
Andhra Christian College, Øuntur 

Certificate Course on "Digital Trade and E-commerce' 

Department of Commerce 

Course Duration: From 15-02-2021 to 03-03-2021 

Total Duration: 30 hours (5 modules, each 6 hours) 

Module 1: Introduction to Digital Trade and E-commerce 

Duration: 6 hours 

Topics Covered: 

Definition and Evolution of Digital Trade and E-commerce 

Digital trade refers to the buying and selling of goods and services using digital platforms and 
technologies. It encompasses a wide range of activities, including online retail (e-commerce), 
digital services, electronic funds transfers, and more. The evolution of digital trade and e 
çommerce can be traced back to the advent of the internet in the 1990s. The early stages saw 
the rise of simple online marketplaces and the first online transactions. Over the years, 
advancements in technology, such as secure payment systems, mobile technology, and big 
data analytics, have significantly transformed the landscape. The growth of major platforms 
like Amazon, Alibaba, and eBay has revolutionized how consumers shop and how businesses 
operate, leading to a global, interconnected digital economy. 

Differences between Traditional Commerce and E-commerce 

Traditional commerce involves the physical exchange of goods and services in a brick-and 
mortar setting, where transactions occur face-to-face, and customers can inspect products 
before purchasing. In contrast, e-commerce operates over the internet, allowing consumers to 
buy and sel products online without geographical limitations. This digital approach offers 
several adyantages, such as convenience, a broader selection of goods, and often lower prices 
due to reduced overhead costs. However, it also presents challenges, including cybersecurity 
threats, the need for reliable delivery logistics, and the lack of physical interaction with 
products before purchase. Additionally, e-commerce relies heavily on digital marketing and 
data analytics to attract and retain customers, whereas traditional commerce depends more on 
physical presence and in-store customer service. 
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