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A number of G2C services are being rendered electronically to the citizens through a single window 

mechanism.  The list includes different types of certificates such as Land Ownership Certificate, 

Community Certificate, Birth Certificate, Encumbrance Certificate and Nativity Certificate etc. along 

with other services such as Scholarship portals, permits, passes, licenses to name a few.  

The Major E-Governance Projects implemented recently are: 

Tamil Nadu – E-Services of Transport Department: 

A single portal which enables Citizens to file Learner’s License application online, Register their 

Grievances, know the Status of their redressal, Appointments to visit RTOs and Know their RTOs has 

been implemented. It also provides the facility to Dealers to file the New Vehicle Registration 

applications online, generation of Heavy Vehicle Training Course attended certificate online, filing of 

applications by the Financier for endorsement of Hire Purchase agreement and hire purchase 

Termination online.  1577 Driving Schools and 1307 Dealers have already enrolled. More than 1,10,000 

New Vehicle Registration applications, 60,000 Learner’s License applications are filed through this 

system and 15,000  Heavy Vehicle Training Course attended certificates are being generated through 

this system every Month. 

Tamil Nadu   - e-Services for Department of Commercial Taxes 

To facilitate  the  Dealers of Commercial Taxes the Government of TamilNadu provides the anytime 

anywhere services like Online filing of VAT returns, Online payment of Taxes with 5 different Banks , 

Online submission of Form-W refund Claims, Online filing of e-Request for saleable forms, Fast Track 

Clearance system at Checkpost and Online submission of New Registration application.  
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The system also provides the facility to all the Citizens to search on the commodity code, Tax Rate, 

TIN number, VAT clarifications, GO’s, Notifications and Circulars issued by the Government, contact 

Details, VAT Act , Rules and  Auction details. It helps the Department to monitor the status of Returns 

filed by the Dealers and also to identify the Non-filers. More than 3,10,000 Dealers are enabled for 

filing e-Returns online. As of now, average of 2,30, 000 Dealers  are filing their  Returns online every  

month.  More than 2 Crores of Sales and Purchase invoice data are being captured every month. More 

than Rs 1500 Crores of Taxes  per Month are being paid   through e-payment  through the 5 

Nationalized Banks. 
 

 

Tamil Nadu  - eDistrict : Scholarship System  

The Web based system implemented by the Government of TamilNadu, provides a facility for 

students to file application for scholarship online through their respective Institutions, as a first step 

towards bringing in transparency in the processing of the scholarship forms at various levels of the 

Government. The system has the necessary provision for requisite  backoffice work flow for 

processing the application. It facilitates quicker processing of scholarship applications of the 

student and also it provides the status of the scholarship application through the 

website/CSC/SMS to the students. Automatic SMS messaging services is also sent to individual 

students who have provided the mobile number in the scholarship application. 1200 institutions 

dealing with the Scholarship of the BC/MBC and 54 institutions for SC/ST students are making use of 



243 

this facility in the state. About 3.7 lakh students for BC&MBC and 2.45 lakh students for Adi Dravidar 

scholarship have applied so far.  
 

 
 

Tamil Nadu - Government e-Procurement System of NIC (GePNIC) 
 

The TamilNadu Government implemented the SKoch-Challenger 2000 and eIndia awarded GePNIC – 

the total automation of the process of physical tendering activity on internet in a faster, and secure 

environment adopting industry standard open technologies. It is highly generic in nature and can 

easily be adopted for all kinds of procurement activities such as Goods, Services & Works, by 

Government offices across the country. All the registered government departments on this application 

are double authenticated one with the Login-id and Password and other one with the Digital 

Signature Certificates and PIN for their ensured security transaction on the internet. The departments 

create Tender and Corrigendum and publish them on the site. Bidders bid against the eligible tender 

and bids are encrypted with the bid opener’s public key. The same bids are opened only by the Bid 

openers DSC.  

GePNIC has been implemented successfully in the State Governments of Orissa, Tamil Nadu, West 

Bengal, Uttar Pradesh, Haryana, Chandigarh UT Jharkhand, NICSI, Mahanadi Coalfields Limited 

(MCL) Orissa, PWD Punjab and Viskhapatnam Port Trust. It is also being implemented for 
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procurements under Pradhan Mantri Gram Sadak Yojana (PMGSY) of Rural Development Ministry in 

21 states, covering the North Eastern states. Around 52,080 tenders, worth over Rs 85,089 Crores, have 

been processed successfully from 2008 to February 2011 

 

 
 

Tamil Nadu – eDistrict  Project of Social Welfare Department 

An initiative of Social Welfare department covering 215 Citizen Service Centres and 10 Block Offices 

of the Pilot district of Krishnagiri District to provide five different services of interest to the citizens. 

Services of Marriage Assistance to Widow Daughter, Orphan Girls, Widow Remarriage, Inter Caste 

and Child protection scheme are some of the services one can avail through the registered CSCs or 

facilitation centres at Block/District/Taluk. Being a workflow based application the transparency in 

processing the application for the marriage assistance is provided to the  citizens who can verify the 

status of their submitted application using the ID number provided in the in the acknowledgement 

receipt of their application. Facility to provide the SMS messaging service to the citizens after the 

approval of their application is also implemented. More than 885 applications have been received to 

date and are in different stages of processing. 
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Tamil Nadu – Pregnancy and Infant Cohort Monitoring & Evaluation System 

An Online monitoring system that helps to monitor the health status of Pregnant Women registered 

with any PHC in the rural  areas of Tamil Nadu has been successfully implemented from 2008 across 

1500+ PHCs. All the 385 Block Medical Officers and 42 District Health Officers are making use of the 

system for the effective monitoring of the PHCs in monitoring the health conditions of the Pregnancy 

women and Infant cohort. More than 28 lakh records of Ante Natal checkup details are maintained. 

The system captures the details of the pregnant women at various stages like ante-natal care, delivery, 

post-natal care etc. Similarly it captures details of infants like growth, immunization etc.  
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Tamil Nadu – Technical Institutions e-Governance Portal for Directorate of 

Technical Education 

To enable the Citizens to get basic details of all the 430+ Polytechnic Colleges and 450+ Engineering 

Colleges and to enable the Diploma Students studying in these Polytechnic Colleges to know the 

Attendance details and Semester Examination results for the current Academic Year, this web 

application was designed and hosted by the the DoTE of Government of Tamil Nadu. This portal has 

3 different sections for the Citizen, for the Polytechnic Colleges and for the Student of Polytechnic 

Colleges to get to know the entire details of their interest of Polytechnic and Engineering colleges. 

Institutions and DoTE are provided with the staff profile and institution profile of all the institutions. 

More than 5.45 lakh of citizens visited the site from its launch in March 2010.  
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National Informatics Centre has been providing informatics support to Central Ministries, State 

Government and District Administration. E-Governance initiatives have already made a large impact 

in various sectors including agriculture, rural development, judiciary, health, education, transport and 

administration.  
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New Media and Tamil - using softwares, tools  

and  Technology 

தமி῁ மιᾠΆ ᾗதிய ஊடகΆதமி῁ மιᾠΆ ᾗதிய ஊடகΆதமி῁ மιᾠΆ ᾗதிய ஊடகΆதமி῁ மιᾠΆ ᾗதிய ஊடகΆ ---- ெசயᾢக῀ெசயᾢக῀ெசயᾢக῀ெசயᾢக῀, ெமᾹெபாᾞ῀க῀ெமᾹெபாᾞ῀க῀ெமᾹெபாᾞ῀க῀ெமᾹெபாᾞ῀க῀, ெதாழி᾿ᾒ᾵பΆ பயᾹபாᾌெதாழி᾿ᾒ᾵பΆ பயᾹபாᾌெதாழி᾿ᾒ᾵பΆ பயᾹபாᾌெதாழி᾿ᾒ᾵பΆ பயᾹபாᾌ 

 

S. Gunasegaran 

New Media Trainer 

ACTA Trainer (Singapore WDA Approved), 2D animator/3D visual specialist 

Temasek Polytechnic, Singapore 
Abstract 

Recent developments in new media and Tamil computing have changed the overview of creating 
Tamil contents and engaging applications especially using revolutionary iphone and ipad technology. 
The Internet has brought the world closer and helped creative industries to make realistic 
achievements in the e-learning environment   As with introduction of Unicode and technical 
capabilities to include Tamil as part of iPhone and iPad, the teaching and learning approaches are 
changing. 

This paper looks into ways to create engaging contents, using digital music, animation and high 
definition audio and videos. It will showcase the usage of new learning environment using Adobe, 
Toon Boom, Second Life, Blackboard, Moodle and Eon Reality to engage with new Tamil around the 
globe. It will also examine the need to create more digital games and tools to address the learning 
needs of young learners ofTamils, It will focus on using blogging, wiki,  chatting and tweeting to 
promote the language effectively. 

ெதாடᾰகΆெதாடᾰகΆெதாடᾰகΆெதாடᾰகΆ 

காலᾷைத ெவᾹᾠ நிιᾁΆ ெசΆெமாழியான தமி῁ெமாழி,இᾸᾓιறாᾶᾊᾹ  விᾴஞான ᾗர᾵சியி᾿ 
தனᾐ பிΆபᾱகைளᾺ பிரதிபᾢᾰகᾷ தவறவி᾿ைல. ஓைலᾲᾆவᾊகளி᾿ ெதாடᾱகிய தமி῁ ெமாழியிᾹ 
பாிணாமΆ,ெநாᾊெபாᾨதி᾿ நாΆ வாᾨΆ உலைக விர᾿ ᾒனியி᾿ ஆᾦΆ வ᾿லைமைய மனித 
ᾁலᾷᾐᾰᾁ வாாி வழᾱᾁΆ வ᾿லைம ெபιற WWW(world wide web) எᾔΆ ᾚᾹெறᾨᾷᾐக῀, நΆ  
ெமாழிைய தரΆ மிᾰக வாᾨΆ ெமாழியாக வள᾽வதιᾰᾁ விᾷதி᾵ᾌ῀ளᾐ.   

12 உயிᾞΆ 18 ெமᾼᾜΆ 1 ஆᾼத எᾨᾷᾐᾰகளா᾿ உᾞவான ேதமᾐரᾷதமி῁, இைணயᾷதளᾷதி᾿ 
உலாவᾞΆ ெமாழிகளி᾿ ஒᾹறாக உய᾽வைடᾸᾐ῀ளᾐ. ᾆமா᾽ 30 வᾞடᾱகᾦᾰᾁ ᾙᾹᾗ சிᾱகᾺᾘாி᾿ 
கணிணி எᾔΆ ᾗᾐᾲெசா᾿ᾤᾰᾁ அைடயாளΆ கᾶட அமர᾽ நா.ேகாவிᾸதசாமி இ᾵ட அᾊᾷதளΆ, 

தமிழகΆ, மேலசியா, இலᾱைக என உலகΆ ᾙᾨவᾐΆ வியாபிᾷதிᾞᾰᾁΆ தமிழ᾽கைள ஒᾹறிைணᾰᾁΆ 
பாலமாக உᾞெவᾌᾷᾐ῀ளᾐ. 

20Ά ᾓιறᾶᾊ᾿ ஏιப᾵ட ெதாழி᾿ᾗர᾵சி, மனித வா῁ᾰைகைய ஏιறΆ மிᾰகதாக மாιறி உ῀ளᾐ. 
ெசᾼதிதா῀, கᾊதᾷ ெதாட᾽ᾗ, வாெனாᾢ, ெதாைலᾰகா᾵சி, ெதாைலேபசி என உᾞவான அᾊᾺபைட 
ஊடக வசதிக῀, இைணய வசதிக῀ வᾸத பிறᾁ,அᾹறாட வா῁ᾰைக  ᾙைறகைள வழிநடᾷᾐΆ 
ᾂᾠகளாக மாறி  உ῀ளன. ᾙகᾓ᾿ (facebook), ᾁᾠᾸதகவ᾿(SMS), you tube, twitter, e-mail என 
இைணயᾷதிᾹ அைனᾷᾐ பிாிᾫகளிᾤΆ தமிைழ பயᾹபᾌᾷᾐΆ வாᾼᾺᾗᾰகைள ஏιப᾵ᾌ῀ளᾐ. தகவ᾿ 
பாிமாιறᾱக῀ உடᾔᾰᾁடᾹ நடᾺபதா᾿ தமிைழ பயᾹபᾌᾷᾐΆ ேதைவக῀ அதிகாிᾷᾷᾐ῀ளன. 
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ᾗதிய ஊடகᾱக῀, ஆ᾽வΆ உ῀ள அைனவᾞΆ தமᾐ கᾞᾷᾐᾰகைளᾜΆ, பைடᾺᾗᾰகைளᾜΆ உᾞவாᾰக, 

மாιற, பகி᾽Ᾰᾐ ெகா῀ள வாᾼᾺபளிᾰகிறᾐ. கணினி மιᾠΆ ைகᾷெதாைலேபசி ᾚலΆ, அதிக ெபாᾞ῀ 
ெசலவி᾿லாம᾿, உலகிᾹ எᾸத ᾚைலயி᾿ இᾞᾸᾐΆ ஒᾞவ᾽ மிᾹᾔலகி᾿ உலா வரலாΆ. 

podcasts, RSS feeds, social media, text messaging, blogs, wikis, virtual world, என தினᾸேதாᾠΆ 
உᾞவாகி வᾞΆ ᾗᾐᾺᾗᾐᾷ ெதாழி᾿ᾒ᾵ப ᾙைறகைள பயᾹபᾌᾷதி, ெசᾼதிகைள, ேசைவகைள 
பாிமாறிᾰெகா῀ள ᾗதிய ஊடகΆ வாᾼᾺᾗ ஏιபᾌᾷதிᾷ தᾸᾐ῀ளᾐ.ெதாைலᾸᾐ ேபான உறᾫகைள, 

மனித ேநயᾺ பᾶᾗகைள வளᾺபᾌᾷதிᾰெகா῀வதιᾰᾁΆ,ஒᾞமிᾷத கᾞᾷᾐᾰகைளᾰ ெகாᾶடவ᾽ 

கேளாᾌ ெதாட᾽ᾗ ஏιபᾌᾷதிᾰ ெகா῀வதιᾁΆ ,ᾗᾷதாᾰக ெசய᾿க῀, ேசைவக῀, சᾚகᾱகைள 
உᾞவாᾰகி, ஒᾞவ᾽ மιறவ᾽ ெதாிᾸᾐ பயனைடயᾰ ᾂᾊய வழிᾙைறகைள உᾞவாᾰகᾫΆ ᾗதிய ஊடகΆ 
உதவியாக உ῀ளᾐ. 

தமி῁ வள᾽ᾲசியி᾿ அᾶைமய காலᾱகளி᾿ ெபᾞΆ பᾱகாιறி வᾞகிறᾐ. அதிகமான வைலᾘᾰக῀ 

(blogs) தமிழி᾿ எᾨதᾺபᾌகிᾹறன.ᾆதᾸதரமாக கᾞᾷᾐᾺபாிமாιறΆ ெசᾼவதιᾰᾁ இΆᾙைற 
பயᾹபᾌகிறᾐ. 

க᾿விᾷᾐைறயி᾿ தமி῁ கιபிᾰக சிᾱகᾺᾘ᾽,மேலசியா நாᾌகளி᾿ E-Learning portals ஏιபᾌᾷதᾺ 

ப᾵ᾌ῀ளன. இலᾱைக மιᾠΆ ெவளிநாᾌகளி᾿ வாᾨΆ பல தமிழ᾽கைள இைணᾰᾁΆ வைகயி᾿ பல 
இைணயᾷ தளᾱக῀ ெசய᾿ ப᾵ᾌ வᾞகிᾹறன. தமிழக அரசிᾹ ெசய᾿ ᾙைறக῀ தமி῁ கணினி 
க᾵டைமᾺபி᾿ உᾞவாᾰகᾺப᾵ᾌ῀ளᾐ.Tamil 

Virtual University எᾔΆ இைணயᾷதளΆ வழி தமி῁ இலᾰகியᾱகைளᾜΆ ெமாழி சா᾽Ᾰத 
ெசᾼதிகைளᾜΆ கணினியி᾿ கᾶᾌ ேக᾵ᾌ பᾊᾷᾐ பயனைடயலாΆ. 

ெசயᾢக῀, ெமᾹெபாᾞ῀க῀. ெதாழி᾿ᾒ᾵பΆ ெமᾹெபாᾞ῀க῀  adobe Flash CS5.5  iPad .iphone 

ெமᾹெபாᾞ῀ உᾞவாᾰகᾷதி᾿, dynamic font ᾙைற தιேபாᾐ இடΆெபιᾠ῀ளதா᾿, unicode 

ᾙைறயி᾿ அைமᾸத எᾨᾷᾐᾞᾰக῀ ெதளிவாகᾷ ெதாிகிᾹறன. ெதா᾵ᾌண᾽த᾿, இᾞவழிᾺ பயனீᾌ 
ேபாᾹற ᾗதிய ᾙைறகைளᾺ பயᾹபᾌᾷதி கணினி விைளயா᾵ᾌக῀, க᾿வி சா᾽Ᾰத ெமᾹெபாᾞ῀க῀ 
உᾞவாᾰᾁவதιᾁ வழி அைமᾷᾐ῀ளன. 

TamiliBooks and app in Iphone/iPad 

கடᾸத சில ஆᾶᾌகளி᾿ மᾊᾰகணினி ᾐைறயி᾿, ஏιப᾵ᾊᾞᾰᾁΆ, ெதாழி᾿ ᾒ᾵பᾺ ᾗர᾵சி, ஒῂெவாᾞ 

மனிதனிᾹ வா῁ᾰைகᾙைறகைளᾜΆ அᾊேயாᾌΆ மாιறி வி᾵டᾐ.apple computers அறிᾙகΆ ெசᾼத 
Iphone/ iPad ᾿ வழᾱகᾺப᾵ᾊᾞᾰᾁΆ க᾵ᾌᾺபᾌᾷதᾺப᾵ட ெமᾹெபாᾞ῀ உᾞவாᾰகᾷைதᾺ பயᾹ 

பᾌᾷதி, சிலᾓᾠ ெமᾹெபாᾞ῀க῀ இைணய தளᾷதி᾿ பதிவிறᾰகΆ ெசᾼவதιᾁ வழᾱகᾺபᾌகிᾹறன. 

Certified Developer எᾹற ᾙைறயி᾿ ஒᾞ iBook, தமி῁ விைளயா᾵ᾌக῀,அைனவᾞΆ ேபச தமி῁ எᾔΆ 
ெசயᾢையᾜΆ உᾞவாᾰகி உ῀ேளᾹ.தιேபாᾐ, சிᾱகᾺᾘ᾽ அரசிᾸ கலாசார மᾹற ஆதரவி᾿, அைனᾷᾐ 
இன மᾰகᾦΆ பᾱᾁெபᾞΆ வைகயி᾿ தமி῁ ெமாழிᾜΆ இைசᾜΆ கலᾸᾐ Iphone/iPad ம᾵ᾌேம பயᾹ 
பᾌᾷதி நடᾷதᾺபᾌΆ இைச நிக῁ᾲசிைய நடᾷதி வᾞகிேறᾹ.நமᾐ ெமாழி, இைச பιறி,அைனவᾞΆ 
ெதாிᾸᾐ ெகா῀வதιᾁ இᾐ ேபாᾹற ᾗᾷதாᾰக அᾱகᾱக῀ ேபᾞதவி ᾗாிகிᾹறன. 
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Microsoft Office in Window7 

கணினியி᾿ ம᾵ᾌΆ இᾹறி,ᾗதிதாக அாிᾙகΆ ெசᾼயᾺப᾵ᾌ῀ள Window7 ைகᾷெதாைலேபசிகளி᾿ 
,இலவச SDK ᾚலΆ பல  ெசயᾢகைள உᾞவாᾰᾁΆ வாᾼᾺᾗ எιப᾵ᾌ῀ளᾐ. Open source ᾙைறயி᾿ 
பதிேவιறΆ ெசᾼவதா᾿, கᾞᾷᾐ ᾆதᾸதிரᾷᾐடᾹ ெசய᾿ பட ᾙᾊகிறᾐ. 

Google Website 

இᾱᾁ மிᾹனᾴச᾿, ᾁᾸᾐ῀ளனᾸதகவ᾿ அᾔᾺᾗΆ ᾙைறகளி᾿ ேநரᾊயாகᾷ தமிைழᾺ பயᾹபᾌᾷᾐΆ 
ᾙைற அறிᾙகΆ ெசᾼயᾺப᾵ᾌ῀ளᾐ. Romanised வᾊவி᾿ அᾲசᾊᾰகᾺபᾌΆ வா᾽ᾷைதக῀ தமிழி᾿ 
இடΆெபᾞΆ ᾂᾠ இதி᾿ இடΆெபιᾠ῀ளᾐ. 

Toon Boom animation 

ேகளிᾲசிᾷதிரΆ ᾚலΆ வைரகைலᾺ படᾱகைள உᾞவாᾰகி,தமிழி᾿ உைரயாட᾿,நᾊᾺᾗ ேபாᾹற 
அΆசᾱகைள இைணᾷᾐ தமிைழ சிᾞவ᾽ ᾙத᾿ ெபாியவ᾽ வைர ᾆைவᾰᾁΆ வைகயி᾿ ெவளிᾰெகாணர 
இᾸத ெமᾹெபாᾞ῀ வாᾼᾺபளிᾰகிறᾐ. 

Eon Reality 

ᾙᾺபாிணாம ெதா᾵ᾌ உண᾽த᾿(3d virtual reality) ᾙைறகைளᾺ பயᾹ பᾌᾷதி. பலதரᾺப᾵ட 
கா᾵சிகைளᾜΆ,கιற᾿ அᾔபவᾱகைளᾜΆ இᾸத ெமᾹெபாᾞ῀ ᾚலΆ நாΆ ெசய᾿ᾙைறயி᾿ 
பயᾹபᾌᾷதி ᾗᾐைமயான அᾔபவதᾷைதᾺ ெபறலாΆ. 

podcasting 

இைணயᾷதி᾿ ,ஒᾢ,ஓளி வᾊவி᾿ ேநரᾊ நிக῁ᾲசிகைளᾜΆ பைடᾺᾗᾰகைளᾜΆ உᾞவாᾰᾁவதᾹ ᾚலΆ, 

தமிழி᾿ அைனவᾞΆ ேபᾆவதιᾁΆ உைரயாᾌவதιᾁΆ வழிᾙைறக῀ ஏιப᾵ᾌ῀ளன. live streaming 

ᾙைறயி᾿ தரமான தமி῁ வாெனாᾢ, ெதாைலᾰகா᾵சி ெசய᾿பாᾌகைள இ᾿ல அைறயி᾿ இᾞᾸᾐ 
நடᾷதலாΆ 

New media and Tamil 

ெதாைலᾑரᾰ க᾿வி,வா῁நா῀ ெதாட᾽பயிιசி, ேபாᾹற ᾙைறகளி᾿ கιபிᾷத᾿ ᾙைறகைள 
ைகயா῀வதιᾁ ,ᾗதிய ஊடகᾱக῀ ைகெகாᾌᾰகிᾹறன.  moodle, Blackboard LMS ேபாᾹற இைணயΆ 
வழி கιபிᾰᾁΆ கணினி க᾵டைமᾺபி᾿,தமிழி᾿ பாடᾱகைள நடᾷத ᾙᾊᾜΆ.கιற᾿,கιபிᾷத᾿ வழிகளி᾿, 

மாணவ᾽கᾦΆ, பயிιᾠவிᾺபாள᾽கᾦΆ,அறிஞ᾽கᾦΆ ஒᾞேசர ெபᾞΆ அளவி᾿ பயᾹ ெபற ᾙᾊᾜΆ. 

Virtual Classrooms 

சிᾱகᾺᾘாி᾿,வா῁நா῀ க᾿விᾰᾁΆ,ெதாைலᾑரᾰ க᾿வி, ெதாட᾽பயிιசி, ேபாᾹற ᾙைறகளி᾿ கιபிᾷத᾿ 
ᾙைறகைள ைகயா῀வதιᾁ ,ᾗதிய ஊடகᾱக῀ ைகெகாᾌᾰகிᾹறன. Second Life, Elluminate, Adobe 

Connect Pro, you tube, Skype, slide  share, google apps, animoto, voki animated Characters,ேபாᾹற 
இைணயΆ வழி கιபிᾰᾁΆ ᾙைறகைள பயᾹபᾌᾷᾐவதᾹ ᾚலΆ ேநரᾷைத மிᾲசᾺபᾌᾷதி கιபிᾰᾁΆ 
பாணிைய,அைனவᾞΆ உணᾞΆ வᾶணΆ பைடᾰக ᾙᾊகிறᾐ. ெபᾞΆபாᾤΆ,இலவசமாக 
ெமᾹெபாᾞ῀க῀ இைணயᾷதி᾿ இᾞᾸᾐ பதிவிறᾰகΆ 

ெசᾼய இயᾤவதா᾿,ᾗᾐ தகவ᾿கைளᾜΆ,பாடᾷதி᾵டᾱகைளᾜΆ அறிᾙகΆ ெசᾼவதιᾰᾁ இைவ 
ேபᾞதவியாக இᾞᾰகிᾹறன.பரபரᾺபான வா῁ᾰைகயி᾿,சிறᾸத க᾿விைய வழᾱᾁவதιᾰᾁ இைணய 
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வᾁᾺᾗக῀ ந᾿ல தீ᾽வாக அைமகிறᾐ.இᾐ ேபாᾹற ᾗᾷதாᾰக நடவᾊᾰைககைள ஊᾰᾁவிᾰக சிᾱகᾺᾘ᾽ 
அரசாᾱகΆ தமி῁ெமாழி வள᾽ᾲசிᾰᾁ 1.5 மி᾿ᾢயᾹ ெவ῀ளிைய ெசலவிடᾷ தி᾵டமி᾵ᾌ῀ளᾐ.இᾐ பல 
ந᾿ல தி᾵டᾱகைள தீ᾵ᾌவதιᾰᾁ வாᾼᾺபாக அைமᾸᾐ῀ளᾐ 

Social network sites 

My space, facebook, ᾠtwitter,frienster,Orkut,bebo,wordpress,blogger,live spaces,yahoo,live 

journal,blackplanet,myyearbook,freewebs,Typepad,Xanga,multiply ேபாᾹற ᾗᾷதாᾰகΆ மிᾰக 
ெசயᾢகᾤΆ,மிᾹவைலᾷதளᾱகᾦΆ க᾿விைய ᾆைவபட வழᾱᾁவதιᾰᾁ ெபாிᾐΆ உதவியாᾼ 
அைமᾸᾐ῀ளன.Cloud computing ᾙைறயி᾿, அதிக ெசலவி᾿லாம᾿,ந᾿ல ெமᾹெபாᾞ῀க῀ 
பயᾹபᾌᾷத கிைடᾺபதா᾿,தமி῁ சா᾽Ᾰத எᾶணᾱகைளᾜΆ,ெதாட᾽ வள᾽ᾲசி தி᾵டᾱகைளᾜΆ ெசய᾿ 
பᾌᾷᾐவதιᾰᾁ ந᾿ல வாᾼᾺᾗக῀ நிைறயேவ அைமᾸᾐ தᾸᾐ῀ளன. 

Constrains and Remedies  / இட᾽பாᾌக῀இட᾽பாᾌக῀இட᾽பாᾌக῀இட᾽பாᾌக῀, தீ᾽ᾫக῀தீ᾽ᾫக῀தீ᾽ᾫக῀தீ᾽ᾫக῀ 

கணினிᾷ ᾐைறைய ெபாᾞᾷத வைர Microsoft Windows,Apple Mac OS என 2 ெபாிய நிᾞவனᾱகளிᾹ 
கணிநி க᾵டைமᾺᾗᾰகைளᾲ சா᾽Ᾰᾐ தமி῁ ெமᾹெபாᾞ᾵க῀ ெபᾞΆபாᾤΆ உᾞவாᾰகᾺ 
பᾌகிᾹறன.அᾺபி῀ கணிணியி᾿ இᾐவைர ஒᾞசில ெமᾹெபாᾞ῀கேள தமிழி᾿ ெவளிவᾸᾐ῀ளன. 
iPad .iphone ெவளியாகி 2 வᾞடᾱக῀ கடᾸத பிறᾁΆ,தமி῁ ெசயᾢᾜΆ, த᾵டᾲᾆ ᾙைறᾜΆ 
ெவளிᾺபைடயாக அைனவᾞΆ பயᾹபᾌᾷᾐΆ வைகயி᾿ இைணᾰகᾺ பாடாததா᾿, இᾐநா῀ வைர 
ஒᾞசில எᾨᾷᾐᾞᾰகைள ம᾵ᾌேம பயᾹபᾌᾷத ேவᾶᾊய க᾵டாய நிைல. இதனா᾿ பயᾹமிᾰக 
ெமᾹெபாᾞ῀கைள உᾞவாᾰக ᾙᾊயவி᾿ைல. இᾸநிைல மாற ேவᾶᾌΆ. 

பலᾓᾠ ெமᾹெபாᾞ῀க῀ விιபைனᾰᾁ கிைடᾷதாᾤΆ அைவ ெபᾞΆபாᾤΆ தமிழகΆ சா᾽Ᾰᾐ ம᾵ᾌேம 
இᾞᾺபதா᾿ சிᾱகᾺᾘ᾽ ேபாᾹற வளᾞΆ நாᾌகளி᾿, அᾹறாட வா῁ᾰைகᾲᾇழᾢ᾿,க᾿விᾷᾐைறயி᾿ 
பயᾹபᾌᾷᾐவதιᾰᾁΆ ப᾿ேவᾠ ெதாழி᾿ᾒ᾵பᾷ தைடகைளᾰ எதி᾽ெகா῀ள ேவᾶᾊ 
இᾞᾰகிறᾐ.எᾨᾷᾐᾞவி᾿ ᾝனிேகா᾵ ᾙைற வᾸத பிறᾁ ஒᾞ சில ெமᾹெபாᾞ῀க῀ இலவசமாக 
கிடᾷதாᾤΆ, ெபாᾞளாதர அᾊᾺபைடயி᾿ இதர ெமாழிகᾦᾰᾁ ஈடாக ெமᾹெபாᾞ῀கைள உᾞவாᾰகி 
ெவιறி ெபᾞவᾐ ெபᾞΆபாᾤΆ எ᾵டாத கனியாகேவ உ῀ளᾐ. 

தமிழி᾿ கணிணி விைளயா᾵ᾌக῀ உᾞவாᾰகᾺ பᾌவᾐ அாிதாக உ῀ளᾐ. Microsoft,Sony, Nitendo 

ேபாᾹற நிᾞவனᾱக῀ ᾚலΆ தரமான தமி῁ விைளயா᾵ᾌ ெமᾹெபாᾞ῀கைள உᾞவாᾰக கணிணி 
வ᾿ᾤன᾽க῀ ᾙயல ேவᾶᾌΆ.இᾹைறய இளΆ தமிழ᾽கைள கவ᾽Ᾰதிᾨᾰக  இᾸத ᾙைற பயனளிᾰᾁΆ. 

Tamil in the future  / எதி᾽காலᾷதி᾿ தமி῁ ᾗᾷய ஊடகᾱக῀ தιேபாᾐ தமிᾨᾰᾁ அணிேச᾽ᾰᾁΆ 
வைகயி᾿ சிறᾺபான மாιறᾱக῀ கᾶᾌ வᾞகிᾹறன.கடᾸத காலᾷதி᾿ எᾷதைனேயா 
மாιறᾱகைள,சீ᾽திᾞᾷதᾱகைள உ῀வாᾱகி ெசΆெமாழியாᾼ உய᾽ᾸதிᾞᾰᾁΆ தமி῁,எதி᾽காலᾷதி᾿ 
வாᾨΆ ெமாழியாக உலேகாᾌ ஒᾹறிᾷᾐ இᾞᾺபதιᾁ,ᾗதிய ஊடகᾱகᾦΆ,இைணய தகவ᾿ ெதாழி᾿ 
ᾒ᾵ப வள᾽ᾲசிᾜΆ இᾹறி அைமயாதைவ.இவιைற பயᾹபᾌᾷᾐவதᾹ ᾚலΆ,தமிழிᾹ ஓைசᾜΆ,ெமாழி 
நைடᾜΆ,எதி᾽காலᾷதி᾿,ேமᾤΆ ஏιறΆ கᾶᾌ,பிரபᾴசᾷதிᾹ கைடசி எ᾿ைல இᾞᾰᾁΆவைர 
ᾗᾐᾺெபாᾢᾫடᾹ வாᾨΆ ெமாழியாக ᾪιறிᾞᾰகᾲ ெசᾼயலாΆ. இைணய உலகி᾿ தமிᾨᾰெகன 
தனியிடΆ எᾹᾠΆ உᾶᾌ என ஆணிதரமாக நΆபலாΆ. 

Conclusion  / ᾙᾊᾫைரᾙᾊᾫைரᾙᾊᾫைரᾙᾊᾫைர 

தமி῁ நமᾰᾁ வா῁வியைல கιᾠᾷதᾞΆ உயாிய ெமாழியாக உலக மᾰக῀ பாரா᾵ᾌΆ 

இலᾰகியᾱகᾦΆ,காᾺபியᾱகᾦΆ நிைறᾸத அறிᾫᾲᾆரᾱகமாக,இய᾿ இைச நாடகΆ எᾔΆ ᾙᾺபாᾤΆ 
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தᾐΆᾗΆ ெதᾼᾪக ெமாழியாக எᾹேறᾹᾠΆ வாழ ைவᾺபᾐ தமிைழ ᾆவாசிᾰᾁΆ ஒῂெவாᾞ தமிழᾹ 
ைகயிᾤΆ உ῀ளᾐ.ᾗதிய ஊடகᾱக῀ ᾚலΆ, எᾨᾷதாᾤΆ,இைசயாᾤΆ ,கணினி ெசயᾢகளிᾹ 
பைடᾺபாᾤΆ நாΆ அைனவᾞΆ தமி῁ வள᾽ᾲசிᾰᾁ உᾞᾐைண ᾗாியலாΆ. 

இᾺபிறவியி᾿,சிᾱகᾺᾘ᾽ தமிழனாக பிறᾸᾐ,இᾱᾁ அெமாிᾰக மᾶணி᾿ ᾗதிய ஊடகΆ ᾚலΆ தமிைழ 
ெபᾞைமᾺ பᾌᾷᾐΆ,க᾵ᾌைரைய,10வᾐ தமி῁ இைணய மாநா᾵ᾊ᾿ பைடᾰக எனᾰᾁ வாᾼᾺபளிᾷத 
அைனவᾞᾰᾁΆ மனமா᾽Ᾰத நᾹறி! 

வாழிய தமி῁ ெமாழி! ெவ᾿க நΆ தாᾼ ெமாழி ! 

கணினிᾷ தமிழாᾼ பா᾽ᾗக῁ ெசΆெமாழியாᾼ 

ெவ᾿க நΆ தாᾼ ெமாழி ! 
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கணினி மιᾠΆ இைணயΆ ேபாᾹறவιறிᾹ பாவைனயி᾿ தமி῁ ெமᾹெபாᾞ῀களிᾹ இᾞᾺᾗΆ 

பாவைனᾜΆ ெதாட᾽பாக ‘தமிழி᾿ கணினிᾺ பாவைன’ எᾹற தைலᾺபிலான இᾸத க᾵ᾌைர 

ஆராயவிᾞᾰகிறᾐ. கடᾸத 9 ஆᾶᾌகளாக ᾗலᾷதிᾤΆ மιᾠΆ உலகிᾹ பல பᾁதிகளி᾿ பரᾸᾐவாᾨΆ 
தமி῁ மᾰகளிைடேய தமி῁ கணினி ெதாட᾽பான விழிᾺᾗண᾽ᾫ நடவᾊᾰைகக῀ பலவιறிைன 
ேமιெகாᾶட அᾔபவᾷதிைனᾜΆ 2000ஆΆ ஆᾶᾌᾙத᾿ இலᾱைகயி᾿ இᾞᾸᾐ ெவளிவᾞΆ தமி῁ 
தகவ᾿ ெதாழி᾿ᾒ᾵பᾲ சᾴசிைகெயாᾹறிᾹ (நா᾵ᾊ᾿ நிலவிய ேபா᾽ᾲᾇழ᾿ காரணமாக சில காலΆ 
தைடᾺப᾵ᾊᾞᾸதᾐ.) ஆசிாியராக இᾞᾸᾐ பணியாιறிய அᾔபவᾱகளிᾹ அᾊᾺபைடயிᾤΆ கணினி, 
இைணயΆ ேபாᾹறவιறிᾹ தமி῁ பாவைனயாள᾽கᾦடᾹ எனᾰᾁ இᾞᾸᾐவᾸத ெநᾞᾰகமான 

ெதாட᾽ᾗΆ இᾸதᾰ க᾵ᾌைரைய வைரவதιᾁ ᾑᾶᾌதலாக அைமᾸதᾐடᾹ இᾱேக ஆராᾜΆ 

விடயᾱகளிᾹ உᾶைமᾷதᾹைமையᾜΆ நியாயᾺபᾌᾷᾐΆ. 

கணினிᾺ பாவைன எᾹபᾐ இᾹைறய நிைலயி᾿ அைனவᾞᾰᾁΆ இᾹறியைமயாத ஒᾹறாக 
இᾞᾰகிᾹறᾐ. இᾹைறய காலக᾵டமானᾐ கணினிᾜகΆ எᾹᾠ அைழᾰகᾂᾊய அளவிιᾁ கணினிᾺ 
பாவைனᾜΆ கணினியிᾹ ேதைவᾜΆ எமᾐ வா῁ᾰைகயி᾿ ஒᾹறாக மாறிᾺேபாᾜ῀ளᾐ. மனித 
வா῁ᾰைகயிᾹ அᾹறாட அᾊᾺபைடᾷ ேதைவகளி᾿ ஆரΆபிᾷᾐ அᾎ ஆராᾼᾲசிவைர எ᾿லாேம இᾹᾠ 
கணினிைய நΆபிேய நடᾸᾐவᾞகிறᾐ. ேவைலவாᾼᾺᾗ, ேவைலᾙᾹேனιறΆ எᾹபதி᾿ கணினி அறிᾫ 
சிறᾺᾗᾷதᾁதியாக இᾞᾸத காலΆ ேபாᾼ க᾵டாய தᾁதியாக மாறிᾺேபாᾜ῀ளᾐ. இைவ 
எ᾿லாவιைறᾜΆ தாᾶᾊ இᾹைறᾰᾁ சாதாரண மனித᾽க῀ᾂட கணினி அறிᾫ இ᾿லாம᾿ தமᾐ 
அᾊᾺபைடᾷ ேதைவகைளᾰᾂட நிைறᾫெசᾼயᾙᾊயாத நிைலᾰᾁ த῀ளᾺப᾵ᾌ῀ளன᾽. 

அᾌᾷததாக, ஒᾞ ெமாழியிᾹ இᾞᾺᾗ, வள᾽ᾲசி ஆகியவιறிᾤΆ கணினி மιᾠΆ இைணயᾷதிᾹ தாᾰகΆ 
மிகᾫΆ அதிகமாகேவ காணᾺபᾌகிறᾐ. அᾸதவைகயி᾿ கணினியி᾿ உ῀ளீᾌ ெசᾼயᾙᾊயாத அழிᾸᾐ 

ேபாᾁΆ நிைலையேய எதி᾽ேநாᾰகிᾜ῀ளன. அᾐம᾵ᾌம᾿லாம᾿ சாியான ᾙைறயி᾿ கணினிமயᾺ 

பᾊᾷதᾺபடாத ெமாழிக῀ அᾌᾷத சᾸததியினாிடΆ ேபாᾼᾲேசராத நிைலᾜΆ ஏιப᾵ᾌ῀ளᾐ, 

உᾶைம மιᾠΆ யதா᾽ᾷத நிைலைம இᾺபᾊ இᾞᾰக எமᾐ தமி῁ ேபᾆΆ மᾰகளிைடேய கணினிᾺ 

பாவைன ᾁறிᾺபாக தமிழி᾿ கணினிᾺபாவைன எᾹபᾐ ெதாட᾽பாகேவ இᾸதᾰ க᾵ᾌைர ஆராய 
இᾞᾰகிறᾐ. 

தமி῁ மᾰக῀ என ᾁறிᾺபிᾌΆ ெபாᾨᾐ நாΆ இரᾶᾌ பிாிவினைரᾰ கᾞதேவᾶᾌΆ. ᾙதலாΆ 
வைகயின᾽ ᾗலᾷதி᾿ உ῀ள மᾰக῀. அதாவᾐ பிரதானமாக இலᾱைகமιᾠΆ இᾸதியாவி᾿ உ῀ள 
தமிழ᾽க῀. இரᾶடாவᾐ ᾗலΆெபய᾽Ᾰᾐ உலெகᾱᾁΆ பரᾸᾐவாᾨΆ மᾰக῀ - ᾗலΆெபய᾽ தமிழ᾽க῀. 

இᾸத இᾞ பிாிவினᾞᾰᾁமான ேதைவக῀, பாவைனᾙைற மιᾠΆ அவ᾽களᾐ கணினி அறிᾫ எᾹபன 

ேவᾠப᾵ᾊᾞᾰᾁΆ. அதிᾤΆ ᾙᾰகியமாக ᾗலᾷதி᾿ உ῀ள தமிழ᾽களிடᾷதி᾿ கணினிᾺபாவைன 

ᾁைறவாகᾫΆ தமி῁Ὰபாவைன அதிகமாகᾫΆ காணᾺபᾌகிறᾐ. ᾗலΆெபய᾽ தமிழ᾽கைள எᾌᾷதா᾿ 

கணினிᾺபாவைன அதிகமாகᾫΆ தமி῁Ὰபாவைன ᾁைறவாகᾫΆ என தைலகீழாக உ῀ளᾐ. எனேவ 

இᾸத இᾞ பிாிவின᾽ ெதாட᾽பாகᾫΆ ஆராயேவᾶᾊய ேதைவ உ῀ளᾐ. 
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அᾸத வைகயிேல எனᾐ க᾵ᾌைரயானᾐ கீ῁வᾞΆ பிரதானமான விடயᾱக῀ ெதாட᾽பாக ஆராய 
இᾞᾰகிறᾐ. 

1. மᾰகளிιᾁ தமிழிலான ெமᾹெபாᾞ᾵களிᾹ ேதைவ 

2. தιேபாᾐ உ῀ள ெமᾹெபாᾞ᾵க῀ 

3. தιேபாᾐ உ῀ள ெமᾹெபாᾞ᾵க῀ மᾰகளிைன ெசᾹறைடᾸத ᾪதΆ. 

4. அவιறிைன ேதைவᾜ῀ள மᾰகளிιᾁ ெகாᾶᾌேச᾽ᾰᾁΆ ெபாறிᾙைற. 

5. ᾗதிய ெமᾹெபாᾞ᾵களிᾹ உᾞவாᾰகΆ. 

மᾰகளிιᾁ தமிழிலான ெமᾹெபாᾞ᾵கமᾰகளிιᾁ தமிழிலான ெமᾹெபாᾞ᾵கமᾰகளிιᾁ தமிழிலான ெமᾹெபாᾞ᾵கமᾰகளிιᾁ தமிழிலான ெமᾹெபாᾞ᾵களிᾹ ேதைவளிᾹ ேதைவளிᾹ ேதைவளிᾹ ேதைவ    

தமி῁ ெமᾹெபாᾞ῀கைள ெபாᾠᾷதவைரயி᾿ மᾰகளிᾹ உᾶைமயான ேதைவக῀ எᾹᾠ பா᾽ᾰᾁΆ 

ெபாᾨᾐ பிரதானமாக அவ᾽க῀ சா᾽Ᾰᾐ῀ள பிரேதசᾷைதᾺெபாᾠᾷᾐ இரᾶᾌ வைகᾺபᾌΆ. ᾗலᾷதி᾿ 

உ῀ள மᾰக῀, அதாவᾐ இலᾱைக மιᾠΆ இᾸதியாவி᾿ உ῀ள மᾰகைளᾺ ெபாᾠᾷதளவி᾿ தமிழி᾿ 

பாவிᾰᾁΆ ெமᾹெபாᾞ῀களிᾹ ேதைவேய அதிகமாᾁΆ. அதாவᾐ தமிழி᾿ கணினி. ஏெனனி᾿ 

ஆᾱகிலᾷதி᾿ உ῀ள ஏைனய ெமᾹெபாᾞ῀கைள பாவிᾺபதி᾿ அவ᾽களிᾹ ெமாழி அறிᾫ தιெபாᾨᾐ 

ெபᾞΆ தைடயாக இᾞᾰகிறᾐ.  ஆனா᾿ ᾗலΆெபய᾽ மᾰகைள ெபாᾠᾷதளவி᾿ தமிழிைனᾺபாவிᾰᾁΆ 

ெமᾹெபாᾞ῀கேள பிரதான ேதைவயாக இᾞᾰகிᾹறᾐ. அதாவᾐ கணினியி᾿ தமி῁. ஏெனனி᾿, 

அவ᾽க῀ ᾗலΆெபய᾽Ᾰᾐ வாᾨΆ ெபᾞΆபாலான நாᾌகளி᾿ அᾸதᾸத நா᾵ᾌ ெமாழிகளிேலேய 

(ஆᾱகிலΆ உ᾵பட) ெமᾹெபாᾞ῀க῀ கிைடᾺபதா᾿ அவ᾽களிιᾁ ெமாழி ஒᾞ பிரᾲசிைன இ᾿ைல. 

ஆனா᾿ தமி῁ எᾹᾠ வᾞΆேபாᾐ அதைன உ῀ளீᾌ ெசᾼத᾿ மιᾠΆ அமிழிைன கιற᾿ᾗலΆெபய᾽Ᾰᾐ 

வாᾨΆ எமᾐ அᾌᾷத சᾸததிᾰᾁ தமிழிைன எᾌᾷᾐᾲெச᾿ல᾿ ேபாᾹறவιறிιᾁᾷ ேதைவᾺபᾌகிறᾐ. 

தιெபாᾨᾐதιெபாᾨᾐதιெபாᾨᾐதιெபாᾨᾐ உ῀ளஉ῀ளஉ῀ளஉ῀ள தமி῁தமி῁தமி῁தமி῁ ெமᾹெபாᾞ῀க῀ெமᾹெபாᾞ῀க῀ெமᾹெபாᾞ῀க῀ெமᾹெபாᾞ῀க῀ 

தιெபாᾨᾐ பாவைனயி᾿ பல தமி῁ ெமᾹெபாᾞ῀க῀ உ῀ளன. இவιறி᾿ தமிழிைன பாவிιபதιகான 

ஒᾞெதாᾁதி ெமᾹெபாᾞ῀கᾦΆ தமிழி᾿ பாவிᾺபதιகான ஒᾞ ெதாᾁதி ெமᾹெபாᾞ῀கᾦΆ அடᾱᾁΆ. 

தமிழிைன பாவிᾰᾁΆ ெமᾹெபாᾞ῀களி᾿ தமிழி᾿ த᾵டᾲᾆ ெசᾼவᾐ, மிᾹனᾴச᾿ அᾔᾺᾗவᾐ, 

இைணய அர᾵ைடயிᾹேபாᾐ தமி῁ எனᾫΆ தமி῁ ெசா᾿திᾞᾷதி, ைகெயᾨᾷᾐ உணாி, தமி῁ 

அᾲெசᾨᾷᾐ உணாி எனᾫΆ பலவைகயானைவ உ῀ளன. அᾌᾷᾐ, ஏைனய அைனᾷᾐ 

ெமᾹெபாᾞ῀கᾦΆ தமி῁ இைடᾙகᾺᾗடᾹ வᾞΆெபாᾨᾐ அைவ தமிழி᾿ அைமᾸத ெமᾹெபாᾞ῀க῀ 

என கᾞதᾺபᾌΆ.  

அேதேவைள தιேபாᾐ பாவைனயி᾿ உ῀ள இῂவாறான தமி῁ ெமᾹெபாᾞ῀க῀ மᾰகளிᾹ 

தιேபாைதய ேதைவைய ᾘ᾽ᾷதிெசᾼகிறதா எᾹறா᾿, இ᾿ைல எᾹபேத அதιகான பதிலாக கிைடᾰᾁΆ. 

இᾺெபாᾨᾐ உ῀ள ெமᾹெபாᾞ῀களி᾿ பல பாிேசாதைன நிைலயிᾤΆ, மᾰகளிᾹ உᾶைமயான 

ேதைவைய ᾘ᾽ᾷதிெசᾼவதாக  இ᾿லாமᾤேம காணᾺபᾌகிᾹறன. 

தιேபாᾐ உ῀ள ெமᾹெபாᾞ᾵க῀ மᾰகளிைன ெசᾹறைடᾸத ᾪதΆதιேபாᾐ உ῀ள ெமᾹெபாᾞ᾵க῀ மᾰகளிைன ெசᾹறைடᾸத ᾪதΆதιேபாᾐ உ῀ள ெமᾹெபாᾞ᾵க῀ மᾰகளிைன ெசᾹறைடᾸத ᾪதΆதιேபாᾐ உ῀ள ெமᾹெபாᾞ᾵க῀ மᾰகளிைன ெசᾹறைடᾸத ᾪதΆ....    

தιெபாᾨᾐ பல விதமான சாதாரண மιᾠΆ உய᾽ பாவைனᾷதிறᾹ ெகாᾶட தமி῁ ெமᾹெபாᾞ῀க῀ 

உ῀ளேபாதிᾤΆ அைவ ெபᾞΆபாலான மᾰகளிடᾹ ெசᾹறைடயவி᾿ைல எᾹபேத உᾶைம. இதιᾁ 

உதாரணமாக, சாதாரணமான தமி῁ த᾵டᾲᾆᾰᾁ உதᾫΆ ெமᾹெபாᾞ῀ᾂட ெபᾞΆபாலான தமி῁ 

கணினி மιᾠΆ இைணயᾺ பாவைனயாள᾽கᾦᾰᾁ ெதாிᾸதிᾞᾰகவி᾿ைல எᾹபைதேய ᾁறிᾺபிடலாΆ. 
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இῂவாறானஇῂவாறானஇῂவாறானஇῂவாறான ெமᾹெபாᾞ῀க῀ெமᾹெபாᾞ῀க῀ெமᾹெபாᾞ῀க῀ெமᾹெபாᾞ῀க῀ சாியானசாியானசாியானசாியான ᾙைறயி᾿ᾙைறயி᾿ᾙைறயி᾿ᾙைறயி᾿ பாவைனயாள᾽களிடΆபாவைனயாள᾽களிடΆபாவைனயாள᾽களிடΆபாவைனயாள᾽களிடΆ ெசᾹறைடயாைமᾰகானெசᾹறைடயாைமᾰகானெசᾹறைடயாைமᾰகானெசᾹறைடயாைமᾰகான 

காரணᾱகளாககாரணᾱகளாககாரணᾱகளாககாரணᾱகளாக, எமᾐ தமி῁ ெமாழியானᾐ பல ெபᾞைமகᾦᾰᾁ உாிய ெமாழி. தமிழிைன ஒᾞ 

ெமாழியாக ம᾵ᾌΆ கᾞᾐவேதாᾌ நிιகாம᾿ எமᾐ கᾫரவமாகᾫΆ அைத பா᾽ᾰகிேறாΆ. எனேவ தமி῁ 

ெமாழியி᾿ நாΆ உᾞவாᾰᾁΆ ெமᾹெபாᾞ῀களிைன வ᾽ᾷதகாீதியாக பா᾽ᾰகாம᾿ ெமாழிᾰᾁ ஆιᾠΆ 

ஒᾞ ேசைவயாகேவ கᾞதᾺபᾌகிறᾐ. இதனா᾿ அᾸத ெமᾹெபாᾞ῀களிைன உᾞவாᾰᾁவᾐடᾹ தமᾐ 

கடைம ᾙᾊᾸᾐவிᾌவதாக பல᾽ கᾞᾐகிᾹறன᾽. மᾰகᾦᾹ இῂவாறான ெமᾹெபாᾞ῀களிைன 

கா᾵சிᾺெபாᾞ῀களாக பா᾽ᾰகிறா᾽கேளயᾹறி பாவைனᾰகானதாக உணரவி᾿ைல. 

அவιறிைன ேதைவᾜ῀ள மᾰகளிιᾁ ெகாᾶᾌேச᾽ᾰᾁΆ ெபாறிᾙைறஅவιறிைன ேதைவᾜ῀ள மᾰகளிιᾁ ெகாᾶᾌேச᾽ᾰᾁΆ ெபாறிᾙைறஅவιறிைன ேதைவᾜ῀ள மᾰகளிιᾁ ெகாᾶᾌேச᾽ᾰᾁΆ ெபாறிᾙைறஅவιறிைன ேதைவᾜ῀ள மᾰகளிιᾁ ெகாᾶᾌேச᾽ᾰᾁΆ ெபாறிᾙைற 

இᾸத தமி῁ ெமᾹெபாᾞ῀கைள மᾰகளிடΆ ெகாᾶᾌேச᾽ᾰக ேவᾶᾌமானா᾿ ᾙதலாவதாக 

அவιறிைன சாியானᾙைறயி᾿ வாிைசᾺபᾌᾷதி அைனவᾞΆ ெதாிᾸᾐெகா῀ᾦΆவைகயி᾿ ைவᾰக 

ேவᾶᾌΆ. ேமᾤΆ மᾰகளிᾹ ேதைவக῀ அறிᾸᾐ அவιறிைன ᾘ᾽ᾷதிெசᾼயᾰᾂᾊயான ெமᾹ 

ெபாᾞ῀களிைன உᾞவாᾰகேவᾶᾌΆ. அᾐம᾵ᾌம᾿லாம᾿, கணினிᾺபாவைன மιᾠΆ தமி῁ 

ெமᾹெபாᾞ῀க῀ ெதாட᾽பாக மᾰக῀ விழிᾺᾗண᾽விைன ஏιபᾌᾷதேவᾶᾌΆ. இைவ எ᾿லாவιறிιᾁΆ 

ேமலாக, தιெபாᾨᾐ῀ள ெமᾹெபாᾞ῀களிᾹ பாவைனயாள᾽களிடΆ அைவெதாட᾽பான சாியான 

பிᾹᾕ᾵டᾱகைள ெபιᾠ பாவைனயிᾤ῀ள ெமᾹெபாᾞ῀களிைன உாிய ᾙைறயி᾿ ேமΆபᾌᾷᾐவᾐΆ 

ஒᾞ பயᾔ῀ள ெசயιபாᾌ. 

ᾗதிய ெமᾹெபாᾞ᾵களிᾹ உᾞவாᾰகΆᾗதிய ெமᾹெபாᾞ᾵களிᾹ உᾞவாᾰகΆᾗதிய ெமᾹெபாᾞ᾵களிᾹ உᾞவாᾰகΆᾗதிய ெமᾹெபாᾞ᾵களிᾹ உᾞவாᾰகΆ 

ᾗலᾷதி᾿ உ῀ள தமிழ᾽ (இலᾱைக, இᾸதியா), ᾗலΆெபய᾽ தமிழ᾽ என இரᾶᾌ பிாிᾫகளாக தமி῁ 

ெமᾹெபாᾞ῀ பாவைனயாள᾽கைள  பா᾽ᾰᾁΆேபாᾐ தமி῁ ெமᾹெபாᾞ῀ ெதாட᾽பி᾿ இᾸத இரᾶᾌ 

பிாிவினᾞᾰᾁமான ேதைவக῀, பாவைனᾙைற எᾹபன மிகᾫΆ மாᾠப᾵டைவ. அதைன கᾞᾷதி᾿ 

ெகாᾶᾌ எῂவாறான ᾗதிய ெமᾹெபாᾞ῀களிைன உᾞவாᾰக ேவᾶᾌΆ எᾹபதைன ஆராயேவᾶᾌΆ. 

அᾌᾷததாக, கடᾸத காலᾱகளி᾿ எமᾐ தமி῁ இைணய மாநாᾌகளி᾿ தமி῁ ெமᾹெபாᾞ῀களிᾹ 

உᾞவாᾰகΆ ெதாட᾽பாக பல க᾵ᾌைரக῀ பᾊᾰகᾺப᾵ᾊᾞᾰகிᾹறன. அைவ அைனᾷᾐேம மᾰகளிιᾁ 

ஏேதா ஒᾞ வைகயி᾿ ேதைவயானைவேய. ஆனாᾤΆ அவιறி᾿ ெபᾞΆபாலானைவ ஆராᾼᾲசி 
வᾊᾫடேனயா நிᾹᾠேபாகிᾹறன. அῂவாᾠ நிᾹᾠேபாகாம᾿ அவιறிιᾁ ᾙᾨ வᾊவΆ ெகாᾌᾷᾐ 

மᾰக῀ பயᾹபா᾵ᾊιᾁ உகᾸததாக மாιறினா᾿ எΆ மᾰக῀ மᾷதியி᾿ ெபᾞΆ அதிசயᾱகைள நிக῁ᾷᾐΆ 

எᾹபதி᾿ சᾸேதகΆ இ᾿ைல. 

ெமாᾷதᾷதி᾿, கணினி மιᾠΆ இைணயᾺ பாவைனயி᾿ தமி῁ ெமᾹெபாᾞ῀களிᾹ இᾞᾺᾗΆ 

பாவைனᾜΆ எᾹபᾐ ெதாட᾽பாக ஆராᾼவதᾹᾚலΆ தιேபாᾐ உ῀ள தமி῁ ெமᾹெபாᾞ῀கைள 

சாியான மᾰக῀ பாவைனᾰᾁ ெகாᾶᾌெச᾿வᾐடᾹ மᾰகᾦᾰᾁ ேதைவயான சாியான ᾗதிய தமி῁ 

ெமᾹெபாᾞ῀கைள உᾞவாᾰᾁவதிᾤΆ கவனᾷைத ெசᾤᾷதᾙᾊᾜΆ. 
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Electronic Commerce 
 

Dr. B. Neelavathy 
 

Electronic commerce, commonly known as e-comm, e-commerce or eCommerce, consists of the 

buying and selling of products or services over electronic systems such as the Internet and 

other computer networks. The amount of trade conducted electronically has grown extraordinarily 

with widespread Internet usage. The use of commerce is conducted in this way, spurring and drawing 

on innovations in electronic funds transfer, supply chain management, Internet marketing, online 

transaction processing, electronic data interchange (EDI), inventory management systems, and 

automated data collection systems. Modern electronic commerce typically uses the World Wide 

Web at least at some point in the transaction's lifecycle, although it can encompass a wider range of 

technologies such as e-mail, mobile devices and telephones as well. 

A large percentage of electronic commerce is conducted entirely electronically for virtual items such as 

access to premium content on a website, but most electronic commerce involves the transportation of 

physical items in some way. Online retailers are sometimes known as e-tailers and online retail is 

sometimes known as e-tail. Almost all big retailers have electronic commerce presence on the World 

Wide Web. 

Electronic commerce that is conducted between businesses is referred to as business-to-business or 

B2B. B2B can be open to all interested parties (e.g. commodity exchange) or limited to specific, pre-

qualified participants (private electronic market). Electronic commerce that is conducted between 

businesses and consumers, on the other hand, is referred to as business-to-consumer or B2C. This is 

the type of electronic commerce conducted by companies such as Amazon.com. Online shopping is a 

form of electronic commerce where the buyer is directly online to the seller's computer usually via the 

internet. There is no intermediary service. The sale and purchase transaction is completed 

electronically and interactively in real-time such as Amazon.com for new books. If an intermediary is 

present, then the sale and purchase transaction is called electronic commerce such as eBay.com. 

Electronic commerce is generally considered to be the sales aspect of e-business. It also consists of the 

exchange of data to facilitate the financing and payment aspects of the business transactions. 

History 

Originally, electronic commerce was identified as the facilitation of commercial transactions 

electronically, using technology such as Electronic Data Interchange (EDI) and Electronic Funds 

Transfer (EFT). These were both introduced in the late 1970s, allowing businesses to send commercial 

documents like purchase orders or invoices electronically. The growth and acceptance of credit cards, 

automated teller machines (ATM) and telephone banking in the 1980s were also forms of electronic 

commerce. Another form of e-commerce was the airline reservation system typified by Sabre in the 

USA and Travicom in the UK. 

From the 1990s onwards, electronic commerce would additionally include enterprise resource 

planning systems (ERP), data mining and data warehousing. 
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In 1990, Tim Berners-Lee invented the WorldWideWeb web browser and transformed an academic 

telecommunication network into a worldwide everyman everyday communication system called 

internet/www. Commercial enterprise on the Internet was strictly prohibited until 1991. Although the 

Internet became popular worldwide around 1994 when the first internet online shopping started, it 

took about five years to introduce security protocols and DSL allowing continual connection to the 

Internet. By the end of 2000, many European and American business companies offered their services 

through the World Wide Web. Since then people began to associate a word "ecommerce" with the 

ability of purchasing various goods through the Internet using secure protocols and electronic 

payment services. 

DOT-COMS 

Internet use gave a large jump toward the turn of the century, from being common in 26 percent of 

households in 1998 to 55 percent in 2003. Usage rates continue to climb in the United States and 

worldwide. This widespread use caused the rise—later followed by the collapse—of many Internet-

based businesses, called “dot-coms” for their adoption of the suffix “.com” at the end of their names, 

referring to their Web site addresses. They used the three Cs method of business—commerce, content, 

and connection—offering one of the three to possible customers. Although the dot-coms formed the 

basis for today's e-commerce, inflated expectations and inexperience in online business transactions 

lead to the dot-com bubble of 2000 and 2001, when many purely online businesses imploded, costing 

investors millions. Some of the more famous dotcom busts include Flooz.com, 360Hiphop, 

Pets.com, Kibu.com, and GovWorks.com, which was featured in the documentary Startup.com. 

After the dot-com bubble, the surviving companies dropped the coms from the end of their names and 

went on, some becoming successful businesses. For most companies, however, a combination of 

physical-based customer service and products with online components offering similar services has 

proven to be a more trustful method of incorporating e-commerce. In response to the dot-com bust 

and the continued growing interest in online trade, the Federal Trade Commission, or FTC, began to 

elaborate on their previous online business regulations. 

Chief among the FTCs regulations is the policy that all online advertisement must tell the truth and 

not mislead customers. As in physical markets, all online claims must be substantiated. Disclaimers 

can be particularly complex on Web sites, and the FTC requires that all disclaimer information must 

be easily accessible and readable. In response to worries of online security issues such as account and 

identity theft, the FTC has also made it clear that online companies should notify customers when 

collecting personal data, and several Privacy Protection Acts created during the dot-com era were 

made to enforce that policy. 

Strategies 

One of the first challenges involved in moving to online commerce is how to compete with other e-

commerce sites. A common problem in addressing this challenge is that e-commerce is often analyzed 

from a technical standpoint, not a strategic or marketing perspective. E-commerce provides several 

technical advantages over off-line commerce. It is much more convenient for the buyer and the seller, 

as there is no need for face-to-face interaction and Web-based stores are open 24 hours a day. Also, e-

commerce purchasing decisions can be made relatively quickly, because a vendor can present all 
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relevant information immediately to the buyer. These factors lend themselves to a transactional 

approach, where e-commerce is seen as a way to reduce the costs of acquiring a customer and 

completing a sale. 

In contrast, most successful e-commerce Web sites take a relational view of e-commerce. This 

perspective views an e-commerce transaction as one step among many in building a lasting 

relationship with the buyer. This approach requires a long-term, holistic view of the e-commerce 

purchasing experience, so that buyers are attracted by some unique aspect of an e-commerce Web site, 

and not by convenience. Since consumers can easily switch to a competing Web site, customer loyalty 

is the most precious asset for an e-commerce site. 

While the primary focus of most Internet activity is on the business-to-business and business-to-

consumer facets of e-commerce, other transaction methods are included. The success of eBay and its 

consumer-to-consumer portal for auction-based transactions has dramatically changed how people 

and companies conduct business. In addition to having a significant effect on business-to-business 

transactions, retailers are beginning to tap into this new and dynamic approach to commerce. 

Widgets and e-Commerce 

A widget is a transferrable piece of code that can move itself in and out of Web site data, collecting 

information or executing a particular function for a metadata program. Some of the most visible 

widgets are the advertisements seen on most Web sites. These are in fact pieces of code from a third-

party business that are being used to communicate marketing messages. 

Widgets are one of the most important tools for e-commerce, used most often for distribution of 

information and online promotional activities. A 2008 article by Ori Soen with TechNewWorld explores 

the new possibilities widgets offer companies interested in e-commerce. Not only are widget-

advertisements inexpensive and relatively 

easy to employ, they can be combined with present marketing efforts and visual productions with the 

added effect of animation, if desired. 

The problem most cited with present-day widget use by e-commerce companies is that online users no 

longer pay attention to widget advertisement. Most business Web sites accessible today have a 

multitude of widgets, and the advertisements are often diluted. Like emerging problems with TV 

commercials, users have learned to simply stop paying attention. Soen, however, sees this as an 

opportunity for companies to develop more innovative marketing techniques, better online 

animations, and more effective branding strategies aimed at online users. 

Still, e-commerce Web sites are often crowded, and Soen suggests a different focus for widget 

advertisement: social networks. Social applications, such as MySpace and Facebook, are another field 

open to creative widget use, but they also offer a more open demographic, namely, people who are 

more likely to be attracted to creative widgets and—more importantly—have the ability to spread the 

word to their friends about advertisements that have caught their eye, giving companies two ways to 

promote instead of one. 

Widgets serve a third purpose for e-commerce companies: the ability to collect important data 

concerning what advertisements are most effective to customers. When widgets are combined with 
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analysis tools, they can be very useful gatherers of marketing information. They can judge how long a 

potential customer spends with the widget, and to what extent they interact with the animation. 

Promotional activities and marketing analysis can be effectively combined. 

Personalization 

One of the key practices to a successful e-commerce company is personalization. Rachelle Crum's 2008 

article, “Personalization: Telling E-tail Customers What They Really Want,” lists several ways 

businesses can personalize their customers' online experiences. 

When customers buy products online, they often receive a short list of other items they may be 

interested in. This is known as recommendation, and because of the ease and access in online business, 

it is relatively easy for businesses to include in their e-commerce activity. Customers are much more 

likely to order from the company when they receive a personalized list of products. 

Tailored Web pages are another important part of personalization. Many companies have designed 

their e-commerce businesses to use the data from returning customers to create specific Web pages 

advertising new products the customer may be interested in, deals that may appeal particularly to the 

customer, and other information tailored especially for them. 

Mobile Web 

Certain devices, such as the iPhone, are becoming popular for their ability to access the Internet 

remotely. New technology has allowed remote Web access through phone and other handheld devices 

to become faster and easier to use. Some e-commerce companies have begun developing Web 

applications specifically for mobile Web users. This entails creating streamlined Web pages that 

condense information and allow customers to find what they looking for quickly and without hassle. 

Since these streamlined applications can be easier to navigate than normal Web pages, and can be 

accessed from nearly any location, some predictions say the mobile Web will become a powerful tool 

in the e-commerce field. 

There are several different ways companies can make e-commerce more available to mobile Web 

users. Web designers can simply remove graphics from the Web site for mobile applications, giving 

users a simplified, text-only site to navigate. Style sheets can also be used, to create other versions of 

online stores, tailored to specific devices. Or, if a company wanted to devote more time to the project, 

a second Web site could be created solely for mobile Web users. 

Web Site Creation Tips 

Beyond technology tools such as widgets and mobile Web devices, there are simple ways to improve 

Web pages and how they read and look. Slight changes in the way a Web page integrates marketing, 

product information, and visuals can create an enormous difference in the perceptions of customers. 

Most Web surfers spend a very short time inspecting online stores before moving on, and the right 

words or the right information, displayed correctly, can make a great difference. 

As David Needle says in his 2008 article for Smallbusinesscomputing.com, there are three different kinds 

of written cues or signposts that companies can place in their Web sites. The first type of signpost is 

navigation-oriented. This involves the way the online store is constructed—where the links to 
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products are and where they go, how far down the Web site pages scroll, and links to related 

sites. “Bread crumbs,” or easy ways for customers to return to the sites they have previously seen, are 

an excellent tool to give online stores structure and usability. 

The second type of signpost is microcontent-related. This refers to Web site headings, URLs, and titles 

that organize online information. All information in the company's online store should be clear and 

easy to read and understand. 

The third type of signpost is metadata, which is data concerning the information of the Web site itself, 

such as how many users have accessed it and the keywords within the site that would come up in a 

search engine or analytical program. 

Barriers to Success 

Despite the growing number of e-commerce success stories, plenty of e-commerce Web sites do not 

live up to their potential. There were two primary causes of e-commerce failures during the early 

2000s. 

First, most Web sites offer a truncated e-commerce model, meaning that they do not give Web users 

the capability to complete an entire sales cycle from initial inquiry to purchase. As analyzed by 

Forrester Research, the consumer sales cycle has four stages. First, consumers ask questions about 

what they want to buy. Second, they collect and compare answers. Third, the user makes a decision 

about the purchase. If the purchase is made, the fourth phase is order payment and fulfillment 

(delivery of the goods or services). The problem is that many Web sites do not provide enough 

information or options for all four phases. For example, a site may provide answers about a product, 

but not answers to the questions that the consumer has in mind. In other cases, the consumer gets to 

the point where he or she wants to make a purchase, but is not given an adequate variety of payment 

options to place the actual order. 

The second problem occurs when e-commerce efforts are not integrated properly into the corporate 

organization. A survey by Inter@ctiveWeek magazine found that in most companies e-commerce is 

treated as part of the information system (IS) staff's responsibility, and not as a business function. 

While sales and marketing staff generally assist in the development of e-commerce Web sites, final 

profit and loss responsibility rests with the IS staff. This is a major source of breakdowns in e-

commerce strategy because the units that actually make products and services do not have direct 

responsibility for selling them on the Web. One promising trend is that more companies are beginning 

to decentralize the authority to create e-commerce sites to individual business units, in the same way 

that each unit is responsible for its part of a corporate intranet. 

Success Factors 

After studying many aspects of electronic commerce, several consulting and analytic firms created 

guidelines on how to implement and leverage it successfully. In particular, two organizations have 

developed lists of critical success factors that seem to capture the state of thinking on this topic. First is 

the Patricia Seybold Group, which publishes trade newsletters and provides consulting services 

related to using information technology in corporations. This firm identified five critical e-commerce 

success factors: 
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Support customer self-service. If they so desire, Web users should be enabled to complete 

transactions without assistance. 

Nurture customer relationships. Up-front efforts should focus on increasing customer loyalty, not 

necessarily on maximizing sales. 

1. Streamline customer-driven processes. Firms should use Web technology to reengineer back-

office processes as they are integrated with e-commerce systems. 

2. Target a market of one. Each customer should be treated as an individual market, and 

personalization technology should be employed to tailor all services and content to the unique 

needs of each customer. 

3. Build communities of interest. A company should make its e-commerce Web site a destination 

that customers look forward to visiting, not simply a resource people use because they have to 

conduct a transaction. 

A quick review of two successful e-commerce sites, the Amazon.com bookstore site and Dell 

Computer's Web site, illustrate how many of these principles combine to help develop a strategic e-

commerce capability. 

Amazon.com, which has one of the highest sales volumes of any Web-based business, has optimized 

its site for the nature of its products and the preferences of its customers. The site is highly 

personalized; each visitor to the site, once registered, is greeted by name. The site content also is 

customized. Using software based on pattern recognition, Amazon.com compares a particular 

customer's purchase history to its overall record of transactions and generates a list of recommended 

books that seem to fit his or her interests and tastes. The company has a very integrated customer 

service support system, so that any customer service representative can access all data on the 

transactions, purchasing information, and security measures of each customer. The system also 

supports communications using e-mail, fax, and telephone. 

Finally, Amazon.com helps to build a community of users through its Associates Program. Under this 

program, a Web site can host a hyperlink directly to the Amazon. com site. Any time that a visitor to 

that site buys books through Amazon.com, the Web site owner receives a share of the transaction 

revenues. This is a very inexpensive way for Amazon.com to extend its marketing and advertising 

reach across the Web. Dell Computer also uses personalization and customization tools. For every 

major corporate customer, Dell creates a special Premier Page, which shows all products covered 

under purchasing contracts with that firm, as well as the special pricing under those contracts. This 

ensures that employees of that firm always get the right price for each purchase. Ford Motor 

Company reports that by encouraging employees to buy PCs from its Premier Page, the company 

saved $2 million in one year. 

Dell also has integrated its e-commerce Web site with all back-office systems, so that when a customer 

orders a custom-configured PC, that information is automatically transferred to the production system 

to ensure that the unit is built according to specifications. This also improves customer service; Dell 

will proactively notify any customer if a production problem or inventory shortage will delay 

delivery. 
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Electronic commerce, as used by U.S. firms, has already undergone several generations of evolution. 

Early experiences helped to stabilize e-commerce technology and set the development path for more 

sophisticated and useful technologies. Later experiences provided guidelines on strategic approaches 

and operational models that will help to improve e-commerce success. 

Three key issues will determine the long-term viability of electronic commerce. These are: 

1. Technological feasibility, or the extent to which technology—bandwidth availability and 

information reliability, tractability, and security—will be able to sustain exponentially 

increasing demands worldwide. 

2. Socio-cultural acceptability, or the extent to which different global cultures and ways of doing 

business will accommodate this new mode of transacting, in terms of its nature (not face-to-

face), speed, asynchronicity, and unidimensionality. 

3. Business profitability, or the extent to which this way of doing business will allow for profit 

margins to exist at all (e.g., no intermediaries, instant access to sellers, global reach of buyers). 

As technology continues to develop and mature, the ability to assess the impact of electronic 

commerce will become more cogent. Moreover, the significance of privacy, security, and intellectual 

property rights protection as prerequisites for the successful worldwide diffusion, adoption, and 

commercial success of Internet-related technologies—especially in places with less democratic 

political institutions and highly regulated economies—is continually increasing. The differentiation 

between the Internet (the global network of public computer networks) and intranets (corporate-based 

computer networks that involve well-defined communities and potentially more promising 

technology platforms for fostering Internet-related commerce) became significant in the late 1990s and 

early 2000s. Intranet development has surpassed the Internet in terms of revenue—by 2005 more than 

half of the world's Web sites were commercial in nature. 

Adverse Possibilities of e-Commerce 

Ned Kock, in his book Encyclopedia of E-collaboration (2008), gives several possible negative effects of e-

commerce, if the trend continues at the same rate it is currently growing. 

Global companies with highly developed online stores may already possess the extra edge to attract 

potential customers. This may leave beginning companies, eager to enter the online market, without 

much chance to make an impact. International competition may become skewed and lead to an 

unhealthy type of oligopoly in the e-commerce world. 

Some also fear that e-commerce will allow companies to evade certain tax laws, especially when it 

comes to international trade. New regulations might need to be set for customs concerning online 

exchanges. 

Others wonder how e-commerce will change the job market. While online business offers jobs to those 

with newer IT skills, it can also displace many traditional jobs. 

Advantages of Electronic Commerce 

The greatest and the most important advantage of e-commerce, is that it enables a business concern or 

individual to reach the global market. It caters to the demands of both the national and the 
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international market, as your business activities are no longer restricted by geographical boundaries. 

With the help of electronic commerce, even small enterprises can access the global market for selling 

and purchasing products and services. Even time restrictions are nonexistent while conducting 

businesses, as e-commerce empowers one to execute business transactions 24 hours a day and even on 

holidays and weekends. This in turn significantly increases sales and profit. 

Electronic commerce gives the customers the opportunity to look for cheaper and quality products. 

With the help of e-commerce, consumers can easily research on a specific product and sometimes even 

find out the original manufacturer to purchase a product at a much cheaper price than that charged by 

the wholesaler. Shopping online is usually more convenient and time saving than conventional 

shopping. Besides these, people also come across reviews posted by other customers, about the 

products purchased from a particular e-commerce site, which can help make purchasing decisions. 

For business concerns, e-commerce significantly cuts down the cost associated with marketing, 

customer care, processing, information storage and inventory management. It reduces the time period 

involved with business process re-engineering, customization of products to meet the demand of 

particular customers, increasing productivity and customer care services. Electronic commerce 

reduces the burden of infrastructure to conduct businesses and thereby raises the amount of funds 

available for profitable investment. It also enables efficient customer care services. On the other hand, 

It collects and manages information related to customer behavior, which in turn helps develop and 

adopt an efficient marketing and promotional strategy. 

Disadvantages of Electronic Commerce  

Electronic commerce is also characterized by some technological and inherent limitations which has 

restricted the number of people using this revolutionary system. One important disadvantage of e-

commerce is that the Internet has still not touched the lives of a great number of people, either due to 

the lack of knowledge or trust. A large number of people do not use the Internet for any kind of 

financial transaction. Some people simply refuse to trust the authenticity of completely impersonal 

business transactions, as in the case of e-commerce. Many people have reservations regarding the 

requirement to disclose personal and private information for security concerns. Many times, the 

legitimacy and authenticity of different e-commercesites have also been questioned. 

Another limitation of e-commerce is that it is not suitable for perishable commodities like food items. 

People prefer to shop in the conventional way than to use e-commerce for purchasing food products. 

So e-commerce is not suitable for such business sectors. The time period required for delivering 

physical products can also be quite significant in case of e-commerce. A lot of phone calls and e-mails 

may be required till you get your desired products. However, returning the product and getting a 

refund can be even more troublesome and time consuming than purchasing, in case if you are not 

satisfied with a particular product. 

Conclusion  

Thus, on evaluating the various pros and cons of electronic commerce, we can say that the advantages 

of e-commerce have the potential to outweigh the disadvantages. A proper strategy to address the 

technical issues and to build up customers trust in the system, can change the present scenario and 

help e-commerce adapt to the changing needs of the world. 


