order to accomplish some definite business tasks [28]. It is group activity automation 
by task sequencing and information routing [29].Workflow of internet commerce is 
the process where the seller is selling a buyer a product or service; it is a 
coordination of all the tasks which takes place during the process of selling to the 
customer. Broadly it can classify as:
Giving an offer
Support the offer
Payment
Delivery which also includes contract
Complaints
Customer care

Figure5. Workflow of digital services
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4.1.1 Giving an offer

In a digital service area ‘Giving an offer’ shows the available offers to the buyer 
through a webpage. These offers include many products and services like 
entertainment products such as movies, television programs, music concerts, 
speeches etc.., and Information goods such as, books, newspapers, magazines, 
journals. The offers may include tickets and reservations of airline, concerts, sport 
events, movies; graphics such as calendars, maps, posters. Many firms also offer 
product information such as user manuals, product specifications. They also include 
credit cards such as amazon.com visa credit card, financial instruments such as 
securities, electronic currencies.
Digital services are like support for real time tasks for example, buying a ticket does 
not mean I shall travel compulsory. There are many services which are offered by the 
government like in India there are many e-governance project services namely e-
seva, Gyandoot etc.., these services may also include telemedicine, remote education, 
interactive programs. Internet commerce also include the physical products that can 
be digitized and customize. Virtual museums are such services where art objects are 
digital pictures and photographs and commerce of such objects include rights to 
digitize them and control. An exhibition of 18th century French paintings is at 
http://www.culture.fr/lumiere/documents/files/imaginary_exhibition.html
Virtual florists are also much in demand. Auctions for virtually all products could be 
organized as electronic markets where auction items are viewed online and bids and 
payments are taken electronically, eBay also offers this facility [19].

.

4.1.2 Support the offer

The seller supports his/her task so that the customer can buy it easily. For example, a 
DVD seller can offer a customer a free game DVD along with each purchase.
. 
Product customization and discriminatory pricing based on consumer types or other 
identifiable information become essential for digital products because their use and 
values are relatively heterogeneous.  With differentiated products, pricing strategies 
will be based on consumers´ valuations and willingness to pay rather than on the cost 
for producing the product. Although a basic tenet of economics observation holds 
that the value of a good is higher if it is scarcer, in the case of information goods, the 
opposite is often true due to network externality. The first sales doctrine - allowing 
buyers to resell or lend purchased products - may destroy the electronic market 
completely unless an information seller, for example, can restrict its customers from 
reselling. , Most efficient by market driven solutions [30].

Product differentiation will be more widely practiced in electronic commerce 
because the transmutability of digital products makes them highly customizable. 
Detailed data on consumer preferences are more abundant in computerized market 
environments. As a result, consumers obtain a higher degree of satisfaction from 
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customized products than average-quality products, and prices can effectively reflect 
costs and consumer preferences. Efficient pricing strategies, such as multi-part tariffs 
and discriminatory pricing are improved by the combination of detailed consumer 
information and customized products. Horizontal differentiation means that product 
differences are based on appearance or consumer preference. Vertical differentiation 
if all consumers prefer one product among equally priced products [31].  Prices that 
reflect cost differences are non-discriminatory.

 Discriminatory prices are introduced to take advantage of differences in consumer 
valuations. Discriminatory pricing should be used whenever possible because it is 
always more profitable than uniform pricing. Generally, it means that income is 
transferred from buyers to sellers [32]. First-degree or perfect price discrimination 
requires detailed consumer information and the ability to charge different prices for 
different consumers. Prices are individualized to extract all individual consumer 
surpluses but reselling among consumers must be prevented. Group discounts and 
senior discounts are example of third-degree price discrimination. They are used to 
increase demand without lowering the price for other groups. In this case, 
discriminatory prices actually help serve more consumers and increase economic 
efficiency and social welfare [33].
 In order to achieve complete price discrimination, the seller must have control over 
four factors:  consumer’s preferences, product differentiation, personalized billing 
and consumer arbitrage. Limiting consumer arbitrage is the most important factor. 
The most important aspect of discriminatory pricing is that prices are based on user 
valuation, not on production costs. This is especially prominent for digital products 
where marginal production cost is negligible. The primary economic benefit of 
product customization stems from the fact that products match consumers´ needs 
better than undifferentiated products which correspond to the taste of the average 
consumer. Unlike information such as names, addresses and social security numbers 
(or equivalent) to which laws may already apply, there is no basic agreement on how 
to treat consumer information gained by processing communications data. (Check 
out what you send to a web-server about yourself). Revealing private information 
about preferences is beneficial to consumers with low valuation of the seller’s 
product. Those with high valuations must be given sufficient incentives to reveal 
their true preference. By revealing their information, more consumers may be served 
and products will be sold at their valuation [34]. Discriminatory pricing allow sellers 
to serve a larger market, increasing market efficiency. But charging different prices 
involves some consumers paying a higher price than in a market with incomplete 
information. Sellers need some mechanism to satisfy consumers who are charged 
differently by persuading them, rightly or not, that they are buying different products. 
The practice of bundling refers to packaging two or more products and selling the 
bundle in fixed proportions. Selling components of a bundle both individually as well 
as in bundles is called a mixed bundling strategy. In most cases, a mixed bundling 
strategy almost always increases the seller’s profit when compared to pure bundling 
or non-bundling [35].

In Euro-American system the market prices are generally fixed. They don’t 
encourage the bargaining kind of markets. In this marketplace there is a lot of scope 
for guarantee because once the customer is not satisfied he/she can show the receipt 
and give back the product or service. Though the firms such as eBay provide auction 
facilities to the customers but there is no guarantee of the products or services. The 
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South Asian markets are like ‘flee markets’, the customers don’t like to use credit or 
smart cards for payment that is the reason in our thesis we have suggested the 
alternative payment methods which are very easy for the customers. The internet 
firms have a challenge to build trust with the customers.

4.1.3 Payment

A payment procedure for the purchase of digital services is done electronically. 
Many firms accept payment through pay pal, visa card, MasterCard and other 
authorised credit cards. Existing payment methods developed for relatively high-
value transactions cannot adequately support web-based information trading. A cost-
effective micro-payment system is essential for transactions of extremely small 
value.
Electronic commerce payment systems must be convenient for web purchasing, 
transportable over the network, strong enough to thwart electronic interference, and 
cost-effective for extremely low-value transactions (micro-payments). Digital 
currency is more than just an efficient electronic payment system; it is a monetary 
innovation.

4.1.4 Delivery which also includes contract

Once the payment is done by the customer then the delivery of the product is done. 
But the delivery contains a contract attached to it which defines the rules and 
regulations over a purchase. The contract basically contains the age criteria, 
insurance, shipping details; information relating the fraud complaints etc.., the 
delivery procedure should be made transparent to the consumer so that he/she could 
keep track of his/her good. The delivery is mostly done by the third-parties with 
whom firms are involved. Amazon.com has good delivery service but it is not the 
same with the other firms. The third-parties are not responsible in delivering the 
product in time and also in good condition. Most of the customers are not satisfied 
with the delivery systems of many internet commerce firms. This is the main reason 
that the customers are losing trust in them thereby decreasing the growth of 
commerce.

4.1.5 Complaints

The complaints cell responds to the negative feedback of the customers in a positive 
way. There is a notion that the electronic marketplace is the great equalizer, which 
accommodates big and small firms on equal terms. However, there is ample evidence 
that large firms may dominate.
The small firms can gain momentum if they satisfy their customers, because there 
may be a delay in the delivery and the customer may complain though the reason of 
delay may be genuine but all that matters is how quick the complaint management 
responds to the customer. The complaint response time should be less. The firms 
should display their complaint box which includes the complaint response time to 
other customers so that this will make the firm more reliable.
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4.1.6 Customer care

Customer care is the section which helps the firm to get differentiated from other 
firms. If a firm provides good customer service then it will have competitive 
advantage over other firms. The purchase is done at this stage by the customer now 
the firm’s duty is to take the feedback from the customer. If there is a positive 
feedback this will help in the publicity of the firm and if it is negative then the firm 
should address the problem and solve it. The customers tend to be more forgiving of 
the firms who acknowledge and apologize for their mistakes rather than denying 
them. The customer care section keeps the details of their old customers, their likes 
and dislikes. Whenever the old customer is logged in they will let him know anything 
available of his/her interest, this act builds a good rapport between them which will 
be lead to a healthy and long relationship. Many firms have 24/7 customer care 
service which consists of people, technology and processes very well designed and 
executed.

4.2 Workflow QoS

In internet commerce processes, suppliers and customers define a binding agreement 
or contract between the two parties, specifying quality of service (QoS) items such as 
products or services to be delivered, deadlines, quality of products, and cost of 
service. Management of such QoS directly impacts success of firms participating in 
internet commerce. Organizations operating in modern markets require an excellent 
degree of quality of service management. Products and services must be available to 
customers with well-defined specifications. A good management of quality leads   
the creation of quality products and services, which in turn fulfils customer 
expectations and achieves customer satisfaction. Therefore when services or products 
are created or managed using workflow processes, the underlying workflow 
management systems must accept the specification, be able to predict, monitor, and 
control the QoS rendered to customers. To achieve these objectives the first step is to 
develop an adequate QoS model for workflow processes and develop methods to 
compute QoS [36].

Workflow management systems allow organizations to streamline and automate 
business processes, reengineer their structure, as well as, increase efficiency and 
reduce costs [36].
The international quality standard ISO 8402 (part of the ISO 9000 (ISO9000 2002)) 
describes quality as” the totality of features and characteristics of a product or 
service that bear on its ability to satisfy stated or implied needs.”
For organizations, being able to characterize workflows based on their QoS has three 
direct advantages. First, it allows organizations to translate more efficiently their 
vision into their business processes, since workflow can be designed according to 
QoS metrics. Second, it allows the selection and execution of workflows based on 
their QoS to better fulfil customers expectations. Third, it also makes possible 
monitoring of workflows based on QoS, and setting compensation strategies when 



20

undesired metrics are identified. It is essential that the services rendered follow 
customer specifications to ensure their expectation and satisfaction [37].

4.3 Breakdowns in Workflow

If any of the process in the workflow does not function efficiently it will lead to a 
breakdown. For example, if the customer pays the payment electronically but he does 
not receive the goods then he/she can approach the law. In Europe and America the 
government supports the consumer through laws which are very effective. The 
lawyers help the clients to get their consumer rights. In South Asian countries like 
India which is developing rapidly the consumer laws are not much effective; the act 
which monitors the regulation of insurances and promotes them was established in 
the year 1999 under the name Insurance Regulatory and Development Authority 
(IRDA) act. Since the laws and policies are not effective currently the main trust of 
the firms can be developed by the reputation this can be achieved by meeting people. 
The firms can appoint persons who could meet local people personally and improve 
the confidence in the firm. The local social engineers should be appointed by the 
firms because reputation is the best protection in the local society. 
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5 IDENTIFICATION OF GROWTH FACTORS

5.1 HUMAN BEHAVIOUR

The webpage usually consists of either many offers or less offers, different people 
around the world have different tastes and this is the fact which can’t be denied. This 
is one of the main reasons where the customers get unsatisfied and leave the website 
though they are interested in shopping. The company cannot design the webpage 
keeping in mind the taste of each and every person this would be impossible but to 
cater larger number of customers it can consider the cultural taste of the society. The 
people share common beliefs and understanding through social interaction in their 
daily life and they develop similar tastes in their way of life for example, the group 
of members in a locality do shopping very much may be on a personal front they 
have different tastes but all have a habit of shopping. The idea which is proposed in 
this paper emphasizes on the survey which should be done by this companies in the 
different regions. The basic categories in which the differentiation should be done 
must be three namely high, medium and low. High category gives the information of 
the regions in the south Asia where the people are more interested in shopping, they 
would like to see more and more offers at a time. Medium category gives the 
information of the regions where customers are eager to see optimum offers because 
they really are not interested much in shopping. Low category gives the information 
of the regions where the people are least interested in shopping, they don’t want to 
shop. Once the information is categorised the firm gets a clear picture of the regions 
where the people are more interested to see the offers and vice versa. Now the 
WebPages should be designed considering the culture of this society like the 
customers of the High category region would like to see more and more offers and 
also the offers must be made at a good price so that it will develop interest among 
them. Once the webpage is designed keeping in mind the culture of the society this 
will definitely help to improve more and more customers who are interesting in 
shopping through internet. Ultimately this will lead to the growth of internet 
commerce.

5.2 TECHNOLOGIES

The payment methods which are used by the firms are credit cards usually. But 
majority of South Asian people are middle class. They can not effort to do normal 
business on high advance payment methods like credit cards, debit cards and smart 
cards.  Technologies like credit card need lot of time and effort to mature in South 
Asia region.  In my research we have found some major problems in enhancing the 
internet commerce in South Asian region.

Huge middle class
The maximum population residing in south Asia belongs to middle class society. The 
people are very much concern about the expenditure therefore they are very careful 
while spending their money. They are not easily attracted to something unless they 
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are sure about the security concerns, they will check each and everything once or 
twice before taking a step in spending their money. Thus the above nature keeps
them away from internet commerce since it involves the use of credit cards which are 
not used by many people. Though people own credit cards they do not prefer to use 
over internet due to their insecure feeling. It is a fact that the monitoring system of 
these cards is not very secure in South Asia as it is the latest trend started just few 
years ago. Whereas in western countries and other developed nations like Australia, 
new Zealand etc.., they have very good security measures which allows more and 
more people to use the credit cards. The firms which offer digital services often ask 
the payment through this credit card/smart cards which are not used by majority of 
people in India, Pakistan, Bangladesh, Sri lanka etc.., but there is market of  13.6 % 
internet users in these countries who can be a good market for internet 
commerce[38]. 

Case study:

As at the end of December 2004, In India 42 banks undertook card business. While 
24 of them are issuing credit cards, 30 of them issue debit cards and only 2 banks are 
issuing/ have issued smart cards. While earlier banks used to issue proprietary cards, 
the current practice is that the banks mostly issue cards under affiliation to 
international card companies like Visa, MasterCard, Diners Club and American 
Express [39]. State Bank of India is the largest nationalised bank of India in which 
government of India has 60% stake [40]. As of 2006, it has more than 10000 
branches in India which are computerised being such a large bank and covering all 
the country it has a good reputation among the people [41]. It also debuted in the 
Fortune Global 500 at 498 in 2006 [42]. This bank provides credit cards in the name 
‘SBI International card’, ‘SBI Gold card’ etc..; most of them are under affiliation of 
Visa and MasterCard. But the bank has not been successful in providing the services 
like generating correct statements regularly to their customers, good complaint 
management system, customer care etc.., this lost the trust of the people who are 
though few in number when compared to non-credit card holders(for details 
refer[43]). There are also other public and private banks but when the most 
dependable is not fit people rarely chose to use other banks. The condition in other 
neighbouring countries like Pakistan, Bangladesh and Sri Lanka are also similar 
where customers are having very weak trust on credit card utilization.

Our major concern in this regard are listed below
Universal payment procedure
The payment procedures offered by major internet commerce firms like Amazon and 
eBay are proved to be difficult for a common man in South Asia. The difficult access 
to accounts and strong physical currency utilization culture hinders the growth of 
internet commerce in these regions. 

Alternative1:
The first alternative which we suggest is that the firms should start stores which are
authorised by the local government. The customer purchases any product or service 
he/she will have an extra option in the payment method which allows him/her to pay 
amount in the nearest physical store of the firm. Since the local government is giving 
guarantee this will definitely be reliable for the customer. 



23

Alternative2:
The second alternative is that the firms may collaborate with current payment service 
facilities which exist in the South Asian countries. For example, Nationalised Banks 
and government post-offices are used in India for various payment purposes, the 
firms can ask their customers to pay the amounts here. There is an e-governance 
project called e-seva in a state of Andhra Pradesh in India which being conceptually 
innovative, has been able to attract the attention of customers and suppliers of 
services. Several public sector (ICICI Bank, housing finance company HDFC and 
United Trust of India) and private organizations have tied up with e-seva to provide 
their services through e-seva centres. Other services of E-seva include payment of 
property tax, registration, electricity and other utility bills. In terms of transactions 
recorded, E-seva has shown excellent growth rate. By September 2001, more than 
500,000 citizens were served through E-seva centres. Before September 2001, Rs 5 
(about 10 cents) was being charged for availing each service. The services were 
made free after this date, which has helped in significantly expanding the user base 
[44]. In Pakistan, Sri Lanka and Bangladesh also nationalised Banks are utilised by 
the public to pay electricity bills and other utilities. These payment services can be 
utilised by the internet commerce firm.  The customer now can pay in these payment 
services and take a receipt from them. This receipt number is then entered in the new 
payment option of the purchase by the customer. Once the firm verifies this number 
from its database it moves to next step that is delivery of the product.

The children below 18 can also purchase through this payment method which will 
bring new customers to the internet commerce.

5.3 CUSTOMER CARE

A good ‘word of mouth’ is a big publicity in South Asia. Customer care should be 
very strong in order to improve the markets. Customer satisfaction is the first priority 
of any business; if the business is over internet then it is more important since the 
customer cannot see the seller. Many internet firms are good in customer service 
before and during the purchase of a product or service but not after the purchase. 
This gives the negative impact to the common public which keeps them away from 
purchasing anything from the internet. Customer care is a phrase that is used to 
describe the process of taking care of the customers in a positive manner. The term is 
used in place of complaint handling due to its positive focus [45]. The culture of 
various regions should be kept in mind while handling with the customers. This sort 
of approach will fetch good publicity which ultimately leads to the growth of 
commerce. The local social engineers with sociology, psychology background should 
be appointed in the customer care section. They can understand the pulse of the 
society in a better way. 

The complaint management department plays an important role in the growth of 
internet commerce. This department receives the complaints from the customers and 
reacts in a positive way. Many a times the department fails to respond the customer 
because of the lack of coordination from the other departments. We suggest that 
there must be a coordination officer who oversees the coordination between 
complaint management department and the other departments. This will ensure the 
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fast complaint response time. The customers tend to be more forgiving to the firms 
who acknowledge and apologize for their mistakes rather than denying them.

5.4 MULTILINGUAL APPROACH IN SOUTH ASIAN 
MARKETS

South Asian is composed of 1.4 billion people [46]. South Asian geo strategic 
location can not be ignored. India is a world emerging market and software 
technology giant. It has amazing economic growth of 9.2 % last year [47].  Indian 
Ocean is one the worlds three big ocean besides Atlantic and pacific. Indian Ocean is 
in the middle of all trade between east and west.  Indian society is multicultural, 
according to 1961 census the number of “mother tongues” in India is as high as 1652 
[48]. The language of the India is Hindi but Indian constitution recognises 23 official 
languages which are also regional languages throughout the country. These 
languages belong to two major linguistic families namely Indo-European whose 
branch Indo-Aryan is spoken by about 74% [49] and Dravidian which is spoken 
about 24% of the population [50]. The Dravidian family languages are official 
languages in southern India and Tamil which is one of the Dravidian languages is the 
official language of Sri Lanka [51], and Singapore [52]. There are major four 
Dravidian languages namely Telugu, Kannada, Tamil and Malayalam. In the 
remaining 18 languages 15 languages are from Indo-European (Indo-Aryan) family. 
In these 15 languages most widely spoken are Hindi, Urdu, Bengali, Guajarati, and 
Marathi [49]. Indo-European languages are also official languages of countries like 
Pakistan, Bangladesh, and Nepal thus covering the upper South Asia. We
recommend that the firms should design their websites keeping the language into 
consideration this will definitely improve the internet users further helpful in 
increasing the internet commerce. According to the number of speakers of the 
language, the culture, and importance of the language in the South Asian region we
recommend that websites to be designed in five languages. In this two languages are 
from Dravidian family (Tamil, Telugu) and three are from Indo-European (Hindi, 
Urdu, Bengali) family respectively.

First, Hindi is the official language of India. It is also the official language of Fiji (as 
Hindustani).India is divided into 28 states and 7 Union Territories  out of which 10 
states 3 union territories have Hindi as their official language , and many other states 
have Hindi as  their co-official language [54]. These states cover the complete 
northern India. It was envisioned that Hindi would become the sole working 
language of the central government by 1965, with state governments being free to 
function in languages of their own choice. This has not, however, happened and 
English is also used along with Hindi for official purposes. The Constitution of India 
has stipulated the usage of Hindi and English to be the two languages of 
communication for the Central (Federal) government. The state governments use 
their own language along with English for communication with the Central 
government. For example, the central government sends its information in Hindi and 
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English to the state of Andhra Pradesh and this state communicates back in Telugu 
and English [55].
 There are 490 million native and 790 million total speakers of Hindi [49]. There is 
more number of people who don’t read or write English but are learned in Hindi. 
Since the schools and institutions where medium of instruction is Hindi are more all 
over the country, the people know the use of Internet but cannot do commerce only 
because they don’t understand English. Hindi is the most widely spoken language of 
Indo-Aryan family.

Second, Bengali is the official language of India [56] and Bangladesh [57]. In India it 
is also the official language of two states West Bengal and Tripura [54]. This is the 
sixth most widely spoken language in the world [58]. Bengali has 189 million native 
and 230 million total speakers [49]. This is the main language of Bangladesh where 
98% of population speaks Bengali as a native language and second most widely 
spoken language in India. Bengali was the focus, in 1951–52, of the Language 
movement (Bhasha Andolon) in what was then East Pakistan (now Bangladesh). 
Although Bengali speakers were more numerous in the population of Pakistan, Urdu 
was legislated as the sole national language. On February 21, 1952, protesting 
students and activists walked into military and police fire in Dhaka University and 
three young students and several others were killed. Subsequently, UNESCO has 
declared 21 February as ‘International Mother Language Day’ [59]. This movement 
itself gives us a clear picture that people are more conservative about their language 
in South Asia.

Third, Urdu is the official language of India and Pakistan. In India 6 states (Andhra 
Pradesh, Bihar, Delhi, Jammu and Kashmir, Gujarat and Uttar Pradesh) identify 
Urdu as their official language [54]. There are 61 million native and 160 million total 
Urdu speakers. There are two fundamental distinctions between Standard Urdu and 
Standard Hindi that lead to their being recognized as distinct languages:

 the source of borrowed vocabulary (Persian/Arabic for Urdu and Sanskrit for 
Hindi); and 

 The script used to write them in (for Urdu, an adaptation of the Perso-Arabic 
alphabet written in Nasta'liq style; for Hindi, an adaptation of the Devanagari 
script). 

During British rule in India in the year 1867 there was Hindi-Urdu conflict which 
also resulted in communal violence. The main reason was people one group wanted 
Hindi as official language and not Urdu. This is the reason that people are more 
conservative, more focused about their languages and also cultures [60]. In 1994 a 
proposal in Bangalore city of India to introduce an Urdu-language television news 
segment (aimed primarily at Muslim viewers) led to a week of urban riots that left 
dozens dead and millions of dollars in property damage [61]

Fourth, Tamil is from the family of Dravidian language [50]. Tamil has the oldest 
literature amongst the Dravidian languages [62], but dating the language and the 
literature precisely is difficult. Tamil is the official language of India, Sri Lanka and 
Singapore .There are 63 million native and 81 million total speakers. Tamil is official 
language of Tamil Nadu state and 2 union territories of India. Tamil people are very 
conservative about their language since this language is not from Indo-European 
family which was migrated from central Asia and Europe to India. People also 
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consider this language as different from other Dravidian languages because other 
three languages are influenced from Sanskrit whereas Tamil is considered as pure.  
There was widespread resistance to the imposition of Hindi on non-native speakers, 
the Anti-Hindi agitations in the state of Tamil Nadu, which resulted in the passage of 
the Official Languages Act (1963) of India [63]. This act provided for the continued 
use of English, indefinitely, for all official purposes, by the Union government. This 
clearly displays how concern people are for their language.

Fifth, Telugu is again from the family of Dravidian languages [50]. This is an official 
language of India and third most widely spoken language in the country. But unlike 
Tamil this language is mostly influenced from classical language called 
Sanskrit.There are 70 million native and 75 million total speakers of Telugu [50]. 
Andhra Pradesh state recognises Telugu as their official language. Nineteenth-
century Englishmen called Telugu the Italian of the East as all native words in 
Telugu end with a vowel sound, but it is believed that Italian explorer Niccolò Da 
Conti coined the phrase in the fifteenth century.

We have chosen these languages based on their background, their number of native 
speakers. We have discussed briefly about the major conflicts which involved 
language for creating violence at different locations in South Asia. These facts force 
firms to design in these languages in order to grow their market here. The Google in 
India has designed its search pages in Hindi, Telugu, Marathi, Bengali etc.., and 
languages; the Amazon firm has its marketplace over internet in Japanese and 
Chinese languages respectively. To protect cultural diversities people desire to 
communicate in their native language, yet want to be global at the same time. This 
forces the firms to offer products, product catalogues or services in their native 
language so that there is a possibility for contractual negotiation mechanisms. This 
will be an important growth factor which will improve the business in South Asian 
markets.

In this world there are various types of languages and different colors, these
variations in colors and languages is not to despise each other because every 
language on the face of the earth is beautiful. It may sound funny for one being 
because he doesn’t speak but for the group of people who speak that language is 
beautiful.
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6 CONCLUSIONS

South Asian cheap labour and abundance of raw material has already attracted the 
major multinationals. There exists a room of improvement and enhancement in the 
internet commerce in South Asia. Our papers basic aim was to attract the attention of 
major digital commerce services towards a big business opportunity. 
Business habits of people needs to changed in south Asia. A trust environment is 
needed. Most of people of south Asia belong to middle class and they are very much 
concern when it comes of spending money. It is not easy from them to experiment 
with new style of shopping and to adopt new payment procedure like credit card 
payments. Internet payment procedure needs improvement. Language weapon needs 
fresh bullets. Digital services can enlarge their areas of circle by focusing on the 
language of the area where it wants to get growth. By doing this firms can prioritize 
their setting of services. Complaint management cell needs improvement because 
there is a gap between a customer and a seller. Improper monitored methodology 
exists in the market. It needs attention. Multilingual approach of offering services is a 
good option to increase the number of user thereby maximizing the market potential. 
Our proposals for mitigating the above mention challenges [pages 8-9] are listed 
below

 Two alternative methods for improvement in the payment procedures which 
are inline with the existing policies

 Good surveys are needed to estimate the cultural taste of people in order to 
decide the priority of offering services to that special group people or area

 Complaint management cell should include coordination officer who 
overseas the coordination with the other departments

 Customer care should include local social engineers, this will help in 
developing a trust between customers and services

 We have suggested five major language of south Asia which should be 
included in the services of internet firms

When our proposals are implemented to current market we foresee rapid growth in 
internet commerce in south Asian market
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7 OWN CONTRIBUTION AND FUTURE WORK

We have identified the obstacles which hinder the growth of internet commerce in 
south Asian market. We have analysed the factors through literature reviews, reading 
the policies and various cultures, analyzing statistics and observing the 
environmental conditions. We have come up with new ideas and solutions in order to
tackle these obstacles.

There are more challenges that should be addressed and improved in order to 
maximize the internet business potential of south Asian market. For example 
improvement in government polices and laws of copyrights encourage more open 
markets and removal of existing monopolies in the business domain of south Asia.
Cultural surveys should be done. In the conceptual framework with the mission of 
internet commerce which we discussed in our thesis we performed requirements 
engineering which involves all life-cycle activities devoted to identification of user 
requirements, analysis of the requirements to derive additional requirements, 
documentation of the requirements as a specification, and validation of the 
documented requirements against user needs, as well as processes that support these 
activities. There is scope to better the conceptual framework.
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